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1996 was a very challenging year for Rem business.  After
enjoving more than five consecutive years of pra; owthiin unit sales and
dollar volume, the company experienced a 1 G '
This softness was primanly the result of,

d by the Marts.
ase turns, along with their
decline in dollar shipments
ficated on a bank budget

Combined, the Marts
rearm shipments from the

shipments.
accounted for a 327.5 million dollar reduction:;
previous year. Business with our other channel
from 1993,

Overall, the 19% reduction
sales for the company in 1996,
down 28% resulting in a 25%

iced a 7% reduction in units and a
for bolt action sales, repeating rifle

1% reduction in dollars. Despitc ™
! n dollars which ruined category

sales were off by 45% in um

ber, followed by a 30 day plant shutdown in

Tlion’s manufacturing el
decisinns had a positive impact on year end

December.  Although to
inventories, allowi
similar to 1994,

1992 1993 1994 1993 1996 1997
Actual Axtual Aclual Artual Aelual Hudgsl

Thnir Sales 307, 4900 SR1.0 633.0 a61.5 612 A58 A30.0
Saley Dollars (MM 130.3 153.3 1633 1762 202.6 1788 L8l.Y
Giross Marpin (MM) 251 RAESS 44.8 33.% ag7 521 373
12.3 332 274 303 339 W32 E2

(4.5) 3 &1 14.0 284 (1.3 19.7

164.2 1118 T3 9R2 #2.1 9210 1153
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1.he~ average age of the hummg popL.lla.tlon, less
or more decrease in FIL holders over the last
m International markets. Despite these chal
growth at the expense af campetition by

years, and*#icreasing restrictions
emingmn can achieve sl:are

performance 18 on track to
net sales dollars. Gross

After having completed the second quarm
meet the budget requirements in terms
profit, however, is expected to be bel “This 1s due to an unfavorable mix,
caused by fewer sales of centerfire : Bemadelli bankruptcy, unexpected
quality cost and increased manufagtii fitable to Mayfield startup cost
and Ilien 1dle mills charges.

1997°s booked orders
rebounding nicely from a disappoint
a major concern, with year- ;
last year. We do, howev
recelved from the Marts
high gross profit per Lmi
catalog otferings which

exceeded budget expectations,
ftness in centerfire rifle orders is

ders are placed by resellers. Due to the
es, focus is being given to special non

Muzzleloader has
1997 orders for
introduction, mak
class of nifle. i

otguns and rifles are gaining shelf space with the mass
ge and Mossberg are the principal competitors which have put
L. and 870 Express businesses. It is clear that our aet
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Pricing and programming revisions will be ri ep distributive

d gross margin,

- term profitable
s on cost cutting,
and mnovatwe new products supported hy st mg. marketing programs, This is
oyr blueprint for the future.
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¥eompetition, but we
ccomplish these objectives, the
' strategies.

only on satisfving customer needs better and
must strive to exceed customers’ expectation

o Strive for delivered cost leadership..

o Deliver quality products that repre value.

products.

¢  Agoressively pursue and
markets.

 opportunistic basis.

rearms technology, both product and

Contmuous
results of succes
by:

tegrated marketing communications to exploit synergy’s
firearms and ammunition in a way that provides competitive

Page &
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Investing in new manufacturing equipment wih 1 Tower cost and

improve quality,

Exploring alternative sourcing of rg
the global marketplace.

d.sub assemblies in

markers with innovative new products th,

Our 1998 business objectives by

Shotguns
Rimfire

[lion

Maxfield
Centerfire
Black Powder
Custom Guns
Extra Barrcls

Total Firearms

gories are as follows:

Gross Margin

Var, vs
1997 %
20.9% 3.0%
329 0.4
35.0 1.0
432 (1.5)
41.8 4.0
9.3 (8.2)
36.2% (0.4)%

Subject to Protective Of
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Estimates indicate that 1996°s domestic shotg
approximately 1,300,000 wts in annual sales volu
$332,000,000. A year earlier, the National Sportig
reported that the retaill market totaled 1,445,000
$362,000,000."

urchases valued at

SAMMI’s reporting of 1996 factory
include several major U.S. manufacturers and al¥iug , showed an industry decline
of 23% in units and 21% in dollars from the preyvious Remington’s performance
was slightly worse, down 28% in units Hidollars. This downturn, primarily
due to declining demand of the compa xpensive Express shotguns, was a
result of tighter inventory managemey:

thents of shotguns, which does not

The domestic shotgun mag
1996 volume estimates by produ

jark Benelux - 1997, P.P.1 Rescarch - 1995, BATF Production 14995 and NSGA Relail
1d 1996,
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Subject to Protective

shooting end uses

choive, co

1996 Shotgun Market Shar
By Action Type

Over & Under  Other
6%

Autoloading
16%
ump Action
FEEENRES NI B AR HE M N RNE U A 5894,
Single Shot REERNUTHRAREHRY US
18%

ms v. Remington
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Shoteun Brand Share’ (% of {

Remington

Mossberg

Other [
USRAG E

Browning
New England
0% 5%

10% 20% 25% 30% 35%

In addition, shotgun dis ade tfiannel as reported by the NSGA in

units and dollars are: *

1996 Shotgg

Sporting Goods Stores

L i, 39.80
Specialty Sport § Fia »
19'5‘%) LIRR

R EAEEREARIARAEIREE
vl EEREEREERER

A Sy
¥ ,s_enumaéﬁmu;wm‘guﬁllllllllll
EL] .

Mass Merchants
27.3%

g in units sales from "93 to *96 are significant. They
are:
¢ in sales by Sporting Goods Stores.

¢ase in sales by Specialty Sport Shops.
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o A small 1% increase in Mass Merchants sales.

» A decline of nearly 11% in other dists
result of FFL reductions.

1996 Shotgun Distributi % in Dollars)

Gther 10.5%

IRARRERI SR ERA LA LRV
FEMSBIEREAC AN S
RS

o [ssentiall
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AUTOLOADING SHOT(

B Market Share Overview

The demestic autoloading shotgun is estimated to be 215M units

annually with retail sales value of $95-105MA

Sales volumes and market share he domestic market as

follows:

Brand
Remington
Browning

Beretta

31%

Browning
24%

Page 12
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g Shotguns will
introductions will

Remington's short term market share objective’
be to hold share in all product categories. Longer term, new:
grow share and increase profitability.

Market Share Go

1997 1998
31% 31%

Lightweight 1100 and SP10 Mag
accounting for $27.4MM in reven
decrease in revenue from 1995

follows:
1996 1997 1997
Actual Rev. 1F P.O.
Unit Sales (M) 3 66.3 57,1 63.2
Sales Dollars (SMM) 3 274 239 255
Standard Margin (SMM 125 9.0 94
Standard Margin % Sal 457 374 36,7
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B Competitive Analvsis

ast few years as
if turkey hunting
Jarge bore product
18 for performance

The market for autoloading shotguns has &
a result of new products utilizing new technolo
and increased use of heavy steel shot loads has di

“Mc,nt rumors within the trade
@tgun USRAC (Winchester)

Browning, Beretia, Jlfas.sberg and Bem’a
mdicate that Ruger is developing a new autol
discontinued the M/1400 a few years ago,.an

Browning and Benelli have introduced
ing Remington’s market position. The
 that is offered in 10, 12 and 20 gauges.
ion 2% and 37 shells interchangeably.

During the last five
new autoloading design
Browning Gold is o gas

The Gold I":[untef €
programs and ¢i

ge) sells for $49 more than the Ml 1-87 after sales
new Gold 3447 sells for $167 more than the M11-87.

itoloading shotgun is the AL390. Offered in both 12
D0 handles 2% and 3" shells interchangeably and utilizes
The AL390 features a magazine cutoff with Beretta’s stock
m and is about a half pound lighter than the M/11-87. The
approximately $100 more than the M/11-87 after sales

Beretta’
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Seater with the
The Super Black
lls to 2% target
& carrier system,
receiver. The Super
11-87. Wiihithe versatility of 12
ynands a dealer price that is

Benelli has positioned itself as the industry’s pe
introduction of the Montefeltro Super 90 aid Super Black
Eagle is an inertia operated 12 gauge that handles 3V
loads. Features include a magazine cutoff that is 4
an adjustable drop shin system for the stock, ang
Black Eagle weighs a half a pound less than a
gauge 3%7 capability, the Super Black Eagl
approximately $400 higher than the M/11-87,

Also inertia operated, Benelli’s Mo
and 20 gauge versions which function 27
stock fit adjustment system as well as Beuell stern design that acts like a
magazine cutoff. The 12 gauge gun: : iitds of a pound less than the
M/11-87. The Super 90 sells for $190 ¢ M/11-87 to the dealer,

fefeltro Super 90 is offered in hoth 12
Ydagds. The Super 90 features a

Remington’s quandary in this
outdated. The basic design o

30 years old. In addition to being
cessive number of parts relative to

md M/11-87 are both 12 gauge only
ils interchangeably. The M/11-96 is
1§ acting as a stop gap, maintaimng share

wiket. The lack of a “shoot everything” 20
oncompetitive in the 20 gauge caregory.

have been ab
the introducti
M/AT00

s¥eroding value of the product.
n, unique in design, is Remington’s entry in the heavy
gh plagued with function and quality issues early after

quality improvements, the SP-10 now competes favorably with
comphtion.
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M Product Strategy - 1998

M/11-96 Euro Lishtwei

balance. While offering the upland hunter a 12
the M/11-96 has the potential to bridge the
new shotgun can be developed. Althoughy
shipments are not expected to begin unti, /
changes are planned for this model in 199§
Lightweight will be on producing a qual

manner and servicing the market with the.creers

s a result, no product
in 1998 for the M/11-96 Euro
et ina timely and reliable

A refurn to niche marketin
ingreased popularity of turkey |
offered. The current M/11-87 5
sights and a straight rifled chok
exclusive National Wild Tur

be upgraded by adding fiber optic
ion, this product will be part of an
anniversary series offering.

Deer hunting with
ammunition and belt ac

vear. Below
planned for 19!

Eibgibuilt on the L'T-20 frame and configured similarly to the
1t will feature a 28 barrel.

e Sporting 20, a M/1100 Synthetic Youth turkey gun will be
Selected to be part of the NWTE 25™ Anniversary Series, this

Page 16
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PS-T Camo
W product offers a
a smaller, more

gun will be chambered for 37 shells and set-up similar i
with fiber optic sights and a special turkey choke tube, F
small frame hunter all the same features of the 12 gauge M/11
manageable package.

Third, the non-cataleg scope combinar
continued inte 1998 as a non-catalog offering
CL, plus a scope and ring package, this con
opportunity to provide enhanced value and

package red tn 1997 will be
g the M/1100 Synthetic FR
1 s the dealer a turn key

ln addition to the above listed new ™ prg
embellishment will be added to the receivers of
Special Field series will remain non-eng A

0 field guns. However the

As noted earlier, the perfi
years, For 1998, the SP-10
Anniversary Edition. With the e g
markmg t]us gun will basicaliasdb AAhe ¢

ilaced with a spe(*lal NWTFE 2‘””’
ed fiber optic sights and the NWTF

i uccd Cost Of Manufacture (Tmproved Margin Opportunity)

Page 17
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Both 12 and 20 gauge offerings are to be inclutle,
are all to feature “shoot everything” capability. Thr
planned are:

this gun will feature walnut
olished biue metal finish. The

trame should be cons1ste
Enforcement purposes,
function 2347 - 37 shell
. Ht on a smaller frame than the 12
oot everything” from 2% target

While providing a
Wood needs to be.
Wood needs to b

erated system that 15 as reliable as inertia/recoll.
tction (shoot like a gas autoloader)

Page 18
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Magazine cutoff
Quick detachable choke tube system
Adjustable sighting system option
Adjustable stock options (L.OP and drop
Choke tube and wrench storage :
—  Multiple barrel lengths and con:
— Deer Barrels - 227
- Turkey Barrel - 217
-~ Vent Rib Field Barrels - 2

¢ & & »

2 'i”“ ofit margin. Pricing and

elling 1" Year Volume

Maodel 3
Price

$327 20,000 Units
$369 25,000 Units
$369 10,000 Units

12 Gauge Synthetic 234 - 3'2" Capa
12 Gauge Wood 2% - 37 Capable
20 Gauge Wood 2347 - 3” Capably

g Blow moving SKU’s will be trimmed from the

geted at niche markets will be pursued on an
eiver embellishment artwork will also be entertained for
duct.

1999 to keep focii

el 11-96 Furo Lishtweisht

The Mo will continue fo be offered in limited SKU’s even as the
5. I[t*has the potential to fill a niche market for lightweight, Tow
ns not adequately addressed by the NAS,

Page 19
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Model 1100

The Model 1100 line will be managed in the same mani
87, maximize earnings while protecting sales vl
and 20 gauge products enter the hunting marky
SKU’s will be discontinued. Target grade gun
the M1100/11-87 product lines with refineme;
shooters. Since the NAS will only be off

S the Model 11~

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

payload market for the next few
e SP-10 demand is expected to

Page 20
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BREAKACTION SHOTGUNS |

B Market Share Overview

Over and Unders:

The domestic Over and Under shotg&m-mar ket “isigsfimated to be 75M units
annually with a retail sales value of $60MMé¥olune breakdown by manufacturer is as

follows:

Brand

Browning

Beretta

Browning
38%

mues to be the leader in the domestic O/U market. However,
retta has increased their share of the market by about 8%
ars. This is significant, since the Over and Under markel is
racted between 7 and 9% during this same four year period.

s of Gurtmark Benelus - 1997, PP Rescarch - 1905, BA T Produstion - 1995,

Page 21
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The future of the O/U market looks promisi
popularity of inanimate shooting and increased global re
autoloading shotguns, QOur sirategy for this seg
manufactured replacement for the Peerless whic
and profitable.,

the increasing
s on pump and
“develop a U.S.

cost, igher quality

Over And Linder
Market Sham:"(}oals

1997 1998
3% 4%

199%:

M

Single Barrel Break Actions:

This is a polarized markeg
high priced. The low priced p
priced products are used almos

ither being very low priced or very
ly used for hunting while the high

Page 22
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Single Barrel Break Action:
Market Share (% of Units)’

RREFEARAZTARATERUREBHRNISARRAEARARENTER
NEEHE 2SRRI PN IR ER YA R R P
AL EII R ER T EE TR FR TR

H & R dominates this cate
hunting products.  With very
participation i this market is af
depleted the product will be discontini

in an of unit sales with its economy priced
/ saley of 90-T Trap Guns, Remington’s
' -eX3 When the 90-T inventory is

ist for Remington to participate in the
ket. Our strategy will be fo develop a
cost, high margin products poesitioned

An opportunity, ho
economy priced hunting s
Jamily of single shoi sho
under the Remingion brand.

arrel Break Action
Mitiket Share Goals

1998 1999 2000
0% 30% 35%

Gunmatk Henelus -1997, PP Rescareh - 1993, BATI Produetion - 19935,
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B Remington Segment Performance

 hegtive for the lion
opéntensive. Quality

Browning in the Iast severa] years.
promoted which vields no profit from thes
required to completely clear inventory.

Category Performance is disma

1997 1997
Rev. 1F P.0.

Unit Sales 273 1365 1516
Sales Dollars ($MM) 2.4 1.4 1.5
Standard Margin ($MM (0.1) (0.3) (0.5)

Standard Margin % § (5.5) (23.7) (30.8)

pal competitors in the O/U market are Browning,
C has withdrawn from this market. As noted earlier,
der 1n the domestic O/U market. However, market

Beretta and Rugé
Browning is th

ars and this trend is expected to continue with the
anufacturing and assembly fucility.

in the O/U market is the Citori which is_offered in four

Bmw ¢ has develgped an excellent reputahon of quality, durabihty and value Wlth

Page 24

Subject to Protective liEims v. Rernington

MAEQ000065¢€



the*Peerless and
heir Model 425
d sells for $241

this line of O/Us, The Citori Hunting competes most ol
is priced $188 higher (after sales programs and disco
Sporting Clays competes with Remington’s Model, 396 Spo
less (after sales programs and discounts).

The Beretta product line is comprised of the $636 and: 687 series. These
guns are basically the same with the $687 sep

engraving. The 5686 Silver Essential

features. The S686 Onyx features cosii
available mn both 12 and 20 gauge. The Essénti
and the Onyx is priced $207 higher than the
discounts).

wupgrades trom the Essential and is
‘priced $66 less than the Peerless

Red Label family of O/U’s. The
w8y is offered in 12, 20 and 28 pauges.
han the Peerless (after sales programs and
s does not offer the same features as the
irectly with the Peerless, selling for only
$62 more (after sales progr ' ts).

The Standard Red Label s
discounts). The Red Lab

Remington ¢
the Target Grade X ]
ts;well. The Achilles heel of the Peerless is that it is not
very attractive. Iy, the Peerless is not competitive with the Citori or the
8686, As a reg
rencwed interg

Subject to Protective O lams v. Remington
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Single Barrel Break Action Shotguns:

The largest segment of the single barrel b
economy priced hunting products. Estimales i
comprised of 20 gauge and 410 bore gu
dominates this segment with the Topper ang
currently participate in this market.

Yoth models are chambered
for the 410 bore through 12 gaug he 1o vauge. The Pardner is also
offered in 10 gauge. These guns feaf rmal hammer design with automatic
shell gjection. Positioned as the highigr-en the Topper ling op‘uon‘; include
nickel plated frames, walnut or lamirated:
porting. The basic Pardner fea
options, Special use products s
guns are offered in both lines.

$74 for the Topper (after sales,

ces start at $68 Jor the Pardner and
scounts).

The high-end segmint of the stngle barrel break action shotgun market is
dominated by Browning, :
configurations and a host of'é
the base price of Re
incentives, the 90-1

ase price of the BT-100 is $900 less than
S8 a result, without significant promotional
«competitive in the marker,

B Product Stratesy - 1998

Over and Under:

Subject to Protective Ol ams v. Remington
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Single Barrel Break Action Shotguns:
90-T

The 90-T will be discontinued in 1998.

B Product Strategy - 1999 An

Over and Under Shotguns:
Peerless/Modél:

The Peerless and Model 39 d by a new generation O/U

Samily in 1999.

tioriC¥ver & Under Family

A new family of O/U shof
Jamily will be based on the Peerl
improvements. ;

ined for 1999 introduction.  This
jth several mechanical and styling

The driving design. w O/U fumily are:

gram initiatly is to be focused on the 12 gauge
e lo include small bore offerings long term.  All
k and will be non-side plate designs. The 12 gange
99 introduction, followed by the small bore guns in
egories are planned:

products, but sk
versions will have.

ge Field: This gun is to be a field grade O/U with polished blue
60 gloss wood finish. Barrel lengths will be 267, 28" and 30™.
be chambered for 3 shells and come with Rem chokes.
n will be given to a version with 327 chambers. The frame

Page 27
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dimensions
soft solid recoil
han 7’4 lbs. with

and fore-end iron will feature tasteful scrol
will be the same as the Peerless along with the™
pad. The 12 gauge field offering should weigh no 1
28" barrels.

auge Field, except
itioned as an economically
metal finish, no scroll
Hinish and open barrels.
pattern and utilize a vented recoil
and come with Rem Chokes.

o 12 Gauge “Sporter’: This gun, the
with reduced features and finish, w
priced entry level O/U.  Feature
engraving, synthetic or hardwoo
The stock will have a reduced ch
pad. Barrels will be chambered fo
Consideration will be given t
Such as the extensive use ti¢s 1o replace both wood and metal
parts.

" The 20 gauge guns will be offcred
sred for 37 shells. Both the 28 gauge

:Lhese guns are fo be stvled similarly to the

fore-end will feature semi-fancy walnut with
1e and fore-end iron should be a coined finish
Il embellishment, Barrels will be overbored in 287,
%7 chambers, extended forcing cones and sporting clays
.vent 1ib is to be 10mm tappered to 8mm and styled
. The side ribs are to be vented or " open if the

Subject to Protective Ol ams v. Remington
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Subject to Protective

s Improved Top Lever Operation
Brazed Side Ribs

Enhanced Rib Design
Improved Fits

Reduced Cost ($502 Target For
New Receiver Styling
Improved Action Opening an
e Redesigned Stock and Fore

= OIperation
£E0Nomics

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

[, Marketing’s styling and cost

Standard gross profit is targete the new (/U family. Pricing and

volume forecasts are as follows:

Prod Net Selling 1* Year Volume
Model Price
12 Gauge Sporter 709 Fe43 3,000 Units
12 Gauge Field 3959 3772 2,500 Units
20 Gauge Field $1,099 3886 1,200 Units
28 Gauge & 410 Bore Field; $1,269 $1,023 1,000 Linits
12 Gauge Sporting $1,495 $1.465* 700 Units
20 Gauge Sporting $1,635 $1.602% 500 Units

* Custor Shop Program Applies

Sportsman Model 99

wee a line of economy priced single shot break action

will be marketed under the Sportsman brand as the
itioned to compete directly with the H&R/New England
:Model 99 will be offered in 12 gauge, 20 gauge and 410
cost of the Model 99 must be under $40 to allow for
1d acoeptable margins.

Page 29
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The driving criteria for the Model 99 are:

s Reliability

o Competitive Quality

o Valne Position / High Price
»  Low Manufacturing Cost

The above criteria must be met while i
comparable to competitive products. The N

o 12 Gauge Synthetic; This
stock and fore-end and a 2
for 37 shells, the 12 Gauge Bynthet

fic: same as the 12 Gauge Synthetic
I feature a 267" barrel and should

auth version of the 20 gauge will also

vbarrel and LOP that is one inch shorter.

d the same as the 20 gauge gun ,the 410
ed chokes. A youth version of the 410
with the LOP one inch shorter and a 237

Bore Synthei
bare will als
barrel.

ice volume and market share, several additional
del 99 will be required in future years. The following
¥ expansion.

In order
configurations of
will be considered for

¥ Special Purpose Models
ved Offerings

Rifled Deer Guns

- rting Options

Yood Stock Options

Page 30
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The Model 99 is projected o provide 40% gros: and volume

forecasts tor 1999 are as follows:

Model MSE

12 Gauge Synthetic
20 Gauge Synthetic 40,000 Units

410 Bore Synthetic 40,000 Units

The 90-T will be discontinued i ty ‘remaining inventary will be

sold at a significant discount or written off:

Page 31
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B Market Share OQverview

d to be 700-800M units anmually
Remington’s estimate of
is as follows:

The domestic pump action market is es
with net industry sales valued at $130

competitive volume and market share for theigdomestic

Brand

Remington_

n Shotgun
" (% of Units)

Mossberg
38%

Subject to Protective liEims v. Rernington
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market. Qur strategy is fo quickly penetrate this mark 3"
capable version of the 870 Express in 1998. Pricing and
product will be superior 1o the regular 870 Express,

1997
35%

Remington’s pump action busi Express, 870 Wingmaster and
870 Police models. 1996 sales in th 241M units accounting for
$49MM in revenue. 86% of R : es in the pump action category
can be attributed to the econor

Last vear, Express sale
decrease was the result of sgft niarke 1"[1011:, amphﬁgd by mass mcmhants

ng an increase in Express sales volume
v is strengthening business af the Marts
promotions.

19935 1996 1997 1997

Actnal Actual  Rev. IF P.O.
334 241 244 213
684 493 485 42.1
252 16.6 10.9 9.4
36.8 33.6 225 22 4

cing this segment are market prtcmg pressures, cost
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B Competitive Analvsis

Economy Priced Pump Action Shotguns:

The largest segment of the pump action:shot
price product segment. Mossberg, Maverick
competitors. There are also several imported:
non-competitors due to low price and poor il

ef is the economy
USRAC aréRemington’s major
hat are typically viewed as

Model 500 and Model 835. The
10 bore and is available in
y short barrel home defense
ncreased its home defense sales
nes and pistol grip stocks to the

Mossberg las two entries in this ni
Model 500 is offered in 12 gange, 20 ga
several configurations including vent i
guns.  Over the past several years Mg
by offering options such as extend
general public. The basic Model 586
Express after sales programs and

The Mossberg Model 833 s
action shotgun on the markel, T
walnut stock guns to camoufls j
stabilize Mossberg’s markeg:s

Sales of the Model 835 have helped
shasic Model 835 with wood stock sells for

product that is asseni
Maverick product ling,

| this market with the Model 1300 which is offered in
Like the Mossberg 500, the Model 1300 addresses

bhoth 12 gauge a

both the hun
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action. The Hawk HP9 sells for approximately $60 les
at wholesale.

del*870 Express

Remington’s eniry in the economy shoi
Express which is a family of 12 gauge, 2
shotguns. The Express line is mechanically th
line with the difference between the two beig
features matte metal finish and birch or s

| synthetic stock and matte metal finish is
arrels are back-bored and feature choke
tion in the market, sales have slowed. As

also offered as the Sta

12 gauge BPS now
program discounts.

el 870 sets the standard in the pump action shoitgun
d for the Model 870 Wingmaster and SPS line has

eCONOmy price prog offérig similar features at significantly lower prices. The
Wingmaster ling |
12 gauge. B
The SPS
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Law Enforcement Pump Action Shotguns:

The market for law enforcement pump action sh
same trend as the economy price market, the
Remington historically dominated this market, by
in recent years because of intensified compet,
extent USRAC.

s following the
wing on price.

Mossherg has gained acceptancea
Seatures at a lower price with the Mods
respond to market trends. As a result, nias
adequate even though it is not as good as the
perception, the Model 500 has pass

the quality of the Model 500
s To farther reinforced this

; SRAC is not positioned well in this
market and share is small. The M rrently does not present significant

competition in the law enforce

M/870 Express

e / price sensitive. The Model 870 Express line 1s
s such as camouflage and 12 gauge 3% capability.

» i, camoiflaged products fo the current Model 870
Express line, amily 12 gauge 3% 7 Express afferings.

This ma
hampered by th

nnouﬂaged products will be targeted at the turkey hunting market
and will feature caiigie ed stock and fore-end only. They are:

2 Gauge Synthetic Turkey Camo: This gun will be the same as
Express Turkey gun with 217 vent rib barrel, except it will
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Jeature camouflaged synthetic stock >Advantage

camouflage will be used.

e FLxpress 20 Gauge Synthetic Youth Tm*'
will be configured similar to  the it (
Camo with 21" vent rib barrel and standard fit ¢ tube. The stock
on this vouth gun will have a 137 Lk Advantay ge camouﬂag,e will be
used.

v 20 gauge gun

Model 870 Express Super Magnum, clmn
Express Super Magnum will feature a receir,
traditional 12 gauge Express and
except it will incorporate a ventilated
will accept standard Express 12 gaugis:

Fthe Same as the current Express
The 870 Express Supet I\/Iagnmn

gun will feature black matte meral
recoil pad. The 287 barrel will be

e Lxpress Super;
Super Magn

dmouﬂaged with the Advantage pattern.
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family are as follows;

Upper-End Pump Action Shotg

the past few cars,
cantileve

Subject to Protective

Wingmaster and SPN lin
offered fo conservation
purchase 3,500 M/870 Wi
fancy wood.  National
Wingmaster 12/21 with]
NWTF 25" anniversary

The pricing and volume forecasts for the additio

Model

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

As with the M/1187,

hons

Performan

liEims v. Rernington

niche:marketing is planned for the M/870
o special non-catalog products will be
banquet guns. Ducks Unlimited will

ederation will purchase 1,100 M/870
ving and semi-fancy wood. Alse, a special
T Carne will be cataloged for 1998, featuring

m shotgun slug hunting have contmued to grow over
ments in the accuracy of Remington’s fully rifled
reficeded to keep this product category competitive.
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Law Enforcement Pump Action Shotguns:

M/870 Police

Many agencies develop requirements:;
confignrations of shoiguns. Accordingly, th
approached on an opportunistic basis in 1998,
as well as options such as a pistol grip shor
receiver will be considered. There has
CHOKES and a standard back order sp
serics of polished blue M/870 Police will b
will be discontinued as existing inventory i

pecifications  and
went market witll be

pump action shoiguns is expected to
ce and value as a result of competifive
press Super Magnum will remain the
shotgun line well into the next century.
mouflage coating and cantilever option will
i the M/870 Express product area must be on

continue to demonstrate
pressures. The M/B70 4§
cornerstone of Remington

be considered. The:ﬂgaj
reducing cost, A colig

stamf i offering.
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Law Enforcement Pump Action Shotguns:

M/870 Police

e to streamiine the
while matntitining the ability to
special order basis.

The long term plan for the M/870 Polic
line of catalog products to the key standard 51
produce special order versions of these SKU’s
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:_ N 1 % W l‘:ﬁ:::l. ;gl x4 ':"jj:%l -%1 "

The size of the demestic vimfire rifle marke
650M units.  The retail sales value of thi

inirs) of this total,
Mass merchanis sell approximately
autoloading rimfire rifles .Principal co

Ruger.

Estimates for 1993 sales volum

F Produclion Figures - 1995, SAMMI Factory Shipments - 1996, Herstal Clinvest -
96 (Prool House Reporling)
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Rimfire Rifle Brand Sharé
By Brand (% of Units)

0% 5% 10% 15% 3% 40%  45%

z:mﬁre rifle market, This
establish a solid position in the aut

family of autoloaders will enable
1997 and 9% in 1998,

The domestic e rifle market s estimated to be approximately
500M units.

Units (M)
61
200
230
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Autoloading Rimfire Rifle BrandSh:
By Brand (% of Units)

Remington
12%

xEE RS
YO HYAY RN ERY S
CEEEESE TR EEER TR EEES 1y

Rug@r GeiriedsiofusEiedelenuiEiad

38% G inFREUATEGEFRERREE RV A YRR Ry R

GaBrduiziag
BEsyFavatud

FHEAIABUARREEAGREER YRR MR YIRY
CREAEE RS AL RS A AR RS TR R R L)

) ) QAN I )

X L e S e

Remingion’s future positio
of success of the new 597 series ¢
with superior margins will be pi
delivery, high quality standards a

2000
30%

dingrimfire rifle category includes the 522 Viper, 552
w. family of 597 rifles. Three SKU’s are offered in the 597

decling was primarily caused by poor quality of goods
earty 1995 (which seemed to be most acute at Wal-mart), along
itrade knew we were building a new rimfire rifle and a factory to
esult, they reacted to this news by not placing stocking orders

manigicture it. A
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m early 1996 m an effort to flush warehouse inventory
to slow moving produgt,

The 322 Viper does not have a bright futu
and high manufacturing cost, the 322 will be di
be successfully repositioned if $§35.00 of cost ¢

fuality problems
The Viper could

by aggressive price increases. Volume s
limited niche category.

Our first shipments of 397 proc
current orders and future forecast, th
our Budget Shipment Objective of i
course, will be highly dependent
product on schedule. Currentls
weeks which will adversely aff;

1997, This performance of

" schedule by approximately six
1-in product as promised to our

customers.
Our worldwide perfi utoloading rimfire rifle category follows:
1996 1997 1997
Actual Rev, 1F P.O).
Unit Sales 27,540 76,600 77.843
Sales Dollars ( 3.1 10.0 103
Standard M 09 35 3.6
Standard M 23, 278 34.7 350
The pri tres. fa ing this product segment are all with the 597 family
of products.

produce a quality product?
be on schedule?
sipfacturing cost be within budget?
al property secured?
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B Competitive Analvsis

Remington’s leading competitors in the Auteloading re Rifle market
are Marlin, Ruger and Savage. As mentioned éasly in ang Ruger currently
dominate this market with over 80% volume shafg. R s smaller presence
has mostly been dependent upon the Model iper for“the past few vears.
Significant share gain is expected as the s [ 397 family reaches the
market.

Marlin participates in this market
most popular is their Model 60. This nﬂe
tubular magazine and 1s offered n a |
steel barrel and birch stock, A highe
laminated stock. The basic Model 6

veral autoloading offerings. The
bered for 22 LR and features a
onal version with a carbon
on includes a stainless barrel with
e price is 814 less than the Viper

and discounts).

In addition to the Model 6
22 caliber rifles. The actign;iési

for 1998. The Model 7000 is a heavy
re§ an 187 barrel, swivel studs and 17 scope
¢ than then Viper and $13 more than the

Marlin added two new g
barreled synthetic stock::
rings.  The Model 7000 se

The Model
promotional modg

Tke Model 922 Magnum sells for $31 meore than the
t wholesale, after sales programs and discounts).
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duah’ty and
o of quality and a

The Ruger Model 10/22 is generally held to be
value in this market, Over the years the 10/’)2 has built a tep
loyal following. ;
traditionally styled and feature a 10 Si:at rotary*
itself to customization and, as a result, a mynad ¢f;
developed, :

The 10/22-RB Is Ruger’s standard rifle
adjustable sights and birch stock. This g
397 (at wholesale, after sales programs aiid:di

a carbon steel barrel,
more than the Model

versions combining carbon or stai
stocks.  Their high-end catalog stal
international style walnut stock anga
wholesale, after sales programs an
stainless 10/22 (exclusively for
swivels, and scope adapter,

Wit hirely, walnut and synthetic
g, the K10/22-RBI, features an

Ruger also offers a_
features a forged carbon sté
of after-market barrels ay
relationship at $243 MSP.

d laminated stock. With the availability
2T does not offer a high price-to-value

_ tiuality and reputation these produots are not considered to
be significant cornf [ this time.

Remingto
572 Speedmaster,
Speedmastery:
and 22 Shi
stock and fore

tas three models of autoloading vimfire rifles; Models
er and the new 397 family. First, the Model 572
irestic autoloader that functions 22 Long Rifle, 22 Long
J.gk-end product that features a tubular magazgine and walnut
id:avholesales at a price of $255.
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te sales and
inatically over the
s Is not considered

quality and undesirable attributes such as a heavy ¢
reputation of the Ilper Orders tor the leer have declm 8

a viable pma’uct in the market,

icant sh with the new Model
del 397 features an aluminum
1ecllanjsm nalging the

Remington has the potential to gain
597 family of 22 LR and 22 WMR rifles.
reccwer mth mnovatwe actlon des:tgn and

shot hold open and admstable sights. TI
as well as drilled and tapped for scope mounil
af rifles will be well accepted in the markef §
are met.

The Model 597 family is coni
the Model 597, is chambered fo
synthetic stock. At $119 MS tined between Ruger’s 10/22 and
Marlin’s Models 60 and 975, red for 22 LR, the Model 597 LSS
offers the basic features af the Mod, winbined with a stainless barrel and
laminated stock with swivel studs. Priced a
slightly higher than Ruger’s{TH2 Iy, the Model 597 Magnum is essentially
the same gun as the basici; t the Magnum is chambered for the 22
mthetic stock and carbon steel barrel.

Model 352 Speedmaster

There a
maintaining qualit

odiicts planned for the Model 552. Focus should be on
ing manufacturing cost for 1998.
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Model 522 Viper

be repositioned
wever, the $35
. - successful 1s not
ued in 1998 Excess inventory
o carrvover of Viper inventory

To be a viable product offering, the Model 522 leel 1
as a promotional product at a dramatically red
reduction m manufacturing cost required for tly
realistic. The Model 522 Viper will be disca
will be closed out to Kimart in the fourth quag
into 1998 is anticipated.

A formal plan for parts and repair
This plan will address maintaining the abilityes
of time while maintaining minimal parts inyento

#pport of the Viper will be developed.
; ers for a reasonable period
irchase-exchange program

o Model 597B: Utilizing tlig:
Model 5397, the 5971

-
»
with a g ted stock with swivel studs. The finish and shape of this
stock same as the brown laminated stoek used on the Model
597 I
¢ Target: Combined with a custom ergonomic shaped

ie 597 Custom Target will feature a custom heavy barrel
R target chamber and a target trigger assembly. A model 597
Target is also being congidered.
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 Year
VYolume

Model MSE

3978 10,000 Units
597 S8 10,000 Units
597 Magnum LS 2,000 Units
597 Custom Target 500 Urnts

There are no new produc
Consideration will be given t
customer specific basis.
discontinued.

el 597 1s expected to come i the form of
s for the Model 597 line in 1999 and
ld class product quality while holding

) wigiding the Model 597 product line-up. Adding
aloging a gun-with-scope as a package or adding sling and
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B Market Share Overview

iy

This market segment 15 comprised of g

lever actions. Sales estimates and market sh

BRAND

Remington

INITS (M

Ruger

ion Rimfire Rifle
Share

IREGHRATEEEY
HEBHEEAABEEBBEEEEED

#

¢ indastey Ieader in this market segment by a wide margin,
ant competitor with almost all its volume coming from the

Ma
Winchester
lever action:
st.0f this market looks good in the future. While no exceptional
here are opportunities to expand sales with differentiated and
at address niche markets, Our strategy for this market will be

grov
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to evolve our current products in a way that adds v formance to the

category,

Manually Operated Rim
Market Share Gaa

1997 1998
10% 12%

ifle segment includes 572, 541~
nits accounting for $2.0MM in
0% decrease in revenue from 1995
ry follows:

T, 541-HB and 581-S. 1996 net :
revenue. This is a 37% decrease 3

1996 1997 1997
Actual Rev. 1F P.O.

Unit Sales
Sales Dollars ($MM

9015 4,648 7,111
1.0 1.6
02 0.4
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petitors in this

and lever action products. Savage and Ruger are a
market, offering prmarily bolt action tifles,

two lever action
Models 15YN and
“most closely with
single shot 22 LR with birch

Marlin’s product line consists of fourtee
SKU’s.  Included in their boltf action rimfire
25MN. These are both promotional rifle
Remington’s Model 581-S. The Model 15 ¥
stock that 1s popular with organizations suchias™ outs and 4-H Club, as
well as the mass merchants. This gun has® reput Hor marginal quality and
reliability.  1's wholesale price of only §108.(8560 less than the Model 581-S net
wholesale) is one of it most important features: odel 25MN is chambered for
22 WMR and features a metal clip magazine g stock. The Model 25MN
sells for $35 less than the Model 3§ fiolesale after sales programs and
discounts).

The remainder of the Mua
Models 880, 881, 882 and 883
380 & 881 aqre 22 LR caliber a

agazines and a variety of stock
teel versions are available. Pricing

adjustable rarget stock and-
3379,

actton 1s the Model 1897 Century Limited which is a
0AS mtroduced m 1997, This gun features high grade

shisient,  Priced at $639 wholesale, the Model 1897 CL
ectly with any Remington product offerings.

bd models in the rimfire rifle category., The Model 52B is a
diction of an early Winchester clip fed, bolt action design. Tt
with cut checkering, grip cap and fore-end tip. The barrel is
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24 and is chambered for 22 LR, The 52B wholesai: re than the
Model 541-T (after sales programs and discounts).

tion:: 32 caliber rifles
: g, Options include
as well ¥'youth stock, The
. 325 more than the Model 572

The USRAC Model 9422 is a family o
Jeaturing a tubular magazine and traditional ley
birch, walnut and laminated stocks and fore-
Madel 9422 line, on average, wholesales fo
(after sales programs and discounts).

Ruger introduced the Model 96, « tion version of the Model 10/22
in 1996, The Model 96 is currently offered i3 and 22 WMR. The styling of
the Model 96 is the same as the standard Mod, and also features the same

rotary magazine clip. The Model 9 A_\yale*sfor approximately 338 less than

Ruger also offers the Mo
magazine. Offered both in 22
and laminated stock as well as

‘options include walnut, synthetic
ss steel barrel. The basic Mode!

nless steel lzeavy barrel In 22 LR or 22
s than the Model 541-T HB (after sales

ith four 22 Cal. bolt action rifles. All
and are offered in both right and left hand

versions. The Model:9
It is available in
nge in wholesale prices from 347 to $63 less than the
ams and discounts).

ychambered for 22 LR, featares a clip magazine and
-stock, heavy barrel configuration. Other versions
‘ h synthetic stock and a carbon steel barrel with birch
stock, Evé and VErsion 1s ava1lablo The Mark IT wholesale prtces range

d Savage’s offering in this category is the Mark I which is a
of the Mark 1l that features a birch stock and carbon steel
available in a standard version as well as a youth iteration.
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v and 4-H Club
lling at $77 net

The Mark I is popular with organizations such as 1
as well as mass merchants because of its promotional
whaolesale, the Mark I price is 383 less than tie Model 581

Savage’s top of the line bolt action 22, Mad,
target rifles. 'The Model 900 is available in
Biathlon and Silhouette configurations. These
$225 to $324. The basic Model 900 is $98
sales programs and discounts).

ries of heavy barrel
andard drgetversion as well as
in net wholesale prices from
¢ Model 541-T HB (after

Remington currently has three eniries:
The Model 572 Fieldmaster, (the only dos
22), is a high-end pump action 22 calil
Junctions 22 Long Rifle, 22 Long 4%
Sales valume for the Model 572 Figlidmas

np and bolt action market.
anafactured pump action
g a twbular magazine and
t ammunition interchangeably.
emained fairly constant.

In addition to the Model
The Model 581-5 is the leas
carbon steel barrel and clip maga?
to a single shot. The Model
accuracy and is the gun of ¢
Club.  Unfortunately, o

significantly more expensi
Model 15YN and $83 4

c on steel barrel and clip magazine. It is offered
=Ty and heavy barrel (Model 541-T HB) contours. The
B are well accepted in the market and have earned a
acy. However, with the proliferation of attractively
ducts-ﬂﬁ’ermg options such as laminated stocks, stainless
chambering, demand for Model 541-T line has
CHE years.

with a standard
Model 541-T and
reputation for supe
priced comperiive:
steel barrels an
declined significantly
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M Product Strategy - 1998

Model 572 Fieldmast

There are no new products planned for ¢
maintaining quality and reducing manufactis

Model 581-58 , Model 5417-::

The Models 541-T and 541-T HB:lx
accuracy. The most significant issues fa
magazine hox gquality and limited
magazine clip has been a constant sg
The design and function of this cllp is
A new well designed clip that is ¢
In addition to addressing the m
needed to make the Model 54

é‘fngmeered a.ynthetic is needed
new opnons and features are

s  Stainless St
e [aminated |

to give this gun a new look.
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B Product Strategy - 1999 And Beyond.

Model 572 Field

Consideration will
on a customer specific basis,

There are no new products planned fo
be given to offering special configurations of th

Model 581-8 , Model 541-

The complete catalog line of bolt
1999, The two 1998 SHOT Show intro
Magnum) will be cataloged in 1999,
offering featuring the new magazine by h the restyled stock of the M/541-
T Magnum. The M/541-T HB will be dise ad (Replaced by the M/541-T HB
1.8S). In addition, the new maggsiie box wi dded to the M/S81-S. 7The
Sfollowing is a summary of the pro ; g i

rimfire rifles will be revised in
{(M341-T LSS & M/541-T
=T will be replaced with an

o M/541-T HB LSS: This gu

‘Feature a new magazine, The styling of the
m anew look. (1998 SHOT Show Special

Offering)

M/341-T Re—s_
feature the new:

pressures in this market will continue o limit pricing
improve margins, manufacturing cost must be addressed,
tion is paramount for this strategy fo be financially
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 Year
Yolumes

Madel 1999
M/541-T HB L8S 1,500
M/541-T Magnum 1,000
M/541-T (Re-Style) 1,000
M/581.8 1,000

As noted earlier, there is a m
LR rifle which represents an op
market is split between youth orga
merchants sales to new shooter
chambered in both 22 LR and
the rifles would be marketed
markets. To be competitive
be addressed in product deve

et shooting programs and mass
single shot bolt action rimfire rifle
gigonsidered. Promotionally priced,

man brand and targeted at niche

e Réhz;bility (For The Category)
rage Accuracy (For The Category)

The first year

Net Selling 1" Year

MSP Price Volumes

$99 $81 25,000
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in our industry
¢ rifle market 15

Upon analyzing data supplied by various na
, 1t can be concluded that the size of the 19963
approximately 1,050,000 units in annual sales.
market is estimated to be about $315MM.

SAMMTIs reporting of 1996 facto
not include several major U.S. manufact
decline of 12% m units and 10% m dollar
performance was significantly better 1

its, down only 7% in units
duct specific and primarily
600 repeating rifles and a late

rifles. These offerings evol
company. In 19935 Remin
Model 700 ADL Synthe
margins. This gun increm

gh value product with outstanding gross
mington’s M700 sales by nearly 40,000
though 1t was not cataloged. The upswing

id however slow in the fourth quarter of 1926 with
re rifles showing a 22% decline in units and a 21%
wrth quarter of 1995, The trend continued in 1997
try performance down 23.7% in units and 27.3% in dollars
¢ Remington performance was considerably worse,
30 in dollars'®. The reasons for this decline are:

decline in dollars [ro)
with first quarte

rk Benelux - 1997, P P1 Research - 1995, BATTF Production 1995 and NSGA

d 1996.
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Market saturation/ Over capacity
Intensified Competition

Inventory Carryover at Wholesale
Price Escalation

» & * »

A clear picture of the aforemented M700: tailed in the matrix

below.
Remington Sales Volome - Bolt Action ;700
Fest
1992 1993 1996 1997
700 08,937 L34 48,775 151,165 120,000
700 Stainless 18,671 g i 23,620 37,939 42000
Total 700 117,608 176,193 189,125 162,000
Marts s 51.5 38.2 22.5
Non-Marts e 124.7 150.9 139,500
The domestic centerfire rifle mark composed of three principal product

categories. 1996 volume esty

Units (M)
635
414
38
1087

fark Benelux < 1997, PP Research - 1995, BATT Production 1995 and NSGA Retail
pinp, and Lever Actions.
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1996 Centerfire Rife Market 8
By Action Type

i‘“ " ‘n"nu WHNONONED
PEEREECRELEY AHN
Bolt Action
Repeating |
Single Shot {73

0%

50%

60%

The bolt action rifle dominares: LS. centerfire rifle marker,
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Centerfire Rifle Brand Share (% ¢

Remington

GHRHEERE UL EEAE EES LU EE Y AEEEUERY R AIBSRAREREAL

Ruger

Browning
Other
USRAC

Marlin [

Savage
H&R

0

Weatherby

0%

Rifle distributions by trad
dollars are:"’

Sporting Goods
Stores
28.8%

Mas ; pec. Sport Shops

25.7%

Key trends ir
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* A 13 9% decrease in other distribution -~ beligw ot result of
the drastic decline in FFIL. s.

Mass Merchants
20.8%

The changes in distributi
to that of distribution units ment

A 12.7% increase |
A 8% increase ingglg
No change in rt
A 12.2% decreise
attributed to BEL e«

& & @

value of $238 - $278M.

annually with r
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domestic market as follows:;

Sales volumes and market share are estimated By

Manufacturer
Remington
USRAC
Ruger
Marlin
Weatherby
Browning
Savage
Other
Total

Eadalvaaiakuis
R s Epdpiptgiyiypnyigipiy iy
LEEEREEEEELER S a-RT

Savage
14%

USRAC Browning
10% 5%

i

Hes that create a competitive advantage.

Subject to Protective Of

TF Data for 19935, SAMMI Factory Shipments - 1996, Herstal Clinvest 19935,

Analysis of,
G#rool House Dalay and NSGA Relail Study - 1996,

4 198

HEms v. Rermington

fhcturer for the

fe introduction of a new low cost, high margin, family
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Market Share Goals

1997 1998 1999
28% 28% 31%.;

l_udes 700 and Seven models
89M units accounting for
d doellars broke all known

Remington’s centerfire bolt action
in many different configurations. 199
366.6MM in revenue. 1996 perfor
historical sales records for this product ¢

follows:
1997 1997
Rey. LE L.
Unit Sales 164,581 188,954
Sales Dollars (SMM) 58.0 64.5
26,2 281
44.7 43.5

[C3SUITS

product development which creates competitive advantage

e Analvsis
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Centerfire Bolt
in recent years
offerings and

Remington is currently the market share leader:
Action Rifle market. However, this position ha
as a result of aggressive competitive pricing, ex,;
a saturation of high end niche markets. .

The majority of the centerfire bolt acti
seven major manufacturers. They are R
Ruger, Savage and Weatherby — Sever
remainder of this market,

Ruger, the second largest w
capabilities in investment casting lowering manufacturing
costs. As a result, Ruger has develop eputation for a providing an excellent
praduct for the money with the M jon centerfire rifles. The M77
is offered in several configuraticy and left hand versions. All
standard M77 rifles feature a th
scope rings, Configurations r
blue metal and a cut checkered waki
Included mn the standard catalg
and synthetic stocks with &
heavy barrel contours ar

furd M77, which features polished
a semi-custom M77 Express Rifle.
aety of offerings combining laminated
inless actions. Sporter weight as well as

is from 330 to 8§75 less than equivalent
les programs and discounts). The M77

Remington products (at wholesal
Express Rifle featureg thigh
dangerous game cali
$961 wholesale,

this market with a line of economically priced bolt
urations are offered; all based on the same action

line. Approximately 40% of these are left hand.
en into three segments; economy priced rifles, mid
séavy barrel specialty rifles. The quality and reputation of
11npr0ved over the past few vears.

~ priced Savage line includes the Model 110 and Model 111,
These i pHns Jeg tee birch or injection molded synthetic stocks combined with
Both top load and detachable box magazines are available as
versions. Savage has carved out a miche in this segment by
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offering these guns with mounted scopes and packing the
These “Packaged” guns sell for approximately the same
Remington Model 700 ADL Synthetic. The Madel 110 and:Model 111 series
range in net wholesale price from 5229 to $322

The Savage Model 114 and Model 11
The Model 116 combines stainless steel actiy

These are mid priced products when comyas the overall ceuterﬁre bolt ac-tion
rifle market. The Model 166 and Model 1 in net wholesale price from
$322 1o 3435 based on features. This i
similar Model 700 offerings (after sa

i The smmtess versions of the
Ht:Remington’s Model 700 Varmint
rifles. The Model 112 FV (carboiy’ stand molded stock) sells for $18 less
than the Model 700 ADL Synthgts

Browning compel, ith the A-Beit IT family of rifles. The
A-Bolt 11, positioned as
configurations, all of wihic
and tang safety, The
based on gun configu

achable magazine box, 60° bolt rotation,
¢ifs broken down into several sub-categories

. Sights and the BOSS accuracy adjustment
ost A-Bolt offerings.  The combinations of

b bine metal, adijustable sights and detachable
hle m short action through long action magnum calibers.
| the A-Bolt II Hunter line. With sights, the A-Bolt IT

more than the Model 700 ADL or $25 less than the Model
atle after sales programs and discounts). The price of the A-
s reduced by $46.

magazine box. Tt 15
There 18 no.embell

700 BDL (at wh
Bolt Hunte

Wl Medallion, Micro Medallion and Gold Medallion are
i L d versions of the A-Bolt Hunter. The Medallion features
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embellishment, upgraded checkering and brass spé
Medallion and Gold Medallion line wholesale

itionally shaped stock and heavy
esales for 8106 more than the
smately $60 of this difference. The
except the stock is a thumbhole
available. The thumbhole stock is a

carbon steel barrel, the AmBoltA
Model 700 VLS. The BOSS cg;

Market intelligence
rifles in the trad
aggressively adjuste

significant excess inventory of A-Bolt
in Browning’s warehouse. Browning has
i#id in an attempt to relieve the excess inventory,
ted as this tactic has not been completely

, three position safely, floor-plate magazine and is
available in rzgkt ml conf' uratwns The hne 15 split between the Model
70 Classi -
Classic in es a claw extractor deygn used on pre 1964 Model 70 rifles. This
ind feeding in the Model 70 Classic. This feature is
llowing the Model 70 Classic to be positioned as a higher

standard Model 70. The Model 70 push feed system 1s utilized
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}zpamble to
g, polished blue

The Model 70 Classic Sporter and Featherwei ;
the Model 700 BDL. They teature walnut stocks, cut &
metal finish and floor-plate magazines.
slimmed down version of the Sporter. They botl:
same price as the Model 700 BDL (after sales

USRAC alse offers a series of Model 73
or composite stocks. These are combinati,
stainless steel gctions. The Model 70 Laré
and Sendero family. They are both built giig:
vendor offering the same features. The Moadel)

price as the Model 700 VS (after sales programy counts).

The low end of the ine is the Ranger series. This economy
priced rifle is available: ;
configuration. Both Mg
stocks and push feed bolts.
Model 700 ADL Synthi

accuracy system is available on most any USRAC
‘As with Browning, this option cost approximately $60 at

cieiterfire bolt action rifle market in 1996 with the MR-
R-7 only offers a walnut stock and polished bine action in
5. The MR-7 features a closed bolt face design that 1s a

=700 and a detachable magazine box that 1s similar to the
“The quality of the MR-7 appears to be consistent with
icts.  With sights, the MR-7 sells at wholesale for $ 36 less
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than the Model 700 BDL (after sales programs an
without sights is $22 less.

Weatherby is the last major competitor in &
a reputation for expensive high end rifles deg
calibers. These rifles historically competed m
offerings than the standard line. However, oye Dast few years Weatherby has
contracted domestic manufacturing capabi . nded its line to include
standard HON-MAZHIM caltbers and lower riced nﬂe In fact, Weatherby is

with Remington’s Custom Gun

Weatherby also infroduced a new magn er in 1997, The .30-378

The Weatherby Mark V i sgonsists of several producty ranging in
whalesale price fmm 5498 toA irk 'V series is still available in
Well as in Qeveral ]]é,ht Wel;cht

1997, It Jeatures a carbon steel action,
walnut stock and floor plu ‘ ine. It is available in short action and
long actien calibers. ’
Model 700 BDL.

The Lz}gln‘wéEE
V Lightweight wi
a Model 700 B

Remingioy
Model Seven. 1
desion fo
in a host of

Model 7040
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: high gloss
+ Model 700 BDL
 lighter version of

The standard offering is the Model 700 BDL, W,
walnut stock pohshed blue actmn and ﬂoor plate maga i

left hand calibers.

The Model 700 BDL S8 and BD
injection molded synthetic stocks. The difté
magazine (DM) vs. floor plate magazine é
wholesale for $443 and $469. A muzzle brake
BDL S8 DM-B for an additional $45

hetween the two 1s the detachable
fivailable on the Wodel 700

The Model 700 line of stancigd huntir rounded out with the lower
priced Model 700 ADL series. T apd ADL features a walnut stock, polished
blue action and a blind, top loa holesales at $324. To attack the

injection molded stock and matte fii
the 700 ADL Synthetic wholesales

As the lowest priced Model 700,
salcs programs and discounts). As

iidire also available. Due to the success of these
g with competitors reactions to rush similar products to
qiive rifle market is currently saturated.  Additionally,
. new interest in 1997 with the introduction of the 7mm

: be seen from customer mlerest m this new umgnmn

the market, the
Remington gene

o offers the Model 700 Classic. This rifle, offered in a limited
Qa]iber gach year, features a straight comb stock , classic
hed blue action.

Model Seven
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The Model Seven is a true bolt action carbi
design, It is available in short action calibers only ah
magazine. The popularity of the Model Seven line has grow
as calibers and options have been added. The adi
Iine has also increased market attention,

The Model Seven is currently available ¢ versions: Standard, Youth
and Stainless Synthetic, (1), The standard 2un, &gy ; w1t11 a walnut stoclk, cut
checkering and a polished blue 18 2" barrél is p11ced ‘theisame as the Model 700
BDL. at $389 (after sales programs and :munts) (2), The Model Seven Youth
features the same action as the standard gumns ‘f‘f‘erem_e being the Youth is
offered with a birch stock and a shorted leng ¥ The Model Seven Youth
wholesales at $319 (after sales progra ). (3), The Model Seven SS
features a stainless action with a 207 bart ined with an mjection molded stock
' & as the Modgl 700 BDL S5.

A ction rifle ling, opportunities for
growth exist in both new devek “well as markets currently void of

Remington offerings.

d. Remington now has an opportunity to regain some
ing the variety of left handed products in the Model

8 catalog. This rifle features a gray laminated stock
ifion to the 700 LSS LH, a left handed Model 700 V§
., resulting in a total of seven new cataloged left

Specm! will be e
and stamless

arket demand for long range rifles, two additional varmint
ments are planned for 1998, First, in addition to featuring
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» Model 700
(Model 700 VS

reduce muzzle

end. The fore-end t1p and orip cap. will also be dI opp
Jump, allowulg the shootel to stay on target durlng
to the long range varmumnt shooter.

ended ‘l‘t)y cataloging 1997
ts will be cataloged in

The Model 700 ADL Synthetic line
special make up products, The following a
1998:

e Model 700 ADL Synthetic 300 Wi
e Model 700 ADL Synthetic Youth 243 308 Win)

The 1998 Model 700 Classic (i
as previous magnum offerings ¢

Mag) de be confi gured the same

nmumtmn mtroa'uctlons First, the Model 700 EV
) is plamwd Jor 1999 introduction. Configured similar 1o a
the exception of the firing mechanism, the 700 EV will
e control and fire ammunition assembled witk an
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the effective lock time of the Model 700 EV shoul
enhancing accuracy.

zero, further

esistance from

into the market
rs, and larer evolve the line into
Isq_believed that this technology
ifles. The success of the
srmance of a complete

The use of elecironics on firearms is expee,
the traditional consumer. The plan is to intri
segment most focused on accuracy, varmint Iy
the larger mainstream hunting segments. |
will be embraced by the military for speci,
electronic rifle will be contingent on the r
system (gun and ammunition).

teplaced, provides several

A power source that is readily
; esign criteria.  Additional

hundred cycles, and has a long shelf li
Teatures to be considered for the Modél#

o Adjustable Trigger:
o Toggle On/Off 8
¢ Power Source

s nrimer, this ammunifion should be
lnaded ammanition must be affordable
should component primers, The initial
V should include:

identical to conventional
and readily available o
calibers offered to supposg
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nrealibers, The
in performance,
.calibers should

improved ballistic performance over existing commerc,
300 Remington Ultra Mag should become the benchmar
A complete family of calibers including 7mm, 300 and .3
he included.

The cartridge is to be based on a larget beltless case 'design which will
increase case capacity and allow for head | fo be controlled by the case
shoulder. Inherently, eliminating the belt sh aceuracy over belted cases
by reducing tolerance stack ups and 1mprovmg bullet ahgﬂmem to the bore The
new cartridges shouid be sized so little, ;

700 action is required.

d&rd gun from 18%7 to 207

be given to extending the ba (
ek version and a carbon action

Additional line extensions snch

As shown earlier,
rifles has grown over th
segment, the Model 70
The proposed Maodel
desion that is a low
price market segme,

economy priced centerfire bolt action
‘Remington’s only product offering in this
18 overpriced and not truly competitive.
% this market opportunity with a new rifle
, bolt action rifle targeted at the economy
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Short, Long and Magnum C‘ a]iberq
Standard Barrel Lengths (227 -247)
Synthetic and Wood Stock Versmus
Floor Plate or Magazine Box ( Lowes
Reasonable Bolt Action Trigger
Scope Base Mounting Capability
Optional Iron Sights
L.ow Cost Metal Finish _
Right and Left Hand Configuratibu:

® 4 & &+ & S »

Toward developing a family o
will be marketed under the Sports
barrel sftotgun. The Model 710 w' be o
well as single rifles.

products, the Model 710
ng with the new low cost single
s scope combination packages as

Net Selling 1* Year
Price Volumes
5188 40,000

CENTERFIRE REPEATING RIFLES |

Page 75

Subject to Protective Ol ams v. Remington

MAEQOQ0QQO0707



W Market Share Overview

The domestic repeating centerfire rifle mar be 414M umits

annually with a retail sales value of $88-$103MM

Sales volumes and market share are est _c_iomestic market as follows:

BRAND
Remjngion_
USRAC,

eating Rifle
‘e’ (%o Units)

Ruger
1% Remington
LHEERERFET
EE RS R FR 221 12%
BRERE
: 7
T
Browning
15%

Dara for 1993, SAMMTI Factory Shipments - 1996, Herstal Clinvest [995,
of House Data) and NSGA Retail Study - 1996,

Page 76

Subject to Protective ¢ fiims v. Remington

MAEQOQ0QQO708



- significantly
o increase sales
e products.

by aggressive pricing strategies and available “not m kin
low prices. Our objective for centerfire repeating rifle:
volume by lowering price on a newly styled family ecial

Market Share

1997 1998
12% 15%

mchudes 7400 autoloading and

7600 pump action models. 1996 mits accounting for 12MM in

revenue. This 18 a 45% decraase J

1997 1997
Actual Rev, 1F PO,

7 35,456 33,120 39,439

Unit Sales
12.3 1.2 13.0
5.6 4.2 4.8
459 373 36.0

‘competition
toloading design/operation

Analvsis
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The Centerfire Repeating Rifle Market is com
auteloading, pump action and lever action. Remington ajor competitors
in this market are Browning, Ruger, Marlin gnd US Additionally, an
abundance of low priced imports have also been a ince the mid 1990s.

oedction types;

ffer all three ction types. The

Browning is the only manufacturer I
i e that features polished blue

Browning BAR is a gas operated autoloa
metal, walnut stock and fore-end, roll ¥ ceiver and detachable
magazine box. Positioned as a high-end 0ﬁ‘ermg, the BAR is available in short
action through magnum calibers. Browniigls BAR meets markets expectations for
quality and rehability however, market mtethgenet andicate the magnum nifle suffers
from poor durability and breaks after a linnt of rounds (due to the extra
recoil). The BAR competes directly 0 and is wholesale priced
$109 more (after sales programs and™ ). Magnum calibers carry a $40
premium. '

d the BPR pump action rifle that is built on a
asic features. With respect to
time; however, it is expected to be
! mpetes with the Model 7600 and
and discounts), Magnum calibers carry

In 1997 Brawning introa
modified BAR design and prg
reliability, little is known of this ngw
consistent with the Browning lne... T/
sells for 3103 more (after
a 339 preminm.

jon rifle that features a detachable box
magazine and tradi he magazine design allows the BLR to
accommodate most mod# is available from 22-250 Rem to 300 Win
Mag, Like Browning' ‘i the BLR is positioned in the upper-end of this
market segment ard r $389 - 8411 (after sales programs and

The Browning BLR"

1,479

dare gas operated, feature 18’4 ba:rrels, ong piece birch
hields and are styled after the M1 carbine. Both are available in
Il as stainless steel. These rifles wholesale from $320 to
$358 (a ) and discounts).

these sporting auto loaders, Ruger recently introduced the
the law enforcement market,  This rifle addresses law
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Carbine is a blow back design chambered for .40 Cal an
pistol magazines and features a 164" barrel combined wi

Ruger also introduced their Model 96 Heiin 44 Magnum in
1997, Developed from their Model 10/22 de the Model 96 features a birch
stock and rotary clip magazine, and is also g r. 22 rimfire calibers. The
Model 96 in 44 Magnum wholesales fw $247 (after sales programs and

discounts).

L as two antoloading rifles.
ditional exposed hammer
for pistol calibers.  The Model

Marlin offers a series of lever action rij
Their basic lever action rifle, the M
design with tubular magazine and 15%
336CS, Model 44488 and Model
samme action design as the model
Win, 444 Marlin and 45-70 Go
rifles compete in the same hugpfisg.
priced from 339 less to $6 more
discounts).

The Marlin line of lever action
the Model 7600 and is wholesale

Marlin’s Model 45
the same rifle except
These Camp Carbines fea
clip magazine, last s
positioned as home de
rifles wholesale fo ;

market segment vai

5 Auto and 9mm Luger, respectively).
ce birch stock, steel receiver, removabie
iciron sights and a 167" barrel.  They are
as well as “plinkers™ for around the camp. These
gles programs and discounts) and service a
offering.

in this market with the Model 94 which is a tradifional
' tubular magazine, side efection and external
s chambered for rimed cartridges ncluding the 30-30 Win
ns are available featuring different stock configurations
wlar with cowboy action shooters and hunters in the
del 94 competes in the hunting market with the Model 7600
ss for a walnut stock gun and 393 less for the birch stock
ales programs and discounts).

lever action rifle
hammer. Th i
and 435 Colt. Sev
and barrel..les;
Northeas
and wholes
Model Y

ticipates in this market with a family of auntoloading and
he Model 7400 is a gas operated autoloading rifle that features
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ovable four shot
libets, the 7400

polished blue metal, walnut stock and fore-end, iron sig
chp magazine, Chambered m popular short and long
primarily targets the hunting market.

Due to several fuctors, market demandfo. : el 7:#5’00 has declined
significantly in recent years. 1996's mid vear gddition of rot:@mbellishment to the
Model 7400 receiver created obsolete invento#lifiath, for Remington and the Trade,
leading to confusion and disruption in the;shark pe,  This, along with the
reoccurring quality issues of the 7400, can™Be attributé ‘part of the decline in
demand. However, the most significant igeket issue with the Madel 7400 is the
price. [0 an effort to maintain margins, priceé ased 14% since 1993, Ar
$360 wholesale (after sales programs and dis F the Muodel 7400 is now

‘ ; ¢ the consuamer to shift to
in kind product,

§ a result, we have produced a
“ shotgun stock for our French
gstrictions 1n Lurope requiring the
distributor to modify the rifle to make 1¢ box non-removable.

The Model 7400 is populg
specially configured Model 746K

rifle based on the same action as the
[, walnut stock and fore-end, iron sights
ine.  As with the Model 7400, market
ntly eroded, with price being the leading
, competes with the new Browning BAR,
riced bolt action rifles The Model 7600 has

The Model 7600,
Model 7400, features pol

cause of the decline.
lever action rifles
reached a price-der,

B . Product Strategy - 1998

Page 80

Subject to Protective O lams v. Remington

MAEQO0000712



Maodel 7400

The current Model 7400 line will be pruned, for 1998. 15 will he on
reducing cost and impraving quality. Given it’s ¢ ne ang ol very “user
friendly” operation, many improvements wn this aggga nsidered for 1998
implementation. -

Next year, the Model 7400 line will § U st synthetic model
that will feature matte metal finish and syn thetic stack andfore-end. The new
7400 Synthetic will be offered in the saméCulibers as the standard wood rifles
and be priced 875 less at wholesale.

Net 1* Year

Selling Price Volumes
v, $291 15,000

Muodel
7400 Synthetic

To support the Infernatio menlts, the special make up
Maeadel 7400 for France will b f » caonsideration will be given to
developing a Remington desig ichable magazine to better satisfy
the needs of this market,

ent Model 7600 line will be continued for

cost and improving quality. The line will also

1 srsion which will feature matte metal finish
nd. The Model 7600 Synthetic will be offered in the

same calibers a rd wood rifles and be priced $75 less at wholesale.

Net 1" Year
MSP Selling Price Volumes
$330 §271 9,000

ategy - 1999 and Beyond
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Model 7400 and Model 76

The focus on cost reduction should be continued wit
enough in manufacturing cost to allow for both i
price. Both the Model 7400 and Model 7600 lings:

yective fo save
“and reduced

g carbine rifle based on
the Model 397 design. This carbine wili ily be targeted at the law
enforcement market, but a sportir ] £
Carbine will be a blow back acti

features should be included:

Calibers: 9mm, 40 S& W #
16 - 177 Barrel With:Adist

cope Mounting
Jast Shot Hold Op

Manual Hol
Trigger

s s o 0 % o @
@‘»
=
o
iy
o
&
=.
=
—

Arabl To the fodel 397 On Sporter Version
e Aglion Trigger On Law Enforcement Version

1e design for the standard offering. Adapters should be
he magazine well to accept clips from other popular pistols.
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Compatibility of extra magazines with their side arms w
feature for law enforcetnent.

ant selling

_ 1* Year
Model Volumes
797 Carbine Sporter 10,000
797 Carbine Law Enforcement) 5,000
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“III.

s ety L B R e

The American black power rifle market is g'l::for three principal

Teasons:
o The BATF does not compile statisg

¢  Most of the key players in this 1y

o There is not an official industry
standards for black powe
currently considering the 2
control).

1. to publish stafistics or set
’s Board of Directors is

et from industry insiders range

Estimates of the total black .
' . These estimates include traditional

Sfrom 4000 to 600M units in an
flintlock and percussion as well a

entire muzzleloadng rifle market 1s consumed in .50 caliber.
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B Market Share Overview

The domestic inline/bolt action muzzlely
units annually with retail sales value of $77-§

BRAND

Remington

?2 (% Units)

Remingtan

10%
T (LL]
x SHEAFEIEAEREFAT Thaempson
S UEEYFIAEBAERRFEEAEEERE Center
AEEHEBFECHAREERAE
L) T 31%
LIS M
AN IANN) R )
LI R
LI
LI e

Modern
Muzzleloading 18%

atket share objective for muzzleloading in-line/bolt action rifles
iare significantly during the next several years, This will be
nding our product offering to address opportunistic niche markets,

Reming
will be te:
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Market Share G

1997 1998
10% 15%

M Remington Segment Performance

e market in 1996. Oar new
ading rifle category. In the
In 1997 our market share should
nd is expected to decline due to

Remington entered the black powe
product, the 700ML, revolutionized
Jirst year, we gained an estimated 10% miar;
nearly double; however, sales vohun 1998

1997 1997
Rev. IF PO,
Unit Sales 663,762 650,000
Sales Dollars ($ 188.7 181.9
Standard Margj 687 60.8
364 368
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B Competitive Analvsis

ypes, the m-line,
ither"g flint with primer
these guns feature an
sh. hole or a*percussion cap with

The muzzleloadmg market 1s comprised of (¥
and the more traditional action side fock. The side™fieg
mix or a percussion cap for ignition. Traditicy
exposed side hammer with flint, primer tray an
nipple. The more modern and most popular the in-line. With this design
the hammer or striker and nipple are “in § bare reducing lock time
and increasing reliability over the side lock rifle. Remington participates in the
in-line market with the Model 700 ML familyof rifles.

ket have been Thompson
Muzzleloading, White and
ader rifles has led to product
teck and a host of smaller

Historically, the major compet
Center, CVA (Connecticut Valley
Traditions. The popularity of in-line s
introducions by Ruger, Marlin
manufacturers.

Thompson Center, the ¥
reputation for producing quality pri,
complete line of US made traditiona
The line of traditional side Tog
and Pennsylvama Hunte
wholesale between $214,

in this market, has developed a
reasonable prices. T/C offers a

(not counting value pdacks
conventional in-ling desi
cocking lever and.compressing the striker spring. The System 1 also features a
thumb safety, renipvable reach plug and interchangeable 247 barrels in .32, .50 &
54 caliber as welFis . Additional options include wood or synthetic stocks
and carbon or gtainless ns. Competing with the Model 700 ML family, the
System 1 lists ‘at: etween $27 and $82 less than equivalent versions of the
M700 ML.

Seatures a conventional in-line action, thumb safety, 24”
el and is available in 50 and 54 caliber with 1-387 twist.
uditig carbon and stainless steel actions, synthetic and wood
iped stock are offered.  The Fire Hawk lists at wholesale
ess than the Model 700 ML line.

The Eir
harrel with fix.
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“differs from the
ated down into a
fins including a clam
essories; 1/C”s list price
rom $93 to $144 less

The Thunder Hawk, also a conventional in-ling
Fire Hawk as it requires the cocking lever to be pulled ba
notch that acts as a safety catch. Available in several configurats
shell value pack that combines the rifle with starté
points for the in-fine Thunder Hawk at wholesa
than similar Model 700 ML specifications..

wresembles a lever action
‘well as a 217 carbine,
he Model 700 ML,_

The last of T/C’s in-line rifles is the;
rifle with external hammer. Available witk
the Scout lists at wholesale for $45 less th

zleloading, offers several
ice points for a total of 62
nsists of the LK-95 Wolverine,

Knight Rifles, also referred to as A
models of in-line rifles covering the f
SKU’s (not counting value packs).
MK-85 and new DISC series of ri

The MK-85, their origin
innovative at the time and set
traditional in-line design, the MK
B0 and 54 caliber, and 18 aval

oduced in 1983, was considered
d for the industry. Utilizing a
”’4 bmrel with 1- ?8” twist m both

ible safety system. Wholesale list prices
Jor the MK-85 are ore than equivalent Model 700 ML

specifications.

K-95 Wolverine which is a conventional in-
Wolverine features a 227 barrel in 50 or .54
cks with thumbhole and camouflage options,
oty system with stainless or carbon steel actions. The
lesale for 8853 to $103 less than equivalent Model 700
Hye pac ” features the rifle packed in a plastzc* clam

The Knight eco
!ine design gimilar tg:gk

tlowing greater powder charges. As a result, the DISC
ims a magnum muzzleloading rifle. The DISC is available in .50

a modern firearm subject fo the regulations of the 1968 gun
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control act. Also, Remington believes the action desi;
the Model 700 ML patents and legal action is progressi
wholesale for $19 less to $18 more than equivalent Model

Cinfringes on
ISC rifles list at
specifications.

CVA markets both in-line and side lock rifl

t the ecanomy price
product. Their line of side lock vifles sell at wh :

ale for asHE

The CVA family of in-line rifles cons,
value packs) offered in the three models.
design with a large striker that is co¢
AccuBolt and FireBolt are both bolt act
the bolt handle,

of 22 SKU’s (not counting
w conventional in-line
by pulling it rearward while the
s.that cock the striker by lifting

The Apollo 1s available in sever
actions combined with wooad and
twist and are available in both .50

mecluding carbon and stainless steel
mBarrels are all 24” with 1-327
wlesale pricing for the Apolio
- CVA also offers special RMEF

(Rocky Mountain Elk Foundat;
slightly more maney.

The AccuBolt and F)
Jamily. These two rifles
this design infringes or

1Bolt and FireBolt feature synthetic stocks
tainless and carbon steel actions and fiber

optic sights. the AccuBolt and the FireBolt is that the
AccuBolt is shippe shullet sizing tool matched to the bore of that
given gum,

rifles at list who

a totdl of 20 individual SKU's. White has experienced
he past few vears and is not considered a significant

cks. The White “SG” and “G” series rifles list at dealer for
imilar Model 700 ML specifications.
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‘A" series rifles.
teel actions and
n-line rifles list

T he White bolt action in-line is marketed as the [

composne or laminated stocks wﬂh shngb
at dealer for $140 or more than similar Mode

Traditions offers a full line of side lo

fraditional in-line action design and are avi
or stainless steel actions, synthetic, hard wood q
are 24” long with 1-32™ twist for th
coat with Teflon is also a metal finish’

-iine rifle. Remington believes
tents and legal action is being

synthetic stock as options.
$143 less than similar Modél : erings.

Austin & Halleck 54
rifles. They offer o
action in-line rifles.
action design. Reniii

yufacturer of higher end muzzleloading
is wholesale priced at $299 and two bolt

considered. The Model 420 1s available m .50
steel action with a 26™ barrel and a curly maple stock.
Qi’fered in .50 caliber and it features a carbon or stainless

cahiber and featu
The Model 320

4 in-line muzzleloader in the fall of 1996, The Models
_fem‘ure a traditional in-line design, stainless steel action with
ietic stocks. They are listed atf wholesale 5103 less than the
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n centerfire
wood stock and
with the Model
‘Model 700 ML

design in-line that is configured similar to their Mode
rifle. It features a 227 carbon steel barrel with 1-287 twi
Model 77 styling. This is the same strategy Remington emplg
700 ML. Remington believes the Model 77/50: \
patents and legal action Is being considered. :

ML.

Remington competes in this market
with a fotal of seven SKU’s. The Mode
that is based on the Madel 700 centerfi.

segment. As noted'earlier, patents | ded™ind others are pending based
on this design. With the recent intr of competitive bolt action designs,
protecting the Model 700 ML pateiits will stramental in maintaining share.

le laminated stock. The Maodel 700
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Model 700 ML,

competition in ﬂllb market segment by spurring ne
and attracting new entries into the market. The nyay : larized relative to
price. The Model 700 ML line is a mid-priced gffering whiclidoes not compete
directly with the economy priced products, howevee.there is little room for
increasing price. Some enhancement in magrg ; rable through price, but
this will be at the expense of volume. A mam:ﬂxcturmg Jocus on cost reduction is
needed.

Continued success in market share will b
Remington musr protect the Model 7
well as broaden the Model 700 M1, prodii

sent on two factors.
limit infringements as

98 introduction. This nifle will
cHion with 217 barrel, black
stable sights. Basically, it is the
standard Model 700 ML with shorte, [ stock. A new rifling twist will be

considered in an effort to maxir

999 and Beyond

Model 700 ML,

5 line extensions will be considered for 1999 and
aliber rifles such as .32 and .45 caliber will be
tial for a true carbine offering. Both of these options

heyond, The
investigated,

d catalog line is limited to one traditional synthetic stock
addition of wood stock optiens as well as thumbhole synthetic
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The custom gun market includes all customizg
over and unders. The size of the domestic custom g
7 =9 M units m annual sales with estimated retatl

epresented by centerfire
qifle shooters or hunters in addition to
i works 0[ art. Custom gun

bolt action rifles. Customers tend to be seg
those who wish to purchase fireanms that aré
buyers tend to be better educated and more affluent.

"'mpames like Mchlhan, Robar,
, all custom gun builders focus on
oduct.

-share are estimated as follows:

UNITS (M)
1800
1400
900
450
3000
7350
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USRAC 12%
I
Aﬁ‘ S X T L)

Remington “Uiiebeibis 1 1 Cr 1 1)
25% TITIT.

Our objective for the custom shop
share to 35% over the next three years. T
increasing and modernizing our ma
Specialty law enforcement and black
growth, i

accomplished by significantly
if custom shop products.
ill also be important to this

¥

2400 units per year,

Our worldwide perfg

1996 1997 1997
Actual Rev. 1F P.O.
Unit Sales 1911 1614 1896
1.7 1.4 14
0.6 0.2 0.1
356 17.5 4.6

integrated marketing
¢ strategy
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B Competitive Analvsis

s rifles, custom
. and  pricing Is
d at wholesale for

significantly higher than competing Remingi
more than twice the price of the Model 7Q#

e;,l‘ 11 series features a
The heavy barrel
nd list for $269 more at

Sharpshooter is most comparable to the 4%
“more than the comparable

wholesale while the Sportmg ‘Sharpshootm listss

Ruger competes in the cu
Express and Model 77 express rif
Circassian walnut and steel hard
standard calibers while the Ma
These rifles compete with the
whalesale.,

e, the Dakota 10 and a bolt action rifle,
ible In a wide range of calibers including
¢ of Dakota rifle sells for significantly more

s H/S Precision, Robar and McMillian, along with a host
of others.  The conts ds across all of the successful participants in this

market is qua

mam{facm" e exception of the Model 40X line, most of Remington’s
based on production models that are hand assembled and
builder to provide the level of performance required in
ve price. The Model 700 and Model Seven are offered in
ufigurations  including  composite  stock g game nifles to
as well as hand engraved high grade rifles. A custom version
is also available, The Model 40X family is a line of heavy
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barrel target rifles that feature stainless steel actions, ad rs'and wood or

composite stocks.,

M Product Strategy - 1998

As competition in the custom gun market
improving delivery time and quality of cust
addition, new calibers and product features w

ton must focus on
to remain competitive. In

Maodel 700

Ll thhe line of Model 700

There are no major product revisi 0
“addition of the 7mm STW caliber

Custom rifles. Revisions will be limit
to the Models 700 AWR, 700 Mountai

cog@dm ARG
0 for.custom model 700°s.

liwvill be configured similarly to the stock used
All be available in four colors.

1999 and Beyond

omplete family of the new Remington Ultra Mag
or 1999 is a natwral for the line Custom Model 700’s.
q be given to other caliber additions as well as adding options
nes to enhance the offenings.  With the new capability to
-house, @ custom wood stock version of the XP-T00R will
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The focus on reduced delivery time and improvi
This must be an ongoing effort.

itfbe continued.
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M Market Situation

Many areas of potential opportunity exi
usually very narrow relative to product tvpe
markets which have evolved to represent sig

markets. These markets are
vamples of some mche’

Cowboy Action Shooting
Collectibles

Handgun Hunting
Specialty Law Enforcemg
Home Security l

Remington has chosen to 1
which fit within our core competenca
rifles produced by Rcmmg‘ron aver |
addressing the Cowboy Actioff ;
of the bolt action pistol in s
for Remington in the hupg
specialty sniper rifles an
markets that are global 13

ffer prospects of premiwm marging
ile, revolving pistols and single-shot
: ‘ago represent potential products for
id thé Collectibles markets. Re-introduction
rations will certainly gain incremental business
hooting markets.  Finally, production of
: products will permit us to grow in lucrative

Remington’s b
surgical selection
capabilitics.

y these segments will be to maximize margins by
at fit with our manufacturing and marketing

Principal husiti

o Limited d mauufac‘rmiug TESOUICES
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B Product Strategies - 1998

Rolling Block Evolution

positioning as a “Black Powder Only” cartridge
offered in a lower cost hunting/sporting model s

A test project 1s now underw.
will accept the 338 LAPUA cartrid

' riﬁed version of the M700 which
has gained global acceptance as
“business opportunities currently rest

The re-introduction
total hunting handgun m
that Remington can obtain 2.3
troducing XP100 prods
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This market is greatly dependent upon this
busmess. The category mcludes all catalog extra sliot

barrel business.
product and hurt the sales of standard field gésditextra barrels.

Principal competitors in the extra barrel bus * Remington brand shotguns
are Hastings and Mossberg. Both con foctis on deer barrels. Some of these
products feature fully rifled bores and advi thting systems which greatly enhance
product performance.

®  Market Share Qver,

1995 competitive sales volum hare are estimated as follows:

UNITS (M)
41

13
4
58

Mossherg
T%

CERLELESI R B HA4A 0 L-¥ ‘I’Iﬁ!llllﬁiill!
SR UMEER BB ARV ASENUNIRRNEAIRWNERAN BHYERRAERNRY
LR R R E R R R RN R RN RN NI R R R R AR RN R R LR
AR RN RS R R R RN R R RN R NI R RRTRARSY L

gl M AR ERE AR PO EIEREAS RN AR RS AR 2L "
Remington

71%
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Remington’s objective for the extra barrel bust
availability so that sales opportunities can be maxirmized.
through modified sales programming, front loaded '
advertising initiatives.

be accomplished
1d new consumer

B Remington Segment Performa

Extra shotgun barrels are one of the hyghest gross margiin products in the shotgun
product family. Through May of this year;: s nearly 39% or approximately $46
per unit.

Our worldwide performance for

19497 1997
Rev. 1F PO,

Unit Sales 9,810 42,153 45,504
Sales Dollars (3MM) 4.9 5.3 6.0
Standard Margin ($MM 2.6 2.3 2.9
Standard Margin %o Sal 52.4 442 482

8
billy rifled deer barrel
t contour deer barrel which can handle the entire spectrum
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Subject to Protective

both blue and matte finishes. The quahty of the Moss generally not
based on price.

valent Remington

specifications.

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

temimgton, Browning
and specifications. Hastings
uality and comparable
Remington was not able

M Product Strategy

The Model 870 Express 20 G
an extra barrel SKU in 1998, Ther
Future consideration wil be given
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wironment *has changed. Product
neh to dominate n global markets.
pnsive to customer demand

that was sold at a fair price. Today, the busit
quahty and manufacturing excellence 1s no long

a change in our company culture.

Information flow and technology i
Best practices companies are building i¢
supply chains to align and integrate m
distribution.  Establishing “Syncheg
streamlining processes, gaining efficieic

ages by reengineering their
nand, production, purchasing and
tpence’ 1s the first step towards
ilding organizational flexibility.

sriprovements n demand forecasting
cycle time has been reduced from
i improved from pomt of origin to point
emains to be done. Specific areas which

Firearms marketing has n
using tools provided within SAP
weeks to days. As a result, infj
of consumption. Much wy
require improvement are;

tegrated, Remington ¢an expect to see improvements in
ating cost. Driving the financial metrics will be:

lexible Sourcing
wer Dedicated Facilities
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Subject to Protective ¢

At Remington, planning and scheduling is char
interplant dependency, vendor breakdowns and spiked yzé

ished goods that
accur late every month.  Focus will be on leveling finishe

ds vields so that

driven supply chain.

Lastly, it is imperative that production,”
production scheduling document. Current
commitment document. This differs i
SAP which interfaces with AMAP’s.

mnd finance work from a commaon
ds a WICs schedule as their
lanning document based on

This situation 1s a breeding
production efficiencies because @
corporation must migrate to a ¢
production metrics.

d foy mawurate forecau.t and misleading line item
between the two systems. The
rstem that will deliver one set of
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W Background

ments m the long term
mgton promoted service
alogs, owner’s mstruction manuals,
gnarketing materials.

Excellent product service has been o
success of Remington’s firearm business.

In the early 1990°s, Arms” Servi f a Field Service Organization with
“ten (10) CSRS’, four (4) clerks, a

Historically, Arms’ Servic
approximately $3.7 million in annual
the sales of spare parts ($2.8N

business wt (ot #12), generating
portions of thig revenue came from

irs ranged between 32,000 and 35,000 units,
-repair averaged 12-14 weeks. In 1994, a

To artain thy
“re-engineering”
decided that

e, several strategies were investigated, including a detailed
amline internal processes. However, senior management

nters). Prior to this change, the Arms’ Service group
wdministering  the warranty repair program  including
nanuals and parts catalogs. Downsizing resulted in the
ficld service representatives leaving the company without the
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Subject to Protective

soon became outdated, and due fo a number of enginer
also became obsolete,

arls catalogs

0 handle the
to Remington’s
ith ltq strategic redirection,
at arms length and an infra-
‘echnical documentation
Centers needed training

In summary, Hion’s service group was
management of 235 Service Centers. This situg
“factory repair” philosophy that did not evolv
Remington’s relationship with these Service C
structure to collect and analyze malfinction dagg:dic
was outdated and inaccurate, and the gunsn
on Remington products.

‘Centers were re-evaluated
turn-around time. By mnd
cert with K-Mart to reduce the
e end of 1995, other networks
tomer. To-date, the majority of
ty (20) outside Service Cenlers.

Early in 1995, 20-25 strategicall
based upon pre-established eriteria of 4
1995, a “repar network™ had been estabiist
volume of guns being forwarded to i

repair has dropped to eleven days,
< philosoplty, from “Factory Repair” t
with some major challenges. With over
roblems still exist. They are:

anty repair centers,

ner base relative to Remington’s current

Phoné Center - Llion

e Tlion Arms Service Phone Center was historically
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Subject to Protective

The center was comprised of ten (10) CSRS” ai
After the introduction of the 800 number two years ago, phoné
season” was beyond the capabilities of 10 CSRS’
approximately 31,000 phone calls. In addition to s
also supported Remington’s Shooting School and the:

al personnel.
wing the “hunting
s averaged 13%,
s Phone Center

W Summary of Current Status

In April of 1997, Hion's Arms’ Sexvice:0ugi n was down-sized and the
Phone Center was re-located to Corp uarters in Madison. A majority of
the parts and repair personnel were r i

ot

The current procedure for -
authorized Service Centers. Onl
to the llion site for disposition. Aii
M/396, over and unders, custom gun

sartment has been downsized by nearly 60%.
n and one-and-a-half (1.5) re-fimshers. In
tinel, part-time support from Assembly is

As previously stated
Current staffing consists o
addition to the permanent:
provided on an ad hoc basi

1 estimated 1,500 guns currently in-house for
repair.  This numb lim rtically within the next six (6) to eight (8) weeks.
The average factory fepa rrnaround time stll remains at 10-12 weeks, whereas, af
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Consumer Services

esponsibilities for

This is the first vear that the Corporate Phone, enter ha ,
i gwering technical

administering parts sales, providing status on g
firearm product related questions.

A comprehensive “Customer Service™ s is. currently being developed and
refined. The key points of this plan will incor

¢ A communmications plan which jelrly explains Remington’s new repair
policies.
* Development of a Reporting/Datab
¢ Development of Root Cause, rovide malfunction data to Quality
Control.
On-going training for CSRg

er 18 angty for multiple reasons.
t information
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B Future Requirements

The ability to provide an acceptable level ce he considered a
“cost of doing business”. First, a “Service Miss.
aleng with an agreed upon company-wide serv
factor that greatly mfluences the customer’s nexg
may want to be loyal, they also want and, mor
service perspective.  Return business is lar;
are treated after the sale.

1s a discriminating
While customers
7, expect to be satisfied from a
st by how well customers

Second, a commitment of resources mils
enhance, the servicing of Remington’s_produg

e not only to include, but fo
igh, Remington has invested

cisely, to our field organization,
tomer, what Remington’s charter

the company must communica
sales representatives and most im
is for product service.

B 1998 Requireme

¢ing designed need to be approved and
al aspect of this process will be obtaining the
develop the repair network.

Action plans that
implemented as soon as;
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m 1999 and Bevond

d-alone business

In mid 1998, paralleling the other service mamtwes,
unit should be re-established with the primary obje
Service” not only at Hion’s repair shop but throgs,
Service Centers. This business unit would be
and external repairs, providing service for bot,
administering all parts distribution through on:

g ppomng both internal
d and chargeable repairs and
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hd deletions planned
for 1998. Both catalog and non-catalog produc ddressed. A total of 28 SKUSs are
planned for deletion in 1998. A threshold volygigof” as used to identify these
products. A production run of these items would be considered if a special request 1s
received for more than this minimum quantit

1998, Of these, 17 replace
¢ specials to the 1998 catalog,
he face of a soft market for many of

an etfort to reduce the negative

There are a total of 50 new catalog

and 23 are truly a result of ling exiensio
Remington’s core product lines, the |
impact of this softness on key produy

KUs that result from adding new

H (NWTF 25 Anniversary)
WWTF 25 Anniversary)
Turkey Camo (Advantage Stock & Fore-End)

ing 20 (20798 VR RC W/SC Tubes)
0/26 VT RC Glogs (With Fine Line Engraving)
0/28 VT RC Satin (With Fine Line Engraving)
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7514

M/7700 ADRL Synthetic 223 Renington

7518 M/700 ADL Synlhelic Youlh 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 8mm Remington {(New Stock)
74895 M/700 VLS 243 Win (New Stock) ‘
7497 M/700 VLS 7rom-08 Reminglon (Mew Stod)
7499 M/700 VLS 308 Win (New Stock)

7487 M/700 VLS 260 Remingion (New Stock).
7549 M/700 VS LH 223 Remington

7548 M/700 VS LH 22-50 Remington

7551 M/700 VS LH 308 Win

6207 M/700 VSSF-P (Pared) 22-250 Remifighi
6205 M/700 VSSF-P (Ported) 220 Swift:

6209 M/700 VSEF-F (Ported) 308 Win

5383 XP-100R 22-250 Remingten

5385 XP-100R 223 Remington

8387 XP-100R 260 Remington

5389 XF-100R 35 Remington

6293 M/700 L3S LH 270 Win

6295 M/700 LSS LH 30-06

Subject to Protective

ms v. Remington
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7118

M/7700 Cust Min K& G5 7mm STW

TBD

40XE Thumb Hole Stock Single Bhol 22-250 Remington

TBD

40XE Thumh Hole Stock Single Shot 260 Remington

TBD

40XB Thumb Hole Stock Single Shot 7.62 NATO ¢

TBD

40XB Thumb Hole Stock Repeater 22-250 Reming

TBD

40XB Thumb Hole Stock Repeater 260 Remingion:

TBD

40XB Thumb Hole Stock Repeater 7.62 NAT

TBD

Rolling Block - Sporter 30-30 Win

TBD

Rolling Block - Sporler 444 Mar

TBD

Rolling Block - Sporter 45-70 Gov't

6552

M/&97 Custom Target

6554

M/5G7 Magnum Cust Target

4811

1997 SKU's Discontinued In 1998

SP-10 Camo 23"

9660

M/1187 SPS-T Camo

2605

M/1100 20/26 Skeel

5313

M/1100 20/26 VR RC Gloss

5403

M/1100 20/28 VR RC Sati

85097

WA T00 20728 VI RC Mag S

5372

M/1100 20/21 VT RC Youth

50894

MB70 8PS-T Camo

5074

M/BT0 Wing 20/26 VT,

5068

M/B70 Wing 20/28 VERC

5767

M/700 ADL 243 Wi

5847

M/700 MTN DM 24

g121

M/700 BDL DM 25-06 Rt

6249

M/700 BDL SSEiM 243 Win

7341

M/700 BDL S&

7543

W70 BDL 88 DM-B

5873

7488

7420

7494

7496

7498

4669

4695
9792

7568

4820

4834

Subject to Protective
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B Pricing Overview

Remington has regularly raised price
profitability.  The business unit has not n
during periods of market softness which has helped build
Remington brand firearms.  Several of . '
USRAC, have cut prices in 1997 to move bloa
Most of hese efforts have been direc
B.O.S.5. system.

arms with an eye towards
wn with our resellers
osition of strength for
titors, principally Browning and
ories of slow moving product.
¢ rifles equipped with the

them. Value maintenance with th

)24

, Gross Sales

1954 199

i
i
=3
(=3
g
K-
3

Shotguns 2.92% 19% 1.63% 68%
Rimfire Rifles 4.49%, 1.96% 2.97% N/C
Centerfire Rifles 1.72% 2.46% 3.49% 1.84%
Extra Barrely 2.90% 328% 3.71% NAC
Average 2,56% 1.55% 2,.58% 1.37%
1 Averit ase is based on sales mix and revenue by major produe( calegory.
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M Pricing Proposals - 1998

Shotgun Highlights:

Express. Price has
due to competitive pressures from
iced shotguns,

‘The most acute issue in this category 15 prigH
been held on 870 Express for three consecutive )
Massberg and weakened market demand for ece

average pnce crease of just over 4%
ly ten dollars per unit and nearly

For 1998, Remington will be seeking
for the category. This move will add appig
$2.5MM in revenue to the bottom line next year.

Peerless
SPI10
11-87
11-96
1100

dels due to late availability of fimished product
. llion produced rimfire will also remain
‘increase of 2.3% on 541 bolt actions,

N/C
N/C
N/C
N/C
N/C
+2.3%
N/C
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Centerfire Rifle Highlights:

Pricing of Remington®s centerfire rifle line is
to our major competition. We no longer offer a sig
over several major competitors such as USRAC ang:

ling proposition
e and Ruger have

extensions.
Remington pricing of bolt action pro

gun m all wood stocked models except for y
specialty long range products will be he

g for all bolt action stainless and
¢ will be held for 7400 and
ty includes introducing lower
priced ling extensions with Spartan teatut ' sales volume and protect future
profitability. .

grecast
N/C
N/C
N/C
N/C

/C
N/C

sProducts Forecast

+ 2 8%

+3.1%
N/C

5 will be very difficult m the future, It is anticipated that
[é3ser extent Kmart, will be most resistant to price increases. At
iers are secking price reductions on many core items.
on will also limit our flexibility in the pricing arena.
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d profitability.
Jor firearms fo

Shotguns 2.9%
Rimfire Rifles 2.0%
Centerfire Rifles 2.2%
Extra Barrels 2.9%

Subject to Protective
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The loss of nearly 180,000 federal firea
Jour years has had a drastic impact on §
Basement bandits and small retailers who no n afford the increased cost of
the license fee nor can meet the additional re s established by the ATE are
the major reasons for this reduction. In d“nutshell, government has been very
effective in reducing the number of sotitces where a law abiding citizen can
purchase a firearm, This phenomenon has“geeafly ributed to a general decline
in all firearms sales over the last 24 months
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ers during the last
ington’. fribution network.

tilizing three distinct channels of
wholesalers: independent dealers and chains.

Remington services the marl
distribution. Direct sales are made
Remington wholesaler business
significant growth dunng the last:
particularly at K-mart and Wa
Authority, Jumbo Sports, Gartt
destinations to purchase sp

ined by 75% over the last four years, 1t is
anficipated that Re direct business will continne fo trend
downward in the fi

will no longer be a

Tracking b
sales by outlet (vp

nal Association of Sporting Goods Dealers of firearm
n i the charts below for rifles and shotguns.
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Distribution Channels - Rifle
1995 Vs, 1996
{Percent of Units,

50

40"

a0 |

w1995

20
m 1996

104"

Sporting

| 1986
1996

Spedalty Mass
Sports Merchants
Shop

Page 119

Subject to Protective Of HEms v. Rermington

MAEQ0000751



Remington’s Distribution network poses both pos
company. A competitive advantage is realized from servirt
of distribution because of the greater market
employment of this strategy. On the downside, cli
which in turn creates mstability within the entr
examples of classic channel conflict are:

dreated in pricing
network. Several

o Wholesalers selling NBS, Sports In
below that of our direct sales progr

» Mass merchant business being entéi ] wholesalers with price and
service being the core considerations

Major competition does not . ibution as broad as Remmg,ton 5.
This tends to create alliances in sQiyé }

profitability.  Remington’s
differentiated distribution co I other for the same consumer
dollars As a result, mdrgms are Uﬂf‘ : ed and profitability on Remington

There are several r
They are:

¢ The sheer

. galer trade channels rely on Remington’s firearms
i financial resource for their businesses.
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1087 993 1994 1095 1996 1997

EDezlers 1 Other

its distribution network in the future by
sproducts which can be tailored to better
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During the last several vears the 1
communication dollars have been spent on brai
like NASCAR have been employed, the firea
advertmng which pmmotes‘ awareness (m“

rimfire rifle.
Muzzleloader and Model 11-96 Euro |

For 1998, Remington must:i
provides the consumer a compel
core (tems indicates that tlus effos

fles. In addition, major advertising
campai;ﬂm are required to launch the ' rifle family, introduce the new 870

7400 and 7600 repeahng

tions on the model 870 Express for the
action rebate was tied to the purchase of

Remington has ufi}
past three years. In 1997, 2

proposition to the
1998, Remingror
Our resources ;

anneled toward produc*mg hlgher grade advemsmg
andising for key categories.

8.
w advertisimg campaigns that successfully introduce new
at were neglected in 1997 and are planned for 1998
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* Abandon costly rebate programs and useful
merchandising tools which can assist selling effo )
* (,arefully review available resources and gig n the 5y of firearms and

Develop a new corporate tag-line wh
in the consumer’s mind, For e
ammunition, we make both™.

s Review all sponsorships of magazi
determine the true value to the bu

¢« Tie in ammunition products wit]
campaigns for the 700 Muzzeloads
rifles.

ns deserve great

mation sharing is viewed as more
& The Internet is without question,
working professionals.

Remington’s new tain the following information:

ncluding address, phone and point of contact.

emington repair procedure (the steps to follow when
‘ Remington firearm).
emmgton dlrect dealerf; by state or geographic arca

gishoot (gun club listings, and a listing of public hunting
y state basis).
¢ _answers. The posting of the most frequently asked 100

fermined by Consumer Services should be up on our web
yee incoming calls to Corporate Headquarters.
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ve  end-user
ormation in an

» LEventually, monitoring of the web site w
mnterface could be blended into the function of ¢
effort to improve Remington’s customer sgryvice.

Remington is well behind our muajoi
praofessional Internet presence. Currently,
and Winchester all have comprehensive w
information discussed above.  This forng
competitive advantage. Remington should
new web site,

% Ruger, Mossberg
s that provide much of the

Ve top pricit the construction of a
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