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EXECUTIVE SUMMARY

or accessories has
or the world ¢lass
p]‘m:;e Remington in an
ice and new product
ased on sound product
he world firearms marketplace

Jowards that goal.

Vision Statement - No other manufacturer of firearms, am
the rich history, the brand strength, the length and depth of pr
personnel of the Remmngton Arms Company. Thes
industry-leadership position in terms of integrit
innovation. A solid, thoughtfully executed
management will ensure Remington’s dominar
over the long term. This Strategic Marketing P

Mission Statement — When charting a pat :
principles will be three fold:

BERIEXImum  profitability, maximuim

. Manage the current product
led s trateglc framework

sustainability and in accordance
Buwild a new firearms portfolig
considerable technical talent a
Service the needs of the
future.

Pa

tad

Business Objectives, Shoteun
shotguns are:
market share 10% by taking advantage of
serious quality improvement effort for the
iing a revolutionary new autoloader that will
y available. In addition, grow margins by
ing ¢tirrent produet.

2sIn pump action shotguns, the goal is to gain at
ugjh a two-pronged approach. The first phase of the plan
the cosmetic appeal of the Wingmaster and the
Purpose lines. Phase two is a cost reduction effort in
ill be reflected in price to take share away from
St competitors.

otguns/Special Product Opportunities — The goals m
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Business Objectives, Rifles — Tn summary, the three year: b

are:

Subject to Protective O

as for rifles

the marketplace
ally, the objective
.units annually to
1l be accomplished
by focusing on the
special takeup opportunities,
prove profitability on the Model
al or positive impact on

¢ Autoloading Rimfire Rifles — Entrench the
through a continued focus on quality and value.
is to grow the Model 397 business from the urren

through a concentrated effort on prod
specific needs of customers thrg
Manufacturing will also be challeng
597 through cost reducing efforts
value to the consumer.

s Manual Action Rimfire Rifle

ton will re-establish itself in the
bolt-action rimfire market through 1 aetion of the Model 504 nifle.
The Model 504 will provide Bemingts n attractive margin position
while {illing a current void iy tketplace for a high-quality bolt-action
runfire rifle without a SIM pr he Model 504 must scream value by
providing  outstanding : ' 4s  performance and quality
workmanship found onlj tgher priced platforms.  Market share
% share of the total bolt-action

market share and m
action centerfire ri
on improving qu
more timely Ta

icturing throughput while responding in a
idual needs of the customer. Significant
course of the next three years to refresh
he Model 710 line through the addition of

fles — The Model 7400/7600 series of repeating
#'their product life cycle and are currently in decline, The
not adequately meet the standards and expectations of
spect to reliability (particularly the Model 7400) and
pum  capability). The short term focus will be on
n the category, with a longer-term (3year) focus on
f.a new autoloading centerﬁre rifle platform which

. units per year range. Opportunities for growth exist for
rimarily through a low-priced, clam pack muzzleloader

Fms v. Remington

MAE00000921



Shotgun Market Summary

According to estimates the 2002 shotgun mark
million units in annual sales volume with a retail
2001, NSGA studies reported 1.15 million purcha

repmsenﬁ_’ ppmx:mately 1 1 5

of 6.4% in units and 2.1% in dollars from th
revealed increases of 7% in units and 8.5%
were most evident in Remington’s autoloag
share to the competition that has been an ong

gt rmmpal product categories:
ther types such as Bolt Action that are
w0f volumes averaged over the last

The domestic shotgun market is coms
Autoloading, Pump Action, Break Ac

typically low-volume specialty categogi
three years by category are:

un Safes Volume

'pe in Units®

Units (M
217
573
104
218
34

1148
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2002 Shotgun Market Share by
(% of Units)

Other, 3%
Single Shot, '
19%

o/U, 9%

wmp Action,
50%

Europe, 25%

_ United
States, »0%

Shotgugipt s worldwide are still focused heavily on hunting and other sporting
uses, deapi ersonal defense segment in the U.S,
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SHOTGUN INDUSTRY ANALYSIS

The shotgun market in the U.S. is comprised of 6 major
total over 90% of domestic sales. They are: RemingtonG
Repeating Arms Co® (USRAC), New Englan
Richardson® (H&R), Beretta® and Benelli® (

ers, who together
x®), Browning®/US
Fy/Harrington &
y “owned by Beretta
dlfierent product

offerings). These six differ in terms of the
perception, Additionally, the big six differen;
amount of print advertising they buy and the:
from it.

1. *Customer Profiles”

customer has been conveniently
; old, living in the Southeast or
an anhual income level of $20K-$50K
and who purchases a s “ for hunting purposes. The problem
with such broad de [ 1
segments of the buy
concentrating on what
product outcom
together using ¢
result. With
importance
Simply put,
be to more
and at the s

¢ Traditionally, the typicd
categorized as male, a_rmmd

iling indicator of value in today’s shotgun market is to
st recent average price points among the various product
pmpared to sales volume in units.  Based on this, the
lizations can be made about the big six:
ington — Most Remington shotgun products are ¢onsidered a
shiovalue for a relatively moderate price. The fact that all
mgton shotguns are American made is still seen as favorable to
estic customers. The Model 870 is considered the standard for
p action shotguns but Remington autoloading shotguns are
biting symptoms of a life cyele in decline.
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Subject to Protective

&)

“category by
irned to its place as
acturer. Mossberg
ts to spend as httle
vardigss of quality.

Maossberg — After exiting the autg
discontinuing the Model 9200, Mosshe
solely a low-cost pump action shotgun ™t
products are the choice for the coi
as possible when buying a pump

Browning/USRAC — The p
considered high quality an
shotguns are typically
Beretta/Benelli in price a
the many useful features

t line from Browning/Winchester is

NEFH&R - N
Firearms/Harrington,
action, single shot 5|
domestic single skt
imports.

Marlin, New  England
n manufactures nexpensive break
such, NEF/H&R virtually owns the

ket position is the provider of high
1 and competitors of discriminating

g drom Benelll are w1dely considered high
a hlgher than average price. In fact, most of
now sports the slogan Performancc worth the

jon cal%ory. Benelli and Beretta together u‘mnol
ortion of the total domestic shotgun market,

Russian Tmports — Relatively new to the domestic
:ne, inexpensive imported shotguns from Turkey and
'made a significant impact on the US market in terms of
share and pricing influence. The vast majority of these guns
]eaply made and in some cases highly suspect in terms of

ms v. Remington
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Inexpensive Import Shotguns - Background

in the following
he:e mexpensively

Imported firearms from Turkey and Russia are made up”
three categories:  Autoloader, Pump-Action and Break Act
made firearms are rapidly becoming a significant pogl :
States and are threatening Remington’s market sha | he US International
Trade Commission, over $20.5 million worth of as brought into the
United States in 2002 alone.

tute, or SAAMI

is an

or safety standards.

The National Shooting Sports Fo
the firearms and ammunition industry ;
organization whose mission 1s § er understandm g of, and a more active

i NSSF mamge« a variety of pubhc—berwce

‘he number of U.S. representatives of these three major
‘Unfortunately this is creating a cloudy picture in the
names on virtually 1dentical firearms.

Huglu Shotguns
According to theu 0

amed for the town where the factory resides in central Turkey.
page, Huglu makes over 65,000 shotguns annually. Huglu
¢ egacy (formerly Huglu USA) based in Rigby, Idaho.

ale algo made for other buverq and are marketed in the United
s brand out of Old Saybrook, CT and under the Diamond
Nales, In¢ out of Woburn, MA,

States under the
brand diste

Data, Forgign Trade Divigion, U8, Census Buteau 20003
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Akkar manufactures shotguns that are marketed in the Uni
trademark “Charles Daly”. These guns are distributed b
Rouge, Lowisiana and include a full line of over/under, autéieadi d pump-action
shotguns. '

Sarsilmaz 1s located in Duzce, Turkey and exports’
action shotguns, including law enforcement offer

Historical Trend 2000-2002 — Turkish §

Shotgun imports from Turkey have experi :
2000-2002,  Year-end US Customs datas
shotguns have experienced a 252% change in

Imports of Turkish Shoty; s to the US
(Units through Customs"*)
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Manufacturers of Russian Shotguns
Izhevsky Mekhanichesky Zavod 1s located 1n the Ud
the largest source of Russian-made shotguns for export 't
shotguns are marketed under the trademark “Bmkal”
American Armory Corporation (EAA) based in Sh

Russia and is
ted States. These
wted by European

Russia. The Saiga-
~47 military rifle.

EAA also imports the Izhmash Saiga-12 shotgu
12 is an autoloading 12 gauge shotgun that is a di

Historical Trend 2000-2002 — Russian: 3
While not nearly as dramatic as import numbers from Turkey, shotgun imports from
Russia have experienced a solid increase di yeriod 2000-2002 in terms of pure
numbers, US Customs data for this time peri 1 that Russian shotguns have
experienced a 20.4% change in terms of

BOOO0  prrereerrermsernsansrnses
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Action

kR ussia are classified
as Market Econmmes w}uch means that they theoretlcalljy op- n market principles
of cost and pricing structures. What is not know manufacturers in
these countries who make foreign like products s of government
subsidies that allow them to “dump™ product on nasiarket. The prices of
these fircarms suggest an unfair advantage wh pared to normal values, but as yet
there has been no determination on whether d ing place as defined by Title
VII of the Tariff Act of 1930,

t Administration and the United
believes that injury is taking
; umping of a foreign product,
countervailing duties through this
1t by domestic industry for the
% " must represent at least 25% of
here, as it represents between 28%

1 will therefore explore this remedy

One remedy 1s to file a petition with bot
States International Trade Commission, If an it
place due to unfair competition througl ;
it may request the tmposition of antigh
petition. To ensure that there is
investigation into the alleged injury:
domestic production. Remington
and 29% of the domestic shotgun
as a means of redress in 2003-2004

reduction efforts that ar
honest estimation of ove
wholesale price reduction 3
evaluated for 2004.

egy in this category, The feasibility of
or the introduction of cash rebates will be

p1 icing
olt

12
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3. Advertising Expenditures by Manufactur

Browning [

Benelli

Winchester !

Bearetta z

Mossberg

Ruger [ .':Z:. - 3’ R o

Remington [

|

) |

LEEEETES ER T 41
Other &:5*«551 35h2%1¥§&f9

ﬁﬁﬁﬁﬁﬁﬁﬁ 7

10% 12% 14% 16% 18%

sth Beretta and Benelli (32% of tofal), and
total) accounted for 81%, or $4.3MM of the cumulative

clearly losing share in the shotgun market, this number is
ﬁpmbly low This trend of decreased ad spending is the opposﬂe of

Subject to Protective O ms v. Remington
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2002 data from SAAMT and US Customs reveals the followang.

2002 Shotgun Brand Sha
by Manufacturer (% of Units)

Remington [

o

0
Mossberg i

3

Beretta/Benelli

I | 150
Browning/Winchester [

NEF/H&R piih

S

[

T
LI

1 fpEHEas KRR
Other W:siesaze: :;3

0% 5% 20% 25% 0%

Remington still maintains a dom: on, despite some loss of share in the

autoloading category. Looking,
is somewhat mitigated by both
autoloader offerings.  Am

gnition and a strong mix of pump action and
anufacturers, only Browning/USRAC and

In terms of Remington’§
data as a percentage of 1

General
Dealers  Other
2% /3

2, RO Wholesalers
63%

14
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Market Category Summary

AUTOLOADING SHOTGUNS

The domestic autoloading shotgun market, as estum _combined analysis of
SAAMI, NSGA, and US Customs data shows 23
retail sales value of $110-120MM.  Sales voly

last three years of the domestic market are:

BRAND i WNI
Remington
Browning/US]
Beretta 54
Benelli 47

| 14

217
hotgun Brand Share

25%

i

il

. Browning/
USRAC, 23%

Subject to Protective O ams v. Remington
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Remington Segment Performance

Remington’s

autoloading shotgun line includes the Model

3.3% decrease in units and an 11.1% decrea
Worldwide Remington performance for the autol

This represents a
m 2001 actuals.

m&utsioaciingéhofguns-a ASQ@AQ&M%-@Q&&M%J aéM?xhsin Qéu&gﬁ'&twm@a?aa‘;
Units Sales {M) 62.3 793 528 56 3 555
Sales Dollars (SMM) 26,7 36.9 w247 26.7 26.5
Standard Margin ($MM) 11.4 10.5 11.0 10.9
Standard Margin % Sales 42.6% 42.3% 41.2% 40.9%

Competitive Qutlook

« The domestic awoloading s
changes. During the last t
has managed to climb to
for several years. As recer
position, staying steady

3 yeat!

data from the past
to 25% m 2002,

+ Data also reveals tl
market 1s holding wi

overall shotgun 1

pie, however,
» This loss of \.h

Subject to Protective

liEims v. Rernington

and Benelll

as undergone significant recent
Yerscas manufacturer (Beretta Group)
fshare and hold a dominant position
y0, Remington enjoyed that dominant
units. Unfortunately, the most reliable

adV decline in Remington autoloader share

percentage of the total domestic shotgun
ta 5 year history, In other words, when the
the percentage that is in the autoloading
-20% of the total.

Remington’s piece of the

These ﬂzree manufacturers, together wztk
% of all units sold in the U.S,

16
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Beretta/Benelli (Beretta Group)
Bereita’s key antoloading shotgun products are the AL
and the new A391 Xtrema. At this writing, the AL39
Walmart. Since its introduction two years ago, the 2 347 chambered AL391
Urika has gained sigmficant favor in the auto shoggun market®H:features 12 and 20
gange self-compensating gas-operated actions, seléé woodéynthetic stock and
fore-end, and is available in field and competitionzgisior

“exclusively to

The A391 Xtrema is a 12 gauge 2 32°, 37 an
shotgun that is available in wood and synthe
Xtrema has been too recent to draw an
However, according to sales trends across:
market has experienced a significant downturit:
shotgun manufacturers with 3 2™ guns
product. Beretta’s introduction of a 3
strategic move,

pable gag-operated autoloading
e, 2002 introduction of the
nclusmns about its market acceptance
dustry, the 12 gauge 3 4™ shotgun
he past two years causing most
ns of various kinds to move
ader at this time is a curious

un and like the Urika 1s chambered
agship of the Beretta auto shotgun
Fand fore-end versions covering six

The ES100 Pintail is an inertia-opej
for 2 %7 and 37 shells. The Pintg
ling, but 18 now only available
SKUs.

Super Black Eagle (SBE), M1 series and
autoloader, and 1s a 12 gauge only, 3 '%7
ood and synthetie versions. The M1 is also
ge field. The MI comes in field versions,
al shotgun platforms. The Montefeltro is a
gauge, wood and blued metal otferings. All
xtremely simple inertia-operated action that is

s main autoloading

Benelli’s

37 chambered gun tha
Benelli shotguns are;
renowned for its reli;

g shotgun design that Browning offers.  There are
sthe same gas-operated action, “speed loading” feature and

. Brownmg has separated this gun mto 37 and 3 57 model% and
ion with a “Classic” that sports a semi-humpback receiver

ster) discontinued the Model 1400 nearly 10 years ago, it had
mtil the mtroduction of the Super X2, This gun 1s essentially a

rsions and will cycle 2 %47 and 3™ 12 gauge loads.
17
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Net wholesale pricing information for the major autoloads

FETTRERERIRENtRERRRtRNenTRIN S et L inenaranenstnarinEr ttaaiiaiatie erinie
VTG UER VAR CAEERIE)
Beretta
Beretta
Beretta
Benelli $907-$1017
Benelli 696-5902
Benelli $663-5686
Browning $599-5839
Winchester $512-5743
Remington $328-$556
Remington $4351-5580

S.W.0.T Analysis (Stl: i
Threats)

Remington Autoload

» The Remington ghotgui
relatively smaldisi;
minimal, It
they meet th
The lines of

] - compact, it allows the overall gun length to be
construction also minimizes the stock dimensions where

ders come in a wide array of standard options, including
law enforcement, and competition variations.

Subject to Protective liEims v. Rernington
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Remington Autoloaders — Weaknesses

¢ i1 its class. This
it all day.

o The weight of the all-steel Remington makes it the h
is a problem for youth shooters, women, or a

¢ Remington autos, particularly the 11-87,
desirable balance. The barrel contour on thy
make them heavier towards the muzzle th
swing on target.

» The Remington action and feeding design althobili state of the art in its day is an
overly complex system relative to to his is a problem from a
reliability standpoint, as more parts g means that more can go wrong.

¢ (Cleaning and Mantenance. The des , as system 18 not “self cleaning™.
The fouling that oceurs on the outsi azine tube requires frequent
cleaning or the gun may begin his is not perceived to be a
shooter-friendly trait.

» The receiver markings and er
not perceived as high quality
Remington wood fore-end

The 11-87 Super Magnum

e currently used are dated and

s easy to crack or break.
‘d to have shortfalls in reliability and
troduction that exceeds the norm.

portunities exist to improve the cosmetics of
imple changes that enhance the visual appeal
luding embellishment changes, etc.

»will be explored. This can benefit the category
hereby improving reliability and reducing unit cost.
cadimg shotgun design 1s needed.

of these guns wi
» A redesign for g

Threats

the current Remington autoloading line are the Beretta
Montefeltro/Super 90/Super Black Eagle, and the Browning
The Beretta and Benelli guns are stand-alone products,

AAAA SX2 is a virtual clone of the Browning Gold. All of these
me 1 12 and 20 gauge. The Beretta and Browning/Winchester
erated 2-3/4 and 37 capable, while the Benelli guns are inertia
ars that overall the 12 gauge 3 %™ market is slowing down, as
wers are opting to chamber their new offerings m 2-3/4 and 3
ge product lines. Furthermore, the introduction of Hevi-Shot high
19
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performance shotgun ammunition makes the need.f;
less of a growth category. :
s All of these competitive guns are generally consi
performance by the market place. Remington’s testis
reveals that while these guns are not flaw
outperform Remington autoloaders across the v

ge puns even

quality and high
mpetitive offerings
they do tend to
nuniifition that’s loosely

have three parts:

1. Build demand for the

reliability/lower cost and improving

2. Expand the offering of customg
ot untapped markets such as

. By far the most important sty
new gas autoloader that
Intraduction of such a produc

(S

plan, can place Remingt

Remington’s strategy to regain a dominan

v redesigning it for greater
appeal.

e targeting of under-emphasized
nd collector markets.

‘the effort to design a revolutionary
mpetition at a compctmve pl"lC(:

existing

uge version of 2003°s successful 12 gauge Tournament
Research with the National Skeet Shooting Association
of shooters who use 20 gauge guns is growing, and 1s
ike the 12 gauge version, the 20 gauge version will

lished blue metal, gloss finish “B” grade wood, and the

Pmark. Positioning strategy is as follows:

LR

i NS R NS R L e M ilion e DIAEGIN:;

rnament

Skeet | $651 $582 1000 35%

Subject to Protective

20
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a lightweight
fied blue steel,
ip cap, white line
" roll mark.

» Logical expansion of the Model 1100 Classic Fielg
20 pauge offering. This Model 1100 will have a
high gloss wood and feature the classic white
spacers, one-piece butt plate and melusion of the “Clas

FEEEFEGERARERETRY M tﬁﬁm&gﬁgixﬁg%mi;& iamig ;zﬁ;a;ing xgggssxm‘lﬁa s,ﬁ
YEFFipBEEEEREELER m qeHeEREeLEEg YRR peipreraiskNaINzy ML - ‘;’g‘ 2%

1100 20 ga Classic Field 3574 39%

¢ Model 11-87: Building on the highly & troduction of 2003°s 12 gauge
Model 1187 Premier featuring a tribut ,Sr., a 20 gauge versiou
will be offered in 2004, This gun wi

of guns honoring Dale Like the 12%p he 20 gauge version wil l ofter
ore-end, and high-definition,

and blbnature. As a gesture of résj
to the Dale Earnbardt Foundatipn, Inc.

Sk S AEEERL]

1 Year-Volume:[ - Margin::
2000 32%

I N1 [ PR
11-87 20 ga Dale Earnhardt

» Redesigned 11-87 Supé overall quality problems with the 11-87
reussions with respect to sales, to the point
r “regular™ 11-87. Orders for 11-87 Super
nits. Since that time, continuous functional
hat order position to just above 5,000 units
003, The enginecring evaluation of the gun’s

wginally up to the task of handling 2 %™ to 3 1/2”

spread over a to
basic design i
12 gauge shel

chieve the originally specified functionality and reliability.
der category would leave Remington with nothing to fill
ild give share directly to the competition. This is clearly an
ative.

- Due to the competitive pressure mentioned above, there are
greases for the autoloading shotgun line in 2004,

A comprehensive list of product deletions is included in
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Subject to Protective

nniversary in the
roduced the Model

marked with a commemoratwe marl
lifetime opportumty to thL world to 0"" :

roll mark already 'menti()ned, high qualit' mal embelhshmems on the
receiver and B grade wood. Thg ommand a premium price in
the MSP range of $3300. Artwetl marketing plans are already underway
with Remington’s Licensing d ;

. Model 2100, New Gas Aut der this “Centennial Year” Remington

1 shotgun with features and benefits
for the foreseeable future. This

revolutionary new gun
the Beretta 391 m pr1
2005, only two barrel
two offerin gs will b

offered, a 26 barrel and 287 barrel. These
fore-end only for first year introduction. Tt
s finish, 12 gauge 2 %7 to 37 capable gun.

on rate for this gun is set at 0.5%. This is nol an arbitrary number
shold that has been set by Remington’s two largest marketing

22
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o The new gun will have ergonomic and handli mtlcs that are
second to none. It will fit better, point bets
better than anything Remington has dong in th

o This new autoloader must be much more rob

anything currently offered. A compen

part of the action design that mtigat

wear-resistant than
emng device will be

magmims will cycle the action un

regulation”™ systems.

o A lockable, FAA-approved hard
of the modular barrel system o
the case along with various .
dimensions of a current combo
PUIpOses.

o The manufacturing strateg

revolutionary as the desigr

bottlenecks will be avg A_E’:d th
finished parts and new :
significant implicat

Remington guns.

ake this new gun will be as
Ul of the standard mem111"auotl.1ri1“1(r

nufacturmg methodology of all

8Pl i Ve Voleme - Margin:
$669 15000 34%/$204

srhEefitgTasntEany tmmmwm wnw
xxxxxxxxx £ I HESEEHBIE

15

Pricing Considera ¢ing changes for 2004 and beyond will be closely tied to
two factors; inig ations and external market pressures. The guiding
strategy for all Reminite, s will continue to be holding or increasing margins
without pricing the p it:0f the market.

osts including operating overhead can change dramatically and
Obstacles to production can compound the problem if
wand high scrap rates spiral out of control. Because of this,

23
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Subject to Protective Ol

Remington autoloading shotguns and the rest of the anarket, pricing changes will

become clear depending on the market climate at that ting

Degpite these cautions, 1t’s important to attempt to anticip

Price Index and factor inflation into a planned pnc egy fon oloading shotguns.

Market Category Summary

PUMP ACTION SHOTGUNS

The domestic pump action shotgun mar ed to be 620-650M units annually

with a retail sales value of $120-130MM.

or the, last three vears of the domestic
market are:

UNITS (M)
244
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2002 Brand Share of Pump Actio
(% of Units)

Other, 9% -

Benelli, 7% —

Browning/ ) mmgcon,
USRAC, 7% 3770

S

Mossberg,
40%

Remington’s pump action shotgu Model 870, in both the Wingmaster
and Express versions. 2002 sales total A units, or $60.7MM in revenue. This
represents a 15% increase in ik “ingrease in revenug from 2001 actuals,

Worldwide Remington perfopance” ump action shotgun category follows:

Action Shotouns s e 20047 Aets o 2002 et 2008 Fost 72008 POy

(M) 223.0 256.5 244.6 268.1

Sales Dollars (SMM) 53.1 60.7 59.0 59.6
Standard Margin (SMM) 16.1 20.3 18,0 18.3
Standard Margin % Salg 30.2% 33.5% 32.2% 30.7%

jovs a well recognized brand and loyal following in the Model
deied the standard in pump action shotguns, the Model 870 has
I In terms of function and appearance by numerous firearms
er the years. Because the pump action buyer is generally not as
tech “newness™, the 870 has not been as sensitive to life cycle
ngton’s autoloaders. 870 Pump action shooters seem to value
lity, reliability, aesthetics and cost over serious product

25
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pump-action
he $190-$200
ucing a lower cost
ng cosmetic appeal
in the pump action
shotitér is looking for a

innovation, Tn other words, there are only so man
shotgun. The price point of the average pump a f
range, which keeps most major manufacturers focu
product, fulfilling the needs of special markets and/or”
to gam share, This has been a key part of Massherg’s su
shotgun segment. In short, the pump-actioi ;
dependable shooting tool.

Remington’s major competitors in the do
Maossberg, Browning/USRAC, and Benelli
Remington, make up over 90% af all units

dion shotgun market are
ese three menfactirers, together with
e United States.

Mossberg
After disoontinuing the Mode] 9200 autoféad m, Mossberg’s focus on its pump
i § ‘ % category of shotgun. Mossberg
ag, which is a 12 gauge only 3 '4”
ouflage offering, but mcludes two
4 of the 3 27 12 pauge market has
1e first quarter of this year. All Ulti-
00, which is an economically priced
gauge. The Model 500 is offered in 32
Id and personal defense versions (known as
5 a special purpose cvlinder bore 12 gauge

his gun also comes in a double-action only

QKUS of plain synthetic and w
prompted a promotional push from Nes;
Mags come with ported barrel
pump gun that is chambered
SKUs, and comes in wood

averick line of pump action shotguns. These

Mossbérg also sells th
; hlack synthetic stock and fore-end. In addition

are only available i
Mossberg currently |

Benelli
A notable excep i ments has been the introduction of the Benelli Nova
his gun features synthetic stock and fore-end and a

iver that houses their standard rotary lock-up design.

unique  polymer <
Additionally
makes the g

entifiable as a Benelli product This new gun was an almost
ABenelll more than an 11% Shale n pump action shotgjunb n
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v Manatacturer:opnn s Modeln g
Mossberg 835 Ulti-Mag
Mossberg 500
Mossberg 590 SP
Maossherg Maverig

Winchester

Benelli 9292-%413

Remington $348-5472

Remington $342-5363

Remington $196-5296
S.W.0.T. Analysis

Remington Pump Acti uns — Strengths

ington Model 870 is still widely considered
n shotgun design.  The Model 870 has a
nd reliability that has made it the first choice
s agencies. This is significant because of the
pon £ shotgun community about the soundness of the

s After 53 years in prodt
ta be the pinnac
reputation for str
of America’s lgw
message it sen
product.

* At its core
tolerance for d
conditior

¢ The Wingma
action shotsy

remarkably simple and easy to maintain, It has a high
bris that makes it suitable for more demanding field

ly viewed as one of the most visually appealing pump
3 all time.

Action Shotguns — Weaknesses

1s intended to be a low cost pump gun for the public who wants

ooting tool, In this market segment, however Mossberg has the
On average, Mossberg shotguns are priced well below a

70, which makes holding share for Remington a challenge.
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Turkey have
ltzed testing of
questionable. For
or product mtegrity

» In addition, low-cost imports from the former S
made major inroads into the domestic shotgun
these products reveals quality and safety levels tha
consumers that only care about price and not about rel
these mmports clearly have some appeal.

Remington Pump Action Shotguns

* The main opportunities to improve the
o Express/Special Purpose: C
sacrificing the quality or funct

today. Pro&iding hi;_«yl vali
Remington’s margins is a vital

o Wingmaster: Improve thi

also while maintaining its
Pursue special order o

that have placed them where lhey are
e marketplace and protecting

n’s pump action shotgun business by
ine prices, particularly with its low-end
ent, cost can matter more than looks or
g high sales volumes of a product that is

. The same can be said of the ultra-low

e Mossberg continues t
undercutting  Remingt
Maverick line. In

reliability, as evide

share in the sa
e The Novah
design and

oduct Strategy — Overview

olid, well-established design, the emphasis for improving
arpund cost reduction and cosmetics.

rose:  [n the short term, pump action shotgun strategy will
¢ while lowering the cost of manufacturing, particularly on
Rccognlzmg the magnitude of this challenge, the integrity of the
e preserved througliout the cost reduction process.

nprovements to the Wingmaster will be implemented to help
thetic appeal.  This will primarily take the form of finer
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embellishments and better cosmetics in checkering ¢ and special

make opportunities will be pursued as well.

Pump Action Shotgun Product Strateg

e Model 870 Express Turkey/Deer Ca
program, a new 12 gauge combo gun wik
and deer hunting configuration. This ¢
extended Turkey Extra Full choke tub
on a camoutlaged stock and fore-end
for the buyer as these extra feature
Remington makes an extra $15 per g

aturing both a turkey
include a 217 VT barrel with
ifled cantilever barrel, all
hisrepresents a superior value
te into a mere $100 upcharge while
ndard Express combo.

B HFE SR R B F SRS ESRCREFIHLFIHTRTESY

mMs;»&as:anmﬁ:MMQgﬂiwwwﬂmhwn
870 EXP Camo Combo

FEEFBFESESICRCRCEZERY

)fg?i?‘ “‘if‘fﬂ‘ﬂmg%
2000

1

+« Model 870 SPS — For 200
scope mount deer gun chay
gauge slug hunting in the
Furthermore, Remington’
slug loads 1n 2004 why
resources.  [ntil rec
specifications. Ho
the desired level of a¢k

Antroduce a fully rifled, cantilever
e, The growing popularity of 20

cy of a 20 gauge shug load fell short of
engingering improvements have achieved
nee.

EEIEITNIIIN Y TH | 2k NS Year Violwme + Margin
870 SPS 20 ga. } $346 2000 45%

For 2004, Remington engincering staff will begin the
material and process changes that will Tower the cost of

ion Engineering will work toward the development of
¢ application method for Express guns known as

igmaster - The Wingmaster will see some cosmetic

¢ith some “sculpted engraving” options featuring tasteful and
k. Another improvement opportunity on the stock and fore-end
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» All vent rib shotguns in the Remington line will incorpé

Pricing Considerations - Due to the competit
no price inereases planned for the pump acti

The advent of

15 a return to the “Fleur de Lis” checkering pattern
laser checkering now makes this technically and

anges that improve
Remington’s shotgun point of impact when us

Subject to Protective

» [Long term, the path for the 870

include a continuing cost reduction
effort that harnesses modemn - and design. By accumulating
significant cost savings, Remi '
squeezing Mossberg out of tl

This strategy does not inclide

Jor at least 2 years. Growt

“position for pump action shotguns.
rice increases for the 870 Express

¢ law enforcement products to maximize

Another priority will b »
ans and dramatically improve response time

volumes in this segme
with buyers. To
streamline the way ¥ -
be had in the qeotmn trategy — Law Enforcement Firearms™ page

and chain accounts in the personal defense

the appeal of the synthetic pump action shotgun line, a
mitiated to add msert-molded or overmolded rubber on
re-ends.  The Winchester SX2 for 2002 had a rubber
ppears to be selling well, and the Beretta Xtrema
" on the stock and fore-end. A cost-effective change
feature will be pursued.
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Market Category Summary

BREAK ACTION SHOTGUNS - OVER/UND

The domestic break action shotgun market 18 ¢ mar ts, the over/under
shotgun market and the single shot shotgun m

markets will be analyzed separately.

The over/under (/1)) market is estimated tos
sales value of $80-90MM.

_ Browning/
=T USRAC, 35%
)

BERUFHARAERABHAHME G 2 @M
AEFNFNAEREANARNSRNRRARHN]
3

- Ruger, 9%

3
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Competitive Qutlook

»  Remington
Since the original Model 32, Remimgton has had a nun
market including the Model 3200, Peerless, Madel 396
All of these products have missed the mark &
because of a host of factors including:

o Overweight product

Incorrect handling/balance

Poor wood to metal fit

Incorrect Pricing

Unacceptable malfunction rate

o Substandard aesthetic appeal

+ [ifforts to re-introduce a high quali
have been hampered by sever
customer expectations and poor®
Manufacturing. Success with tli
autoloading shotguns respecti
O/U production. For one,
obtain with the mass prod
polish and bluing, wood to méta

assembly are only a few g

forays into the O/U
¢ Model 300 Tdeal.
le ciistomer acceptability

(eI e B B o

hotgun in the last few years
g imsufficient knowledge of
ication  between Marketing and
odel 11-87 as pump action and
ansfer automatically to successful
ions of fit and fimsh are difficult to
F Attention to detail, including metal
ring, engraving and repeatable 100%
pectations of a higher priced product

the O/U shotgun market and looks torward
this level of customer in the years ahead.
lobal marketplace with the hikes of Beretta,

The largest share in
offers the popular
Together they con
annual sales.

chester has the Feather hne of O/U shotguns.
35% of the market, which represents about 40M units m

The Beretta Groy :
than 30% of dome

O/U arena includes Beretta and Franchi, enjoys more
awhich translates into nearly 35M units annually.

Brown

lhe B the largest selling O/U in the domestic market today at 35M
units tori 15 available m various versions of field and target grades
coveri KUs. The Citori comes in 12, 20, 28 and 410 gauge, and is

“and 327 barrels.
32
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Target/High-Grade. The Field guns are the 525, Ligh
Feather, and offer polished blue metal and various styles
gloss wood. These are the less expensive O/Us 1 the Bro
the majority of sales. The Target/High-Grade gu
Privelege and Esprit, and offer select wood,
stocks and some with engraved sideplates.

d fore-end in high-
e, but account for
. Gran Lightning,

The Winchester brand of O/U is the Supreme, dower priced O/U than the Citori
field grade guns. It is offered n field and spog W royvering only 4 SKUs. The
Supreme comes in at an average $250 less than‘the comparable Citori product.

Beretta
A close second 1 terms of volumes 1s;; - -32 l\/l units so]d annually The

SKUs. The 686 family is comprise
Whitewing has the lowest price i
with checkered A grade gloss-fim
also comes in 12 and 20 gauge, 3
and Schnabel fore-end. The Silver Pi
select walnut and Schnabel foreend.

1shes. The Silver Pigeon 11 1s offered in 12
fas select walnut, but w1th an oil fimsh. The

highly selected waln
Schnabel fore-end.

Ruger .
There are esseitf shotgun offerings from Ruger. the Red Label and
Label features 12, 20 or 28 gauge actions with pistol grip,

Woodside models.
English straight.eg: clays stocks. It 1s the least expensive /U model in the
Ruger line. dside 15 a 12 gauge 37 chambered gun only, and also comes with a
pistol grip, E hostraight or Sporting Clays stock. Ruger’s Engraved models are
essemlall ' Red.Lat els: red with engraved stainless steel receivers in 12, 20 or 28

with pistol grip or Sporting Clays stocks.
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Browning

Field Grade

Browning

Target Grade.

Beretta

Beretta

Ruger

5813-$960

Ruger

$1098

Winchester

$909-51018

Remington $970

S.W.0.T. Analysis

Remington Over/Under S| trengths

only truly embraced one O/U design from
ation is the sincerest form of flattery, then
ent, as it 1s based directly on the Remington
d the fact that high quality gun makers like
n 15 evidence that the basic design 1s sound.
and dimensions of the original Model 32 are the
offering, the Model 332.

Model 32. The K-80 is g
Krieghoftf would co
Recagnizing this, the
inspiration behind R¢

shotguns — Weaknesses

I shortcomings have been;

balance for the application for which the guns were designed.
etics like inconsistent wood/metal fit, poorly executed
s and lines that lack style.

jon rates when compared to the competition.

o high given the weaknesses already listed.
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e price, Remington
lace to support its
des the best chance
uct life cycle with

introduction. Based on its pedigree status, the new:d
for Remington’s re-entry into the O/U market.
multiple offerings is the goal.

Remington Over/Under Shotgun

1. Well-established O/U product
Ruger prowde the buyimg pubhc W1
equally varying price levels. .

Om Bmetta Browning/USRAC and
de variety of O/U shotguns at
“already a lot from which to

choose. ‘
2. The perception from the publicithat: ington 1s irresolute with 1ts QO/U
shotgun plan creates hesit ' 2 until it 1s clear that Remington

will not change the basi
3. Controlling the cost o

INg year.
is extremely important. The most
& line is profitable is to significantly
reduce the cost of manufacty erruns can kill the product.

prae ¥ of paramount importance. The buying
fU unless the functional and cosmetic quality

s Remington’s

sustainable pr
o To atfect thh
o Establi

wt-reduce the manufacturing aspect of this gun. This is
ant to the long term health of the category. Various tactics
m lpyed to bring the cost of manufacture down so that solid

towards allaying public skepticism about Remington’s resolve in
oducts.
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Over/Under Shotgun Product Strategy — 2004

In response to the requests from the trade, i
“premier” level gun with high gloss woox

the production process resulted in a
IMprove margins. :

started in 2002 by the Model 332
it standards are being upheld,

— 2005 and Bevond

tion measures are in place it will be
de gun. This model of 332 will have
tal, and engraved sideplates that follow
d, elegant embellishments, Having a field

¢ Now that the quality stand
time to expand the O/U lin
select grade walnut, highs
the Model 332 heritagg:

2 will be explored for the Sporting Clays
] esigned stock with straighter comb, a more
ip, ad a semi-beavertail fore-end. Porting, back-
nes will be available as well.

sibecome more cost-effective, the next best way to
n the marketplace is to introduce a 16/20 gauge version
ight frame and low overall weight. Today’s upland game
tion of a small frame O/U, and 20 gauge is the most

» In addition, a targef
shooter. This gun.sho
pronounced swee :
boring and lengthe

» Now that the
validate the M
with a smal

popular of
has alrea
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Subject to Protective O

BREAK ACTION SHOTGUNS - SING

The domestic single shot shotgun market is estimated to be

OM units annually
with a retail sales value of $20-25MM. :

Volumes and market share as averaged domestical 't e years are;

BRAND
H&R/NEF
Browning
Other
TOTAL

2002 Single

Other
23%

Browning
2%

" NEF/H&R
T (Marlin)
75%

37
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Competitive Qutlook

majority of single shot products are low priced, hi
price is under $100. Browning is the exception w
trap gun whose market sector is clearly small in
Small volumes and high cost of manufacture cay
single shot trap gun, the 90-T, in 1999,

oads domestically. After many
ubled their market share since

near future. However, there may b g'taienter this market 1f a product can
be introduced that is low enough ¢
would be a heavily outsourced proy
be simple and safe. One possibik
simple Rolling Block action. This w
Rolling Block Shotgun. Magl
determine if such a product f

ingle shot shotgun based on the very
in 1891 with the Model | and Model 2
work with R&D and Manufacturing to
on’s strategic framework.

A Remington single shot sh
and a net price of less than
yvield areund $20 gros
HRlS.

ve fo come with a cost of no more than 340
e u profit margin of 34-35%. This would
irst year volumes could be expected at 30M
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EXTRA SHOTGUN BARRELS

Market Summary

The extra shotgun barrel market is estimated to ben OM units annually and

includes the following three manufacturers.

BRAND
Remington
Hastings
Mossherg
TOTAL

... Remington,
50%

Il. EEELERERY LR ELLRY S 3™
_;ll'.l_lullll!llim!ll!!l"“"
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Remington Segment Performance

odel 11-87, Model
its, or $4.5MM in
Iréase ln revemue

Remington’s extra shotgun barrel line includes Model
1100, and Model 870 extra barrels. 2002 sales totaled 33.
revenue. This represents a 13.3% decrease in un a

from 2001 actuals. Worldwide Remington perforn
category follows:

&1!?&’5!&! L
-

Unlts Sales (M)
Sales Dollars (SMM)
Standard Margin ($MM)
Standard Margin % Sales

PRy GHBHELE S AN M S

50.1%|  52.1%|  5420%

Competitive Qutlook

In terms of gross profit, extra
Remington shotgun products, with a

‘have some of the best margins
Ost $72 per unit, or over 50%.

Remington’s main competit,
extra barrels and choke tup
Beretta shotguns as well.#
enjoys respectable sales witl
barrels are offered for ¢
mterchangeable choke
20 pauge barrels, an
line for Remingto

gt 1s from Hastings®, who manufactures
Remington but for Browning, Tthaca and
reputation for good levels of quality and
: barrels for Remington shotguns. Hastings

odel 1100 and Model 11-87, and come with

gauge and only o
made up of deer barre
less than comug
produet does

0. Their line includes 7 SKUs and 1s almost entirely
istributor price after discounts and terms is around 5%
g barrels, but the perceived low quality of the Mossberg
tllem a serious threat
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Extra Shotgun Barrel Product Strategy

the addition of’
Express.

is will'hgithe first 30” barrel
s¢. [0 numerous requests

o 2004-2005; Extra barrel strategy for the near term w

o 16 gauge slug barrels for the Model 870, Wi

o 12 gauge 870 Express barrel in 30 len;
available for this category, and is a i
from the trade.

o 28 gauge 1100 barrel in 277 lengt
comments that the current barrel
to target shooters at 277, \

o 20 gauge Model 870 and Motk
Versions. ‘

s is also a response to long term
23" and would appeal more

87 barrels in fully rifled cantilever

Hitection “will be closely tied to the
Autoloader. Its design will allow for

e 2003-2007: Long term, the st
mtroduction of the Model 2100
replacement barrels that are Tull
rifle sights. :

e 2006: New rifling tech S
improvement potential. Polyed rogroove rifling will be evaluated tor
greater accuracy enhancer

“Net Belling PricorIsi Vear Voluie: | Maram:
870 Wing 16/20 Dee) $103 1000 30%
870 EXP 16/20 Dee $73 1000 37%
5152 1000 43%
$181 2000 60%
$106 3000 58%
41
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SPECIAL PRODUCT OPPORTUNITIES

Model 710 Sing Shotgun

ew equaly. Equipped with a
price of $425, the Model
idian outstanding value.
slug round, then there will be

As a low cost centerfire platform, the Model 710 rif}
detachable box magazine, a 3x9 scope and a sugges
710 ritle has quickly gained a reputation as an
If the design can be converted for a high perts
nothing like 1t n the marketplace.

iceptual stages of developing a high
werlmental Slug. 28 gauge is the

the existing Model 710. This
ns and Ammumtion that has

Remington™s ammunition group 1s in tl
performance slug round called the NXS,
largest gauge that means the fewest design ¢

high magazine capagity, inherent
offer more to the public than an

Inherently strong th
Button rifled barrel
Assuming a 28 gai
A bore-sighted s¢

VSR NS P Year Vobume - Marsing:
$349 $300 15000 51%
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Challenges

» The conceptual new slug round is still in the early stag

esigning a package
that can deliver high down range encrgy w1t11 sufﬁcmn

v 1§ an engineering
he round must be
re %hotgun,  This new

s of Natural Resources). Once
thas the requisite lethality, then it

» The geometry of the Model
hest gauge to use that will £

require a full R&D
development schedule

XS ammo, 1t 18 not vet possible to predict
what rifling geom :will provide the maximum 1n accuracy. As the
ammunition dey gessas these questmns will be answered, but will
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Rimfire Rifle Market Summary

f 680M units sold
vt The retail sales
ricé of $145 per unit.
stegory.

The U.S. domestic rimfire market is estimated to be in the
annually. 30% of rimfire rifles sold in the U.S. are Sold at Wal
value of this market is approximately $99MM at_ai¥ ]
Retail prices range from less than $100 to over $ 160

The nmfire nifle scgment is dominated by the au ifle, constituting nearly 70%
of all sales in the category. The remaining 3@ ghesiyolume 1s comprised of a
mix primarily of bolt-action, lever-action, and pump-action riffes,

ants with Wal-Mart being the

Distribution takes place primarily through m _
el 1é in the segment.

category leader with nearly 30% of total{

Category leaders by a wide margin_ar
Product sales by these two manut
market. Total 2002 sales volumes by

Ruger & Co. and Marlin Firearms,

Manufacturer)

(Estimated Sal

UNITS (M
219
217

84
35
50
39

9
0
679

' Combineds “Production Figures-2001, SAAMI factory shipments — 2002, Remington actual sales data,
FAnalysis
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Compiled market data suggests the following brand shar acturer as a

percent of units sold.

Rimfire Brand Share
By Manufacturer (% ot U

Ruger pnwnw s s n  nnnnnny nnnn

Marlin

--------- W 12.4%.

FRESBaELEAIYANARERE HEN)

Savage

Remington |

Wirchester HBLS

Broveing |

0.0% 0% 30.0% 35.0%

early performance issues with respect G azine box and feeding, coupled with a

retail price position close to th Ruger hive caused the Model 597 to fall short of

dgm longstanding market dominance of the
arded widely as the standard for autoloading
itself in the marketplace through broad

Model 10/22 autoloading rimf
rimfire rifles, the 10/22 ki

At a retail price of just over $100, the Model 60 is often

60 autoloading it :
lar 22 in the world.”

referred to as “the
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RIMFIRE RITLE INDUSTRY ANALYSI

two players, Sturm
in units of the total
¢t. The Remington
g it 8 1% of the total
in the mfire rifle market.
Czech Republic have made
g that at face value, appear

The U.S. domestic rimfire rifle market as a whole is domi
Ruger & Co., and Marlin Firearms, each with just ¢
market volume. Third is Savage Arms with 12.4%
Arms Co. is a distant fourth in the rimfire ritle
market volume in units. Imports also play a
Former Communist Block countries, particy
significant inroads into the U.S. with lower-cg
to deliver significant value for the money spern

Ilmﬁre market. Low-cost rifles in
Aaumits of imfire mifles sold by
s retailing at a price less than
nufacturer s to protect their precious
ositions which translate into low

The price/value relationship plays a key roles

this category appeal to the masses. Tn 2002, of the
Wal*Mart, 53% of said volume was con
$150.00°. The result is an intense strugih
share of the market by maintaining mmpe
prices at the retail counter.

-end” rimfire market, there 1s a
ling to pay premium prices for high-
re “aficionados,” product offerings
and’ the newly introduced .17 Hornady
n rimfire rifles command higher prices and

In stark contrast to the highly
significant, albeit smaller portion
end rifles.  Appealing generall
chambered for 22 Winche
Magnum as well as premiu
higher margins.

1. Customer Profiles

» If one were to
demographic
would be di
manner. Fog
geographic d
attribute
categoriz
of rimfire rif
groupé.

other than being predominately male, the age, income, and
15 would be so broad that targeting any one particular
tifcult at best. Rather, it is much more effective to
sed on the intended usage of the products. In the case
asonably be assumed that there are two distinct customer
can be categorized as the “plinker” and the “enthusiast.”
‘plinker” by in large makes up the predominate sector of the rimfire
t. Typical end use would range from casual target shooting
casional small game huntmg Purchase decisions by the “plinker”
. be influenced by price, value, and brand recognition. The
17 would often select a product based on the recommendation of

rifle

- confidential
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a friend or relative, or through ample e advertising
medium. The “plinker” would expect ag e
hit small targets such as cans, pie plates af ame, with relatively
few malfunctions across a broad range ' ' '
(especially price point ammunition).§

¢ The “enthusiast” can be classified

customer base. The “enthusia
competitive target shooter, or vg
firearms technology and

more discrinunating
mpetitive or semi-
itively well versed in
capabilities. Accuracy
; e | Minute-of-Angle or
for malfunictions of any kind. While

id. expectations, the “enthusiast™ 1s less
«to make their purchase decision

1d word of mouth throughout

less with a very low toler
more dlscrlmmatmg m tastes

elite f,hootmé> urcles.
2. Brand Perception

e Although no known com
measuring brand perceptio:
drawn from Sports Market
(centerfire & rimfire) m as through general knowledge gained
through discussions with and the monitoring of internet message
boards. Listed below, :ummarg Remington’s brand perception, along with
the perception of th ands within the rimfire rifle category.

s, Remington has established the reputation

alue for the money. The SMRG 2000 study

this as the price/value factor was the number

of the Model 522 Viper and early stumbles with the Mode|
sagued the product with a reputation of unreliable feeding.

sidered as low-cost, prlc& point pmducts, but as high on the
lue scale. The results are products which successfully penetrate

00 Annual Report - Rilles
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the “plinker” market, while maintaing
“enthusiast™ sectors of the market. SMRY
very strong position from a brand recogts
their dominating position with respect to advi

Marlin — Marln is without a doubt:

rifle. With entry level pricing .
to be very popular with the “ghi

While Marlin does offer sonj;
more to the “enthusiast’s,” they hi
entry level rimfire leader,

level rifle seem s
stems from brar

oduct.

Merlin

|

50.47

Perhaps Savage’s shortfall
Of all the major S firearms
east amount in advertising dollars’,

2001 AD#

® Ibi

Subject to Protective ¢

ertising History

fiims v. Remington

within  the
§ Ruger with a
spective, supporting
expenditures.

der in the mmfire
otal market, Marlin
tai) by establishing the
'd autoloading rimfire
$100, the Model 60 has proven
smdnt.of the market. In fact, it
Marlin dominates the “plinker” segment.
pecialized bolt-action products to appeal

. savage 1s a distant third with just
_ Also regarded as a low-cost, entry

sudeessfully gain share in the rimfire market, Remington must
ertising support to generate impressions on the consuming public.
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Listed below is the historical and current forecast of a
Remington Model 597 Autoloading Rimfire Rifle.

Model 597 4 Year Ad History
($000) ;

sEadeindpdndvieintnlining
3 UREFEIUABANEATAEYE R ERY
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BrpipdsbFr T Eae e
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EERBREEEN BN
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EEEGUEERASEENEEEE
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FEEEEREREE SRS R NS
axs

Distribution Analysis — Rimfire

~Others, 15%

Specialty Sports
Shops, 17%

Mass Merchants,
21%

2002 retail distribution for Remington rimfire rifles.

Subject to Protective Of ms v. Remington

pcndntﬁres for the

Listed below is the total retail all rifles (centerfire and rimfire) as

49

MAEQ0QQ096¢€



2002 Remington Rimfive Rifle Distriky
Retail Sales % of Total Units

Mass Merchanls, ~{Chains, 34%

3%

; )
ke
o IR
&:ﬂ l.ll’fm UYL o)
IR NN R BAARIRRARRERARILY

ing the total retail distribution of
that the Remington nimfire rifle

f the industry as a whole than does
the NSGA Study. Tt is also impaoni

case of Remington is made up almos y Wal*Mart.

2002 sales estimates have dete;
to be 473k units annually

LUNITS (M)
194
162
53
42
16
Browning 6

TOTAL 473
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(% of Units)

2002 Antoloading Rimfire Rifles
(Brand Share by Manufacturer)

Ruoger, 41% -

—Marlin, 34%

\utoloading Rimfire Rifles

imfiréifle segment with two product families.
6. 8MM in revenue. Volume and revenue
changes from 2001 to 2002 of 2.7% i volume and an 8% ncrease in
revenie, Reasons for the 5 enter around a richer mix of high margin
magnum product shipped.i of 2002.

Remington competes in the a
2002 sales consisted of 49,

m B TR T T R S T e T R T T
REFREHEN R EEEREIAN ERE" TR (i RERREE - Tl i} | EARERRT- (i | 7 | ARELEES & (] S “Bfﬁ'ﬂéf*g
Unit Balcs (M) A7 51 49.6 558 50.5
Sales Dollars ($MMD $7.7 $6.9 $6.3 $6.8 $8.7 §7.1
Standard Margin ($MM) | , $1.8 $1.3 $1.0 $1.2 $2,0 $1.5
Standard Margin (%) 23.3% 18.3% 15, 5% 17.6% 22.7% 21.7%

nily dominates Remington’s presence in the category,
otal volume of the 51.2M autoloading rimfire rifles sold.

The Mavﬁeld b

] |
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growing volume in the category. For a product which co price elastic

market, this presents a formidable task.
The Ilion based Model 552 Speedmaster, while boasting a er margin over the
of a mche market, the Model 552 1s not a serious ¢ty

rifle market. While the moderate volumes of 2
the growth prospects for this rifle, mature in its

Competitive Qutlook

Principle competitors to Remington in the A
Marlin, and Savage. Listed below is a brief sum
from each of these three manufacturers. .

Ruger
Ruger’s principle competitive a
Featuring a 10-shot rotary mag

product is the Model 10/22,
has establlshed a mputatmn of

other autoloaders are judged againg 27 s offered in WOOd synthetic, and
laminated stock versions with both tainless conﬁgurauons Heavy barrel
target versions are available

Marlin

pped with a 14-shot tubular mag::lzine, the
the most popular .22 rifle in the world,

il also offers %coped versions of the base wood-stocked
: 1 wood-stocked model equipped with a low-cost fixed 4X
scope.  The stainfésy coped version has proven to be a popular item with

Wal*Mart stores

Marlin also offers a ch agazine version in the Model 795. Equipped with a 10-
1 995 features a synthetic stock and is available in standard
s steel.

fxthe Savage Model 64 series of autoloading rimfire rifles feature a
x and are available in wood, synthetic stocked versions with a
less steel actions, Like Marlin, Savage offers a scoped version

Subject to Protective liEims v. Rernington
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of the Model 64 in wood and synthetic stocked configurati
Not unlike the Matlin, the scoped Model 647s feature an:

Remington
Remington’s mamstay m the autoloading rimfire 1
Available 1n four 22LR. two 22WMR and one
constitutes over 95% of Remington’s sales volus

come equipped with an 8-shot magazine bo
tapped for scope mounts, and are designed w;

597 SS is equipped with a stainless steel
nthiglic stock

397 HB is equipped with g Eur clean barrel. Chambered for 22LR and
22WMR. :

Model 597 Magnum
WMR and .17HMR.

received a mixed reception due to early issues with
lastic magazine box and excessively heavy trigger pull.

Imtial versions
malfunctions in @&

category standard Ruger. The to the low margin position of the
m must find ways to deliver distinct product differentiation to the
¢ adding profitability to the line.
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As stated earlier, Remington also offers the Model 552 Sp
rifle.  Equipped with a tubular magazine, the 552 Speedmas the only domestic
autoloading nimfire nifle capable of shooting and .22 Short
ammunition. The Model 552 Speedmaster featn ed finish and high-
gloss walnut stock and fore end with cut checkeri ' :

utoloading rimfire

Whaolesale Pricing:

 Manufacturer | el Whise:.
asizanisurasezusizess; sryazessPpgepera
Ruger $139 - §174
Ruger $2%0
Marlin 399 - 5160
Marlin $104 - $135
Marlin $95
Marlin $127
Savage 592
Savage $155
$95 - 5103
3116
$153
$191
$186
: $229
| %97 Mag 17THMR $247
del 597 Mag HB $282

odel 5397 Autoloading Rimfire Rifles
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Weaknesses
o Early incidences of malfunctions have given the p
proven difficult to remedy

¢ Product 1s also plagued by the poor reputatl
522 Viper m the autoloading rimfire nfle catg
Low-margin position yields poor profitabil

Low visibility in comparison to Ruger w

black-eye that has

ure of the Model

0 advertising exposure

Opportunities
o Pagt performance with special mals:e )
volume and can regult in tmprov :

s Special chain store offerings ¢
customers unique, profitable oﬂtmmg

es have vyielded significant

wlt in category growth by giving chain
ete regionally.

Threats
e Continued pressures from
¢ Increased pressure from imports
* Increased costs of materia I

597 over the threshold g

Model 552 Speedm
No new product
should be placed:
profitable niche mar

s are planned for the 552 Speedmaster. An emphasis
taining manufacturing quality to protect the small but
ity enjoved by this product.

Model 597
‘he Marlin Model 60SS scoped combo has proven to be
it Wal*Mart,  Point of Sale data from Wal*Mart indicates
his sku in 2002 of 10% over 2001 levels. The rifle comes with an
| gope with 2Gmun  objective and 5/8” tube.  Significant
or Remington to enter this category with a similar offering, only
s a greater value. A fixed 4X scope with a 32mm objective and
been identified as a candidate for this project. Initial thoughts
uct an exclusive for Wal*Mart conditional upon Wal*Mart’s
v the 597 business significantly. However, Wal*Mart’s reluctance
55

Subject to Protective liEims v. Rernington

MAEQ0000972



to express interest and adopt this concept have sparked di Sales internally

to launch this platform as a chain-only offering.

EEEE ¥§§§ 8 5 g Y
g%;tg“};?g?

RN LT (o K (R ] o
597 S8 Scoped Combo '

improved considerably sinee its inception, roon
related malfuncuons, although significantly r
marketplace. Primary concerns center aroun:
to capacity and feeding rounds reliably out
operation. A proposal has been placed witl
once and for all. R&D has been given leeway by’
materials, finishes, coatings and even p FRETuEE
this issue to rest.

magazme box durmg normal
overcome and resolve these issues
tng to explore alternative
hanges if needed to bring

“aken in 2003 across the Model
03 which are anticipated to carry
at this time. A noted expeeption

improvement in performan

Product Deletions — No prod planned for 2004,

Product Strate 65 & Bevond

Model 552 Speedm
There are no ne
make opportuni

M()del 597

differentiation, Points for consideration are:
pportunities such as the elimination of the receiver dovetail cut
tapping of scope base holes on the receiver by redesigning the
It in bases, similar to the Ruger 10/22.
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Pricing Considerations — Marke
opportunistic price increases may

Subject to Protective

Pursuit of special make up opportunities that proyi ifferentiation to
our customers, allowing the 597 to fill voids left
niche market opportunities.
Special make opportunities that capitalize on t
sponsorship with Dale Earnhardt Jr. These o '

volume in previous years, however due to

alternate sources and solutions which wi
this partnership,

Maintaining flexibility to respond quic
capitalize on opportunistic situations,
Hornady Magnum Rimfire.
A Heavy Barrel Laminate vermon 0
designed and tabled for mtrodu
that this product will be needed.
will be helpful.

Magnum . [7HMR has been
| . While it is not anticipated
s likely that its introduction in 2005

ll be monitored to determine if

ms v. Remington
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MANUAL ACTION RIMFIRE RIFLES

Manual action rimfire rifles can be categorized as pump
action firgarms. 2002 sales estimates place the total manu
domestic market at 204M units.  Of the category
volume, accounting for 75% of the category volume
down by manufacturer is listed below.

er action and bolt
rimfire rifle U.S.
jon nilggidominate the total
Nanite annually. A break

2002 Manual Action,

BRAND ACTIONEXRPE  UNITS (M)
Marlin 55
Savage 42
Henry 39
Other (Impor 33
Ruger 25
USRAC 9

1
TOTA 204

%% of Units)

kil Action Rimfire Rifles
rand Share by Manufactarer)

Remington, 0.5%
1

o Marlin, w70%

~Bavage, wo.H%
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Remington Segment Performance

tent. Currently, the
ump-~action rimfire.
is, this product is

Remington’s presence in this market category is essentially
only product offered by Remington 1s the Model 572 Fieldm
With volumes ranging between 1M and 1.5M umi
not a formidable competitor appealing to a sma
perspective, when the 541/581 series of bolt-ac
Remington maintained approximately 10% of t

Competitive Qutlook

As stated earlier, save the specialized lever-aet
Winchester, the manual action category is
Remington no longer possesses a core &
fircarms, hence the following discussio

d by the bolt-action rifle.
weancthie manufacture of lever-action,
on the bolt-action category.

in three basic price categories — Low,
ussgion of each of the three categories.

Bolt-action rimfire rifles can be cat
Mid, and High. Listed below is a,

Low Price (Less than 3250)
Low price bolt-action rimfire rifles
rimfire rifles sold mn the U.S

“approximately 60% of all bolt-action
arkét. Distributed primarily through mass
s are attractive as entry level rifles, or rifles

Savage
Savage Arms participat
Mark-1 series and the g
market and are stron

22LR rimfire category with the single shot
=] series. Both are priced right for the entry level

firearing. Ava
steel/laminated

ble magazine. Also available in a variety of stock and action
gavy barrel varmint versions,
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Marlin
Marlin competes in the bolt-action rimfire market withs
price point as well as with products priced at the top ¢
“Low™ price point category. Product offerings are available 1
i the new .17 Homady Magnum Rimfire, As ong
descriptions below, Marlin has by far the greates
bolt-action rimfire rifle market.

fue entry level
we refer to as the
, .22 Magnum, and
e product offering

The Model 15 series consists of two single-s
and one with a stainless action. Both are fitt

Rounding out the entry level price p
and 837TS .22 Magnum. The 8
capable of handling 22LR, .22 1
equipped exactly like the 81TS, &
22 WMR ammunition.

Marlin’s premier ling of 2
series. The Model 8805Q
miended to enhance accug
contour stainless steel barrel®
stock and 7-shot detachat

oth models are equipped with a synthetic

sists of the Model 882 and Model 883 series
shot detachable magazine, while the Model 883

Marlin’s premier .22
rifles. Model 882
sports a 12-shot tul

me in the way of the .17 Hornady Magnum Rimfire
ont between Hornady Mifg., Marlin Firearms and Sturm
one of the most popular topics at the 2002 S H.O.T. Show.
HMR with two heavy varmint contoured barrel ofterings, both
razine boxes. These offerings consist of the Model 17V, a

cartrldgc A
Ru ger, the

due to
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one source of supply, CCT, for J7HMR ammunition in.the.world, Ev
Ammunition product offerings are sourced from CCI. 4 »

Mid Priced ($250-
Accounting for ap
domestic market
market. a fi

Wholesale Pricing Conipait)
Low Priced Bolt-Action Rimfir

iZi;Z;;é?i}éfé:l:ii%ii:i:i’ﬂyi ¢
Savage
Savage $90 $103
Savage $136 - S157
Savage 5111 - §139
Savage $160 - 5188
Marlin $111
Marlin $125
Marlin $113 - 5133
Marlin $129 - 8149
Marlin 5114
Marlin $139
Marlin $169
5178
$174 - 5185
$181 - 192
$144
Yodel 17VS $216

ly 25% of the bolt-action rimfire rifles sold in the U.S.
he. mid priced category appeal to a more discriminating
L8 do commdnd a higher pnue

 Remington

Rl fles thl"a prlt,e

Subject to Protective Ol

category adopt s
such as adjustable fi

TOTY. Model:; are awnlab]e in 22LR, 22 Magnum and the new .17
nfire.  Available in walnut, laminated, and synthetic stocked
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odel 77/22
¢ feature of the
22 into a small
have proven very

configurations with both blued and stainless actions

features the same rotary style magazine found in the 10
77/22 line, although not a rimfire topic, was Ruger’s expa
centerfire rifle cartridge, the .22 Hornet. The .22 Hornet ¢
successtul for Ruger.

CZ (Ceska Zbrojovka)
In the mid 1990°s importation of the CZ ZKM;
began. Manufactured as at very low costs ir
Czechoslovakia, the CZ product is a no-fiills g
a following the U.S. Domestic market. B
units are imported into the TU.S. on an an
American, and Varmint configurations, the

steel receivers and hammer forged barrels wi

senes of bolt-action rimfire rifles
communist block nation of
tform that has gained quite

import repotts indicate some 10M-16M
: Available in European, Classic
¢ Turkish walnut stocks, cast
‘matte finish,

hsle:

3 zgnzgnﬁu&nwﬁ;

%i¥itzméﬁ$mﬁﬁ$
3329 - $348
$225 - $250

t

&iﬁﬁﬁixi%ﬁ&iﬁﬁiﬁ
RESHYATREWRELURA
RS R ERES RS L]

ction nmfire market is the smallest category by
fifles in this category are far from the $100 price
i fact there is a significant step change in price between
d bolt-action nmfire rifles. While the Mid Priced Rifles
il marls, it is not uncommon for the High Priced rifles to
This price gap suggests that there is some untapped
ws potential buyers up from the Ruger and CZ rifles,
rers down from the high priced platforms, Distribution
akes place nearly exclusively through direct dealer

far. However, price
point, mass produc
the Mid Priced an
seldom approach f

sell m the $800 3, b
opportunity for a:
while also drawing po
in the Hig
relationship

Kunber ; A
gecerved reviews by some prominent outdoor wnter’s as being the
¢ bolt-action rimfire rifle available. Recently introduced after
-action rimfire market, the Kimber 22 has gained popularity.
ut-of-the-box accuracy of S-shot group sizes not exceeding 0.407
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Subject to Protective

(although phone ¢alls to Kimber have determined this ¢lad
as the accuracy is tested by placing the action alone it
Kimber 22 also boasts healthy prices. The Kimber 22 is
and Hunter versions, the mid-line Classic version, and
America version.

Cooper Arms

Founded by former Kimber employees, Cooper
based on many of the same features as the Kimby
small circles that Cooper rifles represent what
be” implying that the scrutiny and attenti
product is manufactured has diminished.
and varmint configurations with varying gr,

Cooper 57 tifles are available in sporter
wood and finish,

Sako
Operated under the umbrella of Berett
action rimfire category with the Finnfire
version of the Sako 75 centerfire rifléi#U.S. d
than 2000 units annually.

ntry 1n the High Priced bolt-
innfite 1s based on a scaled down
olumes are estimated to be less

Anschutz
Anschutz truly sets the standard 16
respected throughout the worl
i a class of its own.

v rimfire rifles. Well konown and
es, the Anschutz 1700 series stands

tion Rimfire Rifles

st iNet Whise.

e Pdeen iy
: $500
Classic 22 $700

Super America $1300
Model 57 Classic $1000
Finnfire $600 - $700
1700 Series $1000 - $1300

are planned for this category. Consideration will be given to
es provided they meet a threshold minimum of 500 units.
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for a new bolt-
n the current
ires, the Model 504
Remington’s core
ce paid m bolt-

Model 504 Bolt-Action Rimfire — Development 1s curre
action rimfire from the Remington Arms Co. Slate
pricing gap between the Mid Priced and High Priced boli-a
is designed and positioned as a premier platform. Capitaliz
competency 1n bwlding exceptional performance fou
action rifles, the Model 504 will boast many of the
platforms. The Model 304 will initially be offere
angd 17 Hornady Magnum Rimfire offerings t
are:

All steel receiver with rear lock up, be lown screws
207 button rifled barrel ((22LR features
Product specific fire control, fully adju
Dual extractors :
Satin finish walout stock with. grip cap medallion and laser cut
checkering

¢ Platform is expandable up to t
will require a longer receive
principle).

an Fireball centerfire cartridge, but
terfire short action vs. long action

Gasugsaspssufpusessnssus e neEsusngepe S&?ng&;&M glﬂé BREUEHEEH LR RS
EEES R SR EREEE 'SR ERERRERES: ¥ WaEI YU AEYFRERNEEAEEE

. £ ﬂﬁﬁiﬁtﬁféf!%ﬁﬁéif HERREEZAELEY2R
LESR RS 21 RE " "3

%z'\' wwmuu CFE
Iy

$ 4732, 3(] 31% T3500)

$ 49067 33% 1000

$Av0.67 33%, 1300
Product Strate 2005 & Bevond

Mohawk 22 Bolt 4
show over 36M yni
one third of the
retail price point befiwg
likely to continye,
wholesale t
no-frills balt-
branded with.the

f ire Rifle - 2002 Point of Sale data at Wal Mart alone

1] bolt-action rimfire rifles sold. Of that figure, nearly
sized products. An additional 30M units were sold at a

130 and $200. The challenge for Remington has been, and is

ility to manufacture a product that can be sold at

30 retail price point. Remington needs to pursue a low-cost,

ire rifle that can be marketed under the Remington brand or ¢o-

1 brand (i.e. Mohawk by Remington). With the strength of

n annual volume of 15M — 20M units 1s easily attainable.

1ll be a “no-frills” product, a prerequisite for consideration must

tions reliably, There are many sources of a low-cost produet

-cost, they are not “junk.” This is paramount to any product

ton brand. The product should be a two tier platform with a $129
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MSP offering being a single shot trainer style rifle based
expandable to a tubular magazine fed $159 MSP offerin
units in sales.

R EE L B IR E L]
ERIHABIVMHBERONERENHBERYNESR
FETHARTSYRYEYEAEIE A ETH A
;ssm*wmi EREEEAERESE
cEEEYEEEsE tm;:m*anna
A EFRERANA ARG RO A SR ERE IR AN
HEIRFERGUGEFREERRAUGAFRES

HEFTASAAEAHER T EER

AlrrryasecEarEE R ARREREEUERTER

32!3
L EAE

El 5%:%%&:5}23:%2
wfﬁﬁuﬁaguﬁwf*guﬁpzsuzs

15M
Mohawk 22 $118 o
Mohawk 22TM | $159 |  $145 15SM
Units

Pricing Considerations - Pricing will
most effective pricing strategy from yeur
constantly changing, making meaniggful fi
effective at best. Pricing strategies
opportunistic events and conditions

Subject to Protective O Fms v. Remington

fnally in order to determine the
sar. Market dynamics and conditions are
ing, models for pricing marginally
il likely continue to be driven by necessity and
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CENTERFIRE RIFLE MARKET SUMM

ire rifles at 960M
the market value

Market estimates placed the 2002 U.S, total market fo¥
units.” Given an average retail price of $350 pe
at $336MM.

SAAMI’s 2002 report of factory shipments shg
over 2001 levels. Tt should be noted how
comprehensive view of the total market as ¢ figures from some key
plavers such as Marlin Firearms. Remi “empany showed an 8%
increase in centerfire rifles shipments in 2002 ver 2001 isures. This wcrease was
attributed primarily to continued strength of th 10 bolt-ﬂctlon rifle, praduced in
the Mayfield Kentucky factory. Model 710 sh in 2002 were up 25% over
2001 levels. 2003 order positions for th though still strong, appear that
they will plateau at 2002 levels.

in factory shipment:,
nthat the SAAMI data is not a

Order positions exceedmg plant
iterns have helped fill some of

The centerfire rifle segment 1
volume estimates by categor,

Units (M)
560

361

42

263

& I;c\ 21 Aclion
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In contrast to the rimfire rifle

Centerfire Rifles by Action Typ
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centerfire category, commandin
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UNITS (M)
225

182
140
101
100
90
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Centerfire Rifle Brand Sha
By Manufacturer {% of Units)
24%

Remington
Ruger

Wirche ster

10%

EEAEHERABAUA L ENGA R ERAEREY

Marlin

TRssusseepssereasssusssgaay
Other [Ksssasesssesusesyassscyags
> e i e

SEVﬂge HFAYSRERS RO ARG ER IR SR N Y 9%

%

Browning fi
HER | y 3%
Weatherby 3%
0% 5“% 26% 25%

Remingtion maintains a domina
centerfire rifle category, primarj
bolt-action centerfire rifles.

introduction of the Model 710
action rifle priced in the sub $
purely imcremental with no
constitute nearly 90% of ali

try level priced scoped combo bolt-
2001 sales of the Model 710 were

fumber two spot with a 19% share of the
n, Ruger’s portfolio is much more diversified
strong in the bolt-action category with the
mant position with respect to semi-automatic

Sturm, Ruger & Company
centerfire rifle category,
with respect to “action
M77 family, Ruger n
centerfire rifles with;

n the Model 70 bolt-action ritle. Of that 60%, it is
Model 70 production lies in 4 sku’s of scoped combo,
lance of the Winchester centerfire category falls in the
ting rifles, a modern day variant of the one hundred plus

of the Winche:
estimated that
entry level pr

wth largest participant in the centerfire rifle category competes
based on the lever-action repeating design of the Model 1895
gin. Marlin also recently purchased their way into an additional
arket with the acquisition of Harrington & Richardson (H&R), a
f break-action, single-shot rifles,

| variants
centerfirg
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The *Other” categm‘y consists predominately of impgy:

half of the 100M
1mp0rted centerf’ ire nfle% are comprlsed of surphm-- i rms. It should be

firearms as Remington, with the exception of spegiilizes sits for law enforcement
and military applications, does not participate i ing military style firearms for
sale to the general public.

Savage Armswith 10% share, Browning
ach with a 3% share of the market,

Completing the list of top industry players
with 7% share, followed by H&R and Wea

CENTERFIRE RIFLE INDUSTR

Unlike the rimfire rifle market, the
two manufacturers. Certainly there
field is bit closer to level betwee
exists amongst this segment, primg
to the market through new !
construction, and by introducin & 1 toward specific end use applications.

éderg, but by in large, the playing
ur g five players. Intense competition
s 1o provide produet differentiation

Like other segments within
a great presence within th
empha‘;if; on the level of ;

egment. Consumers place a great deal of
ision, and quality obtained for the dollars
nfire rifle market, centerfire rifles maintain a
ongst themselves, While entry-level priced
arket typical entry ]evel ptiue points are sub $4OO

therefore maintain,

Hssentially, the ¢
e [ntry Level Gy
. Premlum (,ellte

reasingly popular “ready to go™ scoped combo packages. The
peals to the casual big game hunter, the new entrant to big
hahunter with a limited budget. Entry level product offerings in

entry |
game
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the centerfire rifle category account for approximat
LL.S. domestic market.

Premium Centerfire Rifle :
Appealing to a more discrimmating audience, the pigim e nifle category n
the sporting firearms market consists primarily of v that constitute the
flagship products of the various manufacturers. ade options such as
stainless steel, high grade stocks, polished bly nd an overall higher
perceived level of attention to detail. The pr erfire category accounts for
iiirket.

specialized target stocks for situations |
hunting.  Products within this category 6F
aramid fiber reinforced stocks, and tifafi
included in this category. This se
domestic market.

g, or extended range big game
> state of the art matenals such as

Customer Profiles
As is the case in the rimfire ri
m this category to draw
demaographic trends. Perha
substance, but with currer
at best.

ehensive study might reveal some data of
tion any conclusions would be speculative

nearly three fourths ;
purchased for huntir
that to be a conser
approaches the 8
be primarily categpriz

nate and that in fact, the actual figure for hunting usage
The remaining 15% of the sporting centerfire market can
ot shooters.

The “hunter”
“dedicated.”
the “casual’é
o The “casiial
hunt

profi g, categorized under two broad headings, “casual” and

ithin the category 1s estimated to be skewed 60% toward

can be categorized as the person who has an opportunity to
ear, generally in close proximity to his or her home. It can
umed that game types and hunting situations do not vary a great
al” hunter. Firearms are also chosen with consideration given to
well known and competitively priced ammunition types.

001 Annnal Report
70
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The remaining 15% of the centg
shooter.

Subject to Protective ¢

O

i one season
& the point, or
1e expense of a high
by either budget or
wbe categorized as
¥ optics technology
up attractive. The
sound produet that vields accuracy

Fanges of less than 200 vds. A

) casual” hunter profile are

ire rifles, with scopes pre-mounted and
ton, by the end user.

gearms, ammunition and optics

Consumption of a full box (20 rds) of centerfire
would often be ambitious at best. The “casual™ I
may not have the income at his or her disposal to rat
dollar scope/rifle set up. In fact, he or she may be
need to one nifle.  The “casual™ hunter 1§
technically savvy with respect to firearms,
making products which are easy to use
“casual” hunter would expect a functiong
capable of taking medium size game
product category gaining imimense pop
the “grab and go” scoped combo ce
bore-sighted requiring minimal modifig
The “dedicated” hunter is more wvers

ement as he or she may travel to
varied destinations to hunt. d” hunter places greater value on
enhanced product features suchi#s
and the incorporation of high,
other alloys to tailor a pro
“dedicated” hunter likely ¢
species that they may enc
expect Minute-of-Ang
malfunctions of any kin

eds of a particular situation. The
Tes suited for different situations or
“dedicated” hunter would generally
stter with a very low tolerance for
1ot be uncommon for a consumer within this
a complete rifle/scope setup.

ket is gssentially occupied by sales to the target

1s likely a great deal of overlap of target shooters
who qualify a fnters.  Target shooters are perhaps the most
technically s e centerfire rifle category with respect to rifle and
ammunition g hno . Precision accuracy s critical to the target shooter, Tt is
gii'for the target shooter to purchase a factory produced rifle

irearm to have custom work performed. Custom work
control modification or replacement, barrel work or
nodiﬁ'cations or replacemem to name only afew. A large

It should be no 'Ed th

naker mlgyht purchase a base factor\ rlﬂe salvag?e the aotlon
from the ground up. These firearms command high prices,
'ceedmg $1000. Generally speaking, the target shooter is the
1g of centerfire rifle consumers.

o |

ims v. Remington
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Brand Perception

of emphasis on
e buck. This holds
t. make very strong
thére is a tremendous
particular brands are

Brand perception within the centerfire rifle market place
the value/price relationship or quite literally, the most “bang
especially true for the brands participating at lowerips
cases for the consumer to get “more for less.” Tl
level of brand loyalty within the category, providesd
maintaining consumer expectations with respect ;

o Remington — Remington is very well
centerfire rifle market, primarily
manufacturing of bolt-action rifles. }
bolt-action centerfire rifles than the
reputation is based upon the foundaty
action centerfire rifle. First mtr Model 700 series 1s perhaps
the most popular bolt-action centetfite ¢4 ilt. At the end of 2001, over 4
million Model 700°s had beg ‘ i
accuracy”'” the Model 700 rj
consumer perspective. 11
rifleg are the standard by w; ]

o Sturm, Ruger & Co. - Seconid
share, Ruger p'irticipate
14/Mini 30 series of ¢ : M77 bolt action centerfire nﬂer, are priced
comparable to that ofithe Remm Model 700. Although regarded as solid

. ply have the following of the Model 700, nor

the extensive depth n th er also maintains a very healthy position 1n

14/Mini 30 series ding rifles are by far the most popular in their class.
Ruger spends g fvertising than do any of the other manufacturers
participating i stic centerfire rifle market. As a result, the Ruger
brand 15 wi nzed, aiding to pull product through the marketplace.
Although pe : i i

e late 1800°s with the Model "94 seri¢s of lever-action
e Model *94 remains a staple in the Winchester line, it plays
Model 70 series of bolt-action centerfire rifles. In fact, prior
toe of the Remington Model 700, the Winchester Model 70
s the finest bolt-action centerfire rifle in America. Winchester
a2 loyal following of consumers, predominantly residing in the

whorized History of Remington Arms Co,  Peoria, TL; Primedia Special Interest

72
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Western and Southwestern regions of the Umted
that in a survey conducted by SMRG, Winchg
manufacturers with 64% of respondents stating that
influential in their purchase decision, placing greater @
than the price/value relationship'.  Thi
Winchester’s fourth place position with r
indicates that the Winchester consumer is
are other centerfire rifle consumers,
o Marlin — Marlin Firearms participate
their family of lever-action repeating riffes. tidlso, purchased a dominating
presence in the relatively small single-shot centerfire:ritfle market through the
acquisition of Herrington & Richy _(H&R). The Marlin brand is
undoubtedly associated with “middle o d: (in comparison to Remington
ater with a limited budget or
unting rifle.
~marketing efforts toward reaching
is is reinforced by Savage CEQ’s

esting to note
om the other
#'s brand name was
sis on these criteria
hen compared to
ising dollars spent
al to the brand than

erfire rifle market only with

statement in the 2002 produc
accuracy at an affordable
10/Model 11 platforms tg
lacking high grade finishing
reputation for being an ag

‘relies on their bolt-action Model
Regarded as “no-frills” firearms,
ils, Savage rifles do in fact carry a
"his reinforces Savage's position on the

Accutrigger allows the end user to safely
1.51bs. This new product has been well
s anticipated that Accutrigger product will

received in the marketplag
have a negative inipact on
Spring Gun Prograt

utits for only 7% of the U.S. domestic centetfire rifle
nchester, Browning has a very loyal customer base, This
he results of the same SMRG study referenced above
owiiing as last on the scale with respect to the consumer’s
a. Browning rifle based on the price/value relationship.

Annual Report
et Catalog
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2002 Total Print Ad Expenditures — (¢

2002 Advertising E
Key Centerfir
($ in Mi

Savage $0.03~

Browning fr Ruger $1.70

$0.44

Weatherby ..
$0.30

T,

3 s
3 EES X R 1
L ELEL]

Remington .~

$0.88 e _
—Marlin $0.88

dollars spent on supporting the centerfire rifle
Hitited between the top four players. Ruger, in
as many ad dollars supporting their centerfire rifles
, and Winchester combined. This figure is significant
Ruger is working frantically to protect their piece of the

With the exception of Ruges
category are relativelyiievenly
contrast, spent n
than did Reming
and should not be’
centerfire rifle e
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2002 Remington Centerfire Ad Expenditure
Remington Ad Expenditures By Ceé

dustgezusy
ERUEEERRUREARNARANY,
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Fire Rifle Distribution
f Total Units
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Remington Centerfire Whoelesale Di

. Mass Merch_;a‘_‘nts,
15%
W

Chainy, 10%
h

W Daaler, 6%

Wholesaler, GO §

BOLT-ACTION CENTE

2002 Sales estimates have LLS. domestic bolt-action centerfire rifle
market to be approxim ts annually with a retail sales value of
$196MM. A break down i . ‘manufacturer is listed below.

UNITS (M
210
98
90
87

Browning
eatherby 25
Other 21
TOTAL 576

76
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2002 Bolt-Action Centerfire Rifle Bra
(Yo of Units)

2002 Bolt-Action Cente:
(Brand Share by Many

Wealherhy, 4%

Brovening 8% ...
cmington, 36%
Wincliesler, 13%

L] X W) 150y

B 1 2 ¥ : e e q‘a‘:;,",‘,"gul |.;ﬁlﬁl s,

Savage, 16% 7 ’

Remington currenfly occupies a dvi
centerfire rifle market. 2002
estimated 6%-8% brand
Model 710 provided Remi
exceeding Remington’s a

“brand position in the bolt-action
nificance as Remington picked up an
introduction of the Model 710 rifle. The

ethrough increasing capacity to fulfill more of
h the addition of magnum caliber offerings.

eries and the Model Seven compact rlﬂe 2002 sales
volume coq nits or %84 MM in revenue. Overall vo]ume and

revenue chy
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PR SIEEY .a;w?suuunmﬁﬁﬁn au?minn iﬁsghmazi s;n;zgi FETY “”?@3’?”“
i TRED IR EEETTEL ITT] BREREEE [EEEETT] BEENEREY (EET T
ixxilsxgﬁlﬁﬁ!il&xliiﬁﬁliy&sﬁetn!ﬂﬁgsnsﬁ%{tﬁgﬂlﬁ s dpppale ma&cgwg dly P fﬁlﬂiﬂei‘“
Tnil Sales (M) Q i 40 A 57
Sales Dollars (SMM) 0 0 $10.4 $13. $14.0
Standard Margin (§MM) 0 0 $4.49 $6.2 RIEEE $6.9
Standard Margin (%) 0 0 40.7% |, 46.9% % 47.2%
]elgm;ﬂeg!glwhas“aes]{lgynnmuﬁ%ﬂﬂ;” £ xgﬂ}ﬂﬂ&ugﬁ
Uml Salc&, (M} ll"l 8 103.1 115.3
Sales Dollars (3M) $37.3 $37.5 $44.4
Standard Margin ($MM) | $16.9 $17.4 $20.2
Standard Margin (%) 45,89, 46.5%, 45.4%
FInoludes Modil Soven Rigular
PRALTLEY ﬂ.-’ IICSSe 25 2059 siggg};;a;sr; ; ' ua:xmdga:m gig??ﬂiigé; 25;@@@:2
PR A e SO0 3 11 D . e S -1 40
Unit Sales (M) 29.1 5 26.5 34.2
Salcs Dollars ($M) $15.1 $13.9 $18.0
Standard Margin ($MM) $6.9 $6.7 $9.1
Standard Margin (%) 52 7% 48.2%, 50.3%

s neludes Model Seven Stainless

: PR M L0 .i’:iZOQla‘fﬁiiiiiﬂ!ﬁx;f;:@@ﬁi;fi aee A003, o
D b4 1L AR ? *° I e b 4= o) PO 2 b Rplapgs &4
Unir Sales (M) * 11.0 16.6 12.0
Sales Dollars (M) * $4.2 $6.8 $5.0
Slandard Margin (SMM) i 519 3% §73
Stamdard Margin (%) ¥ 44.1% 41.5% 43.2%

=28 neludes Model 673 Guide Kifle

1688, STEY UL TR HNE 1< RN LS e
EENAREEEEEIENEATUAEEENFE sefnsketundsrse s e R s nes smd;@t [H
Unit Sales (M) 6.3 30 T
Sales Daollars ($M) $2.9 $2.3 $3.2
Standard Margin (SMN) $1.6 $1.2 $1.8
Standard Margin (%) 560,1% 54,3% 53.4%

ies to make a strong showing in the marketplace. Like the
15 an Thon plant based product. While undoubtedly more
1e, Model Seven family has shown a drastic spike in
b of the Remington Short-Action Ultra Mag series of
duced i the Model Seven line and the Model 673 which

Model 700, the Mk
of a niche market

centerfire cartridge 8
1s a derivativg of the Mo

New for 200T
rifles was

Goods Chain stores, order positions 10 2001 and projected order
y exceed plant capacity. The mtroduction of the Model 710

approaclitn WM unit mark, Most importantly as noted ecarlier, the Model 710
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mington Arms
pproximately
's.  While demand
duction of magnum
ymprove its market

resulted in an estimated 0%-8% pick up in market sh
Company. It is note worthy to mention that the Model 7
one-third of the entry level scoped rifle market with on
appears to have peaked for now on these two sku’s 11 2003, the
calibers in 2004 should allow the Model 710 to maitai
share position.

Issues critical to the continued success within thi
o [mproving and maintaining product gqual

o Timely fulfiliment of orders
o Ability io respond quickly 1o riche ma
o Maintaining compeliiive positioning
o Product centered advertising on core pro
through the marketplace

egory are:

sand special makeup's
ect io product cost and pricing
. continue to “pull” product

Competitive Outlook

Savage Arms
Savage plays primaril
product offerings ar
synthetic versions, w;
not for their stylin
Savage also set thg

1 bolt action centerfire category. Primary
/11 series of firearms,  Available in wood and
tachable magazines, the Model 10/11 are known
their reputation for solid performance at a low price.

available in wo
The Remington

) vle action are placed in the high end, while less costly “push
ap the lower end of the spectrum. On the entry level front,

lued finish this “push feed” design is targeted toward the budget
hester also offers an exclusive scoped combo version of the
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ag and the
are intended to
uns.  Non-scoped
Remington Model
t exclusive Model
ie. In 2002, 16M of
ig:figure 1s down from
70 offerings at Wal
inchester’s market share errosion

Model 70 Super Shadow in calibers .270 Win, .30-06,
new WSM calibers (.270, 7mm, 300) to Wal Mart. 3
compete with the Remington Model 710 and Savage
versions of the Model 70 Super Shadow compete primarily
700 ADL Synthetic. Reliable sources indicate thg
70°s account for 40%6-50% of Winchester’s tota
the Model 70 scoped packages were purchased a
22M units in 2001, however 2003 data indicats
Mart in the WSM family are likely to offset so
at Wal Mart. :

Weatherby
For 2003 Weatherby offered its Japanese
Vanguard Stainless models to the trade, Weath
Meodel 700 ADL line and BDL S5 ling

d Vanguard Synthetic and
irectly targeting Remington’s
hese offerings. Boasting an accuracy
agazine and a price tag that is within
“Synthetic), the Vamnguard line
represents a significant threat to Bemingtan’s core rifle business.

Tikka
New for 2003, the Tikka T3 was intre
Remington’s core Model 700 Ly
Finland (a holding of the B
and stainless synthetic m
accuracy of a 17 group pr
capacities for the Tikka lines o
the bucket for the time B
on engaging the U.S
Remington.

rice point offering targeted directly at
brand owned and operated by Sako
The new T3 is available in wood, synthetic
_detachable magazines and a guaranteed
factory. Fortunately present manufacturing
153M units annually, A preverbial drop in
ould the Italians place further emphasis
a will undoubtedly pose a serious threat to

Remington
Remington compeétes
offering is the Model
ADL Deluxe featured:
sights. The more p

black synthelic.staek

entry level category on two fronts. The first product
eries of bolt action centerfire rifles. The Model 700
nutistock with blind magazine, polished blue finish and iron
e price competitive Model 700 ADL Synthetic features a
#ind magazine, mattc bluc finish and iron sights. First
tion with Wal Mart, the Model 700 ADL Synthetic has proven a
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manufacture, affording Remington the opportumty to mo
entry level bolt-action centerfire category. The Model ‘

the Ma,yf' e]d Kentuoky manufactured Mode] 710 hj
two years of existence exceeding plant capacities. 0 g
presented the 2001 Field & Stream Magazine’s}

YR EIATRSEATRERATRFERE
AR EESEE SRR ISR 10 0
SERFEEIEI AL ER SIS ER E R 5

Manufactarer:

EEWHIeE:

HREFEES iﬂ@em“w
&

Savage - $277 - 8312
Savage | $287 - $393
Winchester $335 - §353
Winchester 5325
Weatherby $340
Tikka $375

$397
$342 - §360
$290

Ruger
The Ruger M77MKHL. fields a broad array of product offerings in the premium
category. (enera ard the lower end of the category, the Ruger M77

Like the Winches
and Mauser typ
floor plate

“lassics, the Ruger M77 features a three-position safety
controlled round feeding. All models feature a hinged
ut stocked configurations are available in full size and
1;11 blued finish. Stainless steel versions are available with laminated

series represents Winchester’s position in the premium category
rifles. Featuring a three-position safety and Mauser style claw

extractor ed round feeding, the Model 70 Classic has enjoyed quite a

] |
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ull size and
fetal and the
el barreled action.
or “clean barrel™
Remington Model
PRemington’s prior
idges and firearms to
er Ammunition and

following, Al feature hinged floor plate magazines ang
compact platforms. Walnut stocked variants features

700 BDL & BDL 88 product families. Followi ;
introduction of the Ultra Mag family of non-beltg;

Browning introduced the Winchester Short
Short Magnum (WSSM) family of non-belte;

70 Classic family of firearms.

Browning
The Browning A-Bolt competes excl

15 available in stainless steel and |
degree bolt throw, intended to sha
plate magazine that can also be used
in a wide range of calibers, inclpding.th
A-Bolt’s principle competit
as Weatherby and Ruger bo

ycle around as well as a unique floor
ible magazine. The A-Bolt is available

Remington

The Model 700 BDL C the core product of the Model 700 line. The
rican walnut stock with black fore end nose
The BDL sports a high-polished blued barrel
left-hand skus 10 the Model 700 BDL Custom
offered 1 a detachable magazing (Model 700 BDI DM)

shooter the convenience of a quick-load removable

and receiver. Rem
Deluxe. The 700

magazine box.
Deluxe, utilize
magazine box.

35 (Stainless Synthetic) offers the same legendary performance
Custom Deluxe with the added benefit of weather remistance and
i a synthetic stock and stamless steel action. Like the Custom
S is offered in a detachable magazine version as well. Continuing
82
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nated Stock,
g durable gray
nd skus.

the lineage of the stainless steel feature is the Model.700.1.88 (La
Stainless) boasting a stainless steel action bedded in 3
laminated stock. The Model 700 LSS is also available in

The Maodel 700 Mountain Rifle seres features all
models with the added benefit of a slender moun
and improve portability. Available in a walnut st
magazing and in a laminated stock with stainless
have proven popular with high country hunters

regular Model 700
@l to reduce weight
erslon with detachable
700 Mountain Rifles

ibling to the Model 700
del 700 action, the Model Seven is a
appealing to smaller stature
shooters. Awvailable 1 most popular short action.s the Model Seven is available
in a stamnless synthetic platform as welk ariihated stock with either stainless or
ounced the ntroduction of the short
i ffamily. Available in both 7mm
dags were introduced in a magnum variant

action counterparts to the Remingt
and 300 calibers, the Remington S
of the Model Seven SS and LS pla
Model Seven platform gave
performance in a compact rifle.

New for 2003, the Model
Remington bolt-action rifl
collectable Model 600
alternating light and dark strig:
sights on it’s 22" magi
reinfroduced .350 Remi

- modern-day version of the now highly
del 673 features a laminate stock with
a machied steel ventilated rib with iron

whairel. 2003 caliber offerings consist of the
um and 300 Rem SA Ultra Mag chamberings.

853
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Wholesale Pricing Compari
Premium Centerfire Rifles — Bol

ﬁéﬁ’;;ﬁi ﬁéiﬂi@?iiiiiiiiﬁéii:éﬁbﬁa e

Ruger M77 MKII

Ruger M77 MKII Stai :
Winchester M70 Classic ; ‘5483 $503
Winchester M70 Classi 22 - $542
Browning - $612
Browning $470 - $546
Browning s, $598 - $634
Remington $467 - $494
Remington $503 - $530
Remington $565 - $575
Remington $512 - 5547
Remington $490 - $508
Remington $499 - $527
Remington $565

Specialty Centerfire (Nich

Ruger
While limited in scope,
specialty rifles in the M,
barrel configurations ik
dangerous game.

‘ s limited number of skus that would qualify as
erings consist primarily of heavy target/varmint

Browning
Like Ruger, Br
centered on the p
firearms in the

. However, Browning does offer two specialized
eries. The E(,hpbe is available in both a s.p(nter b.arrel

Winches,

Winck i.“‘push feed” Model 70 rifles in heavy barrel configuration. The
Mod res a laminated stock and stainless steel barrel, chambered in the
new well as in 308 Win. Similar in nature, the Model 70 Stealth
features ock and matte blued heavy barrel chambered for popular small
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bore varmint cartridges. From a “controlled round feed”
a Safari Grade rifle chambered for dangerons game calibg

Remington

Remington offers perhaps the broadest array of specs
The Model 700 Long Range scries features a wide

: {)(} VS (Varmint
ded in a high grade
:block. Three left-hand skus are
: odel 700 VSSF (Varmint
rrel with fluting. All
ion varmint calibers.

Synthetic Stainless Fluted) featuring a stailzll\éi
varmint configurations are offered in populat sho

essentially the same platforms as the Mg Varmmt rifles, only chambered for
long action and magnum calibers,

composite stock and mountain rifle o
available today.

Spei - Bolt Action
LB BB A - S 4 11 3
- Manufaetiis M”éig:iiii“iii“:i savs s PHIO@ o1

$476
5460 - $479
M70 Gtealth $522
Eclipse M-1000 $769
Fclipse Hunter $748- $766
Model 700 VS $355 - $572
Model 700 VLS $496
Model 700 VSSK $668
Model 700 Sendero SF | $686 - $695
Model 700 Titanium $847
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S.W.O.T. Analysis — Remington Bolt-Acti

Strengths

» Dominant Brand Position
Broad Range of Product Offerings Across the, Ca
Solid Reputation for Performance
Competitively Priced in the Market
Attractive Margin Position

s & & »

Weaknesses

o Capacity Constrained
Manufacturing Concerns Could Tarnish. Bran
Limited in Capability to Respond: ving Market Conditions
Dated Cosmetics of Ling

s & &

Opportunities
» Potential Exists to Capture 4
 Incremental Business Oppos
» [pdates to the Styling of

Threats
» General Softening
Specialized Products

o  Manufacturers that ji
Price Concessi
Overhead

Strong U.S.
Firearms g

s Such as Chronic Wasting Disease Threatening Game

Product Strate 04 — Model 710 Sportsman

Model
caliber

A current development project is currently in place for magnum
¢ Model 710. All development and testing will be complete in the
86
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surmmer of 2003, Equipped with a 24” barrel, calibers wi
Win. Mag. Both will utilize the current scope config
VEIsions.

SIPPPPRPN 1 | (1115 B
710 w/scope 7mm Rem Mag
710 w/scope L300 Win Mag

{86 8.25M Units

Production/Quality Control — An essenijal criteria required in maintaining the
ionitor and insure that the price/value
relationship remains i favor of the consum wove the competition, A key
clement involved in this strategy 1s to moniion.and; ind the accuracy performance
of the Model 710 in a manner of cal significance.  Manufacturing s
implementing quality control procedure ., record, and interpret the accuracy
&

Pricing Considerations — No pri
2003. This recommendation is ¢

Extruded Receiver = efforts are underway to improve the perceived value
of the Model 7§8:by méa an all metal receiver. Technology that will yield a
dimensionally 4 er through extrusion at only a $10 mcrease in cost to
the current synth nsett is being evaluated by Manufacturing and R&D.
Plans are to eith this at the 2004 SHOT Show or for the 2005 catalog vear
depending

In April of 2001, Remington composed a poll of visitors to
asking the question: “In which caliber would you most like to see
Over 500M responses were received to the question.
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308 Win.  Although short action calibers are typically Is
makes sense to include one or two short action calibe:

T N adel s RIS
710 w/scope .243 Win | $329
710 wiscope 308 Win | $329

Model 710 Youth — As an entry level product, to explore the introduction of
a scaled-down version of the Model 710 t stature shooter. Such a
product should feature a shorter length of pull immer grip and fore end.
: Chambered for 243 Win, the Model
710 Youth would correspond to the launch of“the Midel 710 short action platform in
2005,

nufacturing to continue to focus on
710 to improve manufacturing

ed that a $10 price increase across the
nction with the introduction an extruded
ted as a significant product enhancement.
ears. The entry-level centerfire market is
can hold pricing 1in this categow while

somewhat price elastig
maintaining healthy marg
better served. It is i
positioned as wval ﬁlearm Traditional pricing strategles can qulckly

ion in the market as a price point firearm.

ins This can be accomplished through:
product opportunitics allowing customers differentiated product
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insure that
continues (o

s Concerted focus on consistency and quality in g
product entering the market place meets customes
set the standard for bolt-action centerfire rifles.

» Rewvitalizing the current product line through cosmetlc Ty

» The incorporation of new materials and tect
advantage in the market.

e LEfforts in manufacturing to improve
maintaining the liughest level of quality

e Improved predictability and accuracy
effectiveness

fillment through line item

Model 700 CDL (Classic Deluxe) — One
received from the firearms trade is that the
styling. Consumers appear to be trendi
and are looking for more subtle finish té;
high grade metal finishes appear to be th

read of feed back that has been
odel 700 BDL is dated in its
& high gloss wood stock rifles
S:atm finish stocks and low luster, but
1. In response to these changes in
¢ the Model 700 CDL (Classic
with black fore end tip and grip cap and
Barrel lengths will be 24™ for

Deluxe) featuring a satin finished
glass bead finish barreled actio

$467 l2~s0 units
$467 | 1000 units
£467 | 1500 units
$467 | 2500 units
$485 | 1000 units
$485 | 1000 units
$494 | 500 umts

$494 | 500 units

‘A logical expansion of the new Remington SA Ultra
m into chamberings in the Model 700 Titanium. ‘This
vith magnum performance in the ultimate light carry rifle
date 1s a means to deliver magnum performance in the
Model 700 "THtagidin. without creating a weight penalty by adding a heavy mountain
el 700 Titanium as currently configured utilizes a slim,
steel barrel. The present design is not suited to withstand the
# magnum round. Work is currently underway to qualify a new
steel alloy that will sately handle magnum pressures while
mountain contour barrel profile.  This level of performance is

Mag cartridges 15t
strategy provid
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currently unavailable in a production grade rifle and wil 1
in the market.

L 07 1 i B M S S
Model 700 Titanium 7mm RSAUM
Model 700 Titanium 300 RSAUM

Model 700 Classic 2004 — TFor the 24th stra
offered in a limited edition caliber. The 2004 4

eNlivelalsronrsesiosrncansvansraraninins
Model 700 Classic 8mm Mauser

heavy to meet his or her needs
composite stock, blued receive
clean barrel with fluting. Total weig
consist of .17 Rem, 221 Rem

H. & i@éaiitwﬁﬁﬁéaiﬁ EERE L34 EEARRLE 4% 4
“““““ I Y ERER ) 355

Model 700 LY. : T RETST l:)OOUmtg,

5689 | $628 | 1500 Units
$689 | $628 | 2500 Units
$689 | $628 | 1500 Units

Model 700 T
Model 700

Production/Qu
mproving, mo
category. Specifi

ns — A grass roots effort needs to evolve around
ntaining the quality and integrity of the Model 700
seurrently which must be addressed. These issues are:

's « Major issues from a consumer perspective appear to center

s of the chambers being excessive, exhibiting signs of worn

of rough chambers, the end result is often scarring of brass

iolt 1ift forces,

bers - Crooked chambers impact the Model 700 from an
omt.  Chamber casts of Model 700°s exhibiting signs of

90
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between the chamber and the bore with lands ex ¢ throat on one
side of the chamber and not the other.
¢ Rough Rifling — Similar to rough chambers, rough
and 1 some extreme cases, gouges in the lands within t
1ssue appears to be more prevalent on stainless:
with the high end Model 700 Titanium rifle.

e Crowns —It appears that poor crowns cor » & percentage of rifles

sfers o tool marks
of the barrel. This
d has been an issue

emington rifles set the

It 1s paramount to understand and uphold ¢
r “nearly as good as” the

standard for the rest of the industry. Bei
rest of the industry is a mindset that can not

Eegy for the Model 700 are to
ther product offerings within the
| factors taken into consideration for

Pricing Considerations — The key clen
remain posittoned competitively with
category and [0 maintain margin positions.
the upcoming year’s pricing scenario e
» Changes in raw material cost
» Changes in labor and overhe;
» Capacity restraints/availabrh
External considerations are:
e Overall strength of the

pasitions are at approximately half of their
year. Year end projections indicate that 2003

. the near future will be a proactive approach geared toward
at peak levels at attractive marging. This is accomplished

Nn
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fresh in the

primarily through incremental improvements to the prod
eves of the consumer. Some sugpested concepts are as

» Model 700 BDL Synthetic Stock — The current Mode DL Synthetic stock
18 dated n styling and aesthetics. A commomigomplamt gdel 700 Synthetic
stocks Is that 1t feels “hollow™ and “cheap” fthicknes¥ on the Model 700
Swnthetic stock is relatively thin in the b
foam to help absorb some of the “hollow
tapped on. Consideration should be gi
and to a change in material. The Maog
action centerfire both sport very solj
substantially cheaper to produce thang

synthetic stock, its styling is
of the trusted wood stock,
ed design of the synthetic stock.
n the market place, it is not a
ines with respect to appearance as
uring or rubber over-molded panels
ocks are beginning to take the place
A great example is the Sako Model

700 Synthetic stock are:
wrable and solid than the current stock
ded panels in the grip and fore end areas

e or eliininate “swirls” in the stock found in the current

ock will be utilized on the higher price point BDL
g further brand ditferentiation from the entry level
caled down version of this stock without the rubber
Falso be incorporated into the entry level 700 line as

is Improved Corrosion Resistance Project — In conjunction
edesu:m Marketing has tasked Ilion Enginecering to explore
s for our stainless steel products that will take the premium
ss rifles to an entirely new level with respect to corrosion and
ce above and beyond the competition. While stainless steel used
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istance over
opanig a polymer
s thisipopular “stainless”
can be touted over
eature to premium
iiodels to a true all-

t ADL synthetic line
for Remington, competitive
leave the current ADL
atherby Vanguard, Tikka
‘ adow all Feature enhancements that
the ADL Synthetic does not have. Inte o phase out the current ADL
Svnthetic ling in 2005 and replace it with:h 1odel 700 SP and Model 700
SPS line in 2005. These modg] gature a scaled-down (no overmolded
ng with a hinged floorplate magazine

has proven to be a popular and profita
pressures and market driven expectaf
synthetic line in a truly non-competitjye

and R3 recoil pad. The Mo
barreled action with a clean |

; &j&ﬁ i iﬁl _ﬁﬁmﬁg#_ﬁ
395 35000 units
455 | $415 | 30000 units

S 2 IR EEEEEERES RIS NI RS SRR RS
_m&ﬁﬂﬁxﬁﬁ FHRHFBRER BB RIS NS
Model 700 SP (Qpeclal Pur wﬁﬂ)

»gton (100™ Anniversary of this cartridge)
ngton Ultra Mag

— Pricing will be reviewed annually in order to determine the
trategy from year to year. Market dynamics and conditions are
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effective at best. Pricing strategies will likely contmuat be.dri
opportunistic events and conditions.

Product Strategy 2004 — Model Seven
o Model Seven Stainless — For 2004, the Moda}
dE:Qigned synthetic stock equi aped wiﬂl

While there are no overmolded
sign features some unique

applied to the Mode] 700 stock redesign
rubber grip inserts, the new Model Se
design and texturing in the grip and forg
» Model Seven Youth Synthetie ~ Desj
plan discussed above, the current M
be replaced m 2004 w1th a synthetic qt
youth synthetic stocks, the Model ‘
out behind the grip area rather thas; e butt stock end. The result is that the
new youth stock will accept th » ikca i
in the Remington youth line.
approximately $16-$18 marg
eliminating the costly birc]

gtock.
LY VT 1) O A NSE L EL N N i
Model Seven YT $374 | 500

Model Seven Y $410 | $374 | 2000
$410 | $374 | 500

$410 | $374 | 1750

he same principles that apply to the Model 700
See topic description above.

e principles that apply to the Model 700 also apply to
gadiiption above. No price increase is recommended for

éndix A for a comprehensive listing of product deletions.

@04 & Bevond — Model Seven

egy applied to the Model 700 will apply to the Model Seven,
will be managed to maintain marging and volume through
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incremental improvement intended to reduce cost and/or |
in the market.

§ perception

Model 700, Price
ssity to mamtain

Pricing strategies will follow closely the strategies applied
imereases will be based on opportumistic potential. and/or
profitability.

Product Strategy 2004— Model 673

o Model 673 Guide Rifle — For 2004, th
include another ¢lassic caliber reintroducti
Winchester chambering.

Model it S NSP 1Ny Volume.
Model 673 Guide Rifle 6.5 R« 3000 units
Model 673 Guide Rifle 300 RSALH 419 | $365 | 1000 units

Opportunities

New Centerfire Bolt-Actio

‘ While the Model 700/Seven categories
are still emjoying healthy, yol

marging, both products are relatively

significant portion of t
Remington must be
manufacturing methg

] erformance perspective and more cost effective to
manufacture than Cu ts. As the next generation of premium centerfire bolt-

action rifles, the,
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s Designed for ease of manufacturing through parts:

caliber and assembly that is easily repeatable andg
Processes.

ity from caliber to

Although current centerfire rifle order positions 4
Model 700, history in the auteloading shotgun
displacement within the market is only as far
innovation. Remington must be proactive in ¢
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Centerfire Repeating Rifles

The U.S. domestic market for centerfire repeating rifl mated to be 346M

units annually with an estimated retail sales val
Sales volume and market share are estimated as fallow

2002 Domestic Repeating
Estimated Sales b

BRAND
Marlin
Ruger

Wincheste

peating Rifle
re (% of Units)

nterfire Repeating Rifles
“Bhare by Manufacturer

; Marlin 20%

KREYEHEEE2EATY
EREEELELEELERER])
TR s

n !

..I 3
E!Emlﬁi[llﬂﬂlﬂlﬁl )
e e

I_g " -: o

!
j
Winchester
15%

: Ruger 21%

. SAAMI, and NASGW 2001 Dala
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Subject to Protective Of

The centerfire repeating rifle category 1s comprised asic action types:

Autoloading, Pump and Lever. A breakdown by action t

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

AEGninEnsihrnnsnsneadbinsafiong

SR Es 2y Eatpptntpigtigtigtaty &;ﬁ&ﬁl%l

A T T Y ARG AREAR A e Ae i SR ] ii%ﬁ!

) U NS AN E RN RN E IIIIIIIIIII’? T
Autoloading [ChesssesasereasnsRasssaasveng ARERNAERANAEER TR RN 51
!QEI

e
fl['liﬁ’%lﬁﬁ’ii&!ﬁﬁgl!%ﬁi?kil’ii
55!!‘335‘355*!%#!3!55 :

HAEERERE BT AEY
[EEE SR RN L]
ERREREE SR A S fziavesudinssld
LY A, ] A (K LSS NN NN ) TN TENNE: & 54
IIIIIII!IIIIIII!I!IIII REMARANUDASNRAASRUNARE DS zEey
L RAEHAES FHERAENEINNNRAA RN AursnamarsunnsennadiBlba sl oza
ever AAFRARAFRAAASAARASAAAANERAN U] TIFRAAIZAAAATSAAMASEIF: 229
COOCEEEE R A EEEadiavasvaEAYERARERY
él%%%%§§§23KE$E¥E§%ES§KESE¥E§ A s RE RS SRR R RER S ]

EANF G E RS REREPERERS
f FEUEWRATRRRIUS
pi BEERUGRERAEAY
Rt s s enansn

Pump .IIII HREMEEREBAESH

EiPIOFEEEGEAPAEIEEA
BEURERLGRFESYAESAS R YN
BEERV LSRR S RAEREREE
REFEEREFSUSELIESRLIEREATEEY
ERRERERIEORREEGHFEEAAIRER

FREHUGEEHEERUERRAEY ELFERUBcERoRtEANERR ARG EY
(;]Eﬁiﬁlﬁﬁﬁ*ﬁﬁﬁﬁ%“:ﬁa*iiﬁlﬁi 3 REFHAAVFAUARCRRRGIRIRIN)
l%%ﬁﬁé%éiﬁ%ikéﬁ-§ CERTITIEA TR RS &%&%ﬁé*ﬁ%%{i%%‘ﬁ%*%%;l%?'

Remington. Volumes across
autoloading rifle categorie

mington competes.  Perhaps the most
for this decline in market size is the
This environment has been created by
rifles and compounded by the increasing

e category with the Model 7400 series of autoloading
pump action centerfire rifles. Sales volume in 2002
JM unmits and accounted for $7.9MM in revenue,

oD e (1] (e M £ B m?ﬂ@l:é: see 20T L e 2008
LHEgde 5 757 2 ATHRAI 27 SR et ARl F {2 Beekaad 58 s s TR R sBidget: ¥

272 24,0 19.5 16,0 126 20,6
$8.8 $8.1 $6.8 $3.6 $4.3 $7.1
$3.6 $3.5 $2.8 $2.1 $1.5 $2.7
40,3% Jr“ &% H0L4% 37.9% 35.2% 38.4%

ﬁﬁtiﬁmiﬁﬁ***%ﬁmm *AEHGAT T PERTY | ds ipye s

EEEBEEIEHE BN

nil Sales (M) 12.6 11.3 8.3 71 10,8 .0
$3.8 $3.7 $2.7 $2.3 $3.6 $3.1
$1.4 $1.5 $1.0 50.8 $1.4 $1.3

38.0% A0 A% 38.4% 36.3% 38.8% 41.0%
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Tt is apparent from the information above that the
Remington’s perspective. With an exponential declis
year te year basis, Remington is faced with some v
with respect to the long term future of the product catego
the decline 1 sales for the Model 7400/7600 series ai

o Unfavorable general market conditions for
to consumer preferences geared toward b
o Favorable pricing for bolt-action rifle
rifle customer :
o Dated design of the Model 7400/7600
offerings (i.e. not capable of handlinig
e Poor reputation for quality and reliahil
o Lack of capability to accept magn,

ive with today’s product
cartrtdges)
farly in the Model 7400 series

Competitive Outlook

apetitive offerings in the centerfire
tithe “other” category listed earlier in
the section 15 comprised mostly by rifle imports and assault rifle type
configurations. Due to the scop A business, only sporting rifles will be
addressed. The three basic ut6loader, pump, and lever) will each be
summarized.

The following section will brie
repeating rifle category. It is impy

Autoloading Centerfi

Browning
The Browning BAR : npetltor to the Model 7400. The BAR 15 a gas
d is of’fercd i an unbelievable 46 sku's. The BAR is

ging from the all-purpose synthetic Stalker series. to the

Ruger particip
14/Mini-30 serie

autoloading centerfire segment primarily with the Mini-
¢ rifles. Based off of the military M-1 carbine style, the
1es rifles are gas operated with a detachable rotary magazine.
%ynthetlc stock configurations and a choice of stainless or blued
1-30 series of rifles are chambered for 223 Rem and 7.62x39
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Ruger also offers the Deerfield Carbine, chambered fi
pistol round and a blow-back operated PC carbine for };
A0 S&W and 9mm pistol rounds.

Remington
The Remington Model 7400 series of gas-autolo
both synthetic and wood versions. Both versions g
as 18 427 carbine models. Chambered in short
deer hunters, the 7400 features a rotary lock u
boxes. While popular with deer hunters in thg

al unit sales. Eumpean
five years. Primary reasons for this
ieedmg and to the growing

SiuEestaassnvaitiuintqus et Whise!
‘Manufacturer | ; *;i:%: Fpiges s
Browning $577 - $630
Browning 3673
Browning $595 - $649
Browning 3595 - 5649
Ruger 8370 - 5433
Ruger $393 - $433
Ruger 8352 - $365
Remingi $356
Remington $427

Pump Action Cente

Remington

Browning’s rec
source sup
not very popufa
particularly. in P

fthe BPR from the market leaves Remington as the sole

pa on centerfire rifles, The category as a whole however is
ith concentrated followings primarily in the Northeast U.S.,
ia. Total Model 7600 sales volume for 2002 was less than
ith a design very sunilar in nature to that of the 7400 with
and fire control, the Model 7600 is available in the same hasic
odel 7400,
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Wholesale Pricing Compari
Pump Action Centerfire Ry

SRR RS R ER R R RS R RIS LRSS RS SRR RS FE R R R RN g
FEA S RS S R R EEE TR RN S LRSS R R R R A I RN ER RS R R R AR 0] RO AL

Monwfacturer-Jioee o Model: -
Remington Model 7600 SYN
Remington Model 7600 Woo

Lever Action Centerfire Rifles

n centerfce rifle market, nor
n centerfire rifles are a close
and 1t 1s 1mportant to at least
‘place.

Remington does not currently participate |
are there foreseeable plans to do so.
substitute product for pump action cernt:
understand the current offerings availalie i

Marlin
Marlin’s basis in the lever action CEfite
design. The Model 1894 desig
action with side gject. The
chambered for 44 Rem Ma

category centers on the Model 1894
oqed hammer, tubulal magaﬂne fed

c1al, and 357 Magnum. A stainless steel
boy series 18 also o the lineup, targeted

1894 design, the !
available .30

wseries 15 chambered primarily in the popular and widely
though the Model 336 1s available primarily in wood
amouflaged synthetic stock model is offered as well. The
in a stainless steel version. Along with offerings from
ction rifles are formidable competitors to the Remington
; 1\! in the Northeastern United States.

Model 336 is &
Wincheste
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Winchester
Winchester participates in the lever action centerfire ritl
Like the Marlin, the Winchester Model 94 is based on

cessful design that
exposed hammer,
the same principle
Jwell as 480 Ruger
itor to the Remington

caliber offerings as the Marlin 1894 (.30/30, 357 ]
and 45 Colt, the Winchester Model 94 is a pxi
Model 7600,

IR ESER R R R SRR R R R R ERE LR LR IR E LR L EE R R LR R R R R
GREAHAEFREITE ORI ST ATURYAUNEFRIRTEO R AT AHY HEEEER m&@t& i%m
YN BRSPS A P BN B Y E B RN BRI B E R FEFHAAPFEPHEEEEHEEETYEETET S
B0 G 20 (11 6701 111 1 o %6 e ] PEEH f 1T A
Marlin $243 - 5286
Marlin $346
Marlin $341 - $375
Marlin S411
Marlin $300
Marlin $367
Winchester $272 - 3338

S.W.0.T Analvsis

Strengths

Strong brand regés

L 2

Weaknesse
¢ Dated desi

t of favor”

reputation for functioning properly
rate than bolt-action rifles
gnum cartridges
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Opportunities
» Re-establishment in European market through a%
product quality (Model 740¢)
¢ [Expansion of French market opportumtles through in
item with 2-shot non-detachable magazine
» Niche market opportunities in domestic mar
e Entry and acceptance in the Law Enforcem

Fon improving

on of standard ling

Threats

» Legislative pressures to eliminate or
centerfire rifles to the public

¢ Continued pressure from competitors

Growing popularity of lower prig

of pump and autoloading

ging market share
n rifles acting as substitute

product (Model 7600)
» Environmental conditions suc asting Disease threatening game
populations
Product Strategy 2004 —€ ents epeating Rifles

Remangton centertire repeating rifle product
ferings are well into the declining stages of

Developing & meaningful str
family is difficult at best. Ci
the product life cvele. The
rifles is flat or slightly decls
products is less than 15QM
developing a new produ

same design concepts fior
Gas Autoloading Sh

" Both of these factors present challenges in
g a product design that utilizes many of the

should be tied mto recent f‘oous on pursuing an expanded
| i response to military mterests in a new gas autoloading
r1ﬂe to replace curre ion sniper rifles (i.e. M-24).

gy*for Remington’s centerfire repeating rifle business will
for sales of the Model 7400 and Model 7600 through
: toward niche apportunities, In addition, manufacturing

aszmg:n a team of engineers to help the Model 7400 line “limp”

platform is available. This team will focus on major factors
fiffe’s inability to perform in the market. Bottomline is that the
a design on the edge and is not manufacturing friendly.

Therefore, the ned
be to maximize the of
focused etfort:
has been dirag
along until a ney

which cp 3

o
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Production/Quality Considerations — Perhaps the migst. 1mp0rta ue pertaining to the
repeating centerfire rifle category centers on the relialiiity:

Considerable emphasis needs to be placed on i '
reliably cyele and function consistently. Reming
a result of poor performance in the field. A I
Italy noted that every Model 7400 received B
and rework by their gunsmiths at their ex
has become so widespread that the distri

rework includes an insert in each gun box statin®

Europeanbusiness is suffering as
emington’s key distr ibutor in

¢ The neputaﬂon for poor performance
fter completmg their evaluation and

We declare that the ahove men

faw at the National Proof Housé

another shooting test using:

commercial choice in orde

auto mechanism,

The same letter indicated that o del 7400°s that were received 50 of

them or 12.5% did not rehably funci: ' ctory ammunition. These issues are

: » odel 7400 is that the firearm enables

v up shots. The benefit of this feature, of

v cyele ammunition. This further solidifies

2 and that if Remington wishes to continue
11 18 needed.

o+ the forced test provided for by
e Val Trompia has undergone
umber of cartridges of the
e correct functioning of its semi

the shooler w1th lhe dbl 11y
course, is lost when the rif
the fact that the current de

Pricing Consideratiot
recommendations ar
line.

Product Deletions's
7600 for 2003,

efforts to target product toward niche opportunities. Through this
forts to improve the quality of the Model 7400, the focus will be
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roods market, 1t
could secure
- mulitary contracts

New Centerfire Autoloading Rifle (C.A.R.) ~ Despite a
would not be unreasonable to assume that with a new p
25M-30M units in sales volume. Couple this figure wit
and this volume level could approach 50M pieces annually.

ed to project the
£ COSTS tO a Minimum,
many of the same
pcommg Model 2100 New Gas

resources required for such an effort. In order to
the C.AR. could in theory (but i3 not m
components and design concepts generated b

Gas autoloading design utilizing recos
o Must function ammo ranging from 24

well as Remington Short Action Ulfs
¢ Capability to function 223 Rem

prevequisite.
e Detachable box magazing.
International.

I 15000 units
10000 units

nity presents itself, rationalization for price
roduut lines will be difﬁuu]t to come by. In all

Pricing Consideration
increases in the Model.7
practicality, some
margins. For forec
with the understang
vear,

he percentages may fluctuation up or down in any given
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In-Line Muzzleloading Rifle Market Sum,

Market Share Overview

Reliable information pertaining to the in-line m
come by at best. Muzzleloading firearms are ny
have representation in an industry association
fact that essentially all key plavers are private}

With the qualifying statement above in mind

writer’s opinion is that the U.S. domestic.snsh
240M-400M units at a retail sales value:;
by manufacturer 15 as follows:

: eloading market consists of
e $36MM and $90MM. A breakdown

2002 Tn-Li 7 Rifle Market

Manufacturer)

UNITS (M)
75
75
40
o)
_50
245
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Brand Share — In- Lme I\’quzleloadmg Rlﬂe

Other 20%

Remington 2% .7 irterrenry
EEUBERERR
l&ﬁ”ﬁ}

CvA16%-

In-Line¢ Muzzleloader

‘ obvious. The muzzleloading market is
almost exclusively on the manufacture and
& crossover does exist, the three key players
hompson Center, Knight, and CVA have
to thrée price point segments. Knight dominates the
ichpoint and CVA carries the ball in the low price

sale of black powder arms. Al
in the in-line muzzlelgading
essentially divided th
higher end, Thompso
segment.

When the in-line
boost in busine
rifles. In 1997
ML rifles. When thé&
the shooter a famih
Since that t
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s The in-line muzzleloading rifle market has shift
mor¢ of a commodity approach with the market 4
“grab and go” starter kits becoming the driving facto

d product to

Remington had very good reason for not further
market. The Model 700 ML rifle consumed re
which is relatively fixed in nature. In addition,
the same to manufacture as its centerfire counter;
unit. These factors when weighed against a
category resulted in the sound decision to uti
bolt-action centerfire rifles at the expense
Model 700 ML is perceived as a highen
competitive by today’s standards.

Peenterfire capacity
line cost essentially
nearly $100 less per
ing bolt-action centerfire rifle
fant’s rifle capacity to build

Remington Segment Performance

In 2002, Remington shipped 5.7M
decrease in units and a 20% decre
price offerings and late shipmen
performance. Historical performar

] e .12 e o e e
Badeaies Aetmakee vz BEST: 22 Badoet =

EEEEEEEE R RS R R R LRS- EE]]

im@miéifZZil!gﬁ??‘m”l*“

Unit Sales (M) 7.3 57 4.4 8.2
Sales Dollars (SMM) 52,1 $1.7 $1.4 $2.3

Standard Margin ($MM)
Standard Margin (%)

* Includes carbon and stainless
Competitive Outlook

$0.9 $0.6 $0.5 $0.9
41.0% 38% 36.3% 35.7%

Thompson Center
The Black Diamo
with a patented

cpresents the core of T/C’s mn-line offerings. Equipped
hrower” ignition system, the Black Diamond offers the
ing 209 shotshell primers as an ignition source. Also
5 a 267 standard length barrel for greater velocities.

in nine different configurations varying by carbon or
iweks and fiber optic sights. The Black Diamond is also
ack starter kit and in a 45 caliber configuration. All other offerings
he. Black Diamond 1s positioned as a “middle of the road” in-line
oduction from T/C that has sparked great interest in the
ne is the Omega muzzleloading rifle. The Omega features a
ign which fully encloses a 209 shotshell primer for a sealed
smotes easy loading and extraction of spent primers.
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Knight
Participating more in the higher end market is the Knj
DISC ignition system which consists of a removable pl
the DISC features 209 shotshell primer ignition. The DISC
and .50 cahiber configurations with choices in carboi
stock offerings. The DISC rifle also features a bo
prior litigation for potential infringement on the
settled, allowing Knight to continue the manufag
is available in 247 barrel lengths as well as
Fiber optic sights are also offered on the DIS:

i hich was subject to
: t The lltlga‘rlon was

g zleloader featuring a straight pull
cocking mechanism rather than the premium bott sign. Also equipped with the
DISC igunition system, the Wolverine 209 utile shell primers as an igoition
source. Avaitlable m .30 caliber only, ¢ grine 15 available m carbon or stainless
steel with camo as an option as well. ne fe‘ltllI"CS fiber optic sights and a
compact 227 barrel length. The

capable of using the basic No. 11
. price point offering. The American
finish version only.  Not surprisingly, the
oly popular “value pack™ configuration that
tted with the exception of powder. The
h the CVA product offerings.

ling action design and an ignition™
percussion cap, the American Jatzht
Knight is available in a 227
American Knight 1s offered
ieludes all the shooter

CVA
The premier offering
with a 26" fluted ba
the 1id priced Ki
shotshell primer igig
design in the cogki CRitsm.
nickel plated versiomswi

“Hclipse Firebolt Ultra Mag 209 rifle. Equipped
d stock, the Firebolt 1s targeted to compete with
Like the Kmght, the Firebolt is equipped with a 209
m. As the name implies the Firebolt utilizes a bolt-action
The Firebolt is available in blued carbon steel or

: rom the Firebolt in the CVA line is the Hunterbolt rifle, Also
utilizing:, a bo 1spirecl oockim mechanism, the Huntelbolt featmes a 24" barrel

111 either ‘bl el

15 the Eclipse 209 rifle. The Eclipse utilizes a straight, in-line

" Also equipped with 209 shotshell primer capability, the Eclipse
107
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ignition svstem can also be configured to accept musket

percussion caps. Offered in .50 caliber only, the Eclipsg

blued or nickel plated finishes.
configuration,

A true entry level rifle, CVA offers the Staghor
retailing just below the $100 mark. Equipped

Remington
Remmgton participates in the n- lme Muzzleloa,di

Black synthetic s

available 1n a carbon steel, blued i

MLS Magnum series equipped wil
Model 700 ML and Model 700 ME:
ignition system capable of usin
percussion caps. The standar
Model 700 MLS Maghum
premium produet, the Mo
Knight DISC and Thompsoi'¢
volume specialty rifles. &

Subject to Protective O

d trad onal No. 11

i‘é!’éiiii

m:‘%‘a’&gﬁwﬁlﬁ@lm%anw&m
AEREEEEEIE EEEEEE - F 25

MgdpkpAnryNyeripdntyuadgipayy

YRUELRIPAUAREEVRY USRI LRI ANIRY

'*iﬂiai"’“iiiléké;

Black Diamond $214 $290

DIS(C $336 - $384

Wolverine $208 - $248
American Knight $136
Firebolt $176

Hunterbolt $120 - $136
Eclipse $96

Staghorn $80 - $88

700 ML $284
700 MLS Magnum $365

Fms v. Remington

A barrel in either
e only available

of the same features of the popular,
as the bolt, action, and trigger, the

itles are equipped with a three-way
primers, musket caps and No.

I

‘of Muzzleloading rifles competes with the
amond, as well as with higher priced, low-
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S.W.0.T. Analysis — Remington In-Li

Strengths

Design familiar to centerfire rifle users
Strong brand recognition with associ
Solid reputation for accuracy
Utilizes many of the same components ag™84

i with ModéFs

Weaknesses
* Lower margin earner whei @l 700 centerfire ritles.
¢ High retail price point limi

Opportunities

state has recently introduced legislation
allowing in-ling muy expanding the total in-ling muzzleloading
market size. ‘
More shifting of ¢ areas from centerfire deer hunting to primitive

weapons and she

“special make up opportunities to provide customers with
A current effort on the table 1s a clam pack 700 ML for

et tocls on low-cost/low-priced entry level and combo packages.
s to regulate in-line muzzleloaders and muzzleloaders wiilizing
rs have been defeated, potential exists for these efforts to

109
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Product Strategy — 2004 Remington In-Lin

n’s Club to market
for the beginning
will perhaps be in

Model 700 ML Clampack — A proposal is currently in pla
a Model 700 ML clampacked with a full array of accessorie

ﬁ“ﬁ*!‘!fﬂf{?*’v}l‘f?f{tti;ﬂiqi;gxg [

Mo 700 ML Clampack

Pricing Considerations — The Model 700 ML
competitive disadvantage. As stated ab ¥
of the product to protect and impr
certainly erode volumes.

Product Deletions — Sce Appendix

Product _Strategv -~ 20
Muzzleloaders

Experimental Ignition 3
Ilion Engineering is cur
ignition source. Sho
of a new, more reli

consideration and review will need to be given to Federal
interpretations by thigi R nd state level DNR regulations as well.

In addition to tlie k
Remington oL

eqmppéd with a nfle and all key accessories required for the
ter the sport of muzzleloading. The kit will be clam packed such

uced at a cost that would allow for adequate margin opportunity
cration may also be given to a sourced product to fill this void in
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CUSTOM GUNS

Remington’s Custom Shop products include all customiz nd shotguns, both
catalog and made-to-order. Historically, custom centerfire ccount for around
98% of Remington’s custom gun business. The higk Lof custows firearms puts them
well beyond the reach of the average consumer why custom firearms
businesses everywhere are low volume affairs of the custom gun

Remington Segment Performance

gwﬂmiﬁﬁmﬂ?ﬁahm@mn ifvé@kswuuﬁéﬁ@uﬂu : 3 Hﬁéiﬁiml uaﬁmnw *niéggu*

§%EiE:Egggiﬁzzggi:ngfEiE:!ﬂ ngﬁl}iﬁ]zg sgii%g!g%i?g!ai:ijm £ ifxéfﬁél:! Sziy-mrléiﬂAE?ig i{:}
Lnit Sales (M) 2.9 1.4 K 1.0 0.9 1.2
Sales Dollars (SMM) $2.1 $1.4 $1.0 $0.9 $1.0
Standard Margin ($MM) $0.2 $0.3 4 g0.1 $0.1 $0.1
Standard Margin (%) 9.5% 19. 0% 194 5.8% 4, 8% 5.0%

*Finance has stated thal marging in (hese years wereg grect standard costs v the SAP systenm.

Over the Jast 3 vears sales of Rem s have averaged around 1000 umits

annually.

Business Overview

Traditionally Remington’s
money-making enterprise.,

been more of a marketing tool and less of a
in the Remington Custom Shop have been
high standard costs are a direct result of the
ant which allocate overhead at a flat rate per
labor hour. Because tl
rates would not be expeg

Instead, the Custor

Remington has to
rest of the fircarimg b
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Core Sirategy — Remington Custom Shop

Strategically, Remington needs to be in the Custom Gun i
in this market creates a halo effect over the entire line.

mington’s presence

The most practical approach to define a strategy fi op is to understand
and accept the business for what it is. The Cus s Remington’s best
foot forward from a product standpoint, Itis a case and a xtenswn ot thc bales
and Marketing arm of the Firearms business
the Ilion Plant, if the Custom Shop is coveri
while generating a positive margin position, 1

“Although the Custom Shop products
ds, an emphasis should be placed

* Focus on customer service and
are typically long lead time, m

would be brief monthly upda : sustomer on the status of their order.
» Integrate into the website.: a model of a sector of Remington’s
business that could use th . 1t is the Custom Shop. Current

ns currently account for only 2% of the
case in the Model 700 and Model Seven
ntation of core Custom Shop offerings in the
ot over said business.

shotgun line wou
¢ Take an active |
to insure stand
monitor the t

and “skunk works” arm of the Marketing Department,
Custom Shop prowvides an effective means of ragmd
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Subject to Protective

LAW ENFORCEMENT PRODUCTS

Remington’s Law Enforcement firearms are brok.
the Model 870 Police, the Model 11-87 Police and:;

Remington also offers

Department of Defense with the M-24 Snipgr
discussion of Remington’s opportunities with the
a separate document authored by Ed Schg

Remington Segment Performang

gun only, and has only one 147 version as a
synthetic stocked tactical rifle that 1s offere
though they comprise a much smaller segm

a Model 40-XB rifli

pon System.

€ main categories;
lice. In standard
¢ stock versions as
s a synthetic stocked
g oﬂermg ‘The Model 700P is a
d short action,
y, 1t is worth noting that
the LE Lommumty and furnishes the
A comprehensive
roduct market is available as

Finally,

vutnensatoBfl POIIEE < ousvese] - 1998 AQ <p = 2002:Aot:: |- 2008 Fost £ 2003 B.Gx
Units Sales {M) 218 18.2 18.2
Sales Dollars (SMIM) 5 b 8118 5613 5.6
Standard Margin ($MM) 3.3 2.5 2.5
Standard Margin % Sales 44.4% 44.4%

Umt Sales (NI)

Sales Dollars (SMIM)

Standard Margin (SMM) ‘

Standard Margin % Sales b5, 3% 51. 8% 51. 8% 52.1% b2. 1%
i J00Relice © 2000-AoL; - DOOT Ack: |- 2002 Aoty |- 2003 Fost ] 20030,
Unit Sales (M) 57 6.7 71 76 76
Sales Dollars (SMM) 3 321 8% 371 % 3915 431 % 4.3
Standard Margin {; 1.7 2.0 2.0 2.2 2.2
Standard Margin % 53.5% 53.3% 52.1% 51.0% 51.0%

to be that weapon.

liEims v. Rernington

ales and sales dollars, the Model 870 Police dominates
here are two reasons for this: One is that almost every law
the United States is required to carry a shotgun of some
§ ason is the fact that when lives are at stake, law enforcement

g the most reliable weapon available. The Remington Model
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Core Strategy —~ Law Enforcement Firearms

rt of Remington’s
argin. Despite this
due to the highly

As tabulated above, the LE firearms business is an iy
bottom line, accounting for roughly $5MM per year m stand
fact, forecasting and planning for the business is.
unpredictable nature of the market. The LE segm
opportunity” that can range from a few dozen
several thousand for the federal government
planning perspective is that most of these ¢
customer will specify various options tha
Moreover, unforeseeable events like those g
of the LE/Military market and the firearms

::_i' lhe catalog structure.
l/()l can dramatically change the face
/options that are needed.

Response
With that i mind it 13 imperative that |

ﬂax:bllniy As thc World ccmtmues to cf

w111 be palameunt, Timely resp
Manufacturing and on-time delivej roduct must be the cornerstones of
ing this market with speed and with

the highest quality product is Remingté duty.

To that end a major restry
underway. The intent is to
and the speed with which

m terms of special order firearms product
¢ quotedﬁ structured, built and delivered.

dramatically increase
manufacturing side,
assemblies can be g
to deliver the prody
significant comp
implications fo
future.

into the special make gun as ordered. The goal is
tormer in 30 days or less from the ime of order. This1s a
antage for Remington’s LE business and has major
ial make product, LE and Sporting, will be run in the

Focus

To maximi
must be appli
recoimnmes ded:t

awing dﬁportunities in the LE/Military markets, sufficient focus
of the separate business segments. To achieve this it is highly
ent structure be changed so that there are three distinct areas

nforcement business
s business
hict business
114
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STRATEGIC POSITION ON PRODUCT

1 troubled in recent
haintaining product
ve fit of parts and
All three of these
UOS 11008 ete) are

To those inside the company it is obvious that Remington
vears by quality concerns in its firearms busines
standards has been part adherence to process recy
assemblies, and part “know-how™ that was lear
practices have been neglected to the point that co

guality product line. Such a
‘ cause duplicahon of effort,

urces. Ultimately this plan will have
rheting's position going forward is
d far shipment until all requisite testing
equisite testing is that level of test
¢ been changes or innovations that
. This position will help to avoid the

poor communication, and a drain on v
to come from Manufacturing, In suppeort o

necessary to confirm new degign
reflect on the safety or performa
problems that have been experienced a

Product Archive
For 2003-2004, a firearn
samples of each gun ing
standards and provide
the gun is eliminated.

Increased Teqtmg
For revolutionary
test protocol will b

Extended field “
product launch
maximum level

ct like the Model 2100 gas-operated shotgun, the standard
ed to include a significant increase in functional testing.
lement conditions will be added to the plan prior to
at the reliability and durability of the guns are at their

Subject to Protective ms v. Remington
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APPENDIX A:

2004 Product Addition and Deletion Sumin

The following is a summary by SKU of product a

2004,

Product Additions for 2004 (Rifles)

gtions planned for

TERUE

g 7
zs:wésiﬂ%x:s:éa:stﬂﬁmzwus%ﬁmﬁ)ﬁ@%ﬂ@iﬂ@ﬂ:sm

&ﬁ#ﬁ&%ﬂ;éﬁ“%@fﬁmtﬁﬁ&ﬁ:%ﬁ

26368

Model 700 Titanium Magnum 24"

7mm RSAUM

26354

Mede| 700 Titanium Magnum 24"

300 RSAUM

26352

Model 700 Classic

8mm Mauser

26440

G'u

300 Win Mag

24683

Model 700 BOL 88 Camo RMEF Trad
Model 673 Guide Rifle :

&.5mm Rem Mag

246385

Model 673 Guide Rifle

308 Win

24738

243 Win

24751

Modeal Seven 58

260 Rem

24741

Model Seven 88

Tmm-08 Rem

24743

308 Win

29651

7mm RSAUM

29553

300 RSAUM

28539

223 Rem

29541

Model Seven 5YN

243 Win

29645

Model Seven SYN ¥

260 Rem

29547

Model Seven SYN

7mm-08 Rem

27303

270 Win

27308

30-06

26183

t, Stainless Fluted

17 Rem

26185

221 Rem Fireball

26187

it Vaffmht, Stainless Fluted

223 Rem

26189

)
Stainless Fluted)
)
)

22-250 Rem

26500

221K

27412

7mm Rem Mag

27414

300 Win Mag

TBD

tassic Deluxe)

243 Win

TBD

iC Deluxe)

TBD

7mm-08

270 Win

TBD

30-06

7mm Rem Mag

300 Win Mag

7mm RUM

300 RUM

Subject to Protective

liEims v. Rernington
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Product Deletions for 2004 (Rifles)

LEKL e sreealiepeaeerere:
5869 | Madel 700 Classic Limited Edition 300 Savage
6438 | Model 700 BDL S8 RMEF 300 RSAUM
6402 | Model 700 EtronX 22-250 Rem

6400 | Madal 700 EtronXx 220 Swift
6404 | Modal 700 EtronX, 243 Win
6317 | Model 700 Sendero SF 338 RUM

Subject to Protective liEims v. Rernington
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New Products for 2004 (Shotguns & Extra Barrels)

SRR s Destptien
29581 | 11-87 20428 Premier Dale Earmhardt Ltd
29883 | 11-87 12/28 5P§ Waterfowl
25427 | 1100 20/26 Classic Field
20595 | 1100 20/26 Tournament Skest
29583 | 1100 28/27 Sporting
26487 | 870 8PS 20/20 FR CL
24971 | 870 Police 12/18 Tactical Response Shiatgu
26651 | 870 EXP 12123 FR CL 12/21 VT RC-
25239 | 332 12/26 High Gloss, New Engrav
25237 | 332 12/28 High Gloss, New Engraving
25235 | 332 12/30 High Gloss, New Engravmg (8
25287 | Model 11-87 Premier 12/30 (Sany
25288 | Model 11-87 Premier 12/28 (Sa
25291 | Model 11-87 Premier 12/26 (Same
29909
25357
25359
29831
29591
29593 | Model 11.87 Premie
26975 | Model 870 Super Ma,

—embelhshed) 20 ga
; onw«embelhshed) 20 ga
ame SKU Non-embellished) 12 ga

25053 bellished) 12 ga
25055 bellished) 12 ga
25087 12 ga
25073 20 ga
25075 20 ga
25227 28 ga
24987 410 Bore
24455 28 ga
24495 16 ga
24589 12 ga
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Products Deletions for 2004 (Shotguns & Extra Barrel

EREEREREER SR EEEE RN T

R nDes et apge/Catiner
25341 | Model 11-87 Super Magnum $SP5-T CL Camo 12 ga
29664 | Model 11-87 SPS-T 12/21 VT RC-T 12 ga
29837 | Modal 11-87 $P 12/21 RS RC Deer 12 ga
29837 | Model 11-87 SP 12/21 Deer gun with Rifle § 12 ga
24883 | Model 870 BPS-T 12/20 RS TG Camo 12 ga
24873 | Model 870 SPS-T 12/20R8 TG Camo Y, 12 ga
24957 | Model 870 12/23 Super Magnum SPS-T2GL 12 ga
29857 12 ga
24911 12 ga
24612 | Extra Barrel Model 870 12/26 VT Sket 12 ga
26223 | Extra Barrel Model 870 SP 12/28 Camo ; 12 ga
24547 | Extra Barrel Model 870 Wingm ft Hand 12 ga
24624 | Extra Barrel Model 11-87 Prem 12 ga
24642 12 ga
24646 12 ga
29617 12 ga
29625 12 ga
29567 | Extra Barrel Model 1100 Dgg) 12 ga
24641 | Extra Barrel Model 11-87 Pol 12 ga

Subject to Protective

liEims v. Rernington
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