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·t--················· 1996 was a very challenging year for Remi;qgton's fir~ifu. business. After 
e1\ioying more than five consecutive years of prdgji~i;~!¥~ growtl& jh unit sales and 
dollar volume, the company experienced a 19J~% Cf&\vl:ihihtin volume last year. 
This softness was primarily the result of a@~lining JgMijffd by the Marts. 
Wal*Mart's focus to lower working capital ·~!(\:!>irwrease turns, along with their 
heavy inventoty carryover from 1995 result~ ;;; % 411f&d1icline in dollar shipments 
for 1996. K-Mart, a credit cripple, couduct~dbusines~pf~i'ijgated on a bank budget 
which resulted in a 52% decline in 4!i!\~ &Jtipments. Combined, the Marts 
accounted for a $2 7. 5 million dollar rediiFifilfll!hflrearm sltipments from the 
previous year. Business with our oth~r..Sh.'.1.Wl~\R~l~r~ was essentially unchanged 
from 1995. 
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:::::::::~~~iH!~!i!It~:!i}::::-:::::: :. ... 

Overall, the 19% reduction ii/$hipmeilii4ii!$J#ted in a 12% decline in dollar 
sales for the company in 1996. XWdngtf!e ftqrdist /tit, shotgun unit sales were 
down 28% resulting i11 a 25% lf:;j}line.f~ doll~t 'volume. Another hard hit area 
was the Centerfire rifle categot&Wl#t;./l~\::per~tfted a 7% reduction in units and a 
1 % reduction in dollars. Despite W&i~~#l;y¢(l.f for bolt action sales, repeating rifle 
sales were off by 45% in .• nnits ... atid 4~!&~ in dollars which ruined category 
perfonnance result~. ··•·•·•·•·•·•·•·•·•·•·•·•·•·•·•·•·•·•·•·•·· · . ····•· 

/!:!:!:!:!?' ···:::\:!:!:!:!:!::: 

Second and third 4~W1lolLOrders @,ihtinued to decline resulting in a revenue 
growih that was signifi~anH:Yl:l~Jq)&p\$\!@As a result, decisions were made to reduce 
Tlion's manufacturing wbtkforceli\©ii!&ber, followed by a 30 day plant shutdown in 
December. Althougj.l tafi@ij t?t!mt d~~isions had a positive impact 011 year end 
inventories, allowi11fi.bnty ai2%@:¢rease in units over 1995, witlt closing results 
similar to 1994. ·.·.·.·.·.·.·. ·.·.·.. ·.·.· 

The follo-MH~i~!~!B~ provides a quick look at statistical specifics regarding 
1996's whi:fr\#\:IWi.tred to the previous six years. 

1992 199) 1994 1995 1996 1997 
A.:lu<ll A.~·tual Adu;il .'\J.:lual Al'ill,il Budu~[ 

581 () (i]] 0 66L5 761 ') 615 8 650.0 

153.5 163.3 176.2 202.6 178.5 181.9 

:~5 6 44.8 S:i.f.: 68 7 52. 1 57.:i 

23 2 274 30.5 33 9 29 2 31.5 

.. l 8.1 14.0 28.4 \l.Jj 19.7 

111 9 70 J 95.2 '2 I 92 () 115,J 
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In general, overall growtll of tile firearms n:ir,rket is dil(ff/(pated to be .flat or 
slightly declining in tlte future. Contributing factB~t\t1JiJ~ trelfr!ij!e an increase in 
the average age of the hunting population, less J;!l!J,llic M:@~~MlJwhting land, a 65% 
or more decrease in FFL holders over the last tljf~e years, ai1ifll%i·easing restrictions 
in International markets. Despite tllese cltal(tmti{IJ:i•J!J'mington can achieve share 
growth at the expense of competition by ifi~Cuting tt/iif,{V introductions of high 
quality and high value products which credMcompeiii'NJ'ii#\,antages . 

. /}}::::::::::· .. - -
·-·-·-·-·-·-·-·-· 

After having completed the second qli'art~filfl297, performance is on track to 
meet the budget requirements in terms of lmit~~jiji; ~il net sales dollars. Gross 
profit, however .. is expected to be belrh~~/ti/g~E ¥Mkf~ due to an unfavorable mix, 
caused by fewer sales of centerfire Hf!~~; !!\<::J.l~madelli bankruptcy, unexpected 
quality cost and increased manufa9t(Wing cOiFatltl~µtable to Mayfield startup cost 

and llion idle mills charges. / r l / )'•• 

1997' s booked orders (~f@hg~~Ui1s h~~b exceeded budget expectations, 
rebounding nicely from a disappoinfliigjg8§/~oftness in centerfire rifle orders is 
a major concern, with year-to>:datf:.bookiiigs)running approximately 27% beflintl 
last year. We do, howeve~j~~p@b~~!t~J>gthe1ting in this category as finn orders are 
received from the Matts ~~~'seasonalf4§tders are placed by resellers. Due to the 
high gross profit per uni~ ~f \;~nterfire@~es, focus is being given to special non 
catalog offerings which sh&ttd~pQ~t~~~for this categoty later this year. 

//:::::.·-.- . .-... ::-:::::::::::::::::::::::::::< .............. . ....... . 

Building on t4~ if@gf~~ ~ st;·~~gths of the M700, our new Bolt Action 
Muzzleloader flas .iMfolutionii'iiit.t'ffe black powder firearms industry segment. 
1997 orders for JI 70g ,MuzzielOader have nearly doubled since last year's 
introduction, maJ<ii\gJhi$ ¢ategmy of bolt action product our number one selling 
class of rifle. cdh\ffi~lt!~!J.\lickly responded with similar offe1ings that may infiinge 
on Remington '.§i~~\1edffat~~ti ];he matter is currently under legal review. 

·~~~~~~~c. ·~~~: ................... . .. 

Pressure ;;;'~~~~jgf!9s been very intense particularly at the Marts. Value 
added pro!')µ~~ #fb&t!Fsifofguns and rifles are gaining shelf space with the mass 
merchants $#\(!lg!\ and Mossberg are the principal competitors which have put 
pressure on olif 7QQ APL and 870 Express businesses. It is clear that our net 
pricingfilt.t~'f#~profiiifits by trade channel flas become a source of irritation for 
the lf!cfiffs w'fiJ~ 'f.'.Omparetl to Big Box competition supplied by two step 
distr.!~ytion. ········ 
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Pricing and programming revisions will be ;l~~~~l~l~~j~istributive 
channels competitive for 1998. Additionally, to improJ~~~(NJ/fijtd gross margin, 
close attention must be paid to cost as we look tOlf!lf/d the fitlii¥/k ......... .. ...... .. ........... .. ...... . 

Remington 's Firearm Business will pos((;:;; ~~j~lJ/fti!llQ~~ term profitable 
growth by combining technological strength f#flh intensJ?fJ~fis on cost cutting, 
and innovative new products supported by $:fW.1Jg,1narketi11g programs. This is 
our blueprint for the ji1ture. .·.·.·.·.·.·.·.·.·.·.·.·.·.·.·.·.·.·.·.·. 
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Today's business environment requires oiif ~!mwqn:~~~trsue emerging 
markets wit/1 a clear competitive advantage. Ti!) fie Sfiii¢~UI#, )Ve must focus not 
only on satisfYing customer needs better and qi)ffker than 6fif¢Qmpetition, but we 
must strive to exceed customers' expectation$,:?fl:li\cComplish these objectives, the 
fireanns business will pursue tile following ~J!igiilik~~~!ft~!'!f~S strategies. 

• Strive for delivered cost leadership. 

• Deliver quality products that re~,~~~'~.~~~····~·~1~\~:l~f:~ 
• Improve and and differentiated firearms 

products. 

• Aggressively pm·sue 
markets. 

• Expand onr global mat~~\tl!lifttjqns 
.. :::.:::.:::.:::.::::·::::.:::.:::.:::.:::.:::.:::.::: 

law enforcement and military 

opporhmistic basis. 

• Become the indu§I/ leade; jjj••tireanns technology, hoth product and 
111anufacturing baseif§~jl:lp~Jence~$ff 

• Improve workinJ~~~i~;~:~~~~~~> 
. ·.·.:.:·:·:·:·:·:·:·:·:·:·:·:·:·:·:·:·. 

Continuous ~~t(al 4H;;'6{i@@~ht in sales, earnings and market share are the 
results of successµ)!busiµ~~s strategies. Tactically, our strategies will be pursued 
by: 

• Prp~jj!~~~j~~\Rmf'.IS with account specific products and services . 
../:H!\\\>.· .. . . ":·::::::::~:;:~:HHH? 
................... . .. 

• w•~~!:!::~1~~1~¥:.W 
product trends before they are well established 

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

• §~l!fi;;,;u,Uy shortening the development and manufacturing lead times 
.•..• :.••: pfn~W\%~!fferentiated products. 

{~? ~~h~~ i11tegrated marketing connmmications to exploit synergy's 
·.·.·.·.·.·.·.· betwe~~ firearms and ammunition in a way that provides competitive 

> .. a.dwi\t~~e. 
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• Investing in new manufacturing equipment 

• 

improve quality. 

Exploring alternative sourcing of ri'l,\M 
the global marketplace. WW 

·:)!!i!!!i!!!i!!i:J:::\::::::::· .. ·. 

assemblies in 

Our primary business objective is tq..jfrovMifl'f!!.¢,f!,QlllPany with sustained 
growth in sales and earnings. This will b"i!achievedh.fiUlf!ntifying opportunistic 
markets witlt innovative new products thti~~if.lJ!JPrt premium margins. 

Our I 998 business objectives b~}l)~l;~~:-~~~~!~~regories are as follows: 

Shotguns 
Ri1nfirc 

Ilion 
Mayfield 

Ccntcrtlrc 
Black Po\vder 
Custon1 Guns 
E \:tra Barrels 

Total Firearn•s 

Sales 
$(MM) 

$93.l 

19 
17.7 

v. Remington 

StJWBi~ ······ s d Gr 

..... •······•••••••• ,~f~~s 

32.9 
35.0 
43.2 
41.8 
9.3 

46.5 

Gross Margin 
v·ac vs 
1997 (;;,, 

3.0°/ii 

11.4 
1.0 

(U) 
4.0 

(8.2) 
2.3 
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• 
Estimates indicate that 1996's domestic shormmMJl:et ;~~f~~nted 

approximately 1,300,000 LUlits in annual sales volLu)'!ewl1ii~lii\tiUlsitles value of 
$332,000,000. A year earlier, the National Sprnti1!ilboods A;~&dllm~n (NSGA) 
reported that the retail market totaled 1,445,000 ~!~~lllfin.mtrchases valued at 
$362,000,000. 

1 . . . . . . . . . . . . 

<<<:< .. :::.::<<<<<:? 

SAMMI' s reporting of 1996 factory sl~m~nts of shotgL~~s, winch does not 
include several major U.S. mamrfacturers andhl!fil~!!\~~§,Showed an industry decline 
of 23% in units and 21 % in dollars from tl1t;prnyj9H~~i~iim Remington's petformance 
was slightly worse, down 28% in units <\Q~~~&tffid811~;:§. This downturn, primarily 
due to declining demand of the compa11§\;{~~!\~f".p~nsive Express shotguns, was a 
result of tighter inventory managem¢glpracticd•B~me mass merchants. 

······ ····· 

The domestic shotgLU1 mJtlis ¢~~~~os~it~ffour principal product categories. 
1996 volume estimates by produat~~l!?Bware a~[dllows 

. ····::::::::i:{i!}iii!iii!iii!i?t/ii!iii!/" 
~??§$bQ!guriSal¢8 Volume 

Hy~~~911 Type 
..::nn:r ":::::::::·:·:·" 

ltihuType 
l\t~Q!Q~clfu\i ?••••••·•?{•••••·· 

60@i~trtid~ . 
•• $tig1~ .•• ~1;~r·························· 

··• 'Ptun~Action 
< {i)11~~r·••·· 

.. / >·•·•········ .r~i~I <·•••••••••····· 

v. Remington 

Units (Ml 

215 

75 

238 

772 

20 

1320 
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Autoloading 

16% 

1996 Shotgun Market Sha~~,···················································· ? 
By Action Type 

Over & Under other 
6°/o 

58o/o 

:/!!::::}: 
The U.S. market represent$~b lioA!~shar%9fthe world shotgun market. 

Breakdown ofWorl~~~!~~~§h~~~3 (%of World Sales) 
(Excluding Ex USSR!inij~~!hmunist Countries) 

/ f •· .. · .. ·. -----------------------------------...; 
•••• ... @'{~ 10"/o 20% 30% 40% &l% 00% 70"/o 

Both tl~~lism:~'~fld shotgm1 markets are focused on htn1ting and inanimate 
shooting end uses .. ~~p~{!w shotgun dominates the U.S. market as tile action of 
choice, COlfi!m!~l!icR(f 60% market share in terms of unit sales. 

A~~~~~~j\~t9t!W 1996 NSGA Brand Share Report for Shot1.,'lms, market 
share 9x.m#~8!'!1¥Wtifi!8forer is as follows: 
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Shotgun Brand Share" (% of 

Remington 1~111111111111111 
Mossberg 

i12=::::::::::::==:::::::::::==:::::::::::===:::;: 
Other 

USRAciiiiiiiiiiiiiiiiJ~ 
Browning 

h1 addition, shotgun 
LUrits and dollars are: 5 

Mass Merchants 
27 .3°/o 

31.8% 

25% 30% 35% 

as reported by the NSGA in 

in units sales from '95 to '96 are sigirificant. They 
are: 

in sales by Sporting Goods Stores. 
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• A decline of nearly 11 % in other 
result of FFL reductions. 

..::!ii!!ii!/·' 

1996 Shotgun Distrihuti~#~l~~~-*(i~f(~ in Dollars) 

Mass Merchants 
19.3%1 

Spec Sport Shop 
19°/o 

• An increase 

• 

• A 
to 

Other10.5% 

v. Remington 

Sporting Goods 

Store51.2% 

in distribution dollars by channel 

volwne by other distribution, again attributed 
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r ....................................................................... -~iiiii·.··.;·,···.l.··.i.• •. ···i·L···.i.••.i.•·. \!;;;;;: ............... , 
AUTOLOADING SHOT<;;~,NS 

Subject to Protective 

• Market Share Overview 
.·>>>.·.·. 

The domestic autoloadi11g sltotgu11 ,Jtt is esll'ma:ted to be 215M units 
u11111mlly with retail sales value of$95-/05Mlli,. ? 

follows: 
Sales volumes and market share arl\ ¢stitndt@!Lf'<lbt11e 

Brand 

Remini,'1:011 

Beretta 

15 

20 

215 

Remington 
31 o/o 

domestic market as 

Research~ 1995, HL·rstal Clinvcst ~ 199Ci, Gunmark Bcnclu" ~ 1997 and 
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Remington's short term market share objectivd'J~~!llJJJIJlJ~~otguns will 
be to hold sltare in all product categories. Longer te1m, n~W~!'lxlk\~fintroductions will 
grow share and increase profitability. 

1997 

31% 

1998 

31% 

../::::::::::· 

1ifil9t 2000 

<36% ·~% 
./::::::::::::::::::-.. -. 
"""""""'" 

• Remington Segment Perfor~:~~I > 

Remington's autoloading shot1Z~\~~~h¢'iltincludes 11-87 Premier, 11-96 Euro 
Lightweight 1100 and SPlO Mag@in moclek 7996 sales totaled 6Mf unifj; 
accounting for $27.4MM in reve~#~ wltf¢'!r is a JO% decrease in units and a 16% 
decre11se in revenue from 1995 %'.~~~l5. Qtir wqfj~wide perfonnance for this category 
follows: /:????>: ,{:??' t?••: · iw~ < 1996 

:·::·::·::·::·::·:::::::.:::.:::.:::.:::.:::.::: 

· ·<:•:•:\oo.3 

. ·.·.:.:·:·:·:·:·:·:·:·:·:·:·:·:·:·:·:·. 

/:::-:::.:::r _::.:::-:.:--.·.:-:::::::::::~n::::::::::::::r 

··::\\\: 
~ZS 

66.3 

27.4 

12.5 

45.7 

1997 
Rev. IF 

57.1 

23.9 

9,0 

37.4 

111e prim:;Jft#t iss1~~faci11g this product segment are: 

: +r~t~:~~~i\1@1!~ecyctes of core offerings 

1997 
P.O. 

63.2 

25.5 

9.4 

36.7 

• i:>;'6a!iil~l¥tfqmrnnce and foatures when compared to competition 

:·•·•·•t·•·····S~l~~RO\iri~e11tatio11 

v. Remington 
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• Competitive Analysis 
··::::::::::::::::::-:.::::::::::::·· 

The market for autoloading shotguns has ~WJ(yed ov~ff~~past few years as 
a result of new products utilizing 11ew tech11ologf!l!ij~p!J\Wlarify6f turkey hunting 
and increased use of heavy steel shot loads has <lf\~'.e111nll&:h.q!!'!!wiarge bore product 
development. As a result of these new product~;j\fgher expecfat!Ons for perfonnance 
and reliability have been established. ···················· 

The major competition in tl1e g~~~~oa;;;:; .~~)~;1111 market includes 
Brow11i11g, Beretta, Mossberg a11d Be11~{U; Consistent rumors within the trade 
indicate that Ruger is developing a new autZIB&i'i!~~#l!olgun. USRAC (Winchester) 
discontinued the M/1400 a few years ag9,~P4iti~¢*~Cted that it will he replaced 
by a clone of one of Browning's desi1o,'!'($) ... \ 

··:·::::::::::::::::::::::::::::::-:::::::. ... 

Mossberg participates in the.i!#;v-end ;~ifrk~~Wlth their M/9200. This product 
is a M/11-87 clone that is price&$i88J~lis thanthe M/11-87 at wholesale, after 
programs. Due to it's less thaq (i¢~iratll¢ qua\i\¥ and performance, this gun is not 
viewed as a serious competitive ti\t~kp•• ... , . 

. ··:::::::::tif!!!i!!!i!!!i!!?t/!i!!!i!/ 

During the last five y~@!.#..11.~rf.:.tta, Btilw11i11g and Benelli have i11troduced 
new autoloading desigt1s t:iflit iiPi if}fifling Remington's market position. Tlte 
Browning Gold is a gas qpJlfated slwt~!~ tl1at is offered in 10, 12 and 20 gauges. 
Both tlte 12 and 20 g01if£«.~11§jQ11s fu}ff.iion 2%" and 3" shells intercltangeab(v. 
Mid-year 1997, Brow1ijt1giktNi#ii.ef:Wl«.i2 gauge 3W' version oftlte Gold Hunter 
that functions light 2f/,,Mloads to JY,~! loads interchangeably. This offering sets a 
new standard in tlw iiiJl<Ji~'i#!#1g si;otgun market by providing ~ll the same 
features as tlte culf#.Wit (iQld tliifffkr including tlte same st<mdard recei1,er size. 
With styling sirnil~fo tl)~~/l I-87and weighing a half a pound less, the Gold is 
well balanced an4 Btf'yr~ f~atures such as speed loading and an aluminum receiver. 
The Gold Hunte?(i~~~~Q gauge) sells for $49 more than the Mll-87 after sales 
programs and Al*P9H~ts AIHtl~\1ew Gold 3\1,'' sells for $167 more than the MI 1-87. 

Subject to Protective 

Beretta's loading shotgun is the AL390. Offered in both 12 
a11d 20 gaj{g(f#} iandle.~ 2%" a11d 3" shells intercliangeably and utilizes 
fill allllni.t1/ifufi\¢¢!¥Qt The AL390 features a magazi.t1e cutoff with Beretta · s stock 
drop and c~.st sp~t~~~Y~Wm and is about a half pound lighter than the Mi 11-87. The 
standa,r4 ;is;!l@~@§~lls f'iifr approximately $I 00 more than the M/11-87 after sales 
progr!!i)fa and dl$~q~)!1ts. 
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Benelli has positioned itself as the industry's ~~,~~~;~~~~~~~der with the 
introduction of the JYiontefeltro Super 90 and Super Blatk)'1$Juilf!The Super Black 
Eagle is an inertia operated 12 gauge that handles ~Ii'' magn1\\#~ll<:Jlls to 2%'' target 
loads. Features include a magazine cutoff that is ll:i\)q\]l9rnted iil~e_caffier system, 
an adjustable drop shim system for the stock, al\llm!i\J.(n receiver. The Super 
Black Eagle weighs a half a pound less than 1-87. \.Vlifrff1e versatility of 12 
gauge 3W' capability, the Super Black a dealer price that is 
approximately $400 higher than the Mil 

Also inertia operated, Bene/ti's 11'~g!!t~f~{tro Super 90 is offered in both 12 
and 20 gauge versions which function 2%'1(1i$%l@d!'. The Super 90 features a 
stock fit adjushnent system as well as Bene Hi's ~~6~!& $ystem design that acts like a 
magazine ~utoff. The 12 gauge b'lln, ·• ·• '•''•'"'''""••:•••:•••:•••:•:•:•:•:•:•<•fl\ififs of a pound less than the 

Mil 1-87. The Super 90 sells for $190 e M/11-87 to the dealer. 

A review of the Remf~~i~n /!!:;:;~~~~;:g shotgun line illustrates 
Remington's quandary in this ~~gmer/ii 'esseffflally the line is fragmented and 
outdated. The basic desib'll ofjl)~Jin~l~ ov~~$0 years old. In addition to being 
costly to manufactme, the line incdtfi~~~t¢$ i!li~xcessive mnnber of pa.tis relative to 
today's standru·ds. . ........ . 

.. (:::tt>::::::::>tttt>:::: . 
The 1l!/11-96 Eurq~tglttw~it~~f!11d M/11-87 are botlt 12 gauge 011/y 

designs that fimction i\i~!)Jp 3'' s/JijJls interclumgeab(v. The M/l 1-96 is 
significantly lighter thap th& ~!!t@7J!!l~ is acting as a stop gap, maintaining share 
tmtil a new !,,'lm can I?~ b~qugl1i 18 ti'iilfket. The lack of a "shoot everything" 20 
gauge offering make~ k~#l(#'iJ.t?:'l po116ompetitive in tlte 20 gauge category. 

The JJ1/110Qli:fffiliitl ;;;~~~~ 12 and 20 gauge, but it is chambered only 
for either 2%" sfi}f Pfi or/1¢~ 3" rounds. The M/1100 Synthetic does not offer tJ{e 
features or valuedith~Mfl 1-87 and is priced accordingly. The M/1100 20 gauge is 
also offered wifuJJigl1 gla##'.Q!ld finish and polished metal. Historically, these guns 
have been abl&t~i\!l:i11tgima\;hce commensurate with the M/11-87; however, with 
the introduction df'"'"'"'"'"'"'"'·· · ·ve "shoot all" 20 gauge products, demand for the 

Subject to Protective 

M/1100 roding value of the product 

· n, unique in desi[,'11, is Remington's entry in the heavy 
gh plagued with tlinction ruid quality issues eai·Jy after 

quality improvements, the SP-10 now competes favorably with 
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• Product Strategy - 1998 

M/11-96 Euro Lightweight 

The M/lI-96, utilizing a steel receiver,~:!~~~~,~gweight and superb 
balance. While offering the upland lumter a q ~uge gm1 thalreels like a 20 gauge, 
the M/11-96 has the potential to bridge the gii,pl\)~~mington's product line until a 
new shotgun can be developed. Although !! \va~ M4%\rt#c~P in early 1996, trade 
shipments are not expected to bei,>in until )Xhi,'l1st 1997. As a result, no product 
changes are pla1111ed for this model in 199$i lf~us in 1998 for the 111111-96 Euro 
Lightweight will be on producing a qualiijiJlaJHflin a timely and reliable 
ma1111er and servicing the market witllH~~tffffflJ.~Pll~fJngs. 

i1Ji~~$± •\·' 
:/!i::::l: · ·.·:::i:~~{Ii!i!!i:::!i::v 

A return to niche marketiefjj.is P!4.~ned fftt: the M/11-87 in 1998. With the 
increased popularity of turkey b.~dfong, ~ specili! version of the Ml 11-87 will be 
offered. The current Mil 1-87 ;Y/{$fl;(;i~ino wii!/be upgraded by adding fiber optic 
sights a11d a straight rifled choke tiih@tn~~~ition, this product will be part of an 
exclusive National Wild Tur'i'!tME~~~n:1\jm;'s251h anniversary se1ies offering 

.·>>>>>>>>'·''''·'·'·>>>>>>>>>>>>: 

Deer hunting with s$~l~m1s re1:~1~popular. With the advances made in sabot 
ammunition and bolt actlti# ~'mg\lllS, a,tj¢1iracy and perfonnance expectations have 
been raised. lmprove~n<mt lkth~ai!!'t~thcy of Remington's fully rifled cantilever 
barrels is needed to kl/i}lc!lr4pro(iii2W.E,fitegory competitive. 

( M/1100 
·.-.·.--·.--· .·.--·.--·.-· 

As a resu\t ~~ !l.~»~ B~oduct introductions, the Ml 1100 continues to maintain 
modest volumes. R:(iijjl!i~P!J.'.~ product strategy will focus on niche" products next 
year. Below .~4~.~EriiJH\:ii1i~#tails concerning three new Persians of the M/1100 
planned for JififtD j ··· 

Subject to Protective 

··.:-·-:-·-:-·-:-·-:-·-:-·-:-·-:-·-, 

Firs~~v~i{f!{g§~bMlhg 28's ability to capture a pmiion of the growing use of 
small bore ~Htifii;!ii'\$ ill spmiing clays, a Sporting 20 will be added to the catalog in 
1998. TJli.~ •. g411\Vi!l §§built on the L T-20 frame and configured similarly to the 
Spo1iini:\¥Se*\i\mtit will feature a 28" ba1TeL 

::\\:·:::·· '•:•\\\\:':-

~n addition i~~e Sporting 20, a JIVllOO Syntltetic Youth turkey gun will be 
added.@!fie catq:{i{#i Selected to be part of the NWTF 251

h Anniversary Series, this 
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Subject to Protective 

:.·:·.········· 

gun will be chambered for 3" shells and set-up similar~~~~~!JJ~~~~g~S-T Camo 
with fiber optic sights and a special hirkey choke tube. fh\$n~\if product offers a 
small frame hunter all the same featmes of the 12 Ml!NS%in a smaller, more -- """"" 

manageable package. 
.-:::-:-.-.·. 

Third, the non-catalog scope combina~fl package in 199 7 will be 
continued into 1998 as a 11on-catalog offerinfi! F~!lc(.tJring the M/l l 00 Synthetic FR 
CL, plus a scope and ring package, this c01IJfili p~Bk;~.Q#i;rs the dealer a tum key 
opportunity to provide enhanced value and si!±Vice to hi~dti~!~\ner 

./}}::::::::::· .. - . ................. 

In addition to the above listed ne\v pfi\m\i\H~.Jor the M/1100 family, roll 
embellishment will be added to the receiy~rnpf~h~ ~i]t@O field guns. However the 
Special Field series will remain non-errtb~\i)$h~1F 

"·:·::::::::::{:::::{{}!\>:::: >. -. 

SEMO MaglfoibA 
······ ····· 

As noted earlier, the perfo~~1~ee tj~li1e ~fl~IO has improved over the past few 
years. For 1998, the SP-10 C#'if}it.WJflbe #W/flaced with a special NWTF 25'h 
Anniversary Edition. With the exCe!;iti~ij~f~(i\ffed fiber optic sights and the NWTF 
marking, this gun will basicaj\y!J!o\Jbe ~~fi1¢ as the current SP-l 0 Camo. A 26" 
version of the SP-10 Cam(\\.~i~f8fi\:\f¢ikC\n a linlited non-catalog basis in 1997 and 
will become a catalog offer\\~~ in 1998 H'' 

./~:~:~:::~:::~::m?::::::::::·.:- .. _::ii~:::~:::t 

• Product Str~t~l;~i~~§[nd Beyond 

NAS 

A New Al!f~~~i#J'.;ltotgun (NAS) is planned for 1999 introduction. Tlte 
core criteria drivtifjtfi.~~'/J.$program are: 

.. i:i:::H:\::::>.· .. . . ····:·::::::::::::::}:::::::::::/· 

• tikJliiiffllfiJ!J!!.liability 

... ~ i!;~:!::::i/iry 
..... (((~., . (iitff#ffiJ..ifji Quality 

; ~!iff11ced Cost Of Manufacture (Improved Margin Opportu11iry) 
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:.·:·,·,·,·,·,· 

Both 12 and 20 gauge offerings are to be incl~~l~i~fJ,~IJ~'~mily. They 
are all to feature "shoot everything" capability. Thi&.\ fui~1~>categories being 

plaimed ai·e: .:•:•:·.····· > 
........... .. ....... 

• 12 Gauge Synthetic 2%" -3W' Capabl~; ¥~~j~~fflif.~~;!:ring synthetic 
stock & fore-end with matte metaf.fi#?ilt, is desigiiedfo "shoot 
everything" from 2%" target loads @~@YJL3 Vz" lead loads. New 
technolot,'Y may be employed with t!i~\lg&ctf~.l\nth~tic and alloys. This 
gun will be positioned as a Specia!Pdrpose slid!~)\argeted at the turkey 
and wate1fowl htmting markets. /?:•••· ••••· . . 

• 12 (,'auge Wood 2%" -3" Capable; :;~~~~~)'$hoot everything" from 
2%" target loads to heavy 3'.\iififdMflii&,iiitfgtm willfeature walnut 
stock and fore-end, cut cl1eck~kf}ft{i[1/Jef.polislted blue metal finish. The 
frame should be consisten~l# size \\{i!hfli~A!UTent lv!/11-87. For Law 
Enforcement purposes, a&~rsioijqf this guh should be configured that will 
function 2%" - 3" shell§ !~terc!lc~i~eab!~ti even with a 14 •· barrel. 

./:~:::~:::~::::::>::··:: ./::~:::~r·· ::{:::~::? 
................... .. ... 

• 20 Gauge Wood 2%'' -3"diffiiiif:fe;~flilt on a smaller frame than the 12 
Gauge Wood versiqmt!JifAfJllllftii. ~'shoot everything"fi'om 2%" target 
loads to heavy 3 ''fiiiiitffiiil#./lnrl will feature walnut stock and fore-end, 
cut checkering <liJ.'fipolislted~fi~¢ metal finish. As with the 12 Gauge 
Wood should a)~~lmM\COrpor$~µ. 

~~~~~~~~' -~~' 

As noted abov(~ flU'I!; dl1~J~~~if~me sizes may be required for the NAS. 
While providing a h·;i4iff&h~l!~Rls .. ;md balance, the basic frame for the 12 Gauge 
Wood needs to be Jh¢ same fori~i{#s the lv!/11-87. The fraine for the 20 Gauge 
Wood needs to bl':.~taled.d6wn c~1;sistent with competitive offerings. The frame 
size for the 3W) ~ynth~fr: version of the NAS may not be longer than the 
"traditional" 12 g~Ji~~ii!~~ the Browning Gold has recently set the benchmark for 
this speciticatiQ!h ... . ............... . 

~~~~~~~c. ·~~~: ................... . .. 

In additi;~ ~~ !/JJ.~~ljic frame sizes, the following features are to be 
considere¢1£~t##NA\~tfl'leveloped: 

• ;:::~)~g~~tlJ.\#Q,rotary bolt similar to the Benelli design or a new ai1d 
!ffipf9J!~4 ga~tiperated system that is as reliable as inertia/recoil 

; Recoffi¥d!i\ction (shoot like a gas autoloader) 
t~ Speed lo~~#ig capability 
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• Magazine cutoff 
• Quick detachable choke tube system 
• Adjustable sighting system option 
• Adjustable stock options (LOP and 
• Choke tube and wrench storage 

Multiple bane! lengths and 
- Deer Barrels - 22" 

Turkey Ban-el - 21" 
- Vent Rib Field Barrels - k'!:;,,.,.k.u 

- Vent Rib Target Barrels 

Model 

./! !!i~:!/ _./!!i~!!i!?' .. ::::· .. · Price 

12 Gauge Synthetic 21/4" - 3W' Capa~i~ J~~09 $327 

12 Gauge Wood 2%" - 3" Capable 

20 Gauge Wood 2W' - 3" Capab\~ ? ~4sd / 
···:·:::\{!~ii!~ii!!i::: 

l\locfolfl 1-87 
····::::::::::::::::::::::::::::::::·.:--, -·-:-·-:-·-: 

$369 

$369 

Pricing and 

l~t Year Volume 

20,000 Units 

25, 000 Units 

I 0,000 Units 

The 11'lodel 11-R®J'•wi;; ~~~~Ji~~i~ by the NAS as this new gun comes 011 

line. In the interim, iiif'J.f~'il~lJJ-Sfproduct line will be managed to maximize 
earnings while pro/:#~iing votiiilltd Slow moving SKU' s will be trimmed from the 
line and differentilif¢& pr¢\ii.icts tatgeted at niche markets will be pursued on an 
opportunistic basj~; Ne'l!f¢beiver embellishment artwork will also be entertained for 
1999 to keep foc@~!:h~J?roduct. 

................. 

continue to be offered in limited SKU's even us tlte 
the potential to fill a niche market for lightweight, low 

not adequately addressed by the NAS. 
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Model 1100 
··::::\!i!i!ii!i?:::.:. /ii!ii!?:: 

The Model 1100 line will be managed in thq§ame mdn'ifit as the Model I 1-
87, maximize earnings while protecting sales viiti}iiJq;, As thllNAS family of 12 
and 20 gauge products enter the hunting marJs~~! tii@¢tj~§!'%l!lcling Model ll 00 
SKU's will be discontinued. Target grade guug!#ill be maii\!aii~ed and expanded in 
the Ml 100/11-87 product lines with refinem~~ffl'!hii!tmeet the needs of inanimate 
shooters. Since the NAS will only be offer<i,@itil2~&QQ gauges, manufacturing 
capability for the 28 gauge and .410 bore Mdcl~l 1100 8f:i@l$\:gs should be maintained 
(if this can be done economically). Offeri1~g!h1'§~ g1ms on an every other year basis 
should result in sufficient orders to justify a pf&dti!itj9'~nm. 

No notable new products 
expected to maintain a strong 
years. However, as the NAS 
migrate to the NAS. 

v. Remington 

'·'·>>>>>>>>>>>>>>>.·. 

SP-10&1!igHliAf )•• 
'"":·::::::::!:t}}}}}-:::::: :. ... 

plann/lilif4ttlle SP-1 O fine. The SP-10 is 
payload market for the next few 

SP-10 demand is expected to 
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r · · ·· · · · · · · · · · · · · ·· · · · ·· · · · · · · · · · · · · ·· · · · ·· · · · · · · · · · · · · ·· · · · ·· · · · · · · · · · · -~iiiii·.··.;·,···.l.··.i.• •. ···i·L···.i.••.i.•·. ii;\;;;: .. ············ ·1 
BREAKACTION SHOT(]j;~S 

Subject to Protective 

• Market Share Overview 

Over and Linders: 

annually with a retail sales value of c1>v•u1vuv1,ey~y•1u1.1<0 follows: 

''''''''''''''''''''' 

Browning~)0•••···························~~~!Fl Beretta 
RLtger 

Beretta 

19 

75 

Browning 
38'Yo 

Bro:81~1i~~ci61l!i1111es to be the leader in the domestic O/U market. However, 
esti:tnatx§ m!l!!?~t~ thMahetta has increased their share of the market by about 8% 
over 1$~f@ff&l¢~ars This is significant, since the Over and Under market is 
beliey~it to have (!~~~acted between 7 and 9% during this same four year period. 
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::::::~:::~:::~:::~:::n::::::::::::::::::::~:::~:::~:::~::::::::::::::::::r·· 

The future of the OIU market looks promisf~j~~t~b the increasing 
popularity of inanimate shooting and increased g/obal reslff(Jiw11s on pump and 
autoloading shotguns. Our strategy for this seffiffc¥r!f !f.ill be ~q. develop a U.S. 
manufactured replacement for tire Peerless lt{flifli iii ti/WJ#r fqs't, higher quality 

Subject to Protective 

and profitable. • / 

Over And iJ~~~~ > 
Market Shaf~Goal~ w 

1997 1998 

3% 4% 

Single Barrel Break Actions: 
./::::::::::::· _.J::::::::r· .::::::::::.: 

This is a polaiized marke!Wl!b pt@duct~~!(her being very low priced or very 
high priced. The low priced p1'2idtt~*~ ~j~ \yp)!;~lly used for hunting while the high 
priced products are used almost p;clusi'Wltyt(\~lfap shooting . 

.. <:Ii:I::::::::::::tIII:::::::::::: ····:::::::::· 

The domestic Singl~~\i~t, Bre::1~ion market is estimated to be 238,000 
units annually with a retaff!la!~~\\:'~!\W Of~l 9MM. 

v. Remington 

Units (1\1) 

210 

7 

12 

9 

238 
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Single Barrel Break 1>.~uui11: 
Market Share (% of 

Baikal Olher 
5% 

H & R dominates this 
hunting products. With very 
participation in this market is 
depleted tile product will be disc:o"' 

sales with its economy priced 
90-T Trap Guns, Remington's 

When the 90-T inventory is 

An opportunity, ho'!lf~~j~~: ~8~~ ¢~isl for Remint,1on to participate in the 
economy priced hnnting s~ji\ent of thl~ifurrket. Our strategy will be to develop a 
family of single shot sluifg~t].~J~at ar~l~iv cost, ltigh margin products positioned 
under the Remington ~rand. ·· ·· ·· 

Subject to Protective 

.::::::::::::.·-.-. ··.··:·:::::::::::::::::::::::::· .............. . ....... . 

~~~~ #ll;;el Break Action 
Mi\ii{~t Share Goals 

1999 2000 

30'Yo 35% 

v. Remington 
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• Remington Segment Performance 

Remington markets the Peerless, 396 Targ;;iQ/U and 
Trap gun in the Break Action segment. Projitabitfijf(/#i'ic!Jf#!!J 
produced Peerless and 396 because the desig~j~ar~ fiJ'i>i~~tintensive. Quality 
and cosmetic concerns have also hindered the s~#§ of Rerningt8it's O/U products. 

Subject to Protective 

The 90-T is a sourced product that ha$@ibed ii\fd!jg¢9mpetitive pressure fTom 
Browning in the last several years. Thi:; •. ~i:m is ovei pffted and only moves if 
promoted which yields no profit from thei¢~!!l$, Longer term, a write off will be 
required to completely clear inventory. ·.·.·.·.·.·.·.·.·.·.·.·.·.·.·.·.·.· .. 

Category Perfonnance is dismal.I~~~~~~~~\~~ t 

1997 1997 
Rev.lF P.O. 

Unit Sales 1365 1516 

Sales Dollars ($MM) 24 14 1.5 

Standard Margin ($MM) ..••.•• ::•••< .•·.•.•.•·.•.•.·· .. •.•.·• .. • .. •.·· .. • .. •.·· .. • .. •.·• .. • .. •.·· .. · ...• .-:::-:::.:::.:::.::: 
(0.1) (0.3) (0 5) 

Standard Margin% SaJ!iiii.( ·HA,2l (5.5) (23.7) (30.8) 
->>> ~>>> 

./~:~:~:::~:::~::m?::::::::::-.:- __ _::ii~:::~:::t 
• CompetitiveA:n;I;~~~ ? 

' ··:·:·:::::::::t:::???::::::;::::; .. 

Over and Under Shgj\imns: 
-:-:.:.:.:.:.· .·>>>>.·· 

Remi11gto11.;~ ~ri#~l~~l competitors i11 the O/U market are Brow11i11g, 
Beretta a11d Rugi!fi q.f~4C has withdrawn from tltis market. As noted earlier, 
Browning is th~:!;l!ITell.fs!ililfifl~~der in the domestic O/U market. However, market 
intelligence inillil~~¢~®J:9)Vrlirig~~ margins on the Citori line are substandard. Beretta 
has gained sltare iWi'eiiir~iyears and this trend is expected to co11ti11ue with the 
completio~ 1>ftli.i##~W#itf8hu111ufact11ri11g and assembly facility. 

Br~:!};jli£~~'.ill the O/U market is the Citori wltich is offered ill four 
gauges. xttl.U ~ ~(!ot.iet}WJJ co11figuratio11s from light weigltt upla11-d gu11s to high 
gradf!:t~ifjHHjfft.~flgs. The Citori line features back-boring on 12 and 20 gauges, 
interJl!\!ingeable chqk"s on all gauges, and smaller frames on the small gauge guns. 
Bro~~foi; has dev~)pped an excellent reputation of quality, durability and value with 

·:·:·:·:·:·:·:·.-.•,, .·:·:·:·:·:·:·: 
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this line of O/U's. The Citori Hunting competes mci<t'~l~.!~~i0lli~li~~~PPrl,,,,, and 
is priced $188 higher (after sales proi,'fams and disco Model 425 
Sp011ing Clays competes with Remington's ModeLJ96 sells for $241 
less (after sales programs and discmmts). ········· 

.. :::-:..·.·. ····:·:·:::::::::::::::::::::::::\:\::..·. 

The Beretta product line is comprised qfltl1e S6S6 dtlU$6s7 series. These 
gum are basically the same with the S687 Sf!:f'f#.~if~{!1ring higher grade wood and 
engrai1ing. The S686 Silver Essential atj(I tli& $§~!LQ11yx compete with the 
Peerless. The Essential is a no-frills, 12 gauge shotgiffi iij~! offers the basic 0/U 
features. The S686 Onyx features cost):)'~*!~ µpgrades from the Essential and is 
available in both 12 and 20 gauge. The EssenH~J!~P:fiped $66 less than the Peerless 
and the Onyx is priced $207 higher than the P¢.li~j~,\(g {after sales proi,'fams and discounts). . ... ,.,.,.,.,.,.,.,.,.,.,.,.,.,.,.,.,.,.,.,.,.,.,.,.,.,.,.,.,.,.,., 

:·::::::::::i::{:i:::irnrn:}::::-::: ::: :. ... 

The Beretta S687 Silver Pig(;\~!i", offer&fflE~gth 12 and 20 gauge, features a 
highly embellished, coined finish r~bve~ wd se.Iecl wood. lt is comparable to the 
Model 396 and sells for $66 lessJ~er S!\j~Tu progt~fos and discounts) . 

. /::::::::::::::::>:>:: ./::::::~r·· ::{:::~::? 
·-·-·-·-·-·-·-·-·-· ..... 

Ruger competes in this mitff@VW.itktbf Red Label family of O/U's. Tile 
Red Label, featuring stainle~fNW!Jrece'fiie'f.~) is offered ill 12, 20 and 28 gauges. 
The Standard Red Label sell$fdf$Ii!~~s than the Peerless (after sales progranis and 
discounts). The Red Lab¢JSporting Cl\\'Y$ does not offer the same features as the 
Model 396 and acn1ally ~1\jhP:\;tes mor# ~lrectly with the Peerless, selling for only 
$62 more (afl:er sales proi,~~aH'iil~l:i~!h$~\:lnts). 

_::::::::::::.·-,.' ····:·::::::::::::::::::::::::::::::::· 
.............. .. ....... 

Remington C0!1P~li~'#W~4 m~fket with the Peerless Field Grade O/U and 
the Target Grade 1\f~efel 396. 'til,~ .. f!eerless has developed a reputation as a good 
shooting gun thatptints '!fell. The Achilles heel of the Peerless is that it is not 
vei:v attractive. <J/~~"weti¢~i/y, the Peerless is not competitive with the Citori or the 
S686. As a resilli!.m. @;~(.demand has declined. A reduction in p1ice in 1997 has ................. 

renewed inter11~hin the ~#d~s; however, high manufacturing costs make tile 
Peerless unpr&Ji(4'/f!.f!y,,,,,,., .. ·· ' ' ' ' · 

The introduc'ftfllj;(ip({~e j}fodel 396 Target Grade guns flas helped sustain 
Remi11gtol}1'Sl!l!:~~fi4¢"ffliiM OIU market. Based on the Peerless action, the Model 
396 ofterS ij\j@m1i;4 fit and finish, as well as additional features such as upi,'faded 
wood, coinedfcii~!x#ttl!lish and enhanced scroll work. The Model 396 is quickly 
gainingJ~aj'!~\);t ~~9eptffifoe. A price reduction in 1997 generated an improved order 
positi~Wiiftdihfii#~d to 1996. As with tile Peerless, the Model 396 also generates 
negt{Qpe earning:Si . . \ 
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Single Barrel Break Action Shotguns: 

The largest segment of the single barrel M"i~.(~r;!fpn slicttgi<1n 
economy priced hunting products. Estimates it1diciit&f!IJ# l!P% market is 
comprised of 20 gauge and .410 bore gu~iji/ H&R}/i!RJ'iji;ngland Firearms 
dominates this segment with the Topper an4¥.iflifl?lJrdner. Remington does not 
current(v participate in this market. ·.·.·.·.·.·.·.·.·.·.·.·.·.·.·.·.·.·.·.·.·.·. 

<<<:::· '···::::::<<<<<::::· 

The Topper and Pardner are es.~~ff(iq{ly tl1e same gun, marketed under 
different brands. Tlte Topper is markete{liinff#¥W~1;.fl&R brand and tlte Pardner 
is marketed under tile New England Fiream1$]~~l .~oth models are chambered 
for the .410 bore through 12 gauge ifi~!lt~gt!i@j@gauge The Pardner is also 
offered in JO gauge. These g1ms feailif&~ij~~f~rnal hammer design with automatic 
shell ejection. Positioned as the higJ~~r-end i~\il.\fothe Topper line options include 
nickel plated frames, walnut or lauifoated $\ocks, i\\&rchangeable chokes and barrel 
porting. The basic Pardner foatut~Jhirclj~iock ~\Id fixed choke barrels with limited 
options. Special use products s®l.;!ti> lWfy rit1~4deer !,'l111S and camouflaged turkey 
gm1s are offered in both lines. WlfiJl~lfif!cpfJ~#s start at $68 for tlte Pard11er and 
S74 for tile Topper (after saltf§l?lP!J.t1Ji1iSii*fil/iliscou11ts) . 

.. (:::tt>::::::::>tttt>:::: ' 
The fligh-e11d segm.iJ~fof the W~g°f? barrel break action shotgun market is 

dominated by BrowningW.~!Jjhe BT-~~~ Trap. The BT-JOO is offered in several 
configurations and a hostdt'bt\!:l!:>Us; J:l.i¢base price of the BT-100 is $900 less than 
the base price of Ren!ilqgtgµ' s 9d2fi ~§ a result, without sign(ficant promotional 
incentives, the 90-T islifhJ!t!~#fiPmJJiiitive in the market 

/:::·:::.:::r _::.:::-:.:--.·.:.:::::::::~:r:::::::::::::::r 

• Proctuc~~!r~~~I;- t998 

Peerless/Model 396 
··.··:::·:::·:::·:::·:::·:::·:::·::-·--

Tlu@i~ #t# iliJ ~;~d)JJ~ additions or deletions planned for the Peerless or 
1Hodel 396/6WJ~~lj1 Focus will be 011 reducing tile cost of manufacturing with 
co11side~9.tf/!l! •. k.~lliilUf.:!r¥1 to 1999 new product plans. 
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Single Barrel Break Action Shotguns: 
90-T 

The 90-T will be discontinued in 1998. 
.-:::-:..-.· . 

. · :::::::::::::r 

• Product Strategy - 1999 AndB~)l~nd 

Over and Under Shotguns: 
./::::::::::::::::::-.,-, 
·-·-·-·-·-·-·-·-· 

Peerless/lVI~Jd~§~>· 

The Peerless and 1lfodel 39fil(~~~;~£jJJ~~~~Y a new generation OIU 
family in 1999. ····:·:::·:::-::>>>>>:::: :.. -. 

:/!!!:!:}: ·-·-:·:::::::::iiWf!i!i::::::::::::v 

New Geniiii~tionOver &. Under Family 
·-:-·-:-·-:-· -·-:-·-:-·-:-· -:-·-:-·-:-·-

A new family of OIU s~lla~ ~~ Pt4~~~d for 1999 i11troductio11. This 
family will be based on tile PeerM'ff'i#iJf!ttt'*fitll several mechanical and styling 
improvements. ············· 

The driving des,ign Oil! family are: 

• Reliability 
• Durab •·· 

• 1111PIR¥~ · \u . 
• Trnpl(gved '!liJAndFWiish 
• R~4~foed M;!fnufacturing Cost 
• •1'£y!J9)>rofitability 

The ne~~/;i~i6\~~bgram initially is to be focused on the 12 gauge 
products, but siibit{fl: 'ft1:t1.f\:e to include small bore offerings long term. All 
versions w!f(~IJ!'lt!Jfilti/itfacl'.fiok and will be non-side plate designs. l11e 12 gauge 
guns are ~/jlff!.iiliid]iiF T999 introduction, followed by the small bore guns in 
2000. Thefdll~$~g9;i.tegories are planned: 

Subject to Protective 

t) t~ d~M~ ~i~J~: This g1111 is to be a field grade Oil! with polished blue 
.·.·.·.·.·.·.·.· metald'ii'lt~O gloss woodjinislt. Barrel lengths will be 26", 28" and 30". 

Barrels «illl be chambered for 3" shells and come with Rem chokes. 
\,;gnsid.(;(faflhn will be given to a version with 3 '12'' chambers. The frame 
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and fore-end iron will feature tasteful scroll 
\Viii be the same as the Peerless along \vith 
pad. The 12 gauge field offering should 
28" barrels. 

..:::-:..·.·. 

71
/2 lbs. with 

• 12 Gauge "Sporter'': This gun, the.i/i.fue as the Field, except 
with reduced features and finish, Wllf '~fd!Psitioned as an economically 
priced entry le1•el O!U. Feature~.1~21\ld~.rn~lte •.. 1.lletal finish, no scroll 
eni,>raving, synthetie or hardwood g!Sck with h&t thnsh and open barrels. 
The stock will have a reduced c)\~~!~~~jng pattern and utilize a vented recoil 
pad. Barrels will be chambered tdFM1$h~U$.lllld come with Rem Chokes. 
Consideration will be given t99ther™·~~tl)~h will fmiher reduce cost. 
Such as the extensive use qf~iffl\~@H8§ i8%)11ace both wood and metal 
parts. · ····:::::::::::rrrr:\>:::: :. ... 

• Small Bore Field 20 g~~~e, @'4;::~~~~d .410 bore products will be 
included in this serie!i ~l offi#ngs. /$iyled the same as the 12 Gauge 
Field and built on snii.{fl~r frlifiies t6~f are operationally identical, these 
guns should weigh 6\'i poifud~Ji\t!e~~f The 20 gauge guns will be offered 
with 26'' and 28" b;JIT~l~1mQ chhlnb¢red for 3" shells. Both the 28 gauge 
and Al 0 bore off§~~g§ Vi(iill~Y!C 26" barrels with a 2%" chamber in the 28 
gauge and 3" in tl\~\410. Alf~t~he small gauge offerings will include Rem 

Chokes. .••••••••••••••••..••..••..••..••...•... )f 

• 12 & 20 Gad~~ S;;;;l~~~ ':se guns are to be styled similarly to the 
Model 396 . .. Thes~i:i~!icllllfi fore-end will feature semi-fancy wahrnt with 
target dimliWJions .. ih®•e and fore-end iron should be a coined finish 
with enh~~ted $ilti:ill embellishment. Barrels will be overbored in 28", 
30"and./ %" chambers, extended forcing cones and sporting clays 
choke · yen! rib is to be 1 Omm tappered to 8mm and styled 
diffeOO!)yth1irifli\icji~jd t,'lllls. The side ribs are to be vented or open if the 
corred l~pj~.~~J?e obtained. The 12 gauge Sporting should weigh between 
8 and .. ? .. Y:i .... ti9µ#~~~ftth 30" barrels. 

:::::::::::::::::::::::::::::::::::::::::::::::::::::::::::::::::::::::::::·:·:· 

In ild@J~Jlfut2Jhe above criteria and specifications, the following should be 
considereg \le~ the ne'\¥14@ family is developed 

·><-:::.:::.:::.:::.:::.:::.:::.:::.:::-. ·:·:.:::: 

•••••••••••••••:\\N~~~. Safety I Barrel Selector Mechanism 

• Nd.\,!Fore-end Latch Design 
~~~ ~ 

• 1%¥er Top Lever 

v. Remington 
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• Improved Top Lever Operation 
• Brazed Side Ribs 
• Enhanced Rib Design , •• , ., 
• Tmproved Fits . ) ,,, . 
• Reduced Cost ($502 Target For,!!lGaLlgeEi~!P)t 
• New Receiver Styling , / ? 

• Improved Action Opening anQ¢l~~l\igQperation 
• Redesigned Stock and Fore-~i#f Sty!iri~i'~!:>(rgonomics 

For the new O/U family to be 
objectives must not be compromised. 

12 Gauge Sporter 

12 Gauge Field 

20 Gauge Field 

28 Gauge & .41 O Bore 

12 Gauge Sporting 

20 Gauge Sporting 

/:::·:::.tt _::.:::-:..-. 

Single Shot Bre~~l~ti9~~~otguns: 

$1,099 

$1,269 

$1,495 

$1,635 

f Sportsman Model 99 
................... . .. 

Net Selling l~t Year \ 1olume 
Price 

$643 3,000 Units 

$772 2,500 Units 

$886 1,200 Units 

$1,023 1,000 Units 

$L465* 700 Units 

$1,602* 500 Unils 

* Custmn Shop Progrmn Applies 

Reming!q;;i!t~~~~~iftwe a line of economy priced single shot break action 
shotguns la $'!!/l9i TffiStiiie will be marketed under the Sportsman brand as the 
Model 91} 'fiif#;~¢,ppsitioned to compete directly with the H&RllVew England 
Firearms prqdllctSi ff!l¢ Model 99 will be offered in 12 gauge, 20 gauge and .410 
bore. $4@c~t~~hµ:ing tOst of the Model 99 must be tmder $40 to allow for 
cornp~tit!~e pddti~~1d acceptable margins 
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The drivi11g criteria for the Model 99 are: 

• Reliabili(y 
• Competitive Quality 
• Value Position I Higlt Price 
• Low Manufacturing Cost 

·:):::::::::::::::J:::\\::::· .. ·. 
Tile above criteria must be met whilg..pfaliitit#l{filNf#§ and ji11islles that are 

comparable to competitive products. The 1Vfbdel 99 niii:ffb~fonctional and reliable 
and offer basic features such as automatiG$µ#J!\:jection and a top tang safety. The 
following basic versions of the Model 99 ar~pilij*!@Jpf1999 introduction: 

·.-.·.--·.--·.--·.--·.--·.--·.--·. 

• 12 Gauge Svntltetic: This g}t~~fffJkdfk~~!:tte metal ji11islt, synthetic 
stock and fore-end and a 28'1 pi~fii h#frel with bead sight. Chambered 
for 3" shells, the 12 Gaug~$y11thetic «11!$¢ offered with Rem chokes and 
weigh approximately 6 µqjds .. / . ·· ·· 

.::::::::::::·· -·:>:>:>· .::::>:>: 

• 20 Gauge Synthetic: l~tmJ~;ed (~~ ~ame as the I 2 Gauge Synthetic 
offering, the 20 Gauge SjiWfi#fti<i ijiit feature a 26" barrel and should 
weigh approximate)M~OO!l!l4~· A .viiuth version of the 20 gauge will_also 
be offered incorpdtJii"k'if a2,$!1barrel and LOP that is one inch shorter . 

. \\\t ··::::\\\: 
./~:~:~:::~:::~::m?::::::::::-.:- __ _::ii~:::~:::t 

• . 410 Bore sn1thetitH (JM!)JJg/j,fed the same as the 20 gauge gun ,the .410 
Bore Synthe"«~ Wi!(/eatilHFf/fxed c/10/;es. A youth i•ersion of the .410 
bore will also h'fi~Jl~'!~!J with the LOP one inch shorter and a 23" 

barrel. i ? .•:.•••·•·.·· ( 

lTI order ~ ma:,-~ze volume and market share, se11eral additional 
configurations Jffh~~~dr:.t 99 will be required in fi1ture years. Tlte following 
will be consid@~forfiiifif.~{{t}e expansion: 

················· ······ ................... . .. 

• l;!~~il~%1' Special Purpose Models 

············~······ o!lffi8M1~gar Offerings ~ F~1!Jy)~.itled Deer Guns 
.Biffii~fj:l!}rting Options 

St6ck Options 
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The Model 99 is projected to provide 40% 
forecasts for 1999 are as follows: 

12 Gauge Synthetic 

20 Gauge Synthetic 

A I 0 Bore Synthetic 

v. Remington 

$89 

$89 

$79 

and volume 

40,000 Units 

40,000 Units 
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r ....................................................................... -~iiiiii·i·,·.·•.l.··.i.• •. ···i•L.··.i .. ••.i.•.·. ii;\;;;: ............... 
1 PUMP ACTION SHOT~IJl'S 

Subject to Protective 

• Market Share Overview 

The domestic pump action market is es~j\~l~\i to be units annually 
with net industry sales valued at $130;)~0~~ )3.emington's estimate of 
competitive volume and market share for thei\~rr1esti2#i~;~~~is as follows: 

.. :::::::::::::::::::·:·:·::::::::::::::::::::::::::::::: 

/!iii!~ii!~::r · ··:·:::<{!~ii!~ii!!i::: 

35 

135 

lQ 

772 

~11WP A~~!6n Shotgun 
Mii"fkli~§);!~~r 10 (%of Units) 

Mossberg 
38o/u 

is heavily dependent on the Marts and has been boosted 
clrnnnels by increasing sales of their M835, 31

/,'' 12 gauge. 
no competition in the economy 3Y2' 12 gauge pump action 

ofc+unmark nenelux -1997, P.P I Re~ean.:h - 199.5. BATF Pn>d.uetion - 1995. 
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market. Our strategy is to quickly penetrate this marfJl~~~~'}J~-~~v," 
capable version of the 870 Express in 1998. Pricing andgf,'fl~ifjJofit of this 
product will be superior to the regular 870 Expre~~. ············ 

......... . .... ·-·-·-·-·-· . 

Pump Action S~;~~~~~ /••• 
Market Shaf¢Goals · 

1997 1998 / f 1 <)<)<) f 20!)0 

35% 38% 39% 41% 
.::::::;:::::::::::::::· .. - . ................. 

····:::::::::::(t::::!:::!iii!:I}:mt::::.:::-... 

• Remington Segment Petfdrmuii~~ t 
:·:::::::::::::{:!:::!mm!}::::-:::::::.._. 

Remington's pump action bu~m~ss inddde~$7;0 Express, 870 Wingmaster and 
870 Police models. 1996 sales in ~$segp:).i;nt tot.amt! 241M units accounting for 
$49MM in revenue. 86% of Remt/fgtonc'~l996#ites in tile pump action category 
can be attributed to tile econont.~~~~~fl~"Jfxpri;i~~/ 

Last year, Express salesvol:::~~~~~61~; 27% from the previous year. 
decrease w~s the result of sqft\ilill\N~t¢l:iuditi~;;s amplified by mass merchants 
trimming inventory at the ~!§tif level. ··.·.·.·.·.·.·.·.·.·.·. 

This 

For 1997, Remini~~~~~t~tif.!R.JJ~ an increase in Express sales volume 
of approximately 8%. ~iiiJttP t11i.i"feifi#fi{ry is strengthening business at tile Marts 
and strong "pull thro1ifi'fiiFiff!/#1m11Jr pfomotions. 

..... .. .............. . 

Unit Sales /k~I ( 
Sales D.'($~;••••••••••••••••••••••••••··· 

Standard ;;~~~i~~i0~n .. 
Stefi4~··-~~~ilitfug~f 

::::::::::::t:::::::::::::i::::\:?:·:·:::. 

1995 
i\ctual 

334 

68.4 

25.2 

36.8 

1996 
1\ctual 

241 

49.3 

16.6 

33.6 

1997 1997 
Rev. IF P.O. 

244 213 

48.5 42.1 

10.9 9.4 

22.5 22.4 

ThlJ;f!!f}joTls#Jjfa.ifacing this segment are market pricing pressures, cost 
compe(iJzy~'fi.W#i.fm4 the tack of a 3:;," 12 gauge product in the Express product 
categq~·w 
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• Competitive Analysis 

Economy Priced Pump Action Shotguns: 

The largest segment of the pump acti~fj;;;~~J~j~j~~W;¥t is the economy 
price product segment. ilfossberg, ilfaverick d#il USll4C aNfRemington 's major 
competitors. There are also several importeq·~t~~49!<tthat are typically viewed as 
non-competitors due to low price and poor q~jmhy. 

,·c,·:···:··· ···c,·:···:···:···:···:··· 

Mossberg ltas two entries in tltis 1flift.~t; Model 500 and Model 835. The 
Model 500 is offered in 12 gauge, 20 gadf!J'fi!Jilh'flO bore and is available in 
several configurations including vent riq l?~ITl'lkY~~~!~!\~!6 short barrel home defense 
guns. Over the past several years Mtj,~~~'fjj,~a.?increased its home defense sales 
by offering options such us extended tfiifii.dt!l!!fJ and pistol grip stocks to the 
general public. The basic Model ?9!J sells l.'OF$t~!ess than the equivalent M/870 
Express after sales programs and cj;l~bunj~( 

·:::·:::·:::< -·:::·:::·:::< .::·:::·:::-: 

The Mossberg Model 83~IW!t~kty ~'IJ~omy priced 372" 12 gauge pump 
action shotgun on tile market. 'flM8~~!$§lfered in several configurations from 
walnut stock guns to camouJ)4g!@$WJtheH2\iHSales of the Model 835 have helped 
stabilize Mossberg's mark<;(~littr~ Tli!i.basic Model 835 with wood stock sells for 
$3 more than the basic M()4~f 870 Expf~~~Jafter sales programs and discounts). 

t}i:!:i:!:i:!::::\::::::::::-.:- ., /!!!i!!!iJ 
Mossberg owns 111ulO'fiiitf!#f!$,;N//iverick Arms. Maverick sells a low-end 

product that is asseni.flf#itM! ... the tJllf/rom parts manufactured in Mexico. The 
Maverick product liµ~,.)s!ffii.!~llh!P. .. a handful of 12 gauge SKU's, with the basic 
Maverick selling fo~~$8 k§~ tliaffih\:iModel 870 Express. 

Subject to Protective 

USJUC cd~~~fl,',\'~~ this market witll the lffodel 1300 which is offered in 
both 12 gauge aii'fij~cg{j/.!gl,'. Like the Mossherg 500, the Model 1300 addresses 
both the hUlltiµg~kefml\ilii\Uas the home defense market. USRAC has increased 
their nmnber ~fvilij~titi~ .. on~i'ed in the home defense configurations, to a total of 
eight SKU's, twqqf~~J#~i4¢ new for 1997. 

:::::::::::::::::::::::::::::::::::::::::::::::::::::::::::::::::::::::::::::::: 

Se\;i.iffi1j\~J;lpg~d low priced products are available in this market, however, 
due to p99rquaffi)i.~\Jg.reliability, most are not competitive Broli11 Industries 
introdl!iNIJ.tliM.l:lawk Jlj>9 in 1996. Imported from Cllina, it is a knock-o.[f oftlle 
Modf#X~7o wiiiP{j~~wemled magazine. This gun so closely resembles the Model 
870 ((appears stji¢fal parts may be interchangeable. Given the similarities in 
shapiiff\19 stylin~1 ftiimington is currently investigating trade dress infringement 
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:.·:·.········· 

action. The Hawk HP9 sells for approximately $60 le~~l~~;~!g~l~J~\~70 Express 
at wholesale. / 

Remingto11 's entry in the economy slzotftpy !IWt;;; ij the Model 870 
Express which is a family of 12 gauge, 20 gn1lgii/¥~ f!J#fge and .410 bore 
sltotguns. The Express line is mechanically th~~iline as thCM!jfor end Wint,'lnaster 
line with the difference between the two beitri,\ l\!!l§t!Y cosmetic. The Express line 
features matte metal finish and birch or sYlltl!¢iii: ~!9~~$~Jjle :Model 870 Express 
variations include vellt rib field guns, ji1l{vfifted deePg'i{ffi and a short barreled 
home defense gun. Remington does ~'q(pjfer features suclt as extended 
magazines and pistol grip stocks to the geitiiti~('/f#,1!,f!f, 

···:.:::.:::.:::.:::.:::.:::.:::.::: .. 

Upper-End Pump Action Shotguns: ,,.,.,.,., ••• , •••• , ••• , •• ,.,.................... 

:·::::::::::i::{:i:::irnrn:}::::-::: ::: :. ... 
The market for upper-end p(ffflP acitfiTlW'lff#guns is small when compared 

to the size of the economy pricediiihotgu.nmarkef Remington and Browning are 
the two major manufacturers pafj~~fpayflbi tfi'/#market 

/!:::!:::!:::::::::::::··:: ./i:::i:::t: ::{:i:::ir·· 
Browning offers the BPS in l'fJi l~, '().Q and 28 gauge versions. The l 2 

gauge BPS is available in 3;'.,.l!~Jgeilds ~~ji configurations. The BPS features 
bottom ejection and steel r~~W~!l~; $~'\,<~rat field models are available with walnut 
stocks and polished metaL 0iversion ~!h synthetic stock and matte metal finish is 
also offered as the Stalkict.~i:ries. All..harrels are back-bored and feature choke 
tubes. Although the BPSh~§~~i'flid.rep\itktion in the market, sales have slowed. As 
a result, Browning incf~~~~.4 th~if~il~~program discmmts in 1997. The field grade 
12 gauge BPS now §elfof~t@ajy$!3\nore than the Model 870 Wmgmaster after 
program discounts. ,..;/:? ················· 

::::::::::::::· .::.:::.:..·· ···::·:::· 

The Remit/It,~~ ,4j~d~t 8 70 sets the standard in the pump action shotg1111 
market llowelkf; •nd for the Model 870 Wi11gmaster and SPS line has 
decreased ovel! tl1e p(iStl'iffiY.ltltrS. This is a mostly due to the proliferation of 
economy pricJp]fJJi!J!:fM ~lfiifli\g similar features at significantly lower prices. The 
Winb'111aster line i'e~Mt~~~'\\~lput stocks, polished metal and light contour barrels in 
12 gauge. Th!l SPS!!ti~~jffi:ifs s111thetic stocks and fore-ends and matte metal finish. 
The SPS fl.iW !~ WJl'erentiated from the Express line by featuring optious such as 
cantilever deeF w &Jings and special choke tubes. Focus i11 1998 will be to 

, PS line by adding mlue to the category. 
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Law Enforcement Pump Action Shotguns: 
":::::::???:::.:. /??::" 

Tlte market for lmv enforcement pump ar;Jjon sltoffiififM is following the 
same trend as t/te economy price market, tlt#ffli$(fU!/:er l§ '/iilying on price. 
Remington historically dominated tltis market, fmiiii/~~~¢}1 ~!trpdily loosing sltare 
ill recent years because of intensifier/ competif{~n from M'ifii~irg anrl ta a lesser 
extent USRAC. 

Mossberg ltas gained acceptance<wi:d ;~d;~ ~y/providing additional 
features at a lower price witlt the 1l101/iif,§fiO. They ltave also been quick to 
respond to market trends. As a result, miinyQl;i!m)Jhe quality of the Model 500 
adequate even though it is not as good as the M$a~! &1~ To further reinforced this 
perception, the Model 500 has pass¢~~J-i$!J§ig8\%fument's MILSPEC 3443E 
while the Model 870 has not. The Mh§~~~~~9Q sells for approximately $100 less 
than an equivalent Model 870 Polic1fQffering. 

Subject to Protective 

~>>~ -~~>> 

USRAC's Model 1300 D¢l,hdei;~.~~rir;g//ysimilarly to the Mossberg 500, 
$100 under tlte :Model 870 Pol/ii¢U9\&¢'ver, )l)"$RAC is not positioned well in this 
market and share is small. The Mda~J]$0Q~i).'rrently does not present significant 
competition in the law enforcem~lt w~i2~f. 

.. <m::::::::::(:\::::::::::::::::::::::::::::: 

/!iii!~ii!~::r · ··:·:::<{!~ii!~ii!!i::: 

• Product Strat~l~4l998 y 
,::::::::::::.·-,., ··.··:·:::::::::::::::::::::::::· .............. . ....... . 

Economy Priced Pu~~X~il~~~b!lt~~~s: 
•••::::::!~J~70 Express 

This mark~i ~~ ~~fwr I price sensitive. The Model 870 Express line is 
hampered by ~Ji!ckBfi'!i~(if~s such as camouflage and 12 gauge 31h" capability, 
Remington wtfiff#.qijd_,yr;_e t.1-iifi camouflaged products to tlte current Model 870 
Express line, as wl!ij~~j'(j'ifif,~11ily 12 gauge 372" Express offerings. 

::::::::::::::::::::::::?????::::::::::::::::::::::::::::::::::::" 

The rt~)\! \:!11nwutlaged products will be targeted at tl1e turkey hunting market 
and will foatur~ d~Wtl!li?ed stock and fore-end only. They are 

.: :::-:\:\:\:\:\:\:\:::-:::-_ '. ····:·:::::::·( 

.; l£~;i~:ft~ Gauge Synthetic Turkey Camo: This gun will be tlte same as 
the stan'if#'iftl Express Turkey gun with 21" vent rib barrel, except it will 
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feature camouflaged synthetic stock 
camouflage will be used. 

Advantage 

• Ex ress 20 Gauue S 1nthetic Youth 71 20 gauge gun 
will be configured similar to the 12 fjauj{e ............ w. Express Turkey 
Camo with 21" vent rib barrel and #f:{itdard fultfilt(/ke tube. Tlte stock 
on this youth gun will have a 13"~Qg,,Advantage camouflage will be 
used. ······················ 

::::::~:::~:::· . '"·:·:::::::::~:::~:::~:::~:::~::::· 

In addition to the above two tmke)(~'.!f~rj11gs, Remi~~ton will introduce the 
Model 870 Express Super llfagnum, cl1aili'liii#f{iJ/if'JC)2 gauge 350" shells. The 
Express Super Magnum will feature a reJ;i:lvir{fi(# rs the same length as the 
traditional 12 gauge Express and wi!i8¢~fy\@1l.1i'i@§hme as the current Express 
except it will incorporate a ventilatedfi%i@j!~~\;l, The 870 Express Super Magnrnn 
will accept standard Express 12 ga~3" exfriibi@i·~!S. The following/our versions 
on the Model 870 Express Super lf!l~gnu,mare pl{innedfor 1998 introduction: 

.:::::::::::::: _.:\\?' .::::::::::-: 

• Express Super ivlagilii ••Elia: G~#ftgured similarly to the current 
Express 12 gauge wood vlftft.ffillil#l§/g1111 will feature black matte metal 
finish, flat wood jipish amt (lfij>ffi'id recoil pad. The 28" barrel will be 
chambered for 3 11,·;~ii@!i~itiid~wlud~ a Mod Rem Choke. 

/!!!:!!!:!?: ..... <{!!i:!!i:!!i::: 

• Express SuperJ'l-ifu:m1m Svntiiiitic: Configured the same as the Express 
Super Mag11111n Ftftff!itffffl y~sion will feature a black synthetic stock 
a11dfore-em!~~(j.µ 26"Tiifil~[Jb barrel. 

. ··:·:·:::::::::~:~:~:~:~:~?:~:~:\::::::::·:·: ' . . ··: 

• Express stip&r i\fagiid'ihtlombo: This two barrel combo will include tile 
Express &iber Mitgnum Field gun with a 26" Pent rib barrel, plus tile 
currenf: ~lltef~,2 gauge rifle sighted, fully rifled extra barrel. 

• Ev:pr!Mi~'..S11/}lFilifiiiiifm1m Synthetic Camo Turkev: 111is gun will feature 
tile F!Xfl}{ef#.~§.!IPePfffagnum combined with a 23" vent rib barrel and 
turkey cf{(/fle fil'!?.f!i Tile stock and fore-end will be synthetic and the 
e;tJ!Jt,~(iffjiiWUib~iamoaflagerl with the Advantage pattern. 
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Express Super Mag Field 

Express Super Mag Synthetic 

Express Super Mag Combo 

Express Super Mag Turkey Camo 

Express Super Mag Turkey 12 Ga. 

Express Super Mag turkey 20 Ga. Youth d •••••••••••••••••••••••••• ~\!4~ )} 
:/::::::}: 

Upper-End Pump Action Shotg~'~: .......... n 

M/S~~~1rll~ast~~l SPS 
· · .. :.:::::::::::rrrr::::rrr:: 

$257 

$225 

$225 

1st Year 
Volume 

23,000 

2,000 

3,500 

3,500 

4,000 

1,500 

As with tlte Af/1187, ~f#t#t#(QniCINFmarketing is planned for tlte 11'11870 
Wingmaster and SPS lin¢JffF 199& WJVO special non-catalog products will be 
offered to conservation pfganizationS'f# banquet guns. Ducks Unlimited will 
purchase 3,500 M/870 Wlli(B~~f 12/~~\vith special DU roll engraving and semi­
fancy wood. Nati01wJ wild W\it~~§?Federation will purchase 1,100 M/870 
Wingmaster I 2/2 I with.ft\~Tf rnl(g\\gfaving and semi-fancy wood. Also, a special 
NWTF 25'i. anniver~rY M'fifff/J/$1!$cI Como will be cataloged for 1998, featuring 
fiber optic sights a14ii st~9jghllfji~(l turkey super full choke tube 

ln additio.\)l~lP\l~~~ve conservat10n offerings, roll engraving will also be 
featured in 1998 ifii~rlio~flf?O Wingmaster 20 gauge field SKU's . 

Subject to Protective 

. ·iii!:!!\\::::>.·.. . . .... :·::::::~t:::I:::::::::::r· 
PerformaHdii~*l.l®li!lions in shoti,'lm slug hunting have continued to !,'TOW over 

the past few y~~rn,, i\11\vements in the accuracy of Remington's fully rifled 
cantilever~imJ~~dHlffoeifodto keep this product category competitive. 
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Law Enforcement Pump Action Shotguns: 

:.·:·,·,·,·,·,· 

::::::~:::~:::~:::~:::n::::::::::::::::::::~:::~:::~:::~::::::::::::::::::r·· 
··::::{:::::::::::i?:::.:' /:::::::::? 

M/870 Police ·•••••··· > 
"""'"" ""'"" 

1}fany agencies de~·elop requirements f~; ~j~~~#!t ;;~cijications and 
configurations of shotg1111s. Accordi11gly, th~)faw EnforFdiiih1t market will be 
approached on an opportunistic basis in 19~~! A@~cial make up !,'tin for the INS 
as well as options such as a pistol !,'rip short~jpck fil\@[¢tl\J!1 coating the bane! and 
receiver will be considered. There has @io been hfo~~~sed interest in REM 
CHOKES and a standard back order sp~~1@\pption may be added in 1998. The 
series of polished blue M/870 Police will be iilj@~we~Land the slow moving SKU's 
will be discontinued as existing inventoryJ~SRH~}lW~ } 

:::::~:::n::::::::::::::::rn:::::::::-::: ::: :. ... 
• Product Strategy - 1999 AndBiynhd 

Economy Priced Pump Action sl~~g~~~i/ 
.:::::::::::::::::::::::::··::.:::::::::::::· i::::::::::::· 

· i\1Jsitd~ni~s 
The market for esq~~!.~ J;t~!M ;;;;np action shotguns is expected to 

continue to demonstrate ~ifiisitivity to]j}f~ce and value as a result of competitive 
pressures. The M/870 ~~~g; and . $¥press Super Magnmn will remain the 
cornerstone of Remingtpn's P.ii\#p#~t\!:lh shotgun line well into the next century. 
Adding features such ~~ ~.l!~w~r c&f~rnoutlage coating and cantilever option \Viii 
be considered. The ma}df!f;Jt.YJ~iRJhe M/870 Express product area must be 011 
reduci11g cost. A c!fJi?e11t1·qteddh'&i/f~rluction i11itiative is mandatory! 

Subject to Protective 

up per-End P~MP A,ctiJ!i s~~f~uns: 
................... . .. 

:::::::::::::::::::::::::::::::::::::::::::::::::::::::::::::::::::::::::::·:·:· 

ThifJ 'ii.I &P. §ig11ijic1mt product additions or deletions planned for tlte 
M/870 W(tJ.Kf!l:IJSteF'Q.f:\~PS lines in 1999 or 2000. Consideration will be given to 
discon!intl!hg Sluw moving SKU's. New receiver artwork will be entertained for 
l 99'M The ~j~~t~illY edition M/870 SPS-T Camo l,'lln "~11 be replaced with a 
stan~ajfd offering .•....... ·.·.·. 
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Law Enforcement Pump Action Shotguns: 

M/870 Police 

The long term plan for the MJ870 Polieit: is 
line of catalog products to the key standard Sig~j/s while the ability to 
produce special order versions of these SKU'.#'iJ~dlJRecial order basis. 
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111e size of the domestic rim.fire rifle mark/&is'rtstJ.ma;~di~be between 550-
650M units. The retail sales value of this. m~fk~i l~ bdiev~d to be worth 
approximately $97MMn Autoloading rimjirt:;tf}zes co~iJ/fii~hbout 80% (500M 
units) of this total. 

Subject to Protective 

Mass merchants sell approximately *~;~ o;dff ;~~t4'~ rifles and 56% of all 
autoloadi11g rim.fire r(fles . Principal CO\~R~l.itors in this ;narket are Marlin and 
Ruger. ................. . 

11 

···:.:::.:::.:::.:::.:::.:::.:::.::: .... 

Estimates for 1995 sales vo!Ulne\IDl"!mifrlillg{~h~f~by brand are as follows: 
::::::::~:m:::::::i:::i:::irn:}::::-::: ::: :. ... 

1995 ·~r\l.~~~:~~~~et 
($1~Act~#V TyJ!~)12 

:::::::::::::::::::\>:: )!:::::::::? ::::::::::::?· 
. ................. . ... . 

Brand \ (I nits (Ml 

71 

210 

280 

18 

15 

~? 

619 

Producliou Figure~ - 1995, S.Alv[Ml FacLO!)' Ship1nenls - 1996. Herslal Cli11\,est -
(Proof House RcporLing) 
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Rim fire Rifle Brand ""'u ~ < 

By Brand(% of Units) 

US RAC 

,3%, 

Savage~~=========:::=:: 
0% 5% 10% 15% ?!'1% ~$%< dli!lt 35% 40% 45% 

Remington does not ltave a fqi;l~~j~~~!4~~trrimjire rifle market This 
situation developed from an aging pr§~foct otiefiH~il#~ the failure of the 522 Viper to 
establish a solid position in the autq\f:ii!ding~¢gmeJ'A, New products such as the 597 
familv of auto loaders will enable J£~ifungi:ciifto m8t~ase share approx1matelv 6% in 
1997. and 9% in 1998. ,,,,,,,,,,,,,,,.,.... ··•'•'•'•'•' ··•'•'•'•'•'•'• . 

····:·::::::::::::n::::::::::::::::::?::::<:::::::::r 

.. AUTOLtj,,,i~~:t~~FIRE. RIFLES ... , 
·::::::::::::::>>>?:\:·.:- -. _::::::::::? 

• Market Share .. o~~iv~i~> 
. ···::::::::::::::::::::::::::::!?!\::::::::·:·:·. ··.·.;;·· 

The domestic!i;\#oloadinjfffi!JciJWe rifle market is estimated to be approximately 
500M units. .·.·.·.·.·.·. ·· ··.·.·.·.· 

Subject to Protective v. Remington 

Units (Ml 

61 

200 

230 

10 

20 

521 
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Ruger 
38'1/o 

Autoloading Rimfire Rifle 
By Brand(% of Units) 

Remington's fi1t11re position~~tM~Ywarket be determined by the degree 
of success oftlte new 597 series ()f~uto(~fi}iingf}ififires. Significant sltare growtlt 
with superior margins will be Pllc~~~~4lfffouglf//'ifiv cost manufacturing, timely 
delivery, high quality standards a1idp~~~~~E~/J/if/erentiation. 

Subject to Protective 

Goals 

2000 

30% 30% 

/:::·:::.tt _::.:::-:..-. 

• Reming~~~ ~~~lent Performance 

ReminW\l)~ autdM~&\~grimfire rifle category includes the 522 Viper, 552 
Speedmaster alid ~~t·U~wJani1!y of 597 rifles. Three SKU's are offered in the 597 
series, two stand<ir477m~!~~nd one 22 Win Mag. 

:::::::::::::::::::::::::::::::::::::::::::::::::::::::::::::::::::::::::::::::: 

Reiffih~§tj\~?,?2 Viper business was down approximately 60% in 1996 from 
the prevm4~ year: Wm!\ decline was primarily caused by poor quality of goods 
shippc,g)jj !Q!mmi<l dH~ 1995 (which seemed to be most acute at Wal-mart), along 
with\~~'f'act thliFt~~trade knew we were building a new rimfire rifle and a factory to 
man~f~cture it. A$$result, they reacted to this news by not placing stocking orders . . . . . .. 
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in early 1996 in an effort to flush warehouse im'entor$~1ll ;i;:)(\Jl\i~!~i\l~ir exposure 
to slow moving product. 

The 522 Viper does not have a bright jiJtu~ problems 
and high manufacturing cost, the 522 will be disQQuthhi~d'ilt 199&. The Viper could 
be successfully repositioned if$35.00 of cost cq\)j~ be rem~~2@ffbm the rifle. 

The 552 Speedmaster will remain)~~~\#~B!M ~~ our high-end rimfire 
autoloader. Margins have improved siguiftcifutly over i!i@!~f several years, assisted 
by aggressive price increases. Volume $h%t\l4.xemain moderately attractive in this 
limited niche category. ················· 

'·'·>>>>>>>>>>>>>>>.·. 

Our first shipments of 597 proc\tJ~t&Y~ff\fl~~~i~j~ne of this year. Based on 
current orders and f11t11re forecast, tiiiJ~'f),,~!!m!!iJ will have no problems meeting 
our Budget Shipment Objective ofl/1511'1 1/ilft,~ffiiifl997. This performance of 
course, will be highly dependent .i~.our}j!!(W prpdtlction facility delivering quality 
product on schedule. Current\y~ we .~fW bel1i\i!f schedule by approximately six 
weeks which will adversely atl~~~!:lim#tWlity .~~%ell-in product as promised tn our 

Subject to Protective 

customers. 
··.:.·-::··::··::··::··::··::··::··::··· 

Our worldwide perfor®~~~~i~flhie ~:;~~\oading rim.fire rifle category follows 

Unit Sales 

• 

1996 
Actual 

27,540 

3 I 

0.9 

27.8 

nrc1<1111cP a quality product? 
on schedule? 
cost be within budget? 

property secured? 

v. Remington 

1997 
Rev. IF 

76,600 

100 

3.5 

34.7 

1997 
P.O. 

77,843 

103 

3.6 

35.0 
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• Competitive Analysis 

Remington's leading competitors in the A/f(pjoading Rifle market 
are A-Jar/in, Ruger and Savage. As mentioned eal'U~#Mil{lin Ruger currently 
dominate this market with over 80% vohune slJ~f~· Re!tl~9l:i'.s smaller presence 
has mostly been dependent upon the Model/$22 Viper fr)fthe past few years. 
Significant share gain is expected as tile ~~ 'Mwfel 59 7 famif.y reaches the 
market. ······· ·················· 

:·:·:·:·:·:·:· .·.··:·:·:·:·:·:·:·:·:·:·:·:·· 

Marlin participates in this marketW(tlt5'~yeral au;~loading offerings. Tlte 
most popular is their Model 60. This ritlel@ti~~tj~~f~d for 22 LR and features a 
tubular magazine and is offered in a lqw;miR~4Pimm!lbnal version with a carbon 
steel barrel and birch stock. A highei;i!$~~y~1'~1on Includes a stainless barrel with 
laminated stock. The basic ilfodel 60 Wli'iili#iJlii price is $14 less than the Viper 
and $18 less than the Model 597 (<fliJr salesjjtHJiF#ins and discounts). The Model 
60 SS sells for $36 less than the ~§de! ?~7 LS§.\lt wholesale (after sales programs 
and discounts). 

/{{{{:\>:: .{{{:: i:{{{' 
''''''''''''''''''' ''''' 

In addition to tile Model 60/Jffll/ffi}4~l#.tiin offers a series of clip magazine 
22 caliber rifles. The ac : · Ylfii$e rifles is similar to the Model 60 
except they all feature 10 qt/ffftift at extend below the "belly" of the stock. 
Marlin added two new gt\!J~h1 this categgty for 1998. The Model lOOO is a heavy 
barreled synthetic stock~tO~tlwt featqf¢# an 18" barrel, swivel studs and I" scope 
rings. The Model 700Q sell~f~t$J%IDPre than then Viper and $13 more than the 
Model 597 (at wholes~~im'!1;rsaie~p~l,irams and discOlmts). 

. ····:·::::::::::::::::::::::::::::::::::·:·:'. 

The Model ~.g@is ll{a;fi[ii§~fher new autoloader for 1998. Positioned as a 
promotional mod¢,ilte . .llifdel 975 features a carbon steel barrel and synthetic 
stock and is pricl4$L8 #.!fil $22 less than the Viper and Model 597 respectii•ef.v (at 
wholesale, after siif@~pf~~ilWs and discounts). 

Subject to Protective 

The MJiJ~~94~~~~~~;s basically the same gLU1 as the Model 975 except it 
features a stainless biltf¢)il\:ii;tis priced $41 less then the Model 597 LSS. 

::::::::::::::::::::::::::::::::::::::::::::::::::::::::::::::::::::::::::::::::· 

ll!fafiiiit#?J;markets the Model 922 Magnun. This rifle is chambered for 
the 22 WM~ a.tl.d f~j°\jj:¢~ a 20 Vo" carbon steel barrel, walnut stock with recoil pad, 
and a J~!\A~~~V\magail!le The Model 922 Magnum has a reputation for mediocre 
reliabi!li§ and t/lh~hon The Model 922 Magnum sells for $31 more titan the 
Mo~¢!~97 Magndf#.(at wholesale, after sales programs and discounts). 

Page 45 

v. Remington 

MAE00000677 



Subject to Protective 

:.·:·.········· 

The Ruger Model 10122 is generally held to ~~~~~Jl'J~~uali(V and 
value in this market. Over the years the 10/22 has built ~f~mi'l!i1!\~ri. of quality and a 
loyal following. Tile 10122 is available in Sf:cyeral coilJifilJrations tltat are 
traditionally s(Vled and feature a 10 shot rotary.~(ipmqgazinel.}The 10/22 lends 
itself to customization and, as a result, a myriad <::tfaaftef~ffifilk\}tllccessories has been 
developed. ..w.w ............. w. 

The 10122-RB is R11ger's standard r~J }iifimr~ a carbon steel barrel, 
adjustable sights and birch stock. This g!tii sells fiiP$1[ ltwre than tile Model 
597 (at wholesale, after sales programs ati~41§£0llllts). . 

Jn addition to the standard 10122- ( offers several mid-priced 
versions combining carbon or stain[eyJ w .. Iiirch, walnut anti synthetic 
stocks. Their high-end catalog staffrt@iiM&ff<iring, the Kl 0/22-RBI, features an 
international style walnut stock a11!$js p~i6ed:.$.!.7 Jmder the Model 597 LSS (at 
wholesale, atler sales programs anddlScoUllts). Ri1g~r also manufactures a laminated 
stainless 10/22 (exclusively for \Y~JYMar()!hat t~~tures a laminated stock, sling with 
swivels, and scope adapter. Wl:\§lc~~lij priciii@±or this b'l111 is not available. but 
Wal *Mart sells it at retail for $ l8lf > ····· 

····:::·:::·:::·:::·:::·:::·:::·:::·:::·:·: 

Ruger also offers a h~ij~~~t~IJ~1'~~i version of the 10/22. The 10/22T 
features a forged carbon st¢~jheavy b~t~~l~nd laminated stock. With the availability 
of after-market barrels arid ~t99ks, the J.Q(22T does not offer a high price-to-value 
relationship at $243 MSP §ij¢~f$!4i~ 8tle have been reported as slow . 

.::::::::::::...... ''•:·:::::::::::::::::::::::::::::::::::· 
.............. . ....... . 

Sal'age comp~(Jf Ufi/I. t4KJ11odel 64 family of 22 LR autoloading rifles. 
Tile ·Model 64, offlf.iffid witli ii'i:Jii.b.'lm steel barrel anti wood or synthetic stock, 
sells for $25 less r~ifh thf/;Yiper oVModel 597 (at wholesale, after sales programs 
and discounts). J?~~!fd oriii\iality and reputation these products are not considered to 
be significant corii~#IM#~.l this time. 

Remi11JJ~ ¢Jt~;;;;11:;;~it1tree models of autoloadi11g rimjire rifles; Models 
572 Speedmaster; 514 f(ipl,!{ and tlte new 597 family. First, the Model 572 
Speedmas(Kfi(lh~~mii!ilidMbtic autoloader that functions 22 Long Rifle, 22 Long 
and 22 Shdt~~!'hi!,)1igll-end product tltat features a tubular magazi11e and walnut 
stock and forJ2Jjj~~4wholesales at a price of $25 5. 

Viper, was introduced in 1993. Offering a I 0 shot magazine 
oci,~'Wl'O' the 522 Viper is positioned as a mid-priced offering with 

advances as its major selling features. Unfortunately, poor 
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Subject to Protective 

:.·:·.········· 

quality and undesirable attributes such as a heavy tril)~~~~;~~-~~W:e sales and 
reputation of the Viper. Orders for the Viper have dedffi'~~ ~#iatically over the 
past two years. At the currellt wholesale price of$J14, the Vlfilif;Js not considered 
a viable product in the market. ········· ·········· 

.. :::-:-.·.·. ····:·:·:::::::::::::::::::::::::\:\::-.·. :· 

Remington has the potential to gain sig~Jificant ;;;f;';~'f#ith the new Model 
597 family of 22 LR and 22 WMR rifles. Th~ MQ\iel 597 features an aluminum 
receiver with innovative action design and ~jihjljij !m!lr111echanis111 making the 
design inherently reliable. Additional featureslnciude a'~fa'ggifred clip magazine, last 
shot hold open and adjustable sights. Th¢tJtgi;jyer of the Model 597 is dove-tailed 
as well as drilled and tapped for scope mot11lHiliJJM4itial reports indicate this family 
of rifles will be well accepted in the market .. if!~fl.~({~~ f,:11d reliability expectations are met. . ... ,.,.,.,.,., ... ,., .. ,.,.,.,.,.,.,.,.,.,.,.,.,.,.,.,.,.,.,.,., 

::::::::~~n::::::!:::!:::!rn:}::::-::: ::: > ... 

The Model 597 family is coifiprised ofthr~fi/{;jjlesfor 1997. The basic gun, 
the !Jfodel 597, is chambered for: 11 LRumd featiires a carbon steel barrel and 
synthetic stock. At $119 MSP; !!is y;;ijji posit!\':ined between Ruger's 10/22 and 
Marlin's Models 60 and 975. \1l~f.I qjj#inbert#for 22 LR, the Jfodel 597 LSS 
offers the basic features of the ~15d/4$'iillfi!inbined with a stainless bal'Tel and 
laminated stock with swivel stl~ds. Pfit~~ ~! $199 MSP, the Model 597 LSS is 
slightly higher than Ruger's;\Qfii~Vi!~tly tiie Model 597 Magnum is essentially 
the same gun as the basic/A{bdel 59f$t¢l;'pt the Magnum is chambered for the 22 
f-Vll1R and features a Pi~Pfi?.tary bo((j.synthetic stock and carbon steel batTeL 
Initial reports indicate tllii ~!$\'.j.\'cy J!~ij&b!e and it is competitively priced at $229 
MSP. ./ ••.. . ? 

. ···::;::::::;~~<::::::::::::::?:\::::::::·:·:'. ····:.::;·· 

• Product•~:t~iv: i~~; 
Model 552 Speedmaster 

There d~~~~~~:~~,,j~ts planned for tile Model 552. 
maintai1ling qu~Y!Xiffi~t~~\\R!11g manufacturing cost for 1998. 

v. Remington 

Focus should be on 
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Model 522 Viper 

To be a viable product offering, the Model 5JZ Viper 
as a promotional product at a dramatically redU~~@tm:ice 
reduction in mamrfacturing cost required for tlg~ sfrM~g~ !!I\ !:W is not 
realistic. The Model 522 Viper will be disco/#thued in ttJ'iJ8H Excess inventory 
will be closed out to Kmart in the fourth quarfif!/'MYP carryover of Viper inventory 
into I 998 is anticipated. ······················ 

<<<:< .. :::.::<<<<<:? 

A formal plan for parts and repaid~~pport of lite i'1per will be developed. 
This plan will address maintaining the ability'tdr§:i!ljgyipers for a reasonable period 
of time while maintaining minimal parts inyemcii], A phrchase-exchange program 
similar to the M/7 42 M/7 400 pro1,>rar1fwillbi.\M@i\1ig&;~ this plan 

:·::::::::::i::{:i:::irnrn:}::::-::: ::: :. ... 

Model 597? 
~>~· -~~>> 

The following four new vJibns gJJ)1e Jt/'f!}lel 59 7 are planned for 1998: 
/:::::::::::::::::\>:: ):::::::::t: ::{::::::r·· 

• Model 597B: Utilizing tlfo s~jj)~!,l!lfPQ\f steel bmTel and action as the basic 
Model 597, the 597~wi!Lfaatuf~~~lfch stock with swivel studs, low gloss 
finish and no chec){~tlrigVit w 

/!:::!:::!?: ..... <{!!i:!:::!!i::: 

• :Model 597 SS:mhilSS versiori&\iill be the same as the current Model 597 
LSS, except it \~~\if¢~~lr~#W~~~e black synthetic stock of the basic 
Model 597. · · · · · · · · · · · · 

. ···:::::::u:~:~n::::::::::!i?!\::::::::·:·:.. ····:.:::·· 

• Model 59:i ~lagmilrl tl~i .. The 597 Mai,'llum LS will be the same as the 
current N!Bilel 597 Mai,'lli.im except the synthetic stock will be replaced 
with a ~y)anftl~~ted stock with swivel studs. The finish and shape ofthis 
stock ~Hl!:i~diKsmne as the brown lmninated stock used on the Model 
597 LSS ... 

.-:::·:::·:::·:::·:::·::>.·... ··.··:·:::·:::·:::·:--
··················· ... 

• Model ;~~,~~~t~in Target: Combined with a custom ergonomic shaped 
l@ti.jij')i;@iks!&lil\H!e 597 Custom Target will feature a custom heavy~barrel 
wfrjf~~kR target duunber and a target trigger assembly. A model 597 
~~P11U\W~j*~BP1 Target is also being considered. 
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• 

597 B 

597 SS 

597 Magnum LS 

597 Custom Target 

$149 

./!i:!::::::::::::::-.. -. 

Product Strategy- 1999~1)~;~1~~d? 
Mod~l§ll$~9piaster 

10,000 Unils 

10,000 Units 

2,000 Units 

500 Units 

There are no new prod11ct!f;~J!~n¢}t;f~;~~~iodel 552 in 1999 and beyond. 
Consideration will be given to ~fferi11~ ~pecj~\eonfigurations of this gun on a 
customer specific basis. If sal~~&o.Ji~i~e fa!!~/below threshold levels it will be 
discontinued. { 

···< Mlide1···;~~ 
/!ii:!!i:!?' "::::/!\\: 

The competitive re~p!m~i;Jo the ~q;iel 597 is expected to come in the form of 
added value or reduce.cl pfli.'ef Tbefwi1s for the Model 597 line in 1999 and 
beyond must be 011. lfi.IJ.!#l!l.iriiflf} WJi1d class product quality while Jiolding 
manufacturing costs i}.i19~'if.!'?1tel,~, in order to reach volume objectives carefitl 
consideration will lit~iven io '/&ipffifding tile jJfodel 597 product line-up. Adding 
value to the offeri1~py c;:iflQi\ging a gun-with-scope as a package or adding sling and 
swivels will be cq/)~)4~r(;\q.f 
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r · · ·· · · · · · · · · · · · · ·· · · · ·· · · · · · · · · · · · · ·· · · · ·· · · · · · · · · · · · · ·· · · · ·· · · · · · · · · · · -~iiiii·.··.;·,···.l.··.i.• •. ···i·L···.i.••.i.•·. ii;\;;;: .. ············ ·1 
PUMP AND BOLT ACTION RIMlmlRIFLES 

Subject to Protective 

• Market Share Overview 

This market segment is comprised of al! fu~g~ually 
lever actions. Sales estimates and market 

.. i:::~:H:\::::>.· ... ................... 

BRAND 

Remmgton 

Ruger 

. ····:::::::u~wn:::!:::!:!!i::::}::::::::::-::-·--

actions mcluding 
follows: 

M at4W t~ iii~ i~~~~~v leader in tltis market segment by a wide margin. 
Winchesteri§~~ll~H'i\mnt competitor with almost all its volume corning from the 
lever actiom94"22.·•·•·•·•·•·•··•········ 

·>>>>>>>>>>>>>>>>>>>>>- -----:-

.;we sfabi~j&\pf this market looks good in the future. While no exceptional 
growfil is expect~dithere are opportunities to expand sales with differentiated and 
~pgf~~~fl products !hi1t address niche markets. Our strategy for this market will be 
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to evolve our ctment products in a way that adds 
categoty. 

• 

1997 

10% 

Manually Operated Rim~t~Rif!." 
Market Share GYals w • 

1998 

12% 

.. ::!ii!!ii!/·' 

19~> 2000 

£4ii/u . . f lio/u 
./!i:!::::::::::::::-.,-, 
·-·-·-·-·-·-·-·-· 

Remington Segment Perf or;::~~ / 
Remington's Pump and Bolt A~~;~~~-W~Rifle segment includes 572, 541-

T, 541-HB and 581-S. 1996 nets~¢~ tot;iled§M(h1its accounting for $2.0MM in 
revenue. This is a 37% decreaseJ!\imitsifud a 40% decrease in revenue from 1995 ·-:-·-:-·-:-· -·-:-·-:-·-:-· -:-·-:-·-:-·-

actuals. Our worldwide perfoID)~HR~for!!iis cafiijijory follows: 

• 

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

........................ ·.·.·.·.·.··....... i~~~ t 1996 
••:•• Actual 

Unit Sales 

Sales Dollars ($~~M)}i>••, 

Standard Margin 

Standard Margin 

/:::-:::.tt <->-:..-. 

9,015 

2.0 

0.6 

32. I 

The princiIJ~j~~su9~~~~ing this product segment are: 

• Cost 9fmamifa-Otj#@ 
• Mattifti ~tq!l~l<\l]itb 8ybies of core offerings. 
• Product t'~dtdtl$~!1ich require improvement. 

::::::::::::::::::::::::????:::IIIIIIt:::::::f 

Co::~~~~t~e~nalysis 
·>>>>>>>>>>>>>>>>>>>>>. ''·'·:· 

1997 
Rev. ff 

4,648 

1.0 

0.2 

23.0 

1997 
P.O. 

7, 11 j 

1.6 

0.4 

22.5 

j~~:;~;/J~/~kading competitors in this market are Marlin, USRAC, Ruger 
and'§.#iyage. Marq~c11rre11tly dominates tltis market wit// over 50% volume share 
follo#fjj/fk?USRJ:r?cat 18%. Both Marlin and USRAC offer a variety of bolt action 
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and lever action products. Savage and Ruger are al~g~~~j~{\~l~;;;~~itors in this 
market, offering primarily bolt action titles. WW WW 

Marlin's product line consists of fourteen ~~l(YJ!Ji(J;;~~;~liwo lever action 
SKU's. Included in their bolt action rimjire riJJeltift:~~(IJ:e)l.'fodels /SYN and 
25MN. Tltese are botlt promotional rifle!fc tiiat cotnp&iJ(inost close(v with 
Remington's Model 581-S. The Model 15 JfiMffq,#ngle sltot 22 LR with birch 
stock that is popular with organizations sudf ~~ ifi~ .couts and 4-H Club, as 
well as the mass merchants. This gm1 h<iii'~ reputation ' marginal quality and 
reliability. It's wholesale price of only $l~lf:{~60 less than the Model 581-S net 
wholesale) is one of it most important featl.lt&lii [1i~1t/()del 25MN is chambered for 
22 WMR and features a metal clip magazi111{iiiJU~tf~l1 stock. 111e Model 25MN 
sells for $55 less titan tile llfodel .}'gl~(iiiwfi8f@gfil~ after sales proi,>rains ai1d 

discounts). .·.·.·.·.·.·.·.·.·.·.·.··•·•·•················ 

Tile remainder of tile Madi~spiJ!!~~; :~;~~~tio11 line is comprised of the 
Models 880, 881, 882 and 883. {]!Jlis it(a goo<IA~etter-best scenario. The Models 
880 & 881 are 22 LR caliber arfdfbeAtHilels .1~2 & 883 are 22 WJIIR. These gims 
feature the same basic action diliii~ Q).ip magazines 3lld a variety of stock 
configurations. Both carbon $(~~1MQ srnffij~~~ steel versions are available. Pricing 
runs from $139 to $171 (n~twllM@~~!~fill:er i~les programs and discounts) 

/!!!:!!!:!?: ..... <{!!i:!!i:!!i::: 

Marlin offers tllei¥f'tl.d.1;.l 2000L'f#.hich is a heavy barrel target gun with 
adjustable target stock aftii'f{if."if.¢~Jit9#t.¥sig//ts. The Model 2000L wholesales at 
S379. }? ? 

Marlin also q~;~;;Ji~t~:~on 22 LR rifles. The Model Golden 39AS 
features a tubular 1nruiazin~ and traditional lever action styling. Tlte Golden 39AS 
competes most dit'efi!tly ~{/Ji Remington's Model 572 and wholesales for $20 more 
(after sales prog/ili'f#$(f~~(fiscoants). 

Marlins ~~ij~ !~~:;~~~B;1 is the Model 1897 Century Limited which is a 
limited edition o((fr@Rif;~~!~9AS introduced in 1997. This gun features high b'fade 
walnut anc.lgg!c.l~~~!i)li;bitlent Priced at $639 wltolesale, the Model 1897 CL 
does 11ot ciilfi.fP'W.f#(#rectly witlt any Remington product ojferi11gs. 

·.·.··:·:·:·:·:·:·:·:·:·:·:·:·:·:·:·:::, 
''''''''''''''''' 

lh~RA1f£•Pff~;jl.~models in tile rimjire rifle category. Tlte Jvlodel 52B is a 
hightffjfiti!}~ifijJfiJ4uction of an early Winchester clip fed, bolt action design. It 
featw~~ a walnut ~qfk with cut checke1ing, b>rip cap and fore-end tip. The barrel is 
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24" and is chambered for 22 LR. The 528 wlwteJj)~l'~;~~~~~~;e than the 
Model 541-T(after sales programs and discounts). / 

The USRAC Model 9422 is a family ofl{ey1mqc;;~~~2 caliber rifles 
featuring a tubular magazine and traditional llf.f!!l llf:tM# ~($/j/N{· Options include 
birch, walnut and laminated stocks and fore-~\ji;ts as well iliFWyouth stock. The 
Model 9422 line, 011 average, wholesales for/fifm'11t$25 more than the 11'lodel 572 
(a±ler sates prof,>rams and discom1ts ). ·.·.·.·.·.·.·.·.·.·.·.·.·.·.·.·.·.·.·.·.· .. 

<<<:< .. :::.::<<<<<:? 

Ruger introduced the Model 96, q(JtJ&.raction ver;ton of the Model 10122 
in 1996. The Model 96 is currently offeridinil.!J·'t!Rqnd 22 WMR. The styling of 
the Model 96 is the same as the standard ModeL!bi2~and also feah1res the same 
rotary magazine clip. The ilfodel 96 iiili~tJi'filffiiJJififiproximately $38 less than 
the j}fodel 572 (after sales programs ahddi$~l:!!lt$). 

Ruger also offers the Moq~~~71.,;1;l:;;;~~;~~a bolt action with rotary clip 
magazine. Offered both in 22 ikiind~W Wi~tkioptions include walnut, synthetic 
and laminated stock as well as ~ijf\J~w ii:I stai~Mss steel barrel. The basic ilfodel 
77122 sports a walnut stock and d'arfmrf.M#:Mbarrel and wholesales for $27 less 
than the ilfodel 541-T (afte~§ili\@@megl'am~ifud discounts) The high-end Model 
77122 features a laminated,~(ijiikalii!i'&tginless steel heavy barrel. Tn 22 LR or 22 
WMR this gun wlwlesatrf#:!ror $29 i'if#,~ titan the Model 541-T HB (after sales 
pro;rrams and discounts)./.. . .. 

··.:.:·:::·:::·:::·:::·:::·:::·:::·.:-·. -·:::·:::·::: 

Savage compet~'#dt! ;;;~;%jfJ~l~ith four 22 Cal bolt action rifles. All 
feature the same bask ii'&.@'# if#,yign and are offered in both right and left hand 
versions. The Mod¢}p3 is ch'ilfiili,~'Wdfor 22 WMR and features a clip magazine. 
Tt is available in 4 carb1.!/.1)\steel bafrel, birch stock version as well as a stainless 
synthetic model //fhese ~~hge in wholesale prices from $4 7 to $65 less than the 
1\!lodel 581-S (aft~i!;.l4~~~f.:igrams and discounts) 

The Saii~~~ ~1'0;; JJi~Wimmbered for 22 LR, features a clip magazine and 
is available in af&fiilii,~t¢4 stock, heavy barrel configuration. Other versions 
include a H~i!l!~M~-lwhh synthetic stock and a carbon steel barrel with birch 
stock. Ev<lrii·il.!ntl:tand version is available. The Afark JI wholesale prices range 
from $30 to $781~$$,tftl~« the Model 581-S (after sales programs and discounts) 

Subject to Protective 

·><-:<::ttt::\:\:::.:::-_ ""::::::::::::::::f::· 

.(}fidi~Mi;;~rt Savage's offering in this category is the Afark I which is a 
si11g@$1tot versid'if,pf the Mark 11 that features a birch stock and carbon steel 
barf~{i\The Mar~ [ is available in a standard version as well as a youth iteration. 
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The Mark I is popular with organizations such as t~~l:~,J~~,~~~ 4-H Club 
as well as mass merchants because of its promotionalpft~~' %~elling at $77 net 
wholesale, the Mark I price is $83 less than the ,,.,frdel 581-Sl t ......... .. ...... .. ·-·-·-·-·-· ........ . 

Savage's top of the line bolt action 22, Mo4;;~~ijj~µ$e;;~; of heavy barrel 
target rifles, The Model 900 is available in ~~landard fa!i,~!Yersion as well as 
Biathlon and Silhouette configurations. Thes~'f®g@)n net wholesale prices from 
$225 to $324. The basic Model 900 is $9~fl/sstfti(#.t#K.A1odel 541-T HB (after 
sales programs and discounts). 

./!i:!::::::::::::::-.. -. ··.· 

Remington currently has three enlHif~.t~'f!.l~Pf:'mp and bolt action market, 
The Model 572 Fieldmaster, (tlte only dome$tl~a(f\i manufactured pump action 

• • • - -.-.-.-.•,•,•,•,•:·:"·:"""·:·:·:·:·:"·:·:·:·:·:-::!::-:·:·:·;;:·:·: • 
22), 1s a l11gh-e11d pump actwn 22 Cf!Q~"({tff!/.li!j'eatttrtilg a tubular magazme and 
functions 22 Long Rifle, 22 Long &kii}gg S#ort ammunition interclwngeably, 
Sales volume for the Model 572 Filfl.rJmastilFif~t~IJlainedfairly constant. 

~>>~ ·~~>> 

In addition to the Model $~Ji'. R~~lt~gto# offers two bolt action 22 rifles. 
Tl1e Model 581-S is tl1e least ~·!llfirt in ~ft~line and features a birch stock, 
carbon steel barrel and clip magai:ii~lii·Ah#.!W supplied with the gun to convert it 
to a single shot. The Model .. ~KLc.S li@ll.il ~\\foellent reputation for reliability and 
accuracy and is the b'llll of qtj~)MJt~~QJ'gani~ilhons such as the Boy Scouts and 4-H 
Club, Unfortunately, dl!~ho the ftii!~tively high price of the Model 581-S, 
penetration into this m<lfj~~Lis limite&F. At $160 net wholesale, the 581-S is 
significantly more expeiiswkjrlt#lkPQiiietitive products ($60 over tlte ,}farlin 's 
ivlodel !SYN and S83QIJ/~ftheSdVQg~/1/ark I). 

The Model ~4;; ~~~~~)b~~(#«~ ~ high-end 22 bolt action rifle, features a 
walnut stock with q~ttheq~ring, 2£\'bon steel barrel and clip magazine. It is offered 
with a standard CM~del ?41~ T) and heavy bane] (Model 54 l-T HB) contours. The 
Model 541-T and$/#4~1JflB are well accepted in the market and have eamed a 
reputation for§upefi1/P4~~1/l'B.fY· However, with the proliferation of attractively 
priced competl(ff~pi;ggui:ifojfering options such as laminated stocks, stainless 
steel barrels and2~tf11f4!J chambering, demand for Model 541-T line has 
declined sif{JY/jpfN!flJ!.~t~f'#ff'¢11t years. 
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• Product Strategy - 1998 

Model 572 Fieldmaster 

There are no new products planned/or ~6;1~;~~J~f~zgLgocus should be 011 

maintaining quality and reducing manufactw;f/fJ¥ cost for J 998t 

Model 581-S, Model 541-.]& .MW(il§i!l"I HB 
·--:·:· --:·:·:·:·:· 

The Models 541-T and 541-T HB h~~¢ irnrned a r~~Ltlation for outstanding 
accuracy. 111e most signijica11t issues /d8ifii, ~~'~ !J.ne are cost, poor quality 
magazine box quality and limited qpJkil~'ic; /i;lf~p~or quality of the plastic 
magazine clip has been a constant s<1ilf¢~''/l[t'iisl0mer complaints for many years. 
The design and function of this clip is ;{6/68ifl~)i(tl,l.\rt with the positioning of this rifle. 
A new well designed clip that is eJ~t¢r met~f8Faj\¢ngineered synthetic is needed. 
In addition to addressing the mefijjjtine#lip isni,e, new options and featnres are 
needed to make the .Model 54]./f/jfine b,ibre c&iiJpetitive. The following features 
will be considered/or 1998 intr~~l~~~if:!~~s s.#f!r Show special offerings: 

. ····::::::::i:{i!}i!i!i!i!i!i!!?t/!i!i!i!}' 

• Stainless Ste9!•H¢~¥YJlarreF 
• Laminated_ .• §tpdf·····••'•••'••·········· /\ 
• Restyled W'.i:ilnut Stock ? 

• 22 WMR~~~~l'li!.i!Y 

Two SHOT Sho~$p~=;~,J~li1~ are planned/or 1998: 
. .. ·::.:::::>>>>>>:·:·:'. 

• M/541-T HB LSS T~tj§~~{rgi6 be the same as the M/541-T HB except it will 
feature a bro'¥ffliunillilcflid stock without grip cap or fore-end tip, satin finished 
stainless hea)~~~N~!fifud new magazine clip 

\¥filii\il1 is to be the same as the current M/54 1-T except it 
~Ji?t>{{WMR and feature a new magazine. The styling of the 

give this gun a new look. 
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• Product Strategy - 1999 And Beyo~~ > 

Model 572 Fieldmaster 

There are 110 new products pla1111edforr~:!~d~l~[41;~011sideration will 
be given to offering special configurations of tlif~~\lll on a cusfoitfor specific basis. 

Model 581-S, Model 54Vf·& J\,f&ilii!litt.T HB 
·--:·:· --:·:·:·:·:· 

The complete catalog line of boU~efp~n rimfire ;lfzes will be revised in 
1999. The two 1998 SHOT Show introfif#i(t~tMA(!Jf/541-T LSS & M/541-T 
Magnum) will be cataloged in 1999. I\J~9~!ltM.!~4f-T will be replaced with an 
offering featuring the new magazine l:J~~~lBll~ With the ~estyled stock of the M/541-
T Mat,'11UIT1. The M/541-T HB will be d!Sc!i#ti\lµs;q (Replaced by the M/541-T HB 
LSS). In addition, the new mag;:t:zjhe box \.Jl-l!~ij added to the M/581-S. The 
jiillowing is a summary of the proJ}l!$ed 121{9 ca~q;/rig line: 

Subject to Protective 

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

• M/541-T HB LSS: This gu~l~fu!t~ijfue 'l~~j~~ M/541-T HB except it features a 
brown laminated stock without gfiptj~p~\·fore-end tip, satin finished stainless 
heavy barrel and new mqg~zj#~~!ip, (1998SHOT Show Special Offering) 

.-:.:.:.:.:.:.:.:.·-····-·-·-:.:.:.:.:.:.:.:.:.:.:.:.: 

• M/541-T Magnum: Tb~~·~un is ~~,~~he same as the current M/541-T except it 
will be chambered foi~iWM~ an<J't~fature a new magazine The styling of the 
stock is also to be rexisedf&~\~~tM~t~m a new look. (1998 SHOT Show Special 
Offering) .·.·.··········· ·························· 

. ··.:·::::::::::::::::::::::::::::::·:·:·. 

• M/541-T (Re-sfi::J~): Thi~ i~ fdb~the same as the current M/541-T except it will 
feature the ne\yi@&gazjij* box and restyled stock. 

<j~~~~~~h~.§~me as the current M581-S except it is to feature the 
new maga2itj~· qqc)'; 

···••( <t>·•· 

• M/581-S: 

JM/lit~ ~j~}~~lj~•·•p~ressures in this market will continue to limit pricing 
tmnnmP margins, manufacturing cost must be addressed. 

is paramount for this strategy to be fi11a11cially 
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M/541-T HB LSS 

M/541-T Magnum 

M/541-T (Re-Style) 

M/581-S 

./!i:!::::::::::::::-.. -. 
·-·-·-·-·-·-·-·-· 

Single Sh~~ ~Jj~~&tlt1n 

1,500 

1,000 

1,000 

1,000 

As noted earlier, there is a maFkiii/if/!tc!JJow cost, single shot bolt action 22 
LR rifle wltich represents an oppprtullitji Jf/r !Jwµington to grow share. The 
market is split between youth org<1ri!i&tions witli fatget shooting pro1o,'fams and mass 
merchants sales to new shooter§) ?A #~ sitfg{e shot bolt action rimjire rifle 
chambered in botlt 22 LR and 7@ff<twlf,'fiiill b/}¢/imsidered. Promotionally priced, 
tile rifles would be marketed ttitd~f if,~Sl'q'ilf:liian brand and targeted at niche 
markets. To be competitive, fili!@m~~t minimmn requirements that should 
be addressed in product ·.·.·.·.·.·.· . 

• 
• 
• 
• 
• 

v. Remington 

Reliab1ility (For The Category) 
Accuracy (For The Category) 

are projected as follows: 

MSP 
$99 

Net Selling 
Price 
$81 

1~t\rear 

Volumes 
25,000 
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Upon analyzing data supplied by various nailij~yrg<;mi~~fi's in our industry 
, it can be concluded that the size of the 1996 q01rl&@H~ ~~J!!edfre rifle market is 

:-('•'·'·'·'·' ''·'·'·'·':'·'·'·'·'·'·'·'·'·':'· 
approximately 1,050,000 units in annual sales. 13·The annual!'erii\lf sales value of this 
market is estimated to be about $315MM. ·.·.·.·.·.·.· 

SA.MM!' s reporting of 1996 factory ~j~~~me:~~ dfg~~thrfire rifles which does 
not include several major U.S. manufactl\ii~~$ ~4 all importers showed an industry 
decline of 12% in units and 10% in dollars l¥dl~ij!~pf~yious year. 14 Remington's 
performa11ce was sig11ijica11tly better th<J!!iPdwiifJir~i{its, dow11 011/y 7% i11 units 
and 1% in dollars during 1996. Thi5ij,p~~!\lffiw!fapfoduct specific and primarily 
due to decreased sales of Remini,1o~ 1 ~7jfqq !!n4 7600 repeating titles and a late 
softening oflong range Vannint bolt\\¢tions. 

~~~· ·~~~ 

During the last jive ye~~~ ~liq ~~~terfltti bolt action rifle market has 
expa11ded. This expansion /11(.~~~~!J.(fd byflf:emington and resulted primarily 
from the introduction of new prbtmtf,\\,,Jffle upturn began in 1992 with the 
auuouncement of stainless sm~t~s.~d §p¢~alty long range, bolt action, hunting 
rifles. These offerings evolyji\f'tifrt!t~h~l(t several years gaining market share for the 
company. ln 1995 Remi.J.~jlj~h partnel'~4!Nith Wal*Mati i.J.1 the development of the 
Model 700 AOL Synthe~\~j ~Jqw cost})'ffgh value product with outstanding gross 
margins This b'll11 inc;re111e\1\:ltjjyjp~:W)Remington's M700 sales by nearly 40,000 
units in the first year i{W~~pffei~d~W though it was not cataloged The upswing 
conti.J.med into much slf§9eyi ~t~Ming historical sales records for total M700 unit shipments. .· .. · .. ·. ·.· .. · .. · .. · .. · .. · .. · .. · ... 

Subject to Protective 
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Market m~lf11tl{~~id however slow in the fourth quarter of 1996 with 
industry sltipmeiiiM{/fi~~ffrf;rflre rifles showing a 22% decline in units and a 21 % 
decline in dol{l!li.~Jroiil. lli.'ii.IPurth quarter of 1995. The trend conti.J.1ued in 1997 
with first quaftef OOAA;}\1'1'. pei%rmance down 23.7% in units and 27.3% in dollars 
from the first quarfofqf~~~6. Remington pe1formance was considerably worse, 
down 36.8%!!i!!U\:t\igfu[@Mi~% i.J.1 dollars 15

. The reasons for this decli.J.1e are: 

1996. 
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• Market saturation/ Over capacity 
• Intensified Competition 
• Inventory Carryover at Wholesale 
• P1ice Escalation 

.-:::-:..-.·. 

A clear picture of the aforemented M70Q l~s trends are''ffii:tailed in the matrix 
below. ·.·.·.·.·.·.·.·.·. 

700 

700 Stainless 

Total 700 

Marts 

Non-Marts 

Remington Sales Volum~J~ol:~~~~~~l700 
1992 

98, 937 

18 671 

117,608 

./???:\:-.. -. 

1 ~~~348 •:•t:;;;;~~~ ~{t:. 775 

.::::::::::::·· 

.:~~t:::. 
.:·:::·:::·:::·:::·:::·::>::{:::·:::·::· :·:::·:::·:::· 

·-·-·-·-·-·-·-·-·-· ·-·-· 

23 620 

51.5 

124.7 

Fest 

1996 1997 

151, 165 120,000 

37.959 42 000 

189,125 162,000 

38.2 22.5 

150.9 139,500 

The domestic centerfireriJl~ ;~~\,~~~j~~~mposed of three principal product 
categories. 1996 volume es~j!~~~~~&Bfpdt;dbtegory are as follows: 

1 ~~~'enter;.~~lifle Sales Volume 
~fxoctl'i¢~category16 

_::::::::::::.--.- - ·-:·:·:::<:~:::::I::::::::::::::::::::::::r· 

···•·•·•·•: >•:•\:at~g~ry 
"X2tl8~/ 

Units (Ml 

635 

414 

38 

1087 

Benelux~ 1997. P.PJ. Research· 1995. BATF Production 1995 and NSGA RcLail 
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0% 

1996 Centerfire Rife Market 
By Action Type 

10% 20o/o 

.. 60% 

50o/o 60% 

The bolt action rifle do,;,/ka'iJj tlte . U.S. centerflre rifle market, 
commanding a conservative 60% ifj~rket sllaM4Jt.~lftms o.f unit sales. 

Unit sales estimates bases$ ~!'. CQl~~L1edJ@falysis of the best available data 
suggest the following breakdow6~~j.' Hl~JP~ m~ri\)facturer 

. ····::::::::i:{i!}i!i!i!i!i!i!!?t/!i!i!i!t• 
1995 Cettt!ldlr~Rifle Ul:ijt Sales (M Units) 

.}}}::::::::·:::·:::::\:\:\:\:\:\::: 

~j~~~factu;:; Total 
it@lifil%1)toil / Y 227 

HSR~2? 132 

v. Remington 

198 

116 

13 

31 

149 

86 

135 

1087 
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Remington 

Ruger 

Browning 

Centerfire Rifle Brand Share (% 

Other._
11111 USRAC I! 

Marlin 

Savage 

H&R 

Weatherby 

20% 30% 

Rifle distributions by by the NSGA in mrits and 
dollars are: 19 

• 

.-<~Ii:I:i!:::::::i::i!::i!:II}>:::: 
1996 RitJ~DistrillWd~~Channels (%of Units) 

.·:.·:.·:.· .·:.·:.·:.· 

i ~t·. )/ 
··1ii.7% \ •... ){••••··· Sporting Goods 

Stores 
28.So/o 

from '95 to '96 are: 

~ir1.cr·eao;e in sales by Spmting Goods Stores 
in sales by Specialty Sport Shops or Pro Shops. 

jcamft:han:.;e in Mass Merchant sales. 

Bcnclu,\_ • 1997. P.P.L Research - 1995, BATF Production 1995 and NSGA 
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• A 13.9% decrease in other distribution -­
the drastic decline in FFL's. 

Mass Merchants 
20.8'% 

Other 

···.·······•••• §~~~ffShop 
:!i;;:m 

The changes in distributiorl~~;lar&~~'.ritl~~from 1995 to 1996 follow closely 
to that of distribution units mentid\)~~li!t~YiousJ~i Specifically• 

":·:·:::::::::::::::????::::/?::r· 

• A 12. 7% increase i.m!#~~M!!!~ dolfofil by Specialty Sporting Goods Stores. 
• A .8% increase i11~~lla~ ~ohl\ti~J>y Specialty Sport Shops. 
• No change in rif!¢~ollar vo!UI~~~y Mass Merchants. 
• A 12 .2% dect@!i\i~ l!k tjtle ~tjllar volume by other distribution, agam 

attributed to redti8!!S~b ? 

<:::::::::::::::::\>.·... . .... :.:::::::::::::::::-
··················· ... 

• Mark~tSG~~~Qverview 
::::::::::::::::::::::::?????::::::::::::::::::::::::::::::::::::" 

Thed\:ifu6itic bolt action centerfire rifle market is estimated to be 635M mrits 
annually withiiifaii~~~~yalue of$238 - $278M. 
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·Manufacturer 

Remington 

US RAC 

Ruger 

Marlin 

Weatherby 

Browning 

Savage 

Other 

Total 

Other 
So/o 

US RAC Browning 
13o/o 

Savage 
14% 

Remintg~/~ ~li~;i!~! 6~Jjective for bolt action centerfire rifles will be to 
hold share. Longel'fif!imi *IJ:are gains will be dependent 011 technical innovations 
for existifl81Jtf/4#Mff:iif@ifie introduction of a new low cost, high margin, fami{v 
of bolt actik~'fc'/Jt.ff§jhat create a competitive advantage. 

Data for 1995. SAMrvfl F<Jctory Shipinents - 1996. Herstal Clinvest l 995. 
D;:ita) <llld NSGA RetJil Stud) - l 996, 
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1997 

28% 

Market Share Goals 

1998 

28% 

• Remington Segment Perforrti~~c~ 
./???:\:-.,-, 
·-·-·-·-·-·-·-·-· 

Remington's centerfire bolt action rif}g§ij~#@tilwludes 700 and Seven models 
in many different configurations. 19~!J f'ci;(lt;$; miiiJJjft J}J9M units accounting for 
S66.6MM in revenue. 1996 perfon:fiiifijj$fiFMiiis alld dollars broke all k11ow11 
historical sales records for this productFiliig~i{jJ;\Qur recent worldwide perfmmance 
follows } / ................. . 

Unit Sales 

Sales Dollars ($MM) 

• 

. :::::::::::::: ...•...•.. ~ .. :.: .. : .. : .. :.: .. :.~.}' -. ' 

::::::::::-: 
l !1115> :: :: J996 

.:•:::•:::•:···········Aiiii~l Actual .-.-.-.-.--.--

34.1 

51.2 

segment are: 

1997 1997 
lkv. lF P.O. 

164,581 188,954 

58.6 64.5 

26.2 28.1 

44,7 43.5 

development which creates competitive advantage 

• <DumpetidYe Analysis 
................... 
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::::::~:::~:::~:::~:::n::::::::::::::::::::~:::~:::~:::~::::::::::::::::::r·· 

Remington is currently the market share leadJf tiht~# Centerfire Bolt 
Action Rifle market. However, this position has peen tlmia~ij{44 in recent years 
as a result of aggressive competitive pricing, exii#!'ffifdfqmpetfi{iie offerings and 
a saturation of high end niche markets. 

..::iii!iii!/·' ·····:·::::::::i:i:i:i:i:!:i:? 
The majority of the centerfire bolt acti®fit!~ gia:rket is currently serviced by 

seven major manufacturers They are R()!filhg!B!;ijf in, USRAC, Browning, 
Ruger, Savage and Weatherby Severall~maller. . ·· turers comprise the 
remainder of this market. > . · 

"""""""'" 

Ruger, tile second largest with ;:;~~~~ t~ yolume share, has core 
capabilities in investmeflt casting t(fi!i ('j}pf'ifii!ijfiiiih lowering manufacturing 
costs. As a result, Ruger flas devetdfJid~'f!!p11cration for a providing an excellent 
product/or the money with the MZ.Z/ine ofifiif!/@Jjon centeJ;fire rifles. The M77 
is offered in several configuratio1% inclnding rigl\t and Jett hand versions. All 
standard M77 rifles feahll'e a thr •••••••••••••· sitj~n~afeJYkfloor-plate, intei,,>ral scope rail and 
scope rings. Confii,,'Ufations • \!he staj-\i!h:rd M77, which feahll'es polished 
blue metal and a cut checkered wiilii4ti\tg~fjfa semi-custom M77 Express Rifle. 
lncluded in the standard cata(qgJin~ are ft ~imhy of offenngs combining laminated 
and synthetic stocks with ~6brifttia $!ainlei:s actions. Sporter weight- as well as 
heavy barrel contours are.~!$b fean1i'&1; Tile standard 11177 line ranges in price 
from $338 to $402 (net W.hkJ!!,:f.afe). Tlj~is from $50 to $75 less than equivalent 
Remington products (at Wiliii¥i.~l¢ ·.·.·.·.·.·.· les programs and discounts). The M77 
Express Rifle feature§ ):)igl1 · \ W · rnt, express sigl1ts and is chambered in 
dangerous game caliqeffltj$p~\£~d c6mparably to the Model 700 Custom rifles at 
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$961 wholesale. ······ ················· 
<<</ <·>->.·· ··.··:::.:::·: 

Savage coll~tes ~~ this market with a line of economical{v priced bolt 
action rifles. Sooifii!J.@~i!figurations are offered; all based on tile same action 
design. The CJHQ~iniittof@/i!Jifeatures, options and calibers result in over 230 
individual St(tJ!$ Pl4!!1?c SaWige line. Approximately 40% of these are left llmul. 
The Savage line c&H~~ ~)<en into three segments; economy priced rifles, mid 
priced lnmiingtjj'l¢$~!)dh&~\y barrel specialty rifles. The quality and reputation of 
the SavageijJ!Jfil44~s improved over the past few years. 

·.·.··:·:·:·:·:·:·:·:·:·:·:·:·:·:·:·:::. 
"""""""'" 

T'!l~~fiftl/..fl~;~'Rged Savage line includes tile Model 110 and Model 111. 
T/1es1{gJbfif&:llJi.r'l birch or injection molded synthetic stocks combined with 
carbf)/fj steel actiaf/i; Both top load and detachable box magazines are available as 
are §SM& and lettAwid versions. Savage has carved out a niche in this segment by 
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offering these guns with mounted scopes and packing fl~~~~;;;bgj~j;~~~ k,'lln cases. 
These "Packaged" guns sell for approximately the same M!i~~li~!esale price as the 
Remington Model 700 ADL Synthetic. The 1vlqqel 110 dfi'(/;/Afodel 111 series 
range in net wholesale price from $229 to $322. > 

.. :::-:-.·.·. ····:·:·:::::::::::::::::::::::::\:\::-.·. :· 

The Savage Model 114 and 1lfodel lUf'Y,;e tltei; Ji)1}fiifnd lumting rij1es. 
Tlte Model 116 combines stainless steel actiilfi~iwith molded synthetic or walnut 
stocks. The Model 114 features carbon steglf/lili/q~~lYLlfalnut stocks. Options 
such as baJTel fluting, detachable magazinil ¥6xes at!d fri1&£le brakes are offered. 
These are mid priced products when con:i~~t!l.QJO the overall centerfire bolt action 
rifle market. The Model 166 and ModeiiiJttifJfg,f,.Jn net wholesale price from 
$322 to $455 based on features. This is qpp{#iJ:iffi#ety $34 to $100 less than 
similar Model 700 offerings (after sa{(#''j{{P}jiilfiiid1iddiscounts). 

:·::::::::::i::{:i:::irnrn:}::::-::: ::: > ... 

The Savage 1lfodel 112 tin¢ r:consisfS oJFIHiiWY barrel offerings combined 
with laminated or molded sv11tlitif.c stocks. Bbth carbon and stainless barrel 
options are available. Stainle~s. ~~i'rel~ ~~ tlt>f~(l; The stainless versions of the 
Model 112 are priced SJOO tQ$~QP,j¢¥f tlu~i~ikemington's Model 700 Varmint 
riftes. The Model 112 FV (carboll$f~ijfWrr4fifud molded stock) sells for $18 less 
than the Model 700 ADL Syntlwt~,. w 

.. (:::::::::::::(:\::::::::::::::::::::::::::::: . .,. 

Browning compete:f,/ff this ,;,~;'fi.Jbvith tire A-Bolt II family of rij1es. Tire 
A-Bolt II, positioned as ,g,f{f&ll end prr/Q~ct, is offered in both right and left hand 
conjigurations, all ofwlitf:i1'{f(d#irJ1,11 "irtiachable magazine box, 6ff' bolt rotation, 
and tang safety. Th~ ¥kJ?oliffii~~ jg broken down into several sub-categories 
based on gun configudH&jj!\ij~!J!!d usE. Sights and the BOSS accuracy adjustment 
system are added <.l¢.lil optiohs.1$\kb\ost A-Bolt offerings. The combinations of 
features, options q~flcali4'¢rs resliifin approximately 175 individual SKU's ill tire 
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A-Bolt /I line. ······· ······· 

The sta~;;;;dA~l~$thi;A-Bolt II Hunter which features a plain walnut 
stock, swivel ~((~ff$,; pojf;fifi'd blue metal, adjustable sights and detachable 
magazine box. ff!Siil#il1~4le in short action through long action mab'TlUm calibers. 
There is nsie!!~!!~*MA~!\;lh the A-Bolt II Hunter line. With sights, the A-Bolt II 
Hunter se'«~iflf!{$?O more than tlte Model 700 ADL or 525 less than tlte Model 
700 BDL (aiwltfilfi¥<!.lf! pfler sales programs and discounts). The price of the A­
Bolt Hl\n~t~Yi!h9u{Sf~fi~~ is reduced by $46. 

• ,;;; ::;~~~ l! Medallion, Micro Medallion and Gold Medallion are 
coslii,~tii;ally upgrgqed versions of the A-Bolt IIunter. The Medallion features 
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scroll embellishment on the action, rosewood fore-en~l~~~~~~~~./The Micro 
Medallion is a down sized version of the Medallion. TheddldJi\Mdallion offers the 
same features as the Medallion with the adclitiqn of gold ~i! on some of the 
embellishment, upgraded checkering and brass spa(i~i~µ~lJJ:e st861lP The A-Bolt II 
Medallion and Gold Medallion line wholesal~~(lppFIJM!liff!JlfcfX$40 more tlum a 
similar Model 700 BDL and only $9 more t/fi#Ji the equliilil~iit J}fodel 700 BDL DM. . ..... . 

Browning also offers the A-Bolt ll .Yi~f~e; ;~;;dfJ~~i~ similar to tlze Model 
700 BDL SS line. This series offers inj~~!imimolded sy1;thetic stocks combined 
with either stainless or carbon steel acil8HM The .. A-Bolt II Stainless Stalker 
wlwlesales for $9 more than tile Model (qp fJgf~~:g". 

The A-Bolt TT Varmint and iffiii!)..~~/ff1.i;s combine the A-Bolt TT Hunter 
action with a laminated stock anlktlze .80SSl ... [he A-Bolt 11 Varmint is most 
comparable to the Model 700 VL~;~r'eatvripg a t~~ditionally shaped stock and heavy 
carbon steel bane!, the A-Bolt,f/}Var.tfffilt wffil.fesales for $106 more than the 
Model 700 VLS. The BOSS crliffiili~!!.i#~pro*iihately $60 of this difference. The 
Eclipse is the same as the A-B8ff tl; &mmrof except the stock is a thumbhole 
configuration and a standard weigbt b;;!}~j~ ~vailable. The thmnbhole stock is a 
$100 'up-charge over the tmg\tjOiM!~tqq~ ······· 

.. : : : : : : : ' '.::::::::::: .. ~.~.' .. · .. · . .. \\:· ··::\ 
Brow11ing inh-odu.~ J!w BOS$ @iption in 1994. The success of this 

introduction appears to ' nently viewed as a high priced gimmick. 
Market intelligence iff It/a significant excess inventory of A-Bolt 
rifles in tile trade df WJ#il as in Browning's warehouse. Browning has 
aggressively adjust'C~pfices d8Wii¥{j¢d in an attempt to relieve the excess inventory; 
however, addition~). ~ctii::!his expected as this tactic has not been completely 
successful thus fat) ( ··•·•·•·•·•·•·· 

USRA GP:ifr:rs itiiiWJlftltd 70 line of centerfire bolt action rifles. The basic 
designfeaturitf~f~W!.Mrotatitfn, three position safety, floor-plate magazine and is 
available in right ailiJfiiti.ftWJd configurations. The line is split between the Model 
70 Classic W4 tl1~ fs4tid\li1Pib The distinction between the two is the Model 70 
Classic inllti\~~ .. ~ a claw extractor desib'fl used on pre 1964 Model 70 rifles. This 
allows for cciriffiilj$gfgpnd feeding in the Model 70 Classic. This feature is 
market~l@!i'49~4 vfilciiiallowing the Model 70 Classic to be positioned as a higher 
end p~¢d\fo{Ov@iijfo:l. standard Model 70. The Model 70 push feed system is utilized 
in th~!!JSRAC ecb\JB~flY priced Model 70 Ranger line. 
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The Model 70 Classic Sporter and FeatherweiJl~~;~1ii;~~;~parable to 
the Model 700 BDL. They feature walnut stocks, cut 8~~!s~!hg, polished blue 
metal finish and floor-plate magazines. The Mod# 70 Classi~li\~atherweight is a 
slitruned down version of the Sporter. They both.·W,~#l~i!!e fof{#fjproximately the 
same price as the Model 700 BDL (after sales pfpgrd'iifs#ifit:4.~cbunts) . 

.. ::!ii!!ii!/·' ·····:·::::::::i:!:i:!:i:!:i:? 
USRAC also offers a series of Model 7]){iff!l~iicic rifles with injection molded 

or composite stocks. 11tese are combinatfilflt fJJ~#rll'!l!§teel actions as well as 
stainless steel actions. The Model 70 Lareifo is coni.plli'li!:fW to the Model 700 VS 
and Sendero family. They are both built gjJ~sgmposite stock supplied by the same 
vendor offering the same features. The /f,ffiti~(ZQf!4!,redo wholesales for the same 
price as tile Model 700 ~~s· (after sales progrnmi"i#fi(i'#lfcoants) . 

. -.-.-.-:·:·:·:·:·:·.·:·:·:·:·:·:·:·:·:·:·:·:·:·:·:·:·:·:·:·:·:·:·:·:·:·:·:·:·:· 

The Model 70 Classic stainlesif/l~~tl!'l~ures a molded synthetic stock and 
stainless steel action. Again, this is&~ry coiripii(iiJill~to the Model 700 BDL SS and 
wholesales tor $4 less (after sales wr9li.ran;i~ftnd di~8Bunts J. 

<<<:::: _.:\\::::· .::::::::::.: 

US RAC also offers a mo4~~t!i.n#Wf Msffe~f 70 Custom rifles. These compete 
with the Model 700 Safari line, bt!CW@):i!~Pli~~d limited sales. 

"''·:··:··:··:··:··:··:··:· 

The low end of the !\flJi qQJitt~ }; the Ranger series. This economy 
priced r(fle is availabltf: ip1 a jiiiP~~te version as well as a ladies/youth 
co11jig11ratio11. Both Mgq~]]Q Rangef~ffering feature polished blue metal, birch 
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stocks and push feed bolti' T(t~ lWli Ranger competes most directly witlt the 
Model 700 ADL Sy11tfii/Jk; and i te Seven Youth. lt's wltolesale price falls 
between tile two at $:{d¥{fJ'Ji4t~<iJlfs programs and discounts). 

The Brow11i#~ ~0$$• :~~~~~~~ system is available on most any US RAC 
Model 70 Classiq ~tferini\ViAs with Browning, this option cost approximately $60 at 
wholesale. In atifilM&h; JU$RAC otfors sights at a $23 option on several versions. 
Tiie combinarf4!!~ offt{lµ#tf§,, options and calibers result in close to 150 
individual sKltf$)i'# ((~~ hfoftet7o line. 

"'·"::::::::::::::}}}}:}::::::-::-·., 

Marl!aetJ(ft¢/!~~~Wi~terjire bolt action rifle market in 1996 with the MR-
7. Curreii~~P~t!i'iLMR-7 only offers a walnut stock and polished blue action in 
three long llciioi!c"iitibers. The MR-7 features a closed bolt face design that is a 
knock-qffj'ffi;tj~q Mdd~i 700 and a detachable magazit1e box that is situilar to the 
Brow•1!i\k A\l"%~lMH The quality of the MR-7 appears to be consistent with 
Mar\!n)s other p1'8~!?ts. With sights, tlte MR-7 sells at wholesale for S 36 less 
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titan tile Model 700 BDL (after sales prn[,'rams arid 1i~~g~\(l~~~; ¥\!~ same b'lln 
without sights is $22 less. / 

Weatherby is the last major competitor in i~~~mgrfie:.<1~~tl1erby flas built 
a reputation for expensive ltigh end rifles de§j$11ed iili9ffim Y{eatherby Magnum 
calibers. These rifles historically competed IJ:igfe with Rei'iiliigfon' s Custom Gun 
offerings than the standard line. However, og@(IJJ'tPast few years Weatflerby has 
contracted domestic manufacturing capabi(({j~$ liil.if)~Wlflff/ed its line to include 
standard non-magnum calibers and lowe'lpriced r{/li& In fact, Weatherby is 
selling a 11'/ark V to Wal-Mart in 1997. ·.. · 

................. 

Weatherby also introduced a new ::~~!~~~jj~er in 1997. The .30-378 
WBY MAG. positioned as the ultirnaJ¢\B~Mrl.~~8~fiber, has a strong but limited 
following, further reinforcing the brailiF~fl\~4t~Ji911 

Tlte Weatherby 111ark V tul~~ow•c;:;;~;;~~} several products ranging in 
wholesale price from $498 to $l\6oo, The .Mark V series is still available in 
Weatherby's traditional magnutj)#\:\nti~fatio)'l~~s well as in several light weight 
non-111a1.,>nLrrn versions. These rifld fof;jg\ffi~~(#f\'iless actions combined with injection 
molded stocks, stainless actiQHS·witl1fi~1ted !:iatrels combined with fiberglass stocks 
and carbon steel actions witlfWi!Mci!~!~l\s ·····•· 

..:::!!:!!!:!?: ..... <{!!i:!!i:!!i::: 

Tile Mark V Ligllf;Wf!JgJ~fis 11ewfQ.f 1997. ltfeatures a carbon steel action, 
walnut stock and floor pllitii ~~i?ft. !!!.'1)l9~ine. lt is available in short action and 
long action calibers. . 'Ii#~ M/iFk 'l!fFfiglttweigltt sells for $168 more titan the Model 700 BDL. .·.·.·.·.·.·.·.·.·.·.·.·.·.·.·.·. ·.·.·.·.·.· 

. .. ....... 

Tile Liglltw~fj!~ fl-!!P'; ~~~;~;lletic combines the same action as tile Mark 
V Lightweight w~6~n i~Jif/.:tion molded stock. At $498, it lists for $61 more than 
a Model 700 BD18 j 

Remin/J.~ ¢)!:~;~:;;j)~)j1 two entries in this market. The Jvfodel 700 and 
Model Seven. tli"effif/ff41!c~.>700 is considered tlte standard in bolt action rifle 
design for g.r.~f!D(""lli!efc~dtracy by many serious rifle shooters and is available 
in a ltost 6f;ij1ft.lg{!~s and options. 

Model700 
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The sta11dard offering is the Model 700 BDL, lii~J,7J~~i~~~~high gloss 
walnut stock, polished blue action and.floor plate maga?tfi~ .J1~¥Model 700 BDL 
DM is basically the same gun with a detachable bQI\ magazine) ~)ighter version of 
the BDL, Model 700 Mmmtain Rifle DM, featuni$~$lilmner sio~R and barrel, and 
weighs about % of a pom1d less than the BDL; y//,~}~t'Wc.l'M. wf1~lesale between 
S389 and S424 (after sales programs and di~¢qimts) and afenvailable in limited 
left hand calibers. ······· 

The ilfodel 700 BDL SS and BDL(~,~ D='Jdl~·stainless actions and 
injection molded synthetic stocks. The djftt~~Q,9e hetween the two is the detachahle 
magazine (DM) vs. floor plate magazine. Th~/!lqdel 700 BDL SS & SS DM 
wllolesalefor $443 and $469. A muzzl~PT!\K!iRP~@!)!l\available on the Model 700 
BDL SS DM-B for an additional $45 .................. w 

:::::::::~~~iH!~!i!It~:!i}::::-:::::: :. ... 

The Model 700 line of stanq@\J hLmtffi@ft!;l.¢$is rounded out with the lower 
priced Model 700 ADL series. T\i~$tan\l1:W~i A[)Lfeatures a walnut stock, polished 
blue action and a blind, top loaq \#hg~j~;§ and.\&holesales at $324. To attack the 
economy priced rifle market, a ;;~\)!h~!\q'lfhsiqtjwas introduced in 1995 featuring an 
injection molded stock and matte fi\\1$q~\i!a!f~l. As the lowest priced Model 700, 
the 700 ADL Synthetic wholc~alcsat$2S4 {atter sales programs and discoimts). As 
noted earlier, this price i.~~~iiH1f£ffi~911tlyltigller than the Savage Models 110 
and 111. < 

Remington e.xpa~~~~ ? } ~or long range rifles over the past few 
years wit// tile i11trod1lf!.tioH of iite ...... l 700 VS and Sendero lines. These gtms 
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feature composite stq{;ktW1~#!\ITT!irnuh hedding blocks and heavy vannint ban-els. 
Stainless actions wi~~fluted bhli'l:\t!i~·e also available. Due to the success of these 
new long range prod.lfots, a!cihg with competitors reactions to rush similar products to 
the market, the /l~\\g r~ll~e rifle market is currently saturated. Additionally, 
Rernin1',>ton genefat~4$~!\\~ new interest in 1997 v.ith the introduction of the 7rnm 
S TW caliber liri2. 1%$'~® be seen from customer ir1terest in this new mai.,'1lll111 

caliber and neW 30-338 Wby Mag, there appears to be a market 
calibers. 

This rifle, offered in a limited 
'.li\ 1;altlber each year, feah1res a straight comb stock , classic 

Model Seven 
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The i'rlodel Seven is a true bolt action carbiA~~~}~d~~~~~:'rlodel 700 
design. It is available in short action calibers on{v Jii~(]{w~il~fes a floor plate 
magazine. The popularity of the Model Seven line grown b\(\m(/:te past fow years 
as calibers and options have been added. The rie%':260 Rem to this 
line has also increased market attention 

.. :::!::::::::( 

The i'rlodel Seven is currently availabf¥th'tiJrf!ce versions: Standard, Youth 
and Stainless !!>)!ntltetic. ( 1 ), The standard m1h: ·~\lj:\ :iyith a walnut stock, cut 
checkering and a polished blue 18 './," barrel;Yis pricedflie ~fune as the Model 700 
BDL at $389 (after sales programs and {ffi~~\;Q\!llts). (2), The Model Seven Youth 
features the same action as the standard gJh\.~llh·!h!l qifference being the Youth is 
offered with a birch stock and a shorted lepg\h gf p1\!J( The Model Seven Youth 
wholesales at $319 (after sales progra#i$~\)ddi~tbtiHfaT (3), The Model Seven SS 
features a stainless action with a 20" 6~#~14!'®!'.Jiped with an injection molded stock 
with floor plate magazine. This riflg)~priced:ilfo~i!m:e as the Model 700 BDL SS. 

~~~· ·~~~ 

Despite the breadth of R~li[;g19iJi~ bol(~etion rifle line, opportunities for 
t,'fow1h exist in both new devel~~!h~111~fkets ~~ well as markets currently void of 
Remington offerings. ················· ······· 

·.·.·.·.·.·.·.· . 
. -<:Ii:I::!:::::::i:::!:::!:II}>:::: . ·-··:;::>::>:·:. 

• Product Stratei~- 199S \ 
t!!I!i!!!i!!i!::::::::::::::::: .. :- .. /!!!i!!!iJ 

Miifo1100 
,::::::::::::.-.... ··.··:·::::>c-:c-:c-:c-:c .............. . ....... . 

In the early 1g~b'.~~~ffllll~Wn :as the indus!ty leader in left hand product 
offerings; however,J:lc\fo tq ~ffoi+i'IS maximize manufachrring efficiencies, several 
models were disc6i\!lnue4f f This action allowed competition to move in and take 
advantage of the.\~~f!:f@k~rid. Remington now has an opportunity to regain some 
of this lost 111arkei6ji.f.$fit1uufing the variety of left handed products in tile ltfodel 
700 line in I9P'$iTJ1e ~iHifi}i[OO LSS LH that was offered as a 1997 SHOT Show 
Special will be aailf/il/tP.tlu: 1998 catalog. This rifle features a gray laminated stock 
and stainless ac · . ···•••••••••••••· · ·on to the 700 LSS LH, a left handed Model 700 VS 

will also b!f · ee calibers, resulting in a total of seven new cataloged left 
hand Mod~F7QQ~(orJ998 . ................. 

A~ rlht~d~';;~~:~j(~ market for long range rifles has become sah1rated 111 an 
ejfori(breju;;WdJ¢/f11arket dema11dfor lo11g~ra11ge rifles, two additional varmint 
r(fleft~oduct en//d~!~ments are planned for 1998. First, in addition to featuring 
a ne~~gfk, tlieA\{tfdel 700 VLS will also feature a wider, beaver-tail style fore-
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end. The fore-end tip and b'liP cap will also be droppci~;~~~~~;~i.~j~~~Model 700 
VS SF will be offered in three calibers with option barretiffa.~t(ffg, (!Hodel 700 VS 
SF-P). Two longitudinal slots will be machined)µ the mL12$!~\.o reduce muzzle 
jtunp, allowing the shooter to stay on target during~ij~!fthJhis ls~i:lesirable feature 
to the long range varmint shooter. · w. ···•\•:•:•:•:•:\ · ·· ' 

.· :::::::::::::r · ·-··:::::::::::::t:::::::::::::r· 

The Model 700 ADL Synthetic line ~!\! Q!( pxtended by cataloging 1997 
special make up products. The following a4ifltkik#t.p(i~dJ1,f(s will be cataloged in 

.::·:·:·:·:·:·· ····:·:·:·:·:·:·:·:·:·:·:·:·:·:·:· 
1998: 

./::::::::::::::::::-.,-, ................. 

• Model 700 ADL Synthetic 300 WIHM;((§U , 
• ;Model 700 ADL Synthetic Y~!!ft1(tif~j¥~!f~J08 Win) 

The 1998 Model 700 Classic (9//{jft!gi/Jt!A!ag) will be configured the same 
as previous magnum offerings q}J(I wil(iffotiiJ!.~ sights. To be successful, a 
concurrent ammunition introductio!\Will 1)¢~equired. 

<<<:::: _.:\\::::· .::::::::::.: 

In addition to the new ihi~i~~4 off<'lf(#~s listed above, the focus on the 
Model 700 line should be on impftiiie~J?.t~4/!.Rrquality and cost containment. 

::::t::::i:::i:::::::::::i:::i::II}>:::: . ·-··:::::::::t·· 

~Idd~lSeven 

111e Model Seve1; 'Jd~~~4qJ~I!, a 1.997 special distributor make up 
product, will be add~'if: {'!(he C'iii'iill/f in 1998. This is the only new product 
scheduled for the Mod(;fi%l&\!l!\'JM:iily. ··.· 

:di:::::::::t· _::.:::.:..-. ····::::::::u:{Ii!!ii::::r 

• Produc~l~ra!~I~ - 1999 And Beyond 

Model 700 

products are planned for the Model 700 line with 
munition introductions. First, the Model 700 EV 

(Electron ..... t) is planned for 1999 i11troductio11. Configured similar to a 
1Wodel 700 v§sitf,. WJt!Jflte exception of the firing mechanism, the 700 EV will 
featur<'l 4~ 'ef!ltJ;;(rofii8f;re control and fire ammunition assembled with an 
elect(~!#FJMM!i'ii; The electronic fire control should eliminate any notable trigger 
breal§.creep and 4~'.!tr-travel, all of which are deterrents to accuracy. Additionally, 
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the effective lock time of the Model 700 EV shmlj~ ~; gjg~~ !@ ~~ro, further 
enhancing accuracy. 

The use of electronics on.firearms is expec~4f#m~e;~~~resistancefrom 
tlte traditional consumer. Tlte plan is to intrllf{uc"ii tl{fj}~~fiJW into tlte market 
segment most focused on accuracy, varmint l~#iiiers, andidMf(f!volve the line into 
tile larger mainstream hunting segments. J(:~gf~g believed that this technology 
will be embraced by the military for specjilfY ~f The success of tlte 
electronic rifle will be co11ti11ge11t on the reftifbili(v a·· .. rmance of a complete 
system (gun and ammunition). · 

................. 

A power source that is readily av~;:~i~~ ~~~UMJeplaced, provides several 
hundred cycles, and has a long shelf lif~!~~ii~~iihHlffd.esign criteria. Additional 
featmes to be considered for the Mod6f7QP1$M.are: ·.· .. · .. · .. · .. · .. · .. · .. · ... 

: ~!~:~::i!.Jii~* ................... .. ... 

With tile exception o..(!f!f ;~~~;~~~~B ~~imer, this ammunition should be 
identical to conventional lfiiiili? Ji!4'ffliflY loaded ammunition must be affordable 
and readily available on)~~k markeifJ¥s1tould component primers. The initial 
calibers offered to suppoiit§%MPdel 1oqyv should include: 

• 
• 
• 
• 
• 

.. i:::~:H:\::::>.· ... 
Wholesale p!fi¢ij~g{9r Model 700 EV has been proposed at $840 with a 

target margin of.5 ··.·.·.·.·.·.·.·.·.·.·.·.·.·.·.·.·.. ar volumes for the vannint configuration in the above 

calibers is~~p~te to ;500 Lmits with potential for growth up to 10,000 units in 
the secondtdl!Y~~- Additional calibers such as 270 Win, 30-06, and 7mm Rem 
Mag willJ:i~wqi]frifil~~t'ttis technology migrates into mainstream hunting segments . 

. :.:::.:::.:::.:::.:::.:::.:::.:::.:::.:::.. ·:·:.:::: 

j~J;;;;;~~~~gjor new product i11troductio11 pla11nedfor tile Model 700 line 
is a f.efjni(y of 11e14tttless magnum calibers currently referred to as the "Ultra 
Mag~\[f!J!!;ily. 4~/proposed, tfte Ultra Mag family will provide significantly 
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improved ballistic performance over existing comm,~l~~~~~~~~~klibers. The 
300 Rernini,1on Ultra Mag should become the benchrnark!~tn~IDfom perfonnance. 
A complete family of calibers including 7mm, .33Bi:i!i'*,I' calibers should 
be included. 

..:::-:-.·.·. 

The cartridge is to be based on a larg~f beltless which will 
increase case capacity and allow for head .~~¢!LIP be controlled by the case 
shoulder. hlherently, eliminating the belt shgfiljjl efil~\4~ !!fiFuracy over belted cases 
by reducing tolerance stack ups and impnJV!hg bullet £Hg@ient to the bore. Tiie 
new cartridges slzould be sized so little, /(lf~Mi>c'i modification to the basic Model 
700 action is required. ? . 

ModMS~*~~ ?'' 
:·::::::::::i::{:i:::irnrn:}::::-::: ::: > ... 

Tlte ilfodel Seven is well suiti#dfor t!l'ii'ifi'ficMf#t it serves. Consideration will 
be given to extending tlze barr'if} on .... ~f~e st(lnilard gun from 181h'' to 20 ". 
Additional line extensions such as}a lam!natedstock version and a carbon action 
combined with a synthetic stoc#~flfq~~be r~ij#iwed. 

' ' \~~~~jji~/ 
.. <:Ii:I:i!i:::::i!itI::::I}>:::: .... :·::: 

As shown earlier, iY¢ markiiJJlt economy priced centerjire bolt action 
rifles has grown over th~fiMtflve yea~~ Remington's only product offering in this 
segment, the Model 706 AQ~ R¥1li!1qtjq{ is overpriced and not truly competitive. 
The proposed illodel ZJQ,JVould'lii/.fli'fi#:s this market opportunity witlz a new rifle 
design that is a low J6jt; hlJ!l!·lJ.'argiii, bolt action rifle targeted at the economy 
price market segmerlM ·················· 

<::t:::::· <->->.·· ·.·.:·:::::::::: 

The develo#'fti~m q,pii1e 111odel 71 O should be based 011 the follow criteria: 

• Innov;;~~ ? 
• Red[l,\¢ij (;9~t o ufacture 
• Reduc~J.N>i~~ij~~i;Juring Lead Time 
• Ease!!>fUsif)::•••••:•:•••·•·· 
• I)~~~y~l~p;;;~~t Cost 
• Lowt1a@lt41Jnvestrnent 
•, a;MY!lA:;~fi~~ Standard Gross Profit Margin (45°!.>) 

::::::::::::::r::::::::::::::::::::::::::::u:::::::::::!:}·:. 

The -~el 710 sh~~~!& provide the following features: 
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• Short, Long and Magnum Calibers 
• Standard Barrel Lengths (22" -24") 
• Synthetic and Wood Stock Versions 
• Floor Plate or Magazine Box ( Luwc>• 

• Reasonable Bolt Action Trigger 
• Scope Base Mounting Capability 
• Optional Tron Sights 
• Low Cost Metal Finish 
• Right and Left Hand Configuratidti~ \ . 

...... ::::::::::::::HHHH::t::::-::: .... 

Toward developing a family of.§.f.f!.~Wl#ftfft'@~'ti products, the Model 710 
will be marketed under the Sportsmiin'llf.fiij(l along with the new low cost single 
barrel shotgun. The Model 710 be ~Bj~ ~$ i!t§COpe combination packages as 
well as single titles. ················ 

Model 
710 

v. Remington 

Net Selling 
Price 
$188 

1st ~fear 

\rolumes 

40,000 
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• Market Share Overview 

The domestic repeating centerfire rifle 
annually with a retail sales value of $88-$] ''-'1rnvi.. 

Sales volumes and market share are 

BRAND 

.. <m::::::::::(:\::::::::::::::::::::::::::::: 

/!iii!~ii!~::r · ··:·:::<{!~ii!~ii!!i::: 

100 

414 

(ilegJerfire R~eating Rifle 
Nf~r~~t§h!te21 (%Units) 

be 414M units 

30% market sltare in this product category during tlte 
s1t1.1at1011 is principally the result of erosion in product value caused 

Data for 1995. SAMrvfl F<Jctory Shipinents - 1996. Herstal Clinvest l 995. 
D;:ita) <llld NSGA RetJil Stud) - l 996, 
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by ag1,>ressive pticing strate1,~es and available "not in ki~~j~ ~~b~il~l~i~ ~! ~i1,'llificantly 
low ptices. Our objective for centerjire repeating rijlei'Wf!Iimfro increase sales 
volume by lowering price on a newly styled family Piif"/j,q§~Products . 

• 

1997 

12% 

1998 

15% 

.. ::::::: 

19§l} 2000 

i~it" '' f ib% 
./::::::::::::::::::-.,-, 
·-·-·-·-·-·-·-·-· 

Remington Segment Perfor~:~~I > 
Remin1,'1on' s centerfire repeatin~ H~~ ~lmwrt includes 7 400 auto loading and 

7600 pmnp action models. 1996 $/¢:; totai&f3$\*4units accom1ting for 12MM in 
revenue. This is a 45% decrease uFtmits and a 42'V~ decrease in revenue from 1995 
actuals. Our world wide perfonmm¢~for im~ categ~fy follows: 

• 

./::::::::::::::::>::··:: _/:::::::::::-· i{ 
................... ... 

····:·::::::::::\::::::::::::::::::::?::::/:::::::: 

,•: f ~ii;~,··.:,:,:.:,:.:.:. 

Urrit Sales ~4~~~7 
Sales Dollars ($MM) ? J~fJ 
Standard { ;O, I 

47.4 

/::::::I:::· .::-:::-:..-· 

1996 
Actual 

35,456 

12.3 

5.6 

45.9 

The princ~~~y~f!cing this product segment are: 

• Prg~\~~!:fl.JJ.~m~> >,,,,.,,,., ..... 
................... ... 

• Cost dril:iiiiliifaeture 

•.... ~~.~ITTBRY~~l~~on 
• $!J#()j,~lfoning·competition 

• HfilfillR~B~Rf ~utoloadiug design/operation 

v. Remington 

1997 
Rev. lF 

33,120 

11.2 

4.2 

37.3 

1997 
P.O. 

39,439 

13.0 

4.8 

36.6 
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The Centerfire Repeating Rifle .~larket is conl~l~:~~,~~~~~~~tion types; 
autoloading, pump action and lever action. Remingtoti'iijf4y,rlfflajor competitors 
in this market are Browning, Ruger, Marlin w1d USRA~lh Additionally, an 
abimdance oflow priced imports have also been av\ij!~R!!\§l!lCe ll~jhid 1990's . 

.. :::-:-.·.·. ····:·:·:::::::::::::::::::::::::\:\::-.·. :· 

Browning is the only manufacturer tq 'tJfter all (j/i!f!J hction types. Tile 
Browning BAR is a gas operated autoloa<~(tfiirifll!. that features polished blue 
metal, walnut stock and fore-end, roll gJffbit . eiver and detachable 
magazine box. Positioned as a high-end &J!ering, { ut is available in short 
action through magnum calibers. Brow11Jijg}~. BAR meets 7narkets expectations for 
quality and reliability however, market intefHj)A\ij~~.jm:fjcate the mah'fllllll title suffers 
from poor durability and breaks after a linrit~q #\I~! pf rour1ds (due to the extra 
recoil) The BAR competes directly lf.if.fl~fl'E'Ai'ifiiJP74oo and is wholesale priced 
$109 more (after sales programs aiidd!~~~lffl.\~) Magnum calibers carry 11 $40 
premium. 

:>:>:>< ···>:>:> 

Jn 1997 Browning introdq~~~ tfl.~'j,R /!#ifllP action rifle that is built on 11 

modified BAR design and pr~tfi/1?;~ fllil sal/f#. basic features. With respect to 
reliability, little is known of this iiew.iiii,i~.m!ill~ time; however, it is expected to be 
consistent with the Brown.ingJin\h· .;riiJ BRB i:ompetes with the Model 76(}(} and 
sells for $105 more (after -Wf¢tpt~itt~~!,S and discounts). ltlagnum calibers carry 
a $39 premium. ·.·.·.·.·.·.· ··.·.·.·.·.·.·.·.·.·.·. 

.. . .. . 

The Browning sil~~ll!Y~r l}Ln rifle that featares a detachable box 
magazine 1111d tradit/4~(!] s~;fiji~{ }ihe magazine design allows the BLR to 
accommodate most md@fij¢~1ihers a;)(:j is available from 22-250 Rem to 300 Win 
Mag. Like Browniqg(s otbeififl~~Viflte BLR is positioned in the upper-end of this 
market segment .6!td w#t!Jesalesfor $389 - $411 (atler sales programs and 
discounts). WW WW 

::\::::::::::::::::!ii!I:::::::::::::::;: ... 

Ruger 'si(q1J1ilY of4.ifJIJ,lpgding rifles, the Mini-14 and Mini Thirty, are built 
on tile same 60$.(~ #,qfjpn deslfi11 with tlte caliber being the major distinguishing 
feature. The Mini'ii;/.~ftl1wnbered for the 223 Rem and the Mini Thirty for the 
7.62 x 39~m; ffhW\~~tt~~di:re gas operated, feature 18'i2" barrels, one piece birch 
stocks arn:fnj:@~§!)i~icls and are styled after the Ml cai·bine. Both are available in 
carbon steel a'B!iona~ well as stainless steel. These rifles wlwlesale from $320 to 
$358 (~~~§#!!l§ p~3~riiiiis ai1d discom1ts). 

R11g~~~;;;;,~i:~~:1!1~;;:sel11~o~~for;~:e;~a~::;k:t~gerT~;e~~ i=:;~~;~d (~~ 
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enforcement's trend toward pistol caliber carbines fo}~l~~/\gA~j~j;4 {The Ruger 
Carbine is a blow back design chambered for .40 Cal anit'Pi#mff'/illt utilizes Ruger 
pistol magazines and features a I 6 '4" barrel co111pined witliefjffW1etic stock. Tiie 
Ruger Carbine wholesales at $333 net (after salespf§lw™P~ and(lj~cotU1ts) . 

.. :::-:-.·.·. ····:·:·:::::::::::::::::::::::::\:\::-.·. :· 

Ruger also introduced their Model 96 J@~r acti~~ f~ln 44 Magnum in 
1997. Developed from their Model l 0/22 cl~~)!m,JJie Model 96 features a birch 
stock and rotary clip magazine, and is also .~ ' "2 rimfire calibers. Tlte 
Model 96 in 44 Jfagm1111 wholesales Jot $247 e.t/sales programs and 
discounts). 

.. .............. . 

Marlin offers a series of lever actio: ;~~~~~~?!/as two autoloatling rifles. 
Their basic lever action rifle, the k(q'{[jJi:lii/iili/ffiFaditional exposed hammer 
design with tubular magazine and MBl\~!AJ~ernd for pistol calibers. The Model 
336CS, Model 444SS and Model J&95 ar~ ttlSfy !h:~r action rifles that feature the 
same action design as the model JS!J4. These ritl~s are chambered for the 30-30 
Win, 444 Marlin and 45-70 Goyj~;res~~!ivelyjiThe Marlin line of lever action 
rifles compete in the same hu/flf#g r##fket tf#fiie Model 7600 and is wholesale 
priced from $39 less to $6 nidre.~#~4.<lf#cfcaliber (after sales programs and 
discounts). 

..:::f}}t::::t::::}}}}>:::: . "":· 
Marlin's Model 45 d.~ii Mod~i9~~f autoloading "Camp Carbines" anti are 

the same rifle except f<if··~l~r;, .. caliber.(~5 Auto and 9mm Luger, respectively). 
These Camp Carbines /idffilf;~ 4 'QlJe j/IJ/ce birch stock, steel receil'er, removable 
clip magazine, last sffi# !!,pl((l/jf/i~; fan sights and a 16 'h" barrel. They are 
positioned as home def&i@~flft!\~.\IS w~Jl as "plinkers" for around the camp. These 
rifles wholesale fod.$244 · (dftefji)~,Yles programs and discounts) and service a 
market segment wd~bf a "f!cemingibh offering. 

USRA C pfii(i.¢ip4(¢$i11 this market with the Model 94 wlziclt is a traditional 
lel'er action rifle ]llfiiifJift:ll. tubular magazine, side ejection and external 
hammer. Th6M\?!i!¢L94 isHMh1bered for rimed cartridges including the 30-30 Win 
aud 45 Colt. SeviMil~~i'$iRns are available foaturing different stock configurations 
and baffel •• h".!Wit!!M ~9/il~(dr with cowboy action shooters and hunters in tile 
Northeast# th~ N{odel 94 co111petes in the hunting murket with tlte Model 7600 
and wlwlesaii~ ~~'~ !!!~§for a walnut stock gun and $93 less for the birch stock 
Model ~f!!Jlt!lt:er (if/Mf.~'ales progra111s and discounts). 

/~;;;;::;;!~~fvticipates in this market with a fa111ily of autoloruling and 
punizj9£tion rifle~, }he Model 7400 is a gas operated autoloading rifle that features 
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polished blue metal, walnut stock and fore-end, iron sig~j~~~~~~ilg~~tle four shot 
clip magazine. Chambered in popular shott and long M.:frl!m ¢£1ibers, the 7400 
primarily targets the lnmting market. ......... .. ...... .. ........... .. ...... . 

Due to several factors, market demandf;;~~~1W/w!iiLzJoo lws declined 
significantly in recent years. I 996's mid year~~dition offolt~fribellishment to the 
Model 7400 receiver created obsolete inventq/&!:i!llhfor Remington and the Trade, 
leading to confusion and disruption in th<;; !\iai"k~! Pi~~!h This, along with the 
reoccuning quality issues of the 7 400, caifl\~ attriblii&f j~ pati of the decline in 
demat1d. However, the most significant/ti'iillffl issue with the Model 7400 is the 
price. lll atl effort to maintain margins, pf!ii!itjij~µiHeased 14% since 1993. At 
$360 wholesale (after sales programs 'H!J{JJii(;p~~'fj); the Model 7400 is now 
priced the same as quality bolt actfiifi:/i/{flili; Fii'iiibig the consumer to shift to 
either a bolt action or a lower cost co'iiffJJitJli:i1t.1J(Jt in kind product. 

Subject to Protective 

The Model 7400 is populq~~ l;fif:;;.<,~ a result, we have produced a 
specially configured Model 7 4QQ with iii low\ii!' shotgun stock for our French 
distributor. However, autoloac;lj#~litJ~~fac~~~~h·ictions in Europe requiring the 
distributor to modify the rifle to n1ak~.(!;\~foag~ne box non-removable. 

'•''·:··:··:··:··:··:··:··:' 

The Model 7600, a ~j~~j ltcW!! ;iji~ based on the same action as the 
Model 7400, features potf#~erl blue rii~(4~, walnut stock and fore-end, iron sights 
and a removable four J.1)~(1;:Jip mag'/i.'efl11e. As with the Model 7400, market 
demand for the Model ii;'fffj~~~.·r/l~flf~tfmt{J' eroded, with price being the leading 
cause of the decline .. 'fl~g Modet~~JflJ competes with the new Browning BAR, 
lever action rifles allii 'ii¢ij#i#~1y prickd bolt action rifles The Afodel 7600 has 
reached a price-de!Mff~d tltrishoJ~'f# $294 net (after sales programs and discounts). 
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Model 7400 
::::::::::::~:::~:::~:::~::::::::::::::::::r·· 

··:::::::::::::::::. .·.···· ... ·.· .. ·.~.·.~.: .. ~.~.·.~.: .. ~.:.~> ··::::::::::::: 

Tlte current Model 7400 line will be pr11ne1(/or 1991{ ftl.fous will be on 
reducing cost and improving quality. Given it's c~bl'lr~o.me aiidifot very "user 
friendly" operation, many improvements in this ~hiltila~# j;pg~laered for 1998 
implementation. 

Next year, the Model 7400 line will 
tit at will feature matte metal finish and sviltliiitic 
740(1 Synthetic will be offered in the 
and be priced $75 less at wholesale. 

Model 
7 400 Synthetic 

::\\:·::· 

./::::::::::r _./:::::!ii?' .::::::::::.: 

1st )'-ear 
Volumes 
15,000 

To support the Internatiq~#{.wcriii/~t req~ftements, tile special make up 
Model 7400 for France will be Foi#lfiitk,(f;.f)~t¥re consideration will be given to 
developing a Remington aflffiififfjfffi}:hable magazine to better satisf.v 
the needs of this market. · .. · .. · .. ·. 

_::::::::::::.·-.-' 
As with the MofteZ7il.~fbl!1e Model 7600 line will be continued/or 

1998 andfocus willf[!#Ollilifd~t!~r,;pst and improving quality. The line will also 
be extended to incl~«i a ~:!'!J.!lleil?Wirsion which will feature matte metalfinisll 
and synthetic stor;Jf.findj~ffend. The Model 7600 Synthetic will be offered in the 
same calibers as(IJ:ij~(f!jjffard wood rifles and be priced $75 less at wholesale. 

-:-:::,:::::::ttt::\:\:::-:.: 

MSP 

$330 
Selling Price 

$271 

• )'~~d~~i~trategy - 1999 and Beyond 

v. Remington 

Volumes 

9,000 
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Model 7400 and Model 766~ ? 
·::::t:::::::::r:::.:. /::::::?:: 

Tlte focus on cost reduction should be co11t!m1ed withtlj¢'Q(Jjective to save 
enough i11 manufacturing cost to allow for both iiilj/@y{!gmargti# and reduced 
price. Both the Model 7400 and Model 7600 lin<;!~wl1ltlii~i!~ly,?;yd in an effmt to 
eliminate slow mm~ng SKU's and improve ma11!ltturing effidl!i\\bes. 

Subject to Protective 

/:::::::::::::k>:-.:: -:i::::::::::r ::::i:::::::::r 

: ~t·
1

·i~~r;:. ~:~t~~::ci~::~1~j~I~~: 
• Black Matte Metalflii\faff 
• Receiver Drilled~ifapped Fdf~l,)ope Mmmting 

• Side Ejection >·· j f 
• Last Shot Hold Opefr .... ../ : ~:~:~ H~I:~~~ f 

- Corn~i~rabl\;Jo tlfoModel 597 On Sporter Version 
- DqHeyle A¢tl~n Trigger On Law Enforcement Version 

• Slide s. •······.··.· ·.··.··.·· 
.·. ... {10 Rounds Capacity) 

• Mag~*!; §~fetyOl~[t)he Law Enforcement Version 
• LoadedR&lffidJmlicator On The Law Enforcement Version ··.:-·.:-·.:-·.:-·.:-·.:-·.:-·.:-· .. 
• Sy!JtlwtiR§Wl¢fiilM!th Sling Swivel Studs 
• (l@pd\.ifa:fa''' 

'·":·:::::::::::::::???:\:?:·:·:::. 
"""""""'" 

·><-:<::ttt::\:\:::-:::·:·:·:::::::::::::::{::i:::!i!/ 

:!l@addltk@~Q:Jhe above features, consideration should be given to using an 
exis\j~~ pistol magi\pe desit,'11 for the standard offering. Adapters should be 
desiif.#f!! to conveq(fte magazine well to accept clips from other popular pi~tols. 
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Compatibility of extra magazines with their side anns 
feature for law enforcement. 

Model 
797 Carbine Sporter 
797 Carbine Law Enforcement) 

v. Remington 

.:::::·:·: ... 

········< ~~i••······· 1~t Year 
Volumes 

10,000 
5,000 
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TI1e American black power rifle market is diffi~Jffici~~~la!e for three principal 
reasons: .· /::::::::::· ..... ::::::::::::::::::::::: .. 

. ::::::::::::::::::::J:::\\::::· .. ·. 
• The BATF does not compile statis.)!¢~ olillli~.\W!lli11t 

:·:·:·:·:·:·:· .·.··:·:·:·:·:·:·:·:·:·:·:·:·· 

• Most of the key players in this rq;irJwt are privatel/l1eld . 
._-._-._-._-._-._-._-' 
' '''''''''''''''' 

• There is not an official industr:Y ~~~®fa!i111!t to publish statistics or set 
standards for black power Pn?4\!fltlH (~~, s Board of Directors is 
cnnently considering tl1e a41W:i!m 6fb!ack powder products to its area of 
control). ·····•·•·•·•·•·•·•·•·•·•·•·•·•·•·•·•·· 

:/::::::}: ..... :.:::::::::::i/!I:::::::v 

Estimates of the total black/fi(iwdeffjfle llJ.Prket from industry insiders range 
from 400111 to 600M units in amrfiiil sa(o(\f ~olwa#( These estinlates include traditional 
flintlock and percussion as well ai~~~~~-lint:~~e products . 

Subject to Protective 

. ····::::::::::{i!}i!i!i!i!i!i!!?t/!i!i!i!/' 

lnfmmation obtained frqn![h2IDJl~Oll Ce\Her suggest the following facts about the 
domestic black powder marl;:~!)? 

.\\\t ··::::\\\: 

• TI1e market consl~~kfl$~!iNM pi@lcipants. 

• 

• 

• 

f~~I ~~cipants are traditionalist, those who wear 

powder market participants crossover from archery. 
:ro,:<o·ver from traditional centerfire rifle usage . 
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r · · ·· · · · · · · · · · · · · ·· · · · ·· · · · · · · · · · · · · ·· · · · ·· · · · · · · · · · · · · ·· · · · ·· · · · · · · · · · · -~iiiii·.··.;·,···.l.··.i.• •. ···i·L···.i.••.i.•·. ii;\;;;: .. ············ .
1 IN-LINE/BOLT ACTION MUZZil#~.J#IDADERS 

Subject to Protective 

• Market Share Overview 
.·>>>.·.·. 

The domestic inline/bolt action muuletdfl!er market is estimated to be 450/lf 
units annually with retail sales value o/$77-S~~)W~~) 

::}::!:::!!? ·.·,··::::::::~:~~~if!:!:::!:::!!?:\::::· 

BRAND ) •••• UNITS (Ml·•.••• 

Remington •·••·•Ht ...•.......... 45 

Thompson Ce11\j;g ? ( f 40 

Modem Muzzle~.> 80 

White 

CVA 

Other 

35 

100 

50 

450 

In,~~~)l~f~~~tion Muzzleloaders 
/ Market Sh~~~.22 (% Units) 

Modern 

Remington 
1 0% 

M uzlleloading 18% 

Thompson 
Center 

31 O/o 

share objective for muzzleloading in-line/bolt action rifles 
sigmficantly dmmg the next several years. This will be 

""'mnma our product offering to address opportunistic niche markets. 

Data for 1995. SAMrvfl F<Jctory Shipinents - 1996. Herstal Clinvest l 995. 
D;:ita) <llld NSGA RetJil Stud) - l 996, 
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10% 15°1.. 

• Remington Segment Performance 

Remington entered the black powerm\t::t~~~!~~tJ~e market in 1996. 011r new 
product, the 700ML, rerolutionized tll~\~ijg/iiiWffiiiii,iHoading rifle category. 111 the 
first year, we gained 1111 estimated 1 O~~MdilflJ#H!fe. In 1997 our market share should 
nearly double; however, sales volum¢jp 1998 ~BHiji;i~i!)nd is expected to decline due to 

Subject to Protective 

increased competition and market s~f~tioq( · · · · · · · 
.:::::::::::::· -<\\::: .::::::::::.: 

Remington was able to ad4~ll& !li~nd t!j~kxisting market because the 700ML 
made the sport of black powder sho6Hh@!n~~~J,lRPhlar and easier to understand. 

Our worldwide follows: 

1997 1997 
Rev. IF P.O. 

Unit Sales 663,762 650,000 

178.2 188.7 181.9 

754 68.7 66.8 

42.J 36.4 36.8 
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• Competitive Analysis 

The muzzleloading market is comprised of the in-hne, 
and the more traditional action side lock. The with primer 
mix or a percussion cap for ignition. Traditiq!j#lly gtms feature an 
exposed side hammer with flint, primer tray aJJ!l'l1ash hole or cap with 
nipple. The more modern and most popu/ar/ff/§([ffiti~l!!e in-line. With tltis design 
tile hammer or striker and nipple are "in .f{{je" wtiht'ij~ ppre reducing lock time 
and increasing reliability over the side lq(krijle. Reinlngton participates in the 
i11-li11e market with the 1}fodel 700 llfLfaiiiJijgpfrifles. 

Historically, the major compe(it~U'.,)'. ;;: ~j~~ -fket have been Thompson 
Center, CVA (Connecticut Valley Nidliern Niuzzleloading, White and 
Traditions. The popularity of in-line ml*Wl£loader rifles has led to product 
introductions by Ruger, 1lfarli11 §'Justin & (lf/lleck and a host of smaller 
manufacturers. / / / / )•• ·· ·· 

Thompson Center, the i/I~~~· ~~~plief~ l~ this market, has developed a 
reputation for producing qualitj fJf~'ijfi¢J!k'fjJ reasonable prices. TIC offers a 
complete line of US made (flllfiliWWl /il'i:lillfick rifles as well as in-line models. 
The line of traditional side ii/\)RH.ff~~fo~l\1de models such as the Hawken, Renegade 
and Pennsylvania Hunter/ bffered Wi #~veral configurations, these titles list at 
wholesale between $214 .il.i\\:1$2.81. ·.·.·.·.·.·.·. 

··.:-:·:::·:::·:::·:::·:::·:::·:::-.:-·, --:::-:::-::: 

TIC offers foul) (#)ff?;;;:;}~Tu~~~~~ijles with a total of 35 indil'idual SKU's 
(not counting valuej/dEfliJ! 'flHJ"System 1 ", introduced in 1997, features a 
co111'e11tional i11-linj/jji:sign bl Wflifii}i the striker is cocked by pulling back 011 the 
cocking lever cmd'il/Jmpttssing tlte striker spring. The System 1 also features a 
thumb safety, rerJ:il~)llc(~f~ach plug and interchangeable 24" barrels in .32, .50 & 
.54 caliber as welf!i~Mt~~uge. Additional options include wood or synthetic stocks 
and carbon or ~au1less sfo~fij~tions. Competing with the Model 700 ML family, the 
System I lists £! Wli~J~~i!)~ b~t~een $27 and $82 less than equivalent versions of the 
M700ML. w 

::::::::::::::::::::::::????:mt:}}:i:!:::!tt\:f 
Tlttii;/J!ilf!t©Yk features a co11l'entional in-line action, thumb safety, 24" 

barrel with jfred '1${&#.iili· and is available in 50 a11d 54 caliber with 1-38" twist. 
Severak§P!!@\j~ iqclucM\g carbon and stainless steel actions, synthetic and wood 
stock~Wiid cilffitjtjftaged stock are offered. The Fire Hawk lists at wholesale 
bet\\!f~~ $31 and $!!-lf]ess than the Model 700 ML line. 

Page 87 

v. Remington 

MAE00000719 



:.·:·.········· 

The Thunder Hawk, also a conventional in-lin~~l~d~~~l~J~lW~rs from the 
Fire Hawk as it requires the cocking lever to be pulled badk!ihdi~tated down into a 
notch that acts as a safety catch. Available in severaj configui'ii(!QM including a clam 
shell value pack that combines the rifle with startei\Jm!J,i;9~ssorle~! TIC's list price 
points for the in-line Thunder Hawk at whol!f§J~le Fiiiw'#}lf<tl!J $93 to $144 less 
than similar Model 700 JUL specifications.. ······ ·············· 

The last of TIC's in-line rifles is the, .. ,~~)~~~U!l\'#••.tgsembles a lever action 
rifle with external hammer. Available wit!F!i 24" bari'e!~~well as a 21" carbine, 
the Scout fists ut wholesale for $45 less t~~YM!!fModel 700111L._ 

Knigltt Rifles, ulso referred to as:~;id~~il##zleloading, offers several 
models of in-line rifles covering tlte fjJ{(~'jfiJJtWifiiiijphce points for a totul of 62 
SKU's (not counting value packs). T#~l~tMtPonsists of the LK-95 Wolverine, 
,~1K-85 and new DISC series of riflWl! .. · .. · .. · .. · .. · .. · .. · .. · ... 

~>>~ -~~>> 

The .il'IK-85, their origina~i~~lineff'!Jze ii)ftoduced in 1985, was considered 
innovative at the time and se(rU~ g@jji sta!J~4rd for the industry. Utilizing a 
traditional in-tine design, the MK.i$$[~~M:~ft-~ 24" barrel with I-28" twist in both 
.50 and .54 caliber, and is avail®kwilHB!i~J:\p\\ or stainless steel actions, laminated 
wood or synthetic stocks witn!M{i\i~!~b!!:< and tamouflage options, removable hreech 
plug, adjustable trigger an&\fpatented~ble safety system. Wholesale list prices 
for the MK-85 are $/Q$to $126 .more than equivalent Model 700 ML . ································ ············· 

Subject to Protective 

specifications. 
.:::::::::::: .. -... . ... :·::::::::;:::;:::m:::::::::::::::::::::· 

.............. . ....... . 

The Knight ecoifdil.iif.!fl'W4 thi!LK-95 Wolverine which is a conventional in-
/inc desib'Tl similar tqJ]le M!Z".8$i lfue Wolvetine features a bane! in .50 or .54 
caliber with 1-28" l~~ist, $~z~theti~\ilocks with thumbhole and camout1age options, 
adjustable trigger;~¢ubl~~dfety system with stainless or carbon steel_actions.. Tlte 
Wolverine line Eiifk.~!!~#.blesale for $85 to $103 less than equivalent llfodel 700 
.ML rifles. Thlf .. Woil!'iitiii~!IY.qfue pack" features tile rifle packed in a plastic clam 
shell with statf/f.# k# accefffiiies, video tape and sabot bullets for an additional 
s20 at wholesale ..... 

In • < <j);i~~~duced tlte DISC rifle which is a bolt action i11-li11e 
design tlta 11~J1otg1m primer in place of a percussion cap providing for 
enlwncg.{f.jg!J~t(Qtififi~ allowing greater powder charges. As a result, the DISC 
rifle ~~-t\8~iti8h(@.~~ a mab'Tlum muzzleloading rifle. The DISC is available in .50 
am! ,~4 caliber, stili\.\:less or carbon steel action and 22" barrel with I-28" twist and 
syn!~~µ~ stock wit~·~ptional camouflage. It is believed the use ofa modern primer 
mak&.~~¢.PIS<.;f.YJe a modem firearm subject to the regulations oftlte 1968 gun 

........................... 
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control act. Also, Remington believes tlte action desfl~~l~~~IJ~~f;ifringes on 
the Model 700 ML patents and legal action is progressiii'ffi tkifffJISC rifles list at 
wltolesalefor $19 less to $18 more tflan equivalef!{Model 7UQ~l? specifications. ......... .. ...... .. ........... .. ...... . 

CJ~ markets both in-line and side lock rfp;~~~'#Ji~(~~!t~X~ economy price 
product. Their line of side lock titles sell at wh~!~fale for asHltl~as $126. 

Tile CV,4 fami{v of in-line rifles cons(~~~J~t~~P£72 SKl!'s (not counting 
value packs) offered in the three models. /ffle Apoltfi#fi conventional in-line 
design with a large striker that is coqifc~4 by pulling it rearward while the 
AccuBolt and FireBolt are both bolt actliliiilf;§ltilJ~t!1at cock the striker by lifting 
tlte bolt handle. w 

The Apollo is available in sever&F~*t$!tm~ including carbon and stainless steel 
actions combined with wood and sy,ithetic ii!8~kik Barrels are all 24" with 1-32" 
twist and are available in both .50 ~tiU .54 ®libe;' fnwlesale pricing for tile Apollo 
range from $177 to $210 based ~'i)con)Jf/i~rat~9#x CV A also offers special R.MEF 
(Rocky Mountain Elk F ounda!!~~) i)tj~ Buc~isters editions of the Apollo for 
slightly more money. 

··.:.·-::··::··::··::··::··::··::··::··· 

Tlte AccuBolt and FJtf~fJ~'{iJ!J.pe;; "ffiore direct{v with the Model 700 ML 
family. These two rifles 1i/iilize the fififfe bolt action design. Remington believes 
this design infringes 011 /ilkmington p(itt~ts a11d legal actio11 is being considered. 
In addition to a bolt actiolide~!gi:k.fuf<A~¢1LBolt and FireBolt feature synthetic stocks 
with thumb hole and cajnwJ±1ag~B~!~ij~( stainless and carbon steel actions and fiber 
optic sights. The diffe\ii:ii\4i@b~tweeiF the AccuBolt and the FireBolt is that the 
AccnBolt is shippeg}Vith a sp¢\lj~)Jmllet sizing tool matched to the bore of that 
given gun. TheseJfiflns r/:j~ge froHI $55 to $99 less tlla11 similar Model 700 ML 
rifles at list wltotefiide Pd~~'. 

Wltite Sh;~;)~~ ~J,~1m:11wrkets in-line rifles with botlt co1111entional and 
bolt action d1Ntf)}~ cwlf11 a HJW./ of 20 individual SKU's. White has experienced 
financial dijjicuitl@W'fiffi!:f!J:~ past few years a11rl is 11ot co11sidered a sig11ijica11t 
competitor !!,fJ!!.i~"''!Jf¢, Jf0wever, Remington believes the design of their bolt 
action in-~fft(~jfiHges on tlte JJ.fodel 700 ML patents . 

Subject to Protective 

.. ·::.:::;::::::::::::::::::::::::::·:·::: . 
................. 

T/1~ '.~~f.i'.'. ;;}f]J!i~" series rifles feature traditional actions and are available 
in .4k\$0 arldf$4caliber with carbon or stainless steel actions and synthetic, hard 
woo~.~W laminated.~[;.icks. Tire Wltite "SG" and "G" series rifles list at dealer for 
Sl 1$'(9.S8 less ttur!fjimilar 11Iodel 700 ML specifications. 

Page 89 

v. Remington 

MAE00000721 



:.·:·.········· 

::::::~:::~:::~:::~:::n::::::::::::::::::::~:::~:::~:::~::::::::::::::::::r·· 
The White bolt action in-line is marketed as the lim1!44di'A" series rifles. 

These rifles are available in .41, .50 and .54 calib~t with stallij~~~ .. steel actions and 
composite or laminated stocks with slings The Wfij~ bllll actloii/n-line rifles list 
at dealer for $140 or more than similar Model 1f!.f)}fifj,~~P~ftifi.r:.<ttions . 

.. ::iii!iii!/·' ·····:·::::::::i:i:i:i:i:!:i:? 
Traditions offers a full line of side lr/flk.l1ll!fl)n-line muzzleloading rifles. 

Their side locks list at wholesale for under ~\ptfbi\fij~l!:lw;end and up to $300 for 
the higher-end models. They also offer twdiiwdels o]Hi4.(~e rifles with a total of 
39 SKU's (not counting value packs). '{~¢.Q.l!:ckllunter series of rifles feature a 
traditional in-line action design and are a\ii!!fa~!!i!!Ji,~O and .54 caliber \\~th carbon 
or stainless steel actions, synthetic, hard wo()(.\ Qr ~A~~ed stocks options. Banels 
are 24" long with 1-32" twist for the .$Qcl@lfuliffufaT~4S" for the .54 caliber. Ultra 
coat with Teflon is also a metal finish 6j:iti$j! W!to~ Buckllunter series of rifles list at 
wholesale for over $133 less than sJjp.ilar Mifilifl.'Ti!l!ML specifications. 

~~~· ·~~~ 

The Lightning is Traditiq~i~bolt~btior~~'#-line rifle. Remington believes 
this design infringes on tile ,ffiiffl!l .. f PJi M /if/atents and legal action is being 
considered. This rifle is offered !fr ;$Qa\td .54caliber with 24" and 1-32" or 1-48" 
twist based on caliber with st::1iP)!l;l\~Qr8JtB6fi~teel actions, hard wood, laminated or 
synthetic stock as options. '£6li1Jijiffif!t~g se;ies is priced at wlwlesale for $95 to 
S/43 less than similar Mq#~( 700 MLifffif;rings. 

Austin & Halleck~~~i&nialL A~;ufactnrer of higher end muzzleloading 
rifles. They offer 011g~f4g.Jo~k){fi'¢.t~fit is wholesale priced at $299 and two bolt 
action in-line rifles. tiNFW/.~4c/i!J}20 LR and Model 420 LR feature tile same bolt 
action design. Relflfijgton btfliil.ifi#this design infringes on tlze Model 700 ML 
patents and legalficiion f$cheing fionsidere<l The Model 420 is available in .50 
caliber and featur~~~ cazjh$i1 steel action with a 26" barrel and a curly maple stock. 
The Model 320 ERJ~!!lgff offered in .50 caliber and it features a carbon or stainless 
steel action a11d sy~(Jt@tii; $ful}k, These rifles list a wholesale for SI 70 to $117 
more than eqi~i~fi(iit!tflfodei#oo ML specifications. 

Subject to Protective 

"'·"::::::::::::::}}}}:}::::::-::-· .. 

ilfarli'1i!l.tf.#Xlii.Wf#iJim-line muzzleloader in tile fall of 1996. Tile 21-Iodels 
MLS-50 diigWl_(i,~~:~4/eature a traditional in-line design, stainless steel action with 
22" barrels artdsyntft!ltic stocks. Tiley are listed at wholesale $103 less titan the 
M oriel 7/lf!:'Mtl,i, w 

/I~;;; :;:~:~~?/ tile in-line market with tile Model 77150 which was 
intr/t~r;.ed at lite l,97 NRA Show in May. The Model 77150 is a bolt action 
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design in-line that is configured similar to their MJ~~j~i~~l~~;jJ;; centerfire 
rifle. It features a 22" carbon steel barrel with 1-28" tM$~*!~~ wood stock and 
Model 77 styling. This is the same strategy Rerajµgton emplqy!:!,! with the Model 
700 ML. Remington believes the Model 77150 · . Ofl ffif!/Model 700 ML 
pateflts and legal action is being considered. TJteMif *'t!~fli:/anticipated to be 
priced at wholesale approximate(v 10% less tJti/jjthe Modeii/ii(fML. 

Remington competes in this market 1£~~1~? .700 ML family of rifles 
with a total of seven SKU's. The 1lfodel '!f{j(J ML is it .... ··action in-line design 
that is based on the Model 700 centerfirrt:tifl.e, The strategy of designing this rifle 
to look and feel like the familiar Model 1Qq !Mmt~rfire rifle has proven to he 
successful as manv new muzzle loading shoot~B. N~~J"ie drawn into this market 
segment. As noted. earlier, patents hay#~~fi!\:wfili!igdfilid others are pending based 
on this design. With the recent intPMiii'f!IJ~'4·P[ competitive bolt action designs, 
protecting the Model 700 ML pate/#~ will befil~fliNfte11tal in maintaining share. 

Subject to Protective 

:>:>:>·· ···>:>:> 

The Model 700 ML and MS~tl 70dks.lke available "'~th 24" barrels in .50 
and .54 caliber (1-28" twist), e;~l~&~ .. ;:i~tlainl~~~ actions and synthetic stocks with 
optional camonflage. The ModeC700MtiC~ti.im and Model 700 MLS Custom are 
offered through the Custom S w ~~jiole laminated stock. The ,ltodel 700 
ML family lists at wholes · $377 for the standard catalog products 
and $599 and $672 for rifles. 
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Model 700 ML 
··::::\!i!i!ii!i?:::.:. /ii!ii!?:: 

Remington's success with the Model 700 MJ,,Jias caused~increase in 
competition in this market segment by spurring new~~1M;Jit.ive 1:1&\~action products 
and attracting new entries into the market. The IJ)l¥kefl\ilij~gPQ\i\Fized relative to 
price. The Model 700 ML line is a mid-priced/f/J!ering wiitf:li'(loes not compete 
directly with the economy priced products, hqffl~#!#lt!1ere is little room for 
increasing price. Some enhancement in mo,/Jjfii ii ~rlfky@le through price, but 
this will be at the expense of volume. A mitifiifacturiii'f/JiJ~~s on cost reduction is 
needed. ·.. · 

................. 

Continued success in market share :;;;~~~~l~ent 011 two factors. 
Remington must protect tlte Model 7@Wf#}iilf£ii'fffiftil limit infringements as 
well as broaden tile Model 700 1lll phYii.ififiYll~~ • ................. 

A Model 700 ML Youth is pf~hnetjf~; ;~~~~ktroduction. This rifle will 
offered in .so caliber and feature aMlirbori~teet a~tion with 21" barret btack 
synthetic stock with 12 3/8 leni,~~~F~i#id agj~i~table sights. Basically, it is tile 
standard Model 700 ML witll shorte#lfiitit:l.4/ii.il stock. A new rifling twist will be 
considered in an effort to max4ni?;1'.i\C~{;}~~~~:fth a shorter barrel. 

.. <m::::::::::(:\::::::::::::::::::::::::::::: .. ,. 

111 addition to the 11$~~~1 700 jJ'iJt'Quth, consideratio11 will be give11 to 
offeri11g a "Value Pack''./~@~~jsting ofili~M/700 ML packaged with a starter kit of 
Remington accessories s1\2lf~!!'ba1lstart2r, powder measurer and bullets. 

):::::::::.·-,., '»•::::::::::::::::::::::::::::::::::::::: 
.............. .. ....... 

. "-::::::::::::::1::::::::::::?!\::::::::·:·:.. .. .. :.::: .. 

• Product ~!~itte~.f 31999 and Beyond 

Model 700 ML 

Additiof/4!.M<HiJfj:{j~Wf:.t line extensions will be considered for 1999 and 
beyond. The ii'iiit'4~t.ff!.m~11wilcaliber rifles such as .32 1111d .45 caliber will be 
investigated, as· · ··.·.· ........... w. ial for a true carbine offering. Both of these options 

would req14j\'~~( arrel contour to keep the weight of the title 
manageabl& .•...... 

................. 

I!*~~l;~!;~;;:~ld catalog line is limited to one traditional synthetic stock 
config\ifaiion. r~~(f{ldition o.fwood stock optio11s as well as tllumblwle synthetic 
stoc4®~ill also bef¢yiewed. 
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TI1e custom gun market includes all customii~~i!dll!\, sho~@~~and target grade 
over and m1ders. The size of the domestic custom ~\lp 1nifrk@f!~ ~~!#pated to be between 
7 - 9 M units in annual sales with estimated retail~~)iles worth $l!f!l) $I 8MM annually. 

Custom Shop products are positioned Jcl ~~- ~j~ )Wp~r-end rifle and shotgun 
markets. The majority of business in this segtlmnt ( +90%)/l~ tfriresented by centerfire 
holt action rifles. Customers tend to be serihtts rifle shooters or hunters in addition to ·-·-·-·-·-·-·-·-· 

those who wish to purchase fireanns that are \iliii~J4~!'~~1 works of art. Custom gm1 
buyers tend to be better educated and mor~~WH\lN~~~i}ffi~average fireann owner. 

The four largest players in th~ @i\~wn b'l!P market are Remington, Ruger, 
USRAC, and Dalmta Atms. Smaller~@.11petit0&1W:l\$mpanies like Mcl'v1illian, Robar, 
HIS Precision, and Lazzeroni. W11\lll\¢r 131g~or srpall, all custom glll1 builders focus on 
high performance as the core sellu\~fbt1lf~Pftheifmfoduct. 

• Market Share Ovetview .. 
. -:.:.:.:.:.:.:.:.·.····.·-·.:.:.:.:.:.:.:.:.:.:.:.:.: 

Competitive sales vqj-~s and ,:~l~t share are estinlated as follows: 
t::!:::::::::::}!:!:::::::\:·.:- __ _:JJ!iY 

······•·.BRAND >•···?{••••··· 
,·-,--, -,--,--,---

. ft.ijl~i1J9g . 

··············· USRAC························ 
w\tlibr 
~~kola Arms 

Hi •••••••••••••••••.•••.• · >······Q\j~~t / 
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1800 

1400 

900 

450 

3000 

7350 
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US RAC 
16o/o 

Remington 
25o/o 

Our objecti1•e for the custom shopff!j;t,;gp11s business is to increase market 
share to 35% over tlte next three years. tfil§i~#lf!flJ(CComplished by sig11ijica11tly 
increasing a11d modemizing our mark. · <>if custom shop products. 
Specialty law enforcement and black .·.·.·.·.·.·.·.·.· fofa\Vill also be important to this 

grow1h. 

:/!!::::}: 

• Remington Segmentl~rf6~tan~~ 
.::::::::::::::::::::::::>::-:::::::::::::· i::::::::::::· 

................... . .... 

Over the last seven years, ~;\~§ d~~'.~t~!l\ guns have averaged approximately 
2400 units per year. 

Our worldwide follows: 

1996 1997 
Actual Rev. IF 

Unit Sales 2317 1911 1614 

1.9 1.7 1.4 

0.6 0.6 0.2 

29.9 35.6 17.5 

our custom shop business are: 

integrated marketing 
of~;bre strategy 

v. Remington 

1997 
P.O. 

1896 

14 

0.1 

4.6 
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• Competitive Analysis 
··::::::::::::::::::-:.::::::::::::·· 

USRAC offers a custom version oftlte Mo4~!70 botf'ti~'#~tl. rifle as well as 
the Model 94 lever action. lllcluded in tlteit liffih41!i( expfiff; rifles, custom 
hunting rifles and highly embellished o~~jqml!1lttii (f!JtA . and pricing is 
significantly higher tlw11 competing Remi11gt(j/fj/products. tisfod at wholesale for 
more than twice the ptice of the Model 7Qg $#!mi Jine, the Model 70 Custom 
Express is chambered for heavy magmun c<JJ.ihers andJ.lia!mes express sights and a 
selected walnut stock. The Model 70 C:Ji~tbm Shru-Prndbt~r II series featmes a 
composite stock and stainless action \~(tb heavy bane!. The heavy barrel 
Sharpshooter is most comparable to the 46~ ~<;;~ .i!nd list for $269 more at 
wholesale while the Sporting Sharpshqqg;i:Ji~§fri!~$g~§more than the comparable 
Model 700 Custom Mountain Stainless; 

· ····:::::::::::rrrr:\>:::: :. ... 

Ruger competes in the cus##ih gu~ /f,J}k.~~witl1 the Model 77 Mug11um 
Express and Model 77 express ri/Jif# witjfilpoth (l;!J.turing express sights, barrel band, 
Circassian walnut and steel hard~te ]jj~ Moq~j77 Express rifle is chambered for 
standard calibers while the M~~)j\\h ~1i\:ires~!~ chambered for heavy magnums. 
These rifles compete with the Atifittil; f(f.(ij$tifari and list for $125 more at 
wholesale. ············· 

.. :::::::::::::::::::-:::·::::::::::::::::::::::::::::::: 

Unlike USRAC, ~#I~ and i~l~11gto11, Dakota Arms exclusively builds 
custom rifles. They oft¢@~~!ngle shoftlfle, the Dakota IO and a bolt action rifle, 
the Dakota 76. Thes.~ .. titl('s ~f~~t~i!~ble in a wide range of calibers including 
several mrique Dakota ~@wps. T@ !)he of Dakota rifle sells for sii,'llificantly more 
than Remington's lin~pfctistq!l:i]J;j;j.J&~· 

Tlte remail!~J; ofifhe ;:~;:tition in tltis market comes from smaller 
custom gun buil(fi(j'.#.~uxV~s H/S Precision, Robar and McMillian, along with a host 
of others. Tiie db#iiifP~t4ritads across all of the successful participants in this 
market is qua(t(J•f!..nfipiifjlJfjjj}jµce. 

................... . .. 

Remingto;: :~l~ili$the largest custom shop of the major US firearms 
man11fact1fl{~.r#i fJJNiPtili~fception of the Model 40X line, most of Remington's 
custom offiiiifffjjj}(lt;'! based on production models that are hand assembled and 
tuned by the Citstiif#.{lff~ builder to provide the level o.f performance required in 
this matll@m/1¥./1 µtirlidive price. The Model 700 and Model Seven are offered in 
seven~l F~;stollF ~~!1figurations including composite stock big game rifles to 
dang~us game ril;(~~ as well as hand engraved high grade rifles. A custom version 
of t11~.Mpdel 700.ML is also available. The Model 40X family is a line of heavy 
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ban-el target rifles that feature stainless steel actions, 
composite stocks. 

• Product Strategy - 1998 
.->>>.--·. 

As competition in tbe custom gun marketlbreases must focus on 
improving delivery time and quality of custoff#~'JJfatiflgs to remain competitive. In 
addition, new calibers and product feahlfes '1'1!JbeB8&tl~4i> 

Model 700 cJ~tihn . .Rifles 
· .... ::::::::i:~:i:~:Hirnrn:}:mt::\:::-... 

There are no major product revi§iW!llP41~M!~'#lf4f the line of Model 700 
Custom rifles. Revisions will be limifiJ..®.r'tJ.~!1Waddltion of the 7111111 STW caliber 
to the Models 700 A WR, 700 MountaitiKSi ZIJ.QMountain KS LH and 700 
1l1ountain KS Stainless. Addition;'\l\i1i considei'&H&tj~vill be given to offering a 
detachable magazine as an added pppe op!!§n for,g,~tstom model 700's. 

·.:-·-:-·-:-· -·-:-·-:-·-:-· -:-·-:-·-:-·-

Mod~i~v~~ustAl.Rifles 
. ··:::::::::tif!!!i!!!i!!!i!!?t/!i!!!i!/ 

There are 1w major Pli~"#.¢tt.f!.!lisio'li~filannedfor the line of Model Seven 
Custom rifles. Revisions w.itlb'iJ tifiiitedto the addition oftlte new 260 Remington 
caliber to ·both the Model.iYt~en KS aitii/&even MS . 

. -·-:-·-:-·-:-·-.-, ··-:-·-:.·-:.·-:.·-:.·-:.· .............. . ....... . 

Tlte line of 40x/Jffi/Ji'i'fY.itlbe ;;panded by tlte addition of a laminated 
thumb/tole stock vef~jbn. Jhe ~Mdw\vill be configured similarly to the stock used 
on the Model 700. angj¥ln be available in four colors. 

• Produ~tStr~t~!V#t999 and Beyond 

Tlte g4(fi(;:: ~J~;~ tomplete family of the new Remington Ultra Mag 
calibers IJ:!###grf!ilF 1999 is a natural for tile line Custom Model 700's. 
ConsideratiHiiwi!l*!~g he given to other caliber additions as well as adding options 
and feat\JI!ei\ tR L'xHliMgjlnes to enhance the offe1ings. With the new capability to 
manufa~!*ite tit~~~!\ in-l~ouse, a custom wood stock version of the XP-lOOR will 
also ~~~nterta{fi~"fJ~\ 
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• Market Situation 
.. ::\\r 

Many areas of potential opportunity existl~~~~i!Jlty markets. These markets are 
usually very nanow relative to product type .~\-\d eiid\1$¢i ~!lamp I es of some niche' 
markets which have evolved to represent sib'TJift~ant business s~gments are: 

• Cowboy Action Shooting 
• Collectibles 
• Handgun Hunting \ 
• Specialty Law Enforcement/Milt~ > 
• Home Secrnity •·•·•·•·•·•·• ··•········ 

./i!i!!!i!{' _.Ji!i!!!i!/' .::::::::::.: 
Remington has chosen to ri6i4'iw pfgjiicts t\Wbfter prospects of premiwn margins 

which fit witltm our core compet@!icl~~; f'Qce-\ile. revolving pistols and single-shot 
rifles produced by Remington qy~r Too y¢~~ ago represent potential products for 
addressing the Cowboy Acti9J\$(\~\)tjg1µ1d ih~ Collectibles markets. Re-introduction 
of the bolt action pistol in sl!Y!ifat c011fil,'l~~tjons will certainly gain incremental business 
for Remington in the hun~g and targ~l $hooting markets. Finallv, production of 
specialty sniper rifles anif q~ ®.faµs(;( !*oducts will pennit us to wow in lucrative 
markets that are global ip:•;:\99pe:•••:••••••••· . . . . ... 

.............. . ....... . 

Remington's 1*~;:::~~~~~~~!Ym:;1ese segments will be to maximize margins by 
surgical selection q)'l'bppQtl\miti~s·that fit with our manufactming and marketing 
capabilities. .·.·.·.·.·.· ·.·.·.·.·.·.· 

Principal.b::~!~~~~~l~~a~~focing special projects are: 
.}:::::::::::::::\>.· ,. ' '··:·:::::::::::::::::::::/ 
................... . .. 

• Lin:ritedf@§\~~~!M\! manufactming resources 

• cw1m!~~1~*~w~rn.;aerstanding 
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• Product Strategies - 1998 

Rolling Block Evolution 

A high grade limited edition Creedmoor st;:J~;:;;~~~~l-~!}~e was introduced in 
1997. Sales vs. Forecast were disappointing bec;:iwfo of its highreiful price point and its 
positioning as a "Black Powder Only" cartridge fil~~l t@fo}998, the rolling block will be 
offered in a lower cost hunting/sporting model ~~~~vehilp~~µj~y~mokeless calibers. 

• Product Strategies - 1999 ahd~¥.Olld 
·.·.··:·:::::::::::::::::::::::::\:\::: .... 

~< 

A test project is now underwayJ:~~~~il~~~fflB4ified version of the M700 which 
will accept the 338 LAPUA cartrid~.f Thj~ partndg~has gained global acceptance as 
the ultimate long range sniper rouJ!4,? Pnij\p&ctiv~l:lµsiness opportunities CUtTently rest 
with the U. S and Italian goverUtu~,. .w .. w .... w. 

·:··:··:··:··:··:··:··:··:··:··:·· :··:··:··: 

· ;;1a6}~e1~6R 
.. <:Ii:II::::~:!IiIII}>:::: . ··:·::::::· 

TI1e re-introduction qj1'Jhese b61flij¢tjon pistols are planned for next year. The 
total hunting handgun mar~i*i& estimateq~!J be 25-30M units per year. It is believed 
that Remington can ohtai:rl 2\!IQQ f (tQPO !iB.lts of incremental bolt action business by re-
introducing XP 100 · ·· ·· ·· ·· ·· ·· .w. · .w .. w 

further review and consideration: 
:::::::::::::: <·>->.·· 

• Specialtyl~~1M~j(t and prniable sniper rifles 
• HD. ailitij~~~j~~~holguns 
• HepqlMP ~ingte siw~r!ec!s 
• Blackpb\Vd~cxevolvefs (new army style) 

• cartridg~f~~l®~r~~)Vl t 8901 
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' ' -
Tiris market is greatly dependent upon th~ lilralth of ~~irugton's shotgun 

business. The category includes all catalog extra shQtgJl!~il!l for Remington models 
SPIO MAG, 11-87, 1100, 870 Wingmaster and 8}~1\:xpress. w 

The io>rowth of specialty markets such a~i~~~i~~Ml!le:vhave henefited the extra 
barrel business. Conversely, removable chdk~ tubes Hit~ ~dded flexibility to tl1e 
product and hurt tile sales of standard field gt4~~ el\tra barrels. 

Principal competitors in the extra bmr;; ~;;~\!~~~~ ~f Remington brand shotguns 
are Hastings and Mossberg. Both coin~~\!~~f&\.Rbhdeer barrels. Some of these 
products featrlfe fully titled bores and adWll4~g$\g\1ting systems which 1,>reatly enhance 
product performance. .·.·. · ·.·.·.·.·.·.·.·.·.·.·.·.·.·.·.·.·. · 

• Market Share Over$l~~ / t 
.:·:::·:::·:::·:::·:::·::>::{:::·:::·::· :·:::·:::·:::· ................... . .... 

1995 competitive sales vohn~~i&H~ti~~tJii~~hare are estimated as follows 

v. Remington 

UNITS(Ml 

41 

13 

4 

58 

71 o/o 
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:.·:·.········· 

Remington's o~jective for the extra barrel bu~~l~~\~]flii~~¥;ve product 
availability so that sales opportunities can be maximized. it!~$ .W'l!f be accomplished 
through modified sales programming, front loaded pliffi#ii'i!J.nd new consmner 
advertising initiatives. ·········· 

.-:::-:-.-.· . 

.. :::::::::::::r 

• Remington Segment Performafl~ij>·· 

Extra shotgun barrels are one of the hj~Jl~~t b;::;~~~iL~h products in the shotb'llll 
product family. Through May of this year; ~g~ j§ pearly 39% or approximately $46 
per writ. 

Our worldwide performance for tl\\~~~~1$~}~ji~~~; 
1997 1997 

Rev. IF P.O. 

Urtlt Sales 42,153 45,504 

Sales Dollars ($MM) 4.9 5.3 6.0 

Standard Margin ($lv!M), \ 2.6 2.3 2.9 

Standard Margin % Sal'lii ? MP 5 52.4 44.2 48.2 
c>>> ~>>> 

The principal issue5ih~ggui: • .S~t\;~~h1Tei business are: 
.:::::::::::: .. -.. . · · ":·::::::::;:::;:::m:m::::::::::::::r 

.............. . ....... . 

• Poor availabiH\Ylff~~l\~9!) (hisforical, but improving) 
• Under per:fp1g cieeri:i-$ 
• Lack of aggua. f\J!ly rifleddeer barrel 
• Lack of~)k87~ght contour deer harrel wlrich can handle the entire spectrum 

of modffii~j@g~(i\rno . 
.. i:::::H:\::::>.· ... ·-··:;::::::t{::::::::::::::::::::::r· 
................... . .. 

• Competiti~~lfiaJysis 
::::;:;:;:;:;:;:;:;:;:;:;:;:;:;:;:;:;:;:;::::::::::::::::::::::::::::::::::::::: 

As W&\ii~ ~µjngton has two prinmry competitors in the extra barrel market. 
Both Mossg~rn filidll:ij@™)gs market replacement barrels for Remington shotguns. 

·:-<-<-<-<-<-<-<-<-<-:::._ ·:·:_:::: 

·1'6~~b~i~'~\~ntly offers a foll line of replacement ba1Tels for Mossberg shotb'llTIS 
inclli&fug blned an4~mouflaged confib'llrations. They also market nine replacement . . . . . .. 

barrel.$~IJs for ~i~fJodel 870. Included are rifle sighted and bead sighted banels in 
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both blue and matte finishes. The quality of the Mo ... .· not 
comparable to Remini,1on's, but acceptable to many who ·· based on price. 
Wholesale pricing for these barrels is 15%-20% t11rui~f~;iyalent Remington 
specifications. ·········· 

Hastings markets replacement barrels 
and Beretta shotguns. They offer several 
presents the most fom1idable competition 
pricing. Hastings developed their market 
to service. 

• Product Strategy 

The Model 870 EJqJress 20 G~~\~e fi\Hy sighted barrel will be added as 
an extra barrel SKU in 1998. Ther¢aj.'b noWlier n\;i,yproducts plrumed for extra barrels. 
Future consideration wil be given JB~~di1~p~mo\flged specifications. 
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-~ 11114 II 11......... . ........ . 
·-·-·-·-·-· ·-·-·-·-· 

Historically, a company could do well if it ~=Jf~~l·-~ !Jc ~;gd quality product 
that was sold at a fair p1ice. Today, the busim;@·environmeiff'nas changed. Product 
quality and manufacturing excellence is no longm'.·@i9!!ghto dominate in global markets. 
To be successful long term, Remington must//ifii{iffii/if~,'fiip;1.1,,~iye to customer demund 
than the competition. This will require jlexffiiiity, innoMi@'fi}and most important(v, 
a change in our company culture. ·.. · 

·-·-·-·-·-·-·-·-· 

Tnfonnation flow and teclmoloi,>y isc~:::~:;;;i~1~gJng the business landscape. 
Best practices companies are building ~~h~piffitli.iil W<lVlihtages by reeni,~neering their 
supply chains to align and integrate M~~t !f~mand, production, purchasing and 
distribution. Establishing "Sy11cl1ft/lJ,ized llffitlfg,'/i#ce'' is the first step towards 
streamlining processes, gaining effici¢i)bes oo\i building organizational flexibility . 

. :::::::::::::: _.:::::::::::::· .::::::::::·: 

Fireanns marketing has 1~~~ ·~i~\ficani:'!\~~rovements in demand forecasting 
using tools provided ·within SAP ltF lt#fu~!W.¢ cycle time has been reduced from 
weeks to days; As a result, infqa\iR!lnow h~ improved from point of origin to point 
of consumption. Much wql'l!\i hBw~\~ifemains to be done. Specific areas which 
require improvement are: 

:;~ 
As we becqJ~ ~o~ jilt:::~;J: Remington can expect to see improvements in 

cash flows, mar;,~!l!i ~q qp~ating cost. Dri\1ng the financial metrics \vill be: 
"·:·:·:·:·:·:·:·:·:·:·:·:·:·:·:·: ..... :·:" 

""'"" '" 

; i~11ii~~~~~~gHandling 
• RildlfoM Transportation Cost 

·•·•· i ]mproved Custo1ner Satisfaction 
M&~~Flexible Sourcing 

it'1~W·(·J·.r·· Dedicated Facilities 
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:.·:·.········· 

At Remington, planning and scheduling is cha~dSJi~d~ji~&~itead times, 
interplant dependency, vendor breakdowns and spiked yt/!llf#,'(JJ]i/fjiished goods that 
occur late every month. Focus will be on level!µg finished gj:i9ds yields so that 
inventory tums can be increased, customer service iml:ii~4fil!d ovelif~e reduced . 

. -:::-:-.-.·. ····:·:·:::::::::::::::::::::::::\:\::-.·. :· 

Our goal for the next three years is to redu9§~vent01i~~tll\a§bst while improving 
customer service. A 20% reduction in fl11ishef{gi!f!f4j11ventory will be pursued for 
1998. This will be achieved by integrating o~jj\ ~i.isfu~ imi;il!)trncture into a customer 
driven supply chain. WW w 

./!i:!::::::::::::::-.. -. . ................. 

Lastly, it is imperative that production, pfa.#nl\1&ITTJ9finance work from a common 
production scheduling document. Currently1JIJ~P!~\)!!fflj\~$s a WTC's schedule as their 
commitment document. This differs fi;Qjjj ij)ii66fP6Htfrplanning document based on 

SAP which inte1faces ·with AMAP' s. ·.·.·.···················•·•·•·•·•············ 

Tiris situation is a breeding J~~~ fQ(~::~:~~~~~orecast and misleading line item 
production efficiencies because ~f incou$lfaencij~/between the two systems. The 
corporation must migrate to a c~\\!ll'l9!l~j!~nnil)~~ystem that will deliver one set of 
production metrics. ················· ······· 
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• Background 

Excellent product service has been oµ¢i\f th&l~~\!;µients in the long tenn 
success of Remington's fireann business. Ir~ditionally, R~ffiington promoted service 
from the factory for both parts and repairs tlfrq\,i!ilti;ii,\~logs, owner's instmction manuals, 
reforence manuals, field service manuals and oih6ft~i!:fW.m<rrketing materials. 

·-·-·-·-·-·-·-·-· 

In the early J 990's, Anns' Servi¢~~~~~l~fgJ~~~~)~;d Service Organization with 
four (4) dedicated Service Reps., a Pbonedehtelil>fJen (JO) CSRS', four (4) clerks, a 
Paits and Repair Center with twelve;.(jti) repai~lih!t~fee (3) re-finishers (wood/metal) 
and twelve (12) oilier persomrel in t'®bus ff\i;\btion~,. 

·.:-·-:-·-:-· -·-:-·-:-·-:-· -:-·-:-·-:-·-

Historically, Anns' ServicJ~~h~~~!1d-aj. business Llllit (mrit #12), generating 
approximately $3.7 million in annual l!k!@4[ M~J~r portions of this revenue came from 
the sales of spare paits ($2.~M}lt#P~irn ($150M), and the Annorer school ($200M). 
Gross profit for 1996 averag¢4$965M (44;~~10) 

_.\\:·y· ··::\\\: 

i }••••·····•·····.Repatilfiisto1y 

TI1e average nuni~~@;:;~~~~~-;rs ranged between 32,000 anti 35,000 units. 
Unfortunately, the tlflJl-ll7Jii'if4. H!!llk:fO-repair averaged 12-14 weeks. ln 1994, a 
corporate objectil'e tifl.'fivo 11!.eeks HiFiiJ41rountl was established 

To attain ./ ? }jf, several strategies were investigated, including a detailed 
"re-engri1eering'' . .. '1e internal processes. However, senior management 
decided that tf*,~ 'IJ.YH( e]Jlfii~~¥~/netlwtl was to utilize our outside warranty repair 
network (autltoTit'ilJA'Setl!ii:e Centers). Prior to this change, the Anns' Serv1ce group 
had been r~spqn~i9l~ ~j@ ~dministering the warrai1ty repair prograin including 
niaintainil!Jl, ~~~Md fi@ld \iillnuals a11d paits catalogs Dm\nsizing resulted in the 
eliminati011hftlf<mr. field service representatives leaving the company without the 
necessary £9~8\ffdis tt\ f9htinue product material updates. As a result, field manuals 

·.·.·.·.·.·.·.·.·.·.·.·.·.·.·.·.·.·.·.·, ··. 

:::::::::: ::y::::::::::::::::::::::t{::::::::::::::}·: . 

.............. ]~j~j~j ................................ ~::;;j~j~t .. .. 
2~ DatA::fdfJ~roduct Serda~:f-bnsider;itions is <111 excerpt from the Strategic tvfarketing Plan (Customer/ Arms 
ServiceJ\~~!;:~nH. J\)f1rJaji~J~:~;hnoger, I 997 . ........................... 
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:.·:·,·,·,·,·,· 

soon became outdated, and due to a number of enginJ~~(~:~Jl&ll!~~rll' catalogs 
also became obsolete. > . ? 

In smnmary, llion's service group was ·~~iUi'.f/:;;~i to handle the 
management of 235 Sen•ice Centers. This situ~!~pn diM~[filJ!¥\Aue to Remington's 
"factoty repair" philosophy that did not evoly¢)'\,Vith its' 1ieW~trategic redirection. 
Remington's relationship with these Service C~~WrlLW\IS at arms length and an infra­
structure to collect and analyze malfunction daj~ ~id fi8i ~~k J eclmical documentation 
was outdated and inaccurate, and the gnt1s11tili% at the ggf\)ili~ Centers needed traitting 
on Remington products. > 

Early in 1995, 20-25 strategically lq:;;:~ ~-l~· Centers were re-evaluated 
based upon pre-established c1iteria ofArn#J\jy)§~'foi:\~rid tum-around time. By mid 
1995, a "repair network" had been estatlil~B~ i1h£oncert "~th K-Mai1 to reduce the 
volume of guns being forwarded to .U\¢ facto!)i ~M)be end of 1995, other networks 
were established for Wal-Mart and ij1e g¢.)#!ral c.ustbmer To-date, the majority of 
repairs have been executed with qjjpioxilfffjtely .(Y (20) outside Service Centers . 

. /:~:::~:::~::::::>:>:: ./::~:::~r·· ::{:::~::? 
Although our average turn--ii'hiii~il.'tim!#!(i)~repair has dropped to ele1•e11 day5; 

this profou11d strategic cl1a11ggjnfmt~~p'iiMl!iiilosophy, from "Factory Repair" to 
"Oull'ide Service Centers",/lffii ffiiiiif!'ifllit with some major challenges. With over 
14,000 firearms repaired it1J~p6, sigiufi2$i~problems still exist. They are: 

• Customer relatiq!~~~ 9f our 'o/ajihmty repair centers. 
• Overall confosioft Withdllt i::ti~tbmer base relative to Remington's current 

• 

The resp,oriiiliblllt1¢~ Ilion Anus Service Phone Center was historically 
threefold: 

I. ation regarding operation, mait1tenance, and histoty of 

on fireanns repairs. 
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:.·:·.········· 

The center was comptised of ten (10) CSRS' a~~~~~;td~~J~A~~I personnel. 
After the introduction of the 800 number two years ago, phon@!lilifficl~11ing the "hunting 
season" was beyond the capabilities of 10 CSRS'. •.. Lost caIT!'iiks averaged 13%, 
approximately 31,000 phone calls. In addition to s~#;~4µties, lliq).i's Phone Center 
also supported Remington's Shooting School and 1\l~f=Lr~\Bm§~gp, •· 

.. ::\\r 
.::::::::::::::::::::J:::\\::::· .. ·. 

• Summary of Current Status .kl997 

Reri~iiii;> 
· .... ::::::::::::::::H:rnrn:}:mt::\::: .... 

ln April of 1997, llion's Arms' $/#'!l':iP!r.PXfllliilfJ#fim was down-sized and tlte 
Phone Center was re-located to Corp1ifi:1i#)ft{adi[llarters in Madison. A majority of 
the parts and repair personnel were re<.1ssi6;fod.fo{fo\'lm1factming. 

/:::::::::::: · ··:::::::::::::;:t:::::::v 

The cmrent procedure for pt~$6ssaj~ !iream1repairs is through our network of 
authorized Service Centers. Onl)f ~~cifippfi'!}f~bns and certain repairs are retlll11ed 
to the Ilion site for disposition. Ai! ¢~~l"!!ln¢ of tli;i~js personal or product liability claims, 
M/396, over and unders, custom guns;@d.1$!~~!( 

As previously stated,~~,~~~\~-lil~::~~nt has been downsized by nearly 60%. 
Ctment staffing consists oft\:ibr ( 4) rep~n and one-and-a-half (15) re-finishers In 
addition to the pennane11flf\i#1!ifile pet§ghnei, part-time support from Assembly is 
provided on an ad hoc bll§js. 

,c-:c-:c-:c-,.. ••-:c-:c-:c-:c-:c-:c .............. . ....... . 

At the presen(~;~~~~'ffit~f$caff ~stimated 1,500 guns currently in-house for 
repair. This nmnb~i~I cJimb dffillililica!ly within the next six (6) to eight (8) weeks. 
The averagefactoifji)fepa!if'(firnaround time still remains at 10-12 weeks, whereas, at 
the Service Ce11ti;(,5,~{Wff'?#rage turnaround time is eleven (11) days. 

Althougli\lW[Hn;~;g.;~t)!ne to repair has sih'llificantly improved, this is only one 
element of ovel"alFqmw!Y.~~rvice. Focused attention needs to be paid to our Field 
Service 0 erat' ,. · · · · · · · · , but not limited to, formal agreements, malfunction 
data gatlt sis, pltone etiquette training for repair centers, claim 
reimbursehi~#i'iflt¢ff'!W product familiarization . 

................. 

I:& la~hBu ;~ 1~~ ~orementioned initiatives, we must drasticallv reduce the 
curtYJ.~(~;,~~d6?'1Jfi!y,arranty stations and actively manage with a close partnership a 
limi{#'¢11umber ofk'#kair stations. 
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Consumer Services 

This is the first year that the Corporate r w~m;,,<vcrnc1 

administering parts sales, providing 
firearm product related questions. 

A comprehensive "Customer Service" 
refined. The key points of this plan will mcc"n" 

• A communications plan which ~)~~!¥ explains Remington's new repair 
policies. · A .. 

• Development of a Reporting/Diltill?il~!l.M-m~ht System 
• Development of Root Cause Ao~)~jij~ % pf6~ld~ malfunction data to Quality 

Control. . + •....... 
• On-going training for CSR~. } f 
• Work flow processing to®hsist~ly tr<'\l;j( and control phone coverage, pait 

order fulfillment and agi#gfepaj@;f .·.·.·.·.·.· 
.::::::::::::::::::::::::>::-:::::::::::::· i::::::::::::· 

·-·-·-·-·-·-·-·-·-· ·-·-· 

Ctitical to this transition, a bl;~;;\@§§~M~\vas structured in Madison to process 
spare part orders and provide,i!ll®'h®:ii;m 011 fri8house repairs. With minor exceptions, 
all orders are now being pl~f!~ if c6$q\'!lf\'. Headquai1ers, then trai1s1nitted to the Ilion 
facility where they are pick~i"l&packed, ai11(~pped. 

t}i:!:i:!:i:!::::\:::::::::: .. :- ., /!!!i!!!iJ 

··•••••················>~;~~~~~1~;rent Concern ' ·.·.:.:·:·:·:·:·:·:·:·:·:·:·:·:·:·:·:·, 

• Lack of cl~~i~tra\1'~~ dlfWllbn 
• Our new j;;\1stqmijf Service Representatives are not adequately trained on 

product~~~1umlbn. 
• Our ~~~iP~ w • enced (having not dealt with the volume of a peak 

cycl~!!!ln!i!l . 
• W11oleslh&~j ~W!i<rs ai1d Sales Representatives are Lnlinfonned as to the 

CJ!ff<;)!l~PMl!!~iW~.fationale of our new service policy 
• ~~~~a2zrna;5 ru1gty for multiple reasons. 

. 3 Q*ft0tg~tinfonnation 
, @ fril~if~t®to learn that "factory service., is no longer available. 

v. Remington 
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• Future Requirements 
··::::::::::::::::::-:.::::::::::::·· 

The ability to provide an acceptable level (lf~ervice Jilt~ be considered a 
"cost of doing business". First, a "Service 11Jissid#$#.iiemi?llt1' ii#1st be developed 
along with an agreed upon company-wide sen:~le\J~i $lw~is a discriminating 
factor that greatly influences the customer's ne'ltpiirchase declsfot\. While customers 
may want to be loyal, they also want and, more ji}j~#l\111'y, expect to be satisfied from a 
service perspective. Return business is largg{j! ddiiFifi/jfj/!fkkY how well customers 
are treated after the sale. · · · · · · · · · · · · · · · · · · · 

./???:\:-.. -. 
·-·-·-·-·-·-·-·-· 

Second, a commitment of resources dii/§il,~41:: not 011/y to include, but to 
enhance, the servicing of Remi11gto11'~Prn4ff(!~ Altfi~\gh, Remington has invested 
large amounts of resources in desit,'lling;~fB~lS!rli ~ndmarketing its' fireanns, without a 
reputable service division, the compat)y 1i0Foij!£' §Hm4s to lose repeat business, but also 
stands to jeopardize existing custom~ttelationsiilpg;jtjfalties at1d reputation. There are 
several approaches to servicing our#i~S!om¢li~/ Regwdless of what approach is selected, 
the company must commtmicat~; ftei nd tfa_iicisely, to our field organization, 
sales representatives and most {,,,,.,.,.......... ou&{£iistomer, what Remington's charter 
is for product service. · ? 

•l .9""'9:...::8.,_.R=eg""u::::.:i"-re;:;.:m~e.ll~ii""•·~•· •·•••·•••••••···········••••••············.······••••>· - - .·::::::::: ··:::::::::::::::} 

Action plat1s that ~~ ~l!P:~11tly ~~h1g designed need to be approved and 
implemented as soon as.pq~siblt!: irj\~!tfi)-\tal aspect of this process will be obtaining the 
necessary resources andS~JPOO!fJqpr8pt\t!y develop the repair network. 

' ··.·c:'<:'<:'":'<:'":'<:'":·, 

Witllin t11e n~~~ ~ew .~~~ij~~ ~ ~Ian must be developed tliat will establish and 
support Remingtot\\$foat~!i-l¢ direction for service. Tiris plan should consist of: 

A. Deve)p;~~~~~l~~ M\~~ion Statement and Strategy. 
B. Obta:(U ~~j9e i{gf&il9\ents (business contracts) with a select number of 

Remini,;'18H¢!lffitl!l4 .. Service Centers 
C. I):9yj41l> q·~ !fifuied field service personnel (to educate and update t11e 

$~$(#\~ ¢ChfohlCIBient with latest product information 
D. Dev&l&ml#:ilrl~~ting strategies to promote firearms service. 
E, fl:\~~ ifd!Mt)resources on field service requirements: i.e. technical 
. .ii8®/iif\ifut!\tion, access to electronic databases and repair release information. 

) f. Produdl;m\ning, initial and recmTent, for Customer Service Reps. 
:·:·:·:·:·:·: :·:·:·:·:·:·:· 
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• 1999 and Beyond 
··::::::::::::::::::-:.::::::::::::·· 

Jn mid 1998, paralleling tile other service il!((jatives, d ~&iJf!-alone business 
unit should be re-established witlt the primary dbfep/(j,@fqproi/iife "Factory level 
Service" not 011(v at llio11 's repair sltop but tltrotJ8fl eaClio}'.~Wllirigto11 's authorized 
Service Centers. This business unit would be ~1*Jiionsible for siipporting both internal 
and external repairs, providing service for botlj*V~®ll~cl and chargeable repairs and 
administering all parts distribution through one.~qhrce. 
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.. :::-:-.·.·. 

TI1e following is a summary by SKU of pfihct deletions planned 
for 1998. Both catalog and non-catalog product$!if~~44ressed. A total of 28 SKUs are 
planned for deletion in 1998. A threshold volt~il 8r25Q~nl!~was used to identify these 
products. A production nm of these items ~8Md be c8ri~!d~d if a special request is 
received for mnre than this minimum quantit?li~> 

There are a total of 50 new catalog $K~~:!!l~~f~ 1998. Of these, 17 replace 
deleted products, I 0 are a result of addipg !~~zri8MB@ilhg specials to the 1998 catalog, 
and 23 are tmly a result of line extensl&hS) thtlt1'face of a soft market for many of 
Remington's core product lines, the exteri~lffilli·i\lijfan effort to reduce the negative 
impact of this softness on key · · · 

Also included are 18 that result from adding new 

1998 New Products {''' · · · 

4809 
4821 
5259 

5251 ·.·.·.·.·. . ·.·.·.·.·.·.·.·.·.·.·.·.·.·... nniversary) 

4944 M/870 SP!M\Camo @WTF 25 Anniversary) 

537( @Mi~~;i\Q/21 VTRC Youth (With Fine Line Engraving) 
53~)'''" M/1100''$~~rting 20 (20/28 VR RC WISC Tubes) 
5$r!f M/870 /26 VT RC Gloss (With Fine Line Engraving) 

/28 VT RC Satin (With Fine Line Engraving) 
thelic 300 Win Mag 
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7514 M/700 ADL Synthetic 223 Renington 
7518 M/700 ADL Synt11elic Yout11 243 Win 
7523 M/700 ADL Synthetic Youth 308 Win 
5845 M/700 MTN DM 260 Remington 
7489 M/700 VLS 22-250 Remington (New Stock) 
7491 M/700 VLS 223 Remington (New Stock) 
7493 M/700 VLS 6mm Remington (New Stock) 
7495 M/700 VLS 243 Win (New Stock) 
7497 M/700 VLS 7mm-08 Remington (New 
7499 M/700 VLS 308 Win (New Stock) 
7487 M/700 VLS 260 Remington (New 
7549 M/700 VS LH 223 Remington 
7548 M/700 VS LH 22-50 Remington 
7551 M/700 VS LH 308 Win 

6209 
5383 XP-100R 22-250 Remington 
5385 XP-100R 223 Remington 
5387 XP-100R 260 Remington 
5389 XP- t OOR 35 Remington 
6293 M/700 LSS LH 270 Win 
6295 M/700 LSS LH 30-06 
6297 
6299 
5876 M/700 Classic 8rn 
4785 
7574 
9793 M/7400 Synthetic 

9794 f,,1f!4~~13xnth .. 
9795 M/7 400 Synt~i>\ic 
9796 M/7 400 S rrtliiftic 30-06 Y ... ·.·.·.·.· 
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7118 M/700 Gust Mtn KS SS 7mm STW 
TBD 40XB Thumb Hole Stock Single Shol 22-250 Remington 
TBD 40XB Thumb Hole Stock Single Shot 260 Remington 
TBD 40XB Thumb Hole Stock Single Shot 7.62 NATO 
TBD 40XB Thumb Hole Stock Repeater 22-250 Remingtil@(::/;;,., 
TBD 40XB Thumb Hole Stock Repeater 260 Remingj@ 
TBD 40XB Thumb Hole Stock Repeater 7.62 NATQ;•(t' 
TBD Rolling Block - Sporter 30-30 Win 
TBD Rolling Block - Sporter 444 Mar 
TBD Rolling Block - Sporter 45-70 Gov't 
6552 M/597 Custom Target 

6554 M/597 Magnum Cust Target 

1997 SKU's Discontinued In 1998 

4811 SP-10Camo23" 
9660 M/1187 SPS-T Camo 
9605 M/1100 20126 Skeet 
5313 
5403 M/1100 20128 VR RC 
9597 M/1100 20128 VT RC 
5372 M/1100 20121 VT RC Youth 

5094 M870 SPS-T Camo ... ·····•·•·•·•·•····•··. 
507 4 M/870 Wing 20/26 VT ~~P!MW \ > 
5068 Mi87iiwing2oi28i/t1RCS~ii~'''''' 
5767 M/700 AOL 243 ~-------------------i 

5847 

4695 
9792 
7568 
4830 
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.. :::-:-.·.· . 

.· :::ii!~:::~::r • Pricing Overview 

Remington has regularly raised prices • ~i\ j~ •flrnanns with an eye towards 
profitability. Tiie business unit flas not 11f!if.~fiuiilii p~f#.¢. #g.wn with our resellers 
during periods of market softness wllicll 11tM_i1elped buit(iaposition of strength for 
Remington brand firearms. Several of i\i.~ ~Qiµpetitors, principally Browning and 
USRAC, have cut prices in 1997 to move bloilfo!I4~Y#l:lJ;Qfjes of slow moving product. 
Most of hese efforts have been direct~4 lRJMW:4@~~~\'!i!'i;fre rifles equipped with the 
B.O.S.S. system. 

····:·:::·:::-::>>>>>:::: >.'. 

With intense pressme on earilMs, t/1~ ;/i(iflfiftie of the last se1•eral years has 
been to llUL'<imize tile profit poti/fj.~iil ofipemi11gton firearms without overpricing 
them. Value maintenance with the.~liC:l usSifas bell!\. our focus. 

/:tttt:>::··:: ./tt::· <<<r ................... . .... 

Historical p1icing ofRemingt~;nw~~,~~~h1ajor product catego1y follows: 

Pricing Model 
Gross Sales)24 

1994 1995 1996 1997 

Shotguns 2.92% 79°10 l.63~1o .68g·'O 

Rimfire Rifles 4.49% l .96~/0 2.97% N/C 

Centerfire Rifles 1.72°/o 2.46~10 3.49°1~ 1.84% 

Extra Barrels 2.90% 3.28°/Q 3.71~10 N/C 

Ave1·age 2,56 1.Yn l,55U/o 2,58U/o 1,37°/o 

is b<Jsed on sales 1nix and revenue b) n1ajor product category. 
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• Pricing Proposals - 1998 

Shotgun Highlights: 

TI1e most acute issue in this category is p~);:~: ~~~~~ ~J!!fxpress Price has 
been held on 870 Express for three consecutive y~ws due to cmn\%\itive pressures from 
Mossberg and weakened market demand for ecq!)§inxl'iristd shotguns. 

For 1998, Remin1o>ton will be seeking~~~:ver:::~~~~ihcrease of just over 4% 
for the category. This move will add apPr~t~ly ten dollars per unit and nearly 
$2.5MM in revenue to the bottom line next yea?'''•''''''''''''., ...... 

Peerless 
SPIO 
11-87 
11-96 
1100 

Shotgun ell~~;~~~~~~ ( 

870 ~· )4§r~·•••·•••·•·•·•·•·•·• > 870 t'C + 2.5% 
+4.1% 870 

Rimfire Rifle Highlights: 

Pricing will b()Ji~;:~:~l~~l!u!Jdels due to late availability of finished product 
which has been sig11!fi;hntl)(~hind J;fah. Ilion produced rimfire will also remain 
unchanged exceptfgf~ saj~jfincrease of2.3% on 541 bolt actions. 

< .......... Ritnfire Pricing Forecast: 

v. Remington 

NIC 
N/C 
N/C 
N/C 
N/C 

+ 2.3 ~10 
N/C 
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Centerfire Rifle Highlights: 

Pricing of Remington's centerfire rifle line is when compared 

to our major competition. We no longer offer a i¢X~·~~~1gj;1~~'.~:~::1~~~ proposition 
over several major competitors such as USRAC R and Ruger have 
also strengthened their positions in this cost production 
competencies and quality improvements promoted in recent line 
extensions. 

Remington pricing of bolt action proqij~,fqr)998 will increase by two dollars per 
gun in all wood stocked models except for yo&ff ~Jij~jµgJor all bolt action stainless and 
specialty long range products will be helq, Jimi!b(;pm~lijg will be held for 7400 and 
7600 repeating rifles. Our product str!if~gyj/iltifadlMgory includes introducing lower 
priced line extensions with Spattan feafuM~@\t~~l.Pre sales volume and protect future 
profitability. } / . f 

Cente~~l~i~~~~ci~-Forecast 
M700 N/C 
M700 Stainless N/C 

_::::::::::::.·-.-. 

N/C 
NIC 
N/C 
N/C 

·····•·•·•• qt•.~.roducts Forecast 

.-i:::::H:\::::>.- .- . ................... 

• Pricing Y999andBeyond 

+2.8% 
+ 3.1% 

N/C 

Rais;j ~~~~~)~~;;; ~: very ditficult in the future. It is anticipated that 
Wal*Mart, andtd~)~!t~!lr extent Kmart, will be most resistant to price increases. At 
present, m~$~ q1st8iii~ts are seeking price reductions on 111at1y core items. 
Aggr~~~!V628ii#J~!l~jon will also limit our flexibility in the pricing arena. 
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:.':·,·,·,·,·,· 

It is recommended that we focus 011 profitab1l1l:~1~1~lkate market 
share. Lower production volumes will help streni,>then ;ri~tS;l:)\ ~and and longer 
tenn, have a positive impact on price and gross margins. Lodkffjg (lhead, it is clear 
tltat cost cutting alone is not the complete <tif{f#l!Jfolll susta(ifed profitability. 
Product and production innovations are absq;!{tteljifi#Jlitt'!t!Ye for firearms to 
maintain respectable gross margins in the futt,!t#: ............. w. 

As shown below, fireanns pricing .· 
increases in the ConsU111er Price Index for · 

Shotguns 
Rimfire Rifles 
Centerfire Rifles 
Extra Barrels 

v. Remington 

!Jt~ ... under future estimated 

2, 90,1~ 

2.0% 
2.2% 
2.9~'0 
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The loss of nearly 180,000 federaljirear::;JtPlfitfJiPld;;~. during the last 
four years has had a drastic impact 011 Ji}jini11gto11 1i fi/!Jfrib11tio11 network. 
Basement bandits and small retailers who no J~ij.gfims\!n afford the increased cost of 
the license fee nor can meet the additional r¢qjlfreh1tmt~ ~t;iblished by the ATF are 
the major reasons for this reduction. In 'ii ~iutsheli, jfifif$Jl1me11t has been very 
effective in reducing the number of sqlft#XI§ where a law abiding citizen can 
purchase a firearm. This phenomenon h~g~~Tu!~i;9ptributed to a general decline 
in all fireanns sales over the last 24 months, .. ··································· 

Subject to Protective 

Remington services the markf}tlf#t/!t/i{izing three distinct channels of 
distribution. Direct sales are mad<jJ\i) whofosalijf*fj;ndependent dealers and chains. 
Remington wholesaler business ~ be~jtquit() H~althy and in fact, has shown 
significant growth during the lastfb(1r y¢l#s. Cl)~in business has been up and down 
particularly at K-mart and Wa\!ij~~t;.lj~Zvev~~; the "Big Boxes .. such as Sports 
Authority, Jumbo Sports, Gartt Brb'ih~'ji@l~li!S®rt-Mart are becoming more popular 
destinations to purchase spqi;!iP!L:i!f P~( ~fi~ ammunition. On the other hand, 
independent dealers have J:i¢!iff ... · in munhers due largely to the FFL issue 
discussed above and incre~$l!ig compe . . pressures. As a result, their percentage 
of the market is declin@:i. ;[)1is tren@js also apparent in Remington's fireann 
business where full lin~ deaM\\sij~y~q~~Hned by 75% over the last four years. It is 
anticipated that Re1Jff!!11lP.1J 's 1liiii/~'f) direct b11si11ess will continue to tre11d 
downward i11 the f11t11rlii'ti'it.'iki!~ttfacl1 a poillt where this channel of distribution 
will 110 longer be atft.'i{i:tive t?kiJ'iiiJii(; service 011 a direct basis. 

::.:::.:::-::: <->->.·· ··::·: 

Tracking J:i~~i;e ~~~lbnal Association of Sporting Goods Dealers of fireann 
sales by outlet typ6\,\~h6~foeen in the charts below for rifles and shott,'uns. 
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Distribution Channels -
1995 Vs. 1996 

(Percent of 

26.3 27.3 

Merchants 

v. Remington 

24.1 

111995 

lll1996 
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Remington's Distribution network poses both pg~j~j~~~~~~jj~~~f;ves for the 
company. A competitive advantage is realized from servilt@!TI11ri§different channels 
of distribution because of the greater market !Jc£eess whl~4 i~ obtained from 
employment of this strategy. On tbe downside, chill.J!!~!qppflict!S~reated in pricing 
which in tum creates instability within the entn:~ J:he d!~~tm!!l:il!£.11etwork. Several 
examples of classic channel conflict are: 

.::::::::::::::::::!:J:::\\::::· .. ·. 
• Wholesalers selling NBS, Sports Ind iibd il:pi@ilit¢1:Ldealers at pricing levels 

below that of our direct sales progrdfufuing fortli&~~thannels 
.)}}:>:::::-.. -. 
"""""""'" 

• Mass merchant business being ell.i2ffal*~4 J?;v .. wholesalers with price and 
service being the core consider~ti9!W~ .? 

Major competition does not e;~~jg~ ~i~triJ?ution as broad as Remington's. 
This tends to create alliances in s0tn¢ marketiiit\&lbar entry to others. It is clear 
that distribution strategy has a pfj)jo11m//yjfect11fl trade perceptions and channel 
profitability. Remington's ifl{ifti-clJ/f£ffnel /f/J$tribution is characterized by 
differentiated distribution coniffMfiMr: f/'ii1ins(~'jich other for the same consumer 
dollars. As a result, mare,>ins are Hit~illlpW~sed and profitability on Remington 
fireanns is below that of comp~#tw~moMls •. > 

Subject to Protective 

.-:::::::::::::::::::-:::·::::::::::::::::::::::::::::::: 

There are several r1;·~~S~s wh; ~ijngton has been the focus of this conflict 

They are• >···· ) f 

• ~;0~:~rtq:!~1-;i~~::~~~!0e~:ton brand makes the line extremely 

• Demandf~~~erol~b>t:~:~;;:nns commands volume which cannot be easily 
replace.~··~¥semp~tition. 

• The ~~~191\:.s~J~ ~iii( ~lii!aler trade channels rely on Remington's fireanns 
datit1g as ~!n~Jwpnancial resomce for their businesses. 
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Remington's historical sales by distribution 
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II Wholesalers IJOther 
····:::·:::·:::·:::·:::·:::·:::·:::·:::·:·: 

.-<~Ii:I:i!:::::::i::i!::i!:II}>:::: . ····:;:::::::t·· 

Remington will CO(i~/t;1e to ;;Ji'ft.~fts distribution network in tile future by 
focusing 011 sales progrq;f#~;ypficing aljl]f/products which can be tailored to better 
meet the needs oftlte busi1fifs#ff~'dfl!ft~i1stomers. Our ultimate goal is to reduce 
channel conflict and iff!.PtBY~ pro]l't4~f{!(v. 
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. .. ...... .. ... .. ...... . 

During tl1e last several years the ma.ion!~ ~~ B,~µ~;~ton' s marketing 
communication dollars have been spent on brm14li'dve1tising:'W\\lle effective efforts 
like NASCAR have been employed, the jireariiJ'i?ltffJi!less ltas lacked core product 
advertising whiclt promotes awareness a!1d in6'h\f{i(~ !:~W{illmers to buy. New 
products introduced V\~thin the last 24 mclhfus are ~rn ~~tlering from a lack of 
investment grade advertising. As a resul!! i~whrlrrough at retail for tl1ese products 
have been less than robust. A prime exmnpfodf!)i@k~Remington's new Model 597 
rimfire rifle. New products which coulcj3JJ~9J~)jjj)t~~His trap are the Model 700 
Muzzleloader and Model I 1-96 Euro Tu!i:\1)~'.~lgHF 

· ····:::::::::::rrrr:\>:::: :. ... 
For 1998, Remington fllll!it'invest iii fiilfmre benefit advertising wlticlt 

provides the consumer a compelling reaii!Jl to pur'<:Jmse our product. A review of 
core items indicates ilia! this effqrt!S n~¢\l~<l foi;ffi'e 11-87, 870 Wingmaster, Model 
700 bolt action rifle, and 7400/1~~~ ~~~~foingf!~es. In addition, major advertising 
campaigns are required to launch i!i\\~~?Nm!'\#i rifle family, introduce the new 870 
Express 3 '.!," Super Magnun111rn:k!h1tn~W Mi-$ cost synthetic versions of the model 
7 400 a11d 7 600 repeating ritle$F 

Subject to Protective 

.. t:::::::r· ··:::::::::::::::} 
Remington has uti!~m~\late pr~btions on tl1e model 870 Express for the 

past three years. In I 997, Kffi6~¢f7QQJ:\8lt action rebate was tied to the purchase of 
Remington branded c~~~el'.firn a1;;;\\(li\jtj¢n for the first time. The measured success 
of these rebates have peefrri\~th1hi!Lat best. While they provide an excellent selling 
proposition to the tefiide, the actfoifN~demption rates have been disappointing. For 
1998, Remington {r}ll a.k'fi#don rebates 011 both sltotguns and centerjire rifles. 
Our resources Wlflke f~#[:lu11meled toward producing higlter grade ad11ertisi11g 
und initiutillg in:H'fi.f~#!Wrsl1andising for key categories. 

Our rn'~~l~* ;;:~;;~~li~ation focus for 1998 should be targeted on the 
following areas for fir~g~p 

::::::::::::::::::::::::?????::::::::::::::::::::::::::::::::::::" 

• C\~~fiifl'C~tlire benefit campaigns for the key categories mentioned above 
whi.ch de'\i~lRP ilie position of perfonna11ce a11d value for Remington's 

·•·••••·•••••• A!~!lfffi%pr6dtfois. •ii' ' Devel&p@hew advertising campaigns that succ-essfully introduce new 

·•••·•••·••••• products\!~at were neglected in 1997 a11d are platllled for 1998 
·.• tt.!ntrodus\jijjl. 
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• Abandon costly rebate programs and useful 
merchandising tools which can assist selling "~mfi!M rifl 

• Carefully review available resources andJi.e in the of fireanns and 
aimnunition wherever possible in all com!iil;~l!ialion 

• Develop a new corporate tag-line whi¢h c~~dt~~ ~ pp~jtion for Remington 
in the consumer's mind. For e~\i\ple, "b~-e~f'bihns deserve b'feat 
ammunition, we make both". 

• Review all sponsorships of magaziij~$weep~(~k~$,~pd promotions et el and 
detetmine the true value to the bu~J\%ss via po~t ~tid'lts. 

• Tie in a1111nunition products withft1'¢1ITTr1s products in specific adve1tising 
campaigns for the 700 Muzzelo~d@F!Jffii:tfue nevv family of 597 rimfire 
rifles. 

Finally, Remington must impr~~~ji~Piiiir~m:e on the Internet. Our ctment 
web site is very limited in scope .#~ it only ]3fo\!ili!¥s infonnation on the Shooting 
School, Powder Metal Paits aq\,1 NA$GAR . .A new Remington web site is 
desperately need so that inf ·.·.·.·.·.·.· 1H ph O\W foore products cai1 be obtained 

electronically via the Internet. ·.·.·. if# ()f inf'.zjfmation sharing is viewed as more 
importallt than publishing our anilifGt~~t4JijJjt The l11ter11et is without question, 
the major source of informq/f(i#/fitfl,'if.IJ.Utiliiiid working professionals . 

.. :::.:::.:::.:::.::::·::::.:::.:::.:::.:::.:::.:::.::: 

Remington's new ~·~~~1te sho::ia~~!wtain the following information: 
t}i:!:i:!:i:!::::\::::::::::-.:- ., /!!!i!!!iJ 

• Catalog infot'\nation oo!\)!~i¢$roducts (features, benefits, and specs.) 
• A complete 1i$i~i\g9ffir~~H\fpaits with schematics including direct order 

capability Yi!\ c;6\'!H(i~t4!Pmchase. 
• A compl;;;f~)ist qf certtl'Ma warranty firearm repair centers, accessible by 

geograp!#¢!il ar~#1cluding address, phone and point of contact. 
• A stat~~h\.!f Remington repair procedure (the steps to follow when 

serviqe isl~~~~gq:Qp Remington fireann). 
• A cq\~p)~!~ ljstirib\'Btt:temint,>ton direct dealers by state or geOb'faphic area 

includiiigM~j~~j1'j).\jrnct retailers serviced by our wholesalers. 
• Pl;i.c1i~JqhMHii!1.l.'l·Shoot (gun club listings, ai1d a listing of public hunting 

"1.f¢~$~\)Kd!dt~by state basis). 
• Q{ib§t!~!i~ lm4 answers. The posting of the most frequently asked 100 

£@4~ermined by Consumer Services should be ttp on our web 
incoming calls to Corporate Headquarters. 
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• Eventually, monitoring of the web site Jil : l~l·~~lCe end-user 
interface could be blended into the function of cd!i~~oo~F\nformation in an 
effort to improve Remington's customer ~tfvice ) 

Remington is well behind our 
professional Internet presence. Currently, 
and Winchester all have comprehensive 
information discussed above. This 
competitive advantage. Remington 
new web site. 

Subject to Protective v. Remington 

........... . ....... 

~jljij({(t~!! i~ developing a 
Befell~; Ruger, Mossberg 

that provide much of the 

t;~li!t(~~;·~:,: is viewed as a 
n the construction of a 
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