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SHOTGUN INDUSTRY ANALYSIS
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The shotgun market in the U.S. is comprised of 6 major
total over 90% of domestic sales. They are: Remington®, Moss
Repeating Arms Co® (USRAC), New England:
Richardson® (H&R), Beretta® and Benelli® (
Group, but they are perceived as separate e
offerings). These six differ significantly in term
brand perception, Additionally, the big six di
the amount of print advertising they buy and
from it.
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@ Jeast satisfied. More on this in the section titled

ecent average price points among the various product
as compared to sales volume in units. Based on this, the
-f.ueneralizations can be made, about the big six:

stic customers. The Model 870 is considered the standard for
plidp action shotguns but Remington autoloading shotguns are
hibiting symptoms of a life eycle in decline.
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