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EXECUTIVE SUMMARY

or accessories has
_or the world class

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. Th
industry-leadership position in terms of integri
mnovation. A solid, thoughtfully executed m;
management will ensure Remington’s dominai
over the long term. This Strategic Marketing

d on sound product
¢ world firearms marketplace
4owards that goal.

Mission Statement — When charting a pat e future Firearms Division’s guiding
principles will be three fold:

im profitability, maximum
led strategic framework.,

I. Manage the current product
sustainability and in accordance wit

2. Build a new firearms portfolig:
considerable technical talent af

3. Service the needs of the
future.

market share 10% by taking advantage of

serious quality improvement effort for the

ng a revolutionary new autoloader that will

teqitly available. In addition, grow margins by
ctirrent product.

pump action shotguns, the goal is to gain at

outperform,;
significan

the cosmetic appeal of the Wingmaster and the
urpose lines. Phase two is a cost reduction effort in
t=will be reflected in price to take share away from
competitors.

r/Under shotgun business are to grow market share from
to 6% by 2006 and to build sustainable margins into the O/U
n, special products such as a price- pomt bolt action slug

vill come from expanded offerings in 16, 20 and 28 gauge as well
urate rifled slug barrels. Long term growth in extra barrels will
i offerings for the Model 2100 New Gas Autoloading Shotgun.
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Business Objectives, Rifles — In summary, the three vear.b ves for rifles
are: :
in the marketplace
ally, the objective
.units annually to
H be accomplished

by focusing on the

¢ Autoloading Rimfire Rifles — Entrench the
through a continued focus on quality and value.
is to grow the Model 597 business from £

through a concentrated effort on produg
specific needs of customers thrg keup opportunities.
Manufacturing will also be challeng profitability on the Model
597 through cost reducing efforts that al or positive impact on
value to the consumer.

* Manual Action Rimfire Rifle
bolt-action rimfire market through |
The Model 504 will provide Remingto

he Model 504 must scream value by
_ ; §s performance and quality
igher priced platforms. Market share
% share of the total bolt-action

providing outstanding
workmanship found onlj
objectives for the Mo
rimfire market (7.5M #
o Bolt Action Centerfire Rifies
market share and maggii tic
action centerfire ri
on improving qu
more timely fa

icturing throughput while responding n a
idual needs of the customer. Significant
course of the next three years to refresh

itles — The Model 7400/7600 series of repeating
heir 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
num capability). The short term focus will be on
s¢in the category, with a longer-term (3year) focus on
f.a new autoloading centerfire rifle platform which

; luzzleloading Rifles — Despite an early charge upon the
ion ofithe Model 700ML, volumes have declined and leveled off in
., units per vear range. Opportunities for growth exist for
rimarily through a low-priced, clam pack muzzleloader

Subject to Protective 0 lams v. Remingten

MAEQ0004824



Shotgun Market Summary

According to estimates the 2002 shoigun markel repres
million units in annual sales volume with a retail
2001, NSGA studies reported 1.15 million purchasgs,

ipproximately 1.15

SAAMI reporting for 2002 factory shipments
of 6.4% in units and 2.1% in dollars from the

share to the competition that has been an o
rincipal product categories:

ltlller types such as Bolt Action that are
of volumes averaged over the last

The domestic shotgun market is com
Autoloading, Pump Action, Break Actiox
typically low-volume specialty categosi
three years by category are:
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2002 Shotgun Market Share b
(% of Units)

Other, 3%
Single Shot, :
19% ‘\m
s %f Ly i
2 -_‘_r_l"r'ﬂ_l_l'_l__l_'__lTl-:_l__l_lll_ ¥
LN K )
o/U, 9% s

Europe, 25%

_ United
States, 70%

orldwide are still focused heavily on hunting and other sporting
ersonal defense segment in the U.S.
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SHOTGUN INDUSTRY ANALYSIS

urers, who together
®, Browning®/US
: F)/Harrington &
y owned by Beretta
different product
g customer profiles and brand
es from each other in the
efits they apparently get

The shotpun market in the U.S. is comprised of 6 major
total over 90% of domestic sales. They are: Remington®, Moss
Repeating Arms Co® (USRAC), New Englan :
Richardson® (H&R), Beretta® and Benelli® (
Group, but they are perceived as separate eci
offerings). These six differ in terms of the
perception. Additionally, the big six differentis
amount of print advertising they buy and the: ubsequént
from it.

1. “Customer Profiles”

customer has been conveniently
Qld ]ng in the Southeast or

¢ Traditionally, the typicd
categorized as male, argynd

with such broad de
segments of the buy
concentrating on what

result. With |
importance
Simply put;:
be to more

{ shotgun product value among the big six 1s highly
ing indicator of value in today’s shotgun market is to
pst recent average price points among the various product
ipared to sales volume in units. Based on this, the
zations can be made about the big six:

ington — Most Remington shotgun products are considered a
d . value for a relatively moderate price. The fact that all
mgton shotguns are American made 1s 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 cycle in decline.
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“category by
wned to its place as
acturer. Mossberg
ts to spend as little

o Mossberg — After exiting the autg;
discontinuing the Model 9200, Mossbé
solely a low-cost pump action shotgun™i
products are the choice for the cox
as possible when buying a pump

o Browning/USRAC - The p
considered high quality an
shotguns are typically
Beretta/Benelli in price a

o NEF/H&R - Marlin, New England
Firearms/Harrington, hardson manufactures inexpensive break
action, single shot s| ; s.such, NEF/H&R virtually owns the
domes‘uc single shuik tc some loss of share to cheaper
imports.

O Beretta - Ber rket position is the provider of high

1 and competitors of discriminating

5 from Benelli are w1dely considered high
] hlgher than average price. In fact, most of
g now sports the slogan Performance worth the

n category. Benelli and Beretta together control a
ortion of the total domestic shotgun market.

Russian Imports — Relatively new to the domestic
ne, inexpensive imported shotguns from Turkey and

share and pricing influence. The vast majority of these guns
ieaply made and in some cases highly suspect m terms of
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Inexpensive Import Shoteuns - Backeround

in the following
hese inexpensively
s:sales in the United
he US International
as brought into the

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

The Sporting Arms and Ammunition Ma fute, or SAAMI, is an
association of leading firearm, ammunition gnd compeonent isanufacturers that has been
actively involved since 1926 in setting industyyistandards for product quality, technical
specification and the safe, responsible use of firearnss:... SAAMI members voluntarily
submit themselves to this regulation both..as.a:anah industry-wide common sense
and as a matter of public interest. Noi un manufacturers in Turkey or Russia
are members of SAAMI or even the Eu 1P, and without compliance to rigid
specifications these shotguns are autg - in terms of adherence to quality

or safety standards.

The National Shooting Sports Fo
the firearms and ammunition industty:
organization whose mission is t

“or NS T, 1s the leading trade association of

: in 1961, the NSSF is a non-profit
er understandmg of, and a more active
NSSF manages a variety of public-service
safety. and ethical, responsible firearms

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

r the town where the factory resides in central Turkey.
ge, Huglu makes over 65,000 shotguns annually, Huglu
egacy (formerly Huglu USA) based in Rigby, Idaho.
re also made for other buyers and are marketed in the United
s brand out of Old Saybrook, CT and under the Diamond
Bales, Inc out of Woburmn, MA.

Huglu Shotguns
According to thelr 0
shotguns argsippas
Nearly ideritic
States under the
brand dist:

Data, Foreign Trade Divigion, U,8, Census Bureau 2003
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Rouge, Louisiana and include a full line of over/under, aut
shotguns.
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Manufacturers of Russian Shotguns
Izhevsky Mekhanichesky Zavod is located in the Udni
the largest source of Russian-made shotguns for export

Russia and is
ted States. These

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

Historical Trend 2000-2002 — Russian:»
While not nearly as dramatic as import numbers from Turkey, shotgun imports from
Russia have experienced a solid increase diirs period 2000-2002 in terms of pure
numbers. US Customs data for this time per sal. that Russian shotguns have
experienced a 20.4% change in terms of units:sh

Imports of Russi Shﬂtgun to the US

HURWEBRRBRCURBRERA YAV ERRIRIRR A MY

FmERlrmEAlEEIAANEIAAEEEIAY Ry RINET R R AR NEFANNEFFNUGFERUATINNAFIRIAIINIALIEMY
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EEEIEEEEIREANGRELY & B EHEREAEEAEEEERUSEHAUIEEADIRAIRES
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Action

ng:Russia are classified
n market principles
manufacturers in
s of government

nig market. The prices of
pared to normal values, but as yet
ing place as defined by Title

According to the U.S. Department of Commerce, both Tur
as Market Economies, which means that they theoreti ally op-
of cost and pricing structures. What is not know
these countries who make foreign like products

these firearms suggest an unfair advantage wh
there has been no determination on whether d
VI1I of the Tariff Act of 1930.

ort Administration and the United
wbelieves that injury is taking
umping of a foreign product,
countervailing duties through this
it by domestic industry for the
“must represent at least 25% of
here, as it represents between 28%
n will therefore explore this remedy

Omne remedy 1s to file a petition with bot
States International Trade Commission. If an
place due to unfair competition througl il
it may request the imposition of ant
petition. To ensure that there is
mvestigation nto the alleged mjury
domestic production. Remington ¢

and 29% of the domestic shotgun giat
as a means of redress in 2003-2004:

To help protect Remington’s
reduction efforts that are r
estimation of overall pricin
reduction to drive volume

ategory, The feasibility of wholesale price

Aategy n
; of cash rebates will be evaluated for 2004.

duc

12
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3. Advertising Expenditures by Manufactur

(%0 of Total $ Speng

il

W a
&IS?QQ%8@93Qgiﬁﬁ%xﬁﬁﬁQx&&?@%K§§§Q$$§¥%$§&§Q$$§$€2$$
Brown"‘]g :]t:€§§;&fﬂ§§Q%3§@&3:53§§§13§§§§1fﬁ&ﬁﬁ?ﬁﬁ%ﬁ:%ﬁkﬁﬁ%%ﬁ%ﬁ#%%

s@gux&sm&xﬁm“xmamxgw;xsma:ax&w,t&?m
AR EEEEER USRI RN BASENAATEEIAERYE 9

Benelli

||

"
Winchester 5
| ]

Beretta ::

Mossberg

Ruger

-

Remington

EEBHLUBIHLEBB UG
vrrnsynius s B
R ERES RN SR TR T

Other

B

Q% 2% 4% 12% 14% 16% 18%

pent by major manufacturers totaled nearly
', Browning/USRAC (35% of total), Beretta
both Beretta and Benelli (32% of total), and

hauld be taking place and 1s an obvious improvement opportunity for
LY :

13

Subject to Protective O ms v. Remington

MAEQ00048323



2002 data from SAAMI and US Customs reveals the following market shaifé by brand:

2002 Shotgun Brand Share
by Manufacturer (% of Units)

Browning/MWinchester f

NEF/H&R (o
[0

YT EFATIRBEIEREZIFREES
MMEsernzisnnzess nnsssnky
Other ﬁﬂ%xﬁ?ﬁ&iﬁﬁﬁ%%*ﬁ?ﬁ&%ﬁﬁﬁ%*

0% 5%

20% 265% 30%

Remington still maintains a domitg
autoloading category. Looking at the
1s somewhat mitigated by bo :
autoloader offerings. Am
Beretta/Benelli have similar

n, despite some loss of share in the
run market, Remington’s loss of share

‘Distribution Channel

Dealers Other

2% 7 3%
Il‘l ELE]
IEHORREDARREHNES
T
fTHEESSRAMEREEERRXANRR :
aSEEEETEEANINEER 3.
] LN LI}
L) LT gg""l-, '-‘,_,k__l.iWholesalers

63%
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Market Category Summary

AUTOLOADING SHOTGUNS

SAAMI, NSGA, and US Customs data shows
retail sales value of $110-120MM. Sales volumg
last three vears of the domestic market are:

BRAND

Remington

Benelli

Other

Remington,
25%

ST _

. Browning/
USRAC, 23%
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Remington Segment Performance

. This represents a
m 2001 actuals.

Aiteloading Bhotquns::| 1595 ACtusl | 2000 Aok, « T 2602, Ack: | 2005 Fost] 2003 P 10;
Units Sales (M) 62.3 79.3 52.8 56.3 55.5
Sales Dollars ($MM) 26.7 36.9 247 26.7 26.5
Standard Margin ($MM) 11.4 10.5 11.0 10.9
Standard Margin % Sales 42.5% 42.3% 41.2% 40.9%

Competitive Qutlook

« The domestic autoloading s
changes. During the last t
has managed to climb to
for several years. As recer
position, staying steady
data from the past 3 yeat

to 25% m 2002,

» Data also reveals tl
market s holding wi
overall shotgun 1
category has renatt

pie, however, |
» This loss of sh

Remington’:
Brownmg/U R

Subject to Protective

[ftams v. Remington

-20% of the total.

as undergone significant recent
verseas manufacturer (Beretta Group)
hare and hold a dominant position
0, Remington enjoyed that dominant
units. Unfortunately, the most reliable
decline in Remington autoloader share

percentage of the total domestic shotgun
ta 5 year history. Tn other words, when the
the percentage that is in the autoloading
Remington’s piece of the

16
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Beretta/Benelli (Beretta Group)
Beretta’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 34"
Urika has gained significant favor in the auto shofgun marke :
gauge self-compensating gas-operated actions, sel
fore-end, and is available in field and competitior

“exclusively to
chambered AL391
features 12 and 20
odisynthetic stock and

ble gas-operated autoloading
.e;2002 introduction of the

The A391 Xtrema is a 12 gauge 2 %4°, 3" 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.

dustry, the 12 gauge 3 2 shotgun
h past two years causing most
ns of various kinds to move
ader at this time is a curious

un and like the Urika is chambered
agship of the Beretta auto shotgun

The ES100 Pintail is an inertia-ope;
for 2 % and 37 shells. The Pinta
line, but is now only available
SKUs.

autoloader, and isal2 gauge only, 3 4”7

ood and synthetic versions. The M1 is also
ge field. The M1 comes in field versions,
al shotgun platforms. The Montefeltro is a
eauge, wood and blued metal offerings.  All
xtremely simple inertia-operated action that is

3 V2" chambered and comes
but is also the basis for Benelli”
3” chambered gun tha
Benelli shotguns are:
renowned for its reli

g shotgun design that Browning offers.  There are
'*‘the same gas-operated action, “speed loading™ feature and

. Browmng has separated thls gun into 37 and 3 27 models and
ion with a “Classic” that sports a semi-humpback receiver

ster) discontinued the Model 1400 nearly 10 years ago, it had
1til the introduction of the Super X2. This gun is essentially a
7 Gold without the “speed loading” feature. The $X2 comes 1n

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

e Net Wase riees
oo Manufdecurey: ol UNOdeL )
Beretta AL 391
Beretta A391 Xtrenj -819
Beretta $500-5691
Benelli 207-$1017
Benelli 696-5902
Benelli $663-5686
Browning $599-3839
Winchester $512-$743
Remington $328-3556
Remington $451-$580

S.W.0.T AnalVSiS (Stl"
Threats)

eaknesses, Opportunities,

Remington Autoload

compact, it allows the overall gun length to be
construction also minimizes the stock dimensions where
llowing for a narrower grip and generally better handling.
ton autoloader are widely regarded as pleasing to the eye.

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

Subject to Protective [ftams v. Remington
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Remington Autoloaders — Weaknesses

o in its class. This
it all day.

¢ 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 thi
make them heavier towards the muzzle tha

swing on target.

> of the art in its day is an
his is a problem from a

Cleaning and Maintenance. The de
The fouling that occurs on the outsi
cleaning or the gun may begin £
shooter-friendly trait.

e The recciver markings and em§
not perceived as high quality

azine tube requires frequent
his is not perceived to be a

¢ currently used are dated and

5 gasy to crack or break.
to have shortfalls in reliability and
troduction that exceeds the norm.

s 1100/1187 Premier
Remington autolog
of these guns wi

o A redesign for ¢
by reducing

¢ Longer term

portunities exist to improve the cosmetics of
%8 1mple changes that enhance the visual appeal
Tuding embellishment changes, etc.

wwill be explored. This can benefit the category
hereby Tmproving reliability and reducing unit cost.
oading shotgun design is needed.

Threats

the current Remington autoloading line are the Beretta

AL3G 11 Montefeltro/Super 90/Super Black Eagle, and the Browning
Gold/Winieh = S5X2. The Beretta and Benelli guns are stand-alone products,
whi ' SX2 is a virtual clone of the Browning Gold. All of these

1 12 and 20 gauge. The Beretta and Browning/Winchester
erated 2-3/4” and 3" capable, while the Benelli guns are inertia
ars that overall the 12 gauge 3 12" market 1s slowing down, as
irers are opting to chamber their new offerings in 2-3/4” and 37
ge product lines. Furthermore, the introduction of Hevi-Shot high
19
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€ gUuns even

qL;élity and high
mpetitive offerings
.. they do tend to

performance by the market place. Remmgton s testir
reveals that whl]e these guns are not flawless perfo

Remington’s strategy to regain a dominan
have three parts:

v redesigning it for greater
appeal.

e targeting of under-emphasized
nd collector markets.

‘the effort to design a revolutionary
mpetition at a competmve prlce

1. Build demand for the existing
reliability/lower cost and improving*
2. Expand the offering of customg
or untapped markets such as 1
3. By far the most important st;
new gas autoloader that
Introduction of such a produ¢
plan, can place Remingt

Autoloading Shotgu

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 is
g ike the 12 gauge version, the 20 gauge version will
lished blue metal, gloss finish “B” grade wood, and the
mark. Positioning strategy is as follows:

NS P NS L Ve Viilied# | MA K
rnament Skeet | $651 | $582 1000 35%

20
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1 lightweight
ufished blue steel,
ip cap, white line
" roll mark.

Logical expansion of the Model 1100 Classic Fleld‘
20 gauge offering, This Model 1100 will have
high gloss wood and feature the classic white

i¥§§§l§§§3i§§§fi§&,‘i§ i§t§§535§5i3§555§§§ i@mi@ lﬁﬁ@ﬂiNS lllll EEE XL ERL mfﬁﬁﬁZS@gg*i
WETEAEEEEANANTALE Oﬂ'ﬁ BENEURRWANEAURTENER PR YT el pET ; LI o= o ¥R LTI &

1100 20 ga Classic Field $574

00 39%

Model 11-87: Bu1ld1ng on the hlghly Sk

will be offered in 2004, This gun wilk
of guns honoring Dale Like the |

e ncluding Farnhardt’s portrait
and sipnature. As a pesture of portion of the proceeds will be donated

to the Dale Earnhardt Foundati

HEBESHREERLERERY EEMTEERHYRENNEEE
BELERAVAATREARR LY HEAFAEER R EEY AR

EXE S R] R U EEZEETERRY EERHLEELY
xMMNSﬁHMM H] M& ShF: iusmea gifral%gﬂlm

11-87 20 ga Dale Earnhardt |

2000 32%

Subject to Protective 0

: The overall quality problems with the 11-87
ercussions with respect to sales, to the point
or “regular” 11-87. Orders for 11-87 Super
nits. Since that time, continuous functional
that order position to just above 5,000 units
003. The engineering evaluation of the gun’s
gmally up to the task of handlmg 2 ?/4 to 3 1/.»

Redesigned 11-87 Su

basic design is
12 gauge shelk

n the basic desujn and the requlrement to shoot 2 %47 to 3
retching the design limits of the current gun.

redesign the”
Exiting the. 3

icve the originally specified functionality and reliability.
er category would leave Remington with nothing to fill
give share directly to the competition. This is clearly an
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1. Centennial Anniversary: 2005 marks Rem nniversary in the
autoloading shotgun market. It was 1905 w; roduced the Model
11 in 12 gauge. Since that time, there fer maior models of
Remington autoloader, with the Model |
commemorate this historic event, all R
marked with a commemorative 1narl
lifetime opportunlty to the world to o

of these guns In addition, a limited
8, 410} will be offered with the
nial” embellishments on the
receiver and B grade wood. Thi ommand a premium price in
the MSP range of $3500. Artwesk marketing plans are already underway
with Remington’s Licensing d -

shotgun with features and benefits
for the foreseeable future. This
revolutionary new gun ; ;
the Beretta 391 in pricg ge.net wholesale price after FET of $680). For
2005, only two barrel offered, a 26" barrel and 28" barrel. These
two offerin gs will b fore-end only for first year introduction. It
s finish, 12 gauge 2 %7 to 37 capable gun.

standards 10 the industry. The specified maximum
“tate for this gun is set at 0.5%. This is not an arbitrary number
shold that has been set by Remington’s two largest marketing
Beretta 391 and Browning Gold.
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1__st1'cs that are
- and perform

o The new gun will have ergonomic and h
second to none. It will fit better, point bet
better than anything Remington has done in th

o This new autoloader must be much more rob
anything currently offered. A compens
part of the action design that mitigat

wear-resistant than
ging deVlce will be

magnums 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 |
purposes.

o The manufacturing strateg ake this new gun will be as

Il of the standard manufacturing

© use of heavy outsourcing of

significant implicat
Remington guns.

TEFRECSERGIFRAEIFEAIFFA IR FRANFIARARIER,
unnmg:manmemmﬂgtmmmmnmw

Model 2100, New Gas Au

FRUFFIYRABRENESIERE 33'%ﬁiS‘f§§§$i%3!3?&3;3?%%!0?&%;??}*!3?

SR Near Voteme - Margin:: |
$669 15000 34%/3204

Second year volumes, are f
is expected that man ]
improving margin sigr

Pricing Cansulem cing changes for 2004 and beyond will be closely tied to
two factors; 1 ations and external market pressures. The guiding
strategy for all s will continue to be holding or increasing margins

osts including operating overhead can change dramatically and
Obstacles to production can compound the problem if
| and high scrap rates spiral out of control. Because of this,
emington shotguns are somewhat speculative.
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Remington autoloading shotguns and the rest of the . E:i"lange:s will

become clear depending on the market climate at that ting

s in the Consumer
oloading shotguns.

Despite these cautions, it’s important to attempt to anticipat
Price Index and factor inflation into a planned pricing

Market Category Summary

PUMP ACTION SHOTGUNS

The domestic pump action shotgun mark: mated to be 620-650M units annually

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

Ffor the last three years 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/
USRAC, 7%

(A RRARIRRIRYN]
RN RN LN EN N
LR BRI NNNNNEENENRINE

;&illll!]llll

[
Mossberg,
40%

Remington Segment Perfors

Remington’s pump action shotgui:
and Express versions. 2002 sales tota[ed
represents a 15% increase in g
Worldwide Remington perfor:

37%

‘emington,

Model 870, in both the Wingmaster
units, or $60.7MM in revenue. This
increase in revenue from 2001 actuals.
ump action shotgun category follows:

. Pump Action Shotgun 1112001 Aet: 1 2002 Act; 1 1: 2000 Fost 1:2009 F.0
Units Sales (M) 243.4 223.0 256.5] 2448 2581
Sales Dollars (SMM) 57.8 53.1 60.7 56.0 59.6
Standard Margin ($MM) 22.3 16.1 20.3 19.0 18.3
Standard Margin % Sal 38.5% 30.2% 33.5%|  32.2%| 30.7%

Competitive

tver the vears.
ech “newness”,
eton’s autoloaders.
ality, reliability, aesthetics

Subject to Protectiv ims v. Remington

Because the pump action buyer 1s generally not as
the 870 has not been as sensitive to life cycle
870 Pump action shooters seem to value
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
ootér is looking for a

innovation. In other words, there are only so man
shotgun. The price point of the average pump acti
range, which keeps most major manufacturers focu
product fulfilling the needs of special markets and/or”
to gain share. This has been a key part of Massherg’

shotgun segment. In short, the pump-actic ¥
dependable shooting tool. :

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

on shotgun market are
ese three manufacturers, together with

Mossberg
After discontinuing the Model 9200 a_L_ltoToa i

n, Mossberg’s focus on its pump
% category of shotgun. Mossberg
ag which is a 12 gauge only 3 %7
ouflage offering, but includes two
3 of the 3 2 12 gauge market has
1e first quarter of this year. All Ulti-
00, which is an economically priced
gauge. The Model 500 is offered in 32
1d and personal defense versions (known as
s a special purpose cylinder bore 12 gauge
his gun also comes in a double-action only
liability-conscious law enforcement market.
averick line of pump action shotguns. These

SKUs of plain synthetic and w
prompted a promotional push from Mas;
Mags come with ported barrel

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.
me radically different stock and fore-end geometry that
entifiable as a Benelli product. This new gun was an almost
enelli more than an 11% share in pump action shotguns in
reports indicate that the pun’s weakness may be frapility in
nbly and in the action bar/fore-end assembly. This and the gun’s
ive eroded that share to just above 7%.
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sinMamatactoarer:penis Models i tATR ¥E i i S
Mossberg 835 Ulti-Mag ! 322
Mossberg 500 :
Mossberg 590 sp
Mossherg Maverig]

Winchester

$231-$346
$122.5144
216-$336

Benelli $292-%413

Remington $348-%472

Remington $342-5363

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

Remington Pump A ns — 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
agencies. This is significant because of the
port g shotgun community about the soundness of the

o After 53 years in prods
to be the pinnac)
reputation for str
of America’s laW
message it se
product.

At its core 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
5t all time.

ction 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

h On average, Mossberg shotguns are priced well below a
:70, which makes holding share for Remington a challenge.
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e In addition, low-cost imports from the former S
made major nroads into the domestic shotgun
these products reveals quality and safety levels that®
consumers that only care about price and not about relia
these imports clearly have some appeal.

“questionable. For
or product integrity

Remington Pump Action Shotguns

S handling of the Wingmaster,
s a high quality firearm.
wholesa]ers and chain accounts,

o Wingmaster: Improve t
also while mamtaming its |

e Mossberg continues to
undercutting Remingfogs
Maverick line. In '
reliability, as eviden
marginal in terms of Ic

ent, cost can matter more than looks or
’s high sales volumes of a product that is
. The same can be said of the ultra- low

roduct Strategy — Overview

ecopgnizing the magnitude of this challenge, the inteprity of the
be preserved throughout the cost reduction process.

provements to the Wingmaster will be implemented to help
hetic appeal. This will primarily take the form of finer
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embellishments and better cosmetics in checkering?
make opportunities will be pursued as well. ‘

Pump Action Shotgun Product Strateg

o Model 870 Express Turkey/Deer Ca
program, a new 12 gauge combo gun wil
and deer hunting configuration. This ¢
extended Turkey Extra Full choke tub
on a camouflaged stock and fore-end

or the 2004 Spring
aturing both a turkey
mclude a 217 VT barrel with
ifled cantilever barrel, all
s iepresents a superior value
te into a mere $100 upcharge while
Remington makes an extra $15 per g?un ndard Express combo.

ﬁQ&?i?iﬁ&éﬁiiﬁQii?iﬁﬁ&éﬁiﬁﬁ%ﬁﬁ&ﬁiﬁﬁﬁﬁiﬁﬁﬁ&§¥ﬁ§ﬁi§i'ii&i{s iiiﬁ&éﬁiﬁﬁQiiii&ﬁiéﬁiﬁﬁiﬁ@&ﬁ%ﬁﬁﬁﬁ%ﬁﬁ&i%ﬁ

wmawmmmswm@@ggtwwmwwﬂwm. 1 )ﬁmryfﬂxﬂm?ﬂw&flgm
870 EXP Camo Combo 2000 32%

e Model 870 SPS — For 200
scope mount deer gun chag
gauge slug hunting in the
Furthermore, Remmgton
slug loads in 2004 w
resources. Until rec
specifications. Ho
the desired level of @

dntroduce a fully rifled, cantilever
re. The growing popularity of 20

cy of a 20 gauge slug load fell short of
engineering improvements have achieved
nce.

SaNSEC T Year Volume - Margin:
$346 2000 45%

SRR ¥ 7Y (ieff:
870 SPS 20 ga. K¢

For 2004, Remington engineering statf will begin the

matena] and process changes that will Tower the cost of
hig.use of MIM parts where they make sense will help 1n
ion Engineering will work toward the development of
e application method for Express guns known as

Subject to Protective [ftams v. Remington
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is a return to the “Fleur de Lis” checkering pattern The advent of

laser checkering now makes this technically and

¢ All vent rib shotguns in the Remington line will incorpoi anges that improve
Remington’s shotgun point of impact when usi

Pricing Considerations - Dug to the competit
no price increases planned for the pump acti

Subject to Protective

include a continuing cost reduction
and design. By accumulating

e Long term, the path for the 870
effort that harnesses modern

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

squeezing Mossberg out of tl
This strategy does not incliile
for at least 2 years. Growt

" law enforcement products to maximize
s and dramatically improve response time

* Another priority will b
volumes in this segmentio
with buyers. To :
streamline the way k
be had in the sectlon '

roducts are made. More detail on this can
ategy — Law Enforcement Firearms™ page
and chain accounts in the personal defense

initiated to add insert-molded or overmolded rubber on
re-ends.  The Winchester 5X2 for 2002 had a rubber
ppears to be selling well, and the Beretta Xtrema
ads” on the stock and fore-end. A cost-effective change
flar feature will be pursued.

ms v. Remington
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Market Category Summary

BREAK ACTION SHOTGUNS - OVER/UND

arkets; the over/under
‘s of clarity, the two

The domestic break action shotgun market is agiyal
shotgun market and the single shot shotgun ma
markets will be analvzed scparately.

The over/under (O/U) market is estimated t
sales value of $80-90MM.

O/U volumes and market share as averaged do

_ Browning/
T USRAC, 35%

“—Ruger, 9%
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Competitive Outlook

+ Remington
Since the original Model 32, Remington has had a nuwiily
market including the Model 3200, Peerless,
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 rat

o Substandard aesthetic appeal A

+ Efforts to re-introduce a high quality. oyes hotgun in the last few years

have been hampered by severg “icluding insufficient knowledge of

orays into the O/U
¢ Model 300 Ideal.
stomer acceptability

o 0o o &

Manufacturing. Success with
autoloading shotguns resp
O/U production. For one, t

ring, engraving and repeatable 100%
pectations of a higher priced product
for discriminating spo
» Marketing is committ
to occupying a sec
Remington’s presence i
Browning, and Rug

arket belongs to Browning/USRAC. Browning
offers the popular chester has the Feather line of O/U shotguns.
Together they co 5% of the market, which represents about 40M units in
annual sales. :

The Beretta Gréts Sshich in te O/U arena includes Beretta and Franchi, enjoys more
than 30% of domesi ich translates into nearly 35M units annually.

oup, Browning/USRAC and Ruger control over 75% of domestic

s the largest selling G/U in the domestic market today at 35M
itori is available in various versions of field and target grades
0§ . The Citori comes in 12, 20, 28 and 410 gauge, and is
:30™ and 32" barrels.

offered
: 32

Subject to Protective 0 lams v. Remingten

MAEQ0004852



The easiest wayv to digest this wide range of puns is
Target/High-Grade. The Field guns are the 525, Ligh
Feather, and offer polished blue metal and various style
gloss wood. These are the less expensive O/Us in 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,
me with adjustable

The Winchester brand of O/U is the Supreme,
field grade guns. It is offered in field and spog

Beretta
A close second in terms of volumes isg
main Beretta O/U offerings are the 686
SKUs. The 686 family is comprise
Whitewing has the lowest price i
with checkered A grade gloss-fini
also comes in 12 and 20 gauge, 3%
and Schnabel fore-end. The Silver Pis
select walnut and Schnabel fore-gnd.

e, and features 12 and 20 gauge guns
d waltiut andighambered for 37 shells. The Onyx
‘ o1s, select walnut with cut checkering
ed in 12, 20 or 28 gauge, and also has

ht, the Silver Pigeon II, the Gold Pigeon
£ is a 12 gauge 2 % only gun, and offers

checkered select walnut in glogg
or 20 gauge with 3” cha ‘

Schnabel fore-end.

Ruger .
There are esse diishotgun offerings from Ruger: the Red Label and
Woodside model abel features 12, 20 or 28 gauge actions with pistol grip,
English straight.or:Spe (lays stocks. It is the least expensive /U maodel in the
Ruger line. dside is a 12 gauge 3” chambered gun only, and also comes with a
pistol grip, E fistmmicht or Sporting Clays stock. Ruger’s Engraved models are
essentially, Red. Labelsigitered with engraved stainless steel receivers in 12, 20 or 28

gauge with pistel grip or Sporting Clays stocks.
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Browning Field Grade
Browning Target Grad¢:

Beretta
Beretta

Ruger

Ruger
Winchester
Remington

$909-51018
$970

S.W.0.T. Analysis

ent, as it is based directly on the Remington
d the fact that high quality gun makers like
n 15 evidence that the basic design is sound.
and dimensions of the original Model 32 are the
offering, the Model 332,

Model 32. The K-80 is
Krieghoff would co
Recognizing this, the
inspiration behind Rg

Remington Over/U Shotguns — Weaknesses

J shortcomings have been:

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

1on rates when compared to the competition.

o high given the weaknesses already listed.

34

Subject to Protective 0 lams v. Remingten

MAEQ0004854



¢ price, Remington
lace to support its
des the best chance
uct life cycle with

for Remington’s re-entry into the O/U market.
multiple offerings is the goal.

Remington Over/Under Shotgun

1. Well-established G/U product
Ruger prowde the buying pubhc Wi
equally varyving price levels.

om Beretta, Browning/USRAC and
_variety of O/U shotguns at
“already a lot from which to

choose.
2. The perception from the publiciihat ington 1s irresolute with its O/U
shotgun plan creates hesit ' sirg until it is clear that Remington

will not change the basi
Controlling the cost o

ng year.

is extremely important. The most
dine 1s profitable is to significantly
erruns can kill the product.

t paramount importance. The buying
/U unless the functional and cosmetic quality

— Overview

» Remington’s
sustainable pr
e To affect thi

st-reduce the manufacturing aspect of this gun. This is
ant to the long termm health of the category. Various tactics
loved to bring the cost of manufacture down so that solid

expand the offerings of the Model 332 to grow volume.
nfigurations and gauge offerings will validate the line and go a
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Over/Under Shotgun Product Strategy —2

Over/Under Shotgun Prod

MCD must budget sufficient resources towards prii xposure to support
the Model 332 as the worthy successor of the original
In response to the requests from the trade, i
“premier” level gun with high gloss wegs
historically accurate engraving.
2003 was a cost reduction year for the Mg
the production process resulted in a
Improve margins.
Marketing will continue the communj
in regard to quality standards. Qual
Quality Audit Team will be ongoing to
especially as the cost reduction eff

ill be offered as a
bline steel and more

A focused effort to streamline
art and assembly cost to

on/education effort with Manufacturing

5. started in 2002 by the Model 332
- standards are being upheld,

teév = 2005 and Beyond

Subject to Protective 0

iction 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
rtant part of legitimizing the O/U line.

2 will be explored for the Sporting Clays
designed stock with straighter comb, a more
| a semi-beavertail fore-end. Porting, back-

Now that the quality standa
time to expand the O/U 11
select grade walnut, hi
the Model 332 herita
grade and a high gr
In addition, a targetify
shooter. This gun.sho

ecome more cost-effective, the next best way to
1 the marketplace is to introduce a 16/20 gauge version
ight frame and low overall weight. Today’s upland game

ion of a small frame O/U, and 20 gauge is the most

validate the 1
with a smallg

esign process around the 16/20 gauge Model 332.
n work will take place for a 2005 introduction of this
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BREAK ACTION SHOTGUNS - SINGE

with a retail sales value of $20-25MM.

Volumes and market share as averaged domestically ' ¢ years are:

BRAND
H&R/NEF
Browning
Other
TOTAL

2002 Singl¢

g
S NEF/H&R
“— (Marlin)
75%

37
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Competitive Outlook

H&R/NEF is still the market leader in the single shot sh
majority of single shot products are low priced, high

tegory. The vast
hose average retail
whlch 1s a single shot

Small volumes and high cost of manufacture ca
single shot trap gun, the 90-T, in 1999.

It’s interesting to note that H&R/NEF’s sha
imports from China and the former USSR ate
years of 85%+ share for H&R/NEF, the impo
1997, leaving H&R/NEF with only 75% 4n: 2062

m‘recent years as lower cost
mg inroads domestically. After many
ubled their market share since

would be a heavily outsourced p
be simple and safe. One possibik
simple Rolling Block action. Thls W
Rolling Block Shotgun.

determine if such a product

ingle shot shotgun based on the very

1891 with the Model 1 and Model 2
with R&D and Manufacturing to
on’s strategic framework,

ve to come with a cost of no more than $40
¢ a profit margin of 34-35%. This would

A Remington single shot sk
and a net price of less than
vield around $20 gross:pro)
HAlS.
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EXTRA SHOTGUN BARRELS

Market Summary

The extra shotgun barrel market is estimated to bg.ned OM units annually and

mcludes the following three manufacturers.
BRAND
Remington

Hastings

Mossherg

HEEEENE
ZERHAFEREAFEETNIERY
BHEHEEEB W

¥ Remington,
50%
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Remington Segment Performance

del 11-87, Model
its, or $4.5MM in
gcrease in revenue
¢ extra shotgun barrel

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 unit§is

from 2001 actuals. Worldwide Remington performaic
category follows: '

pveriEtbrasBayrelyeeien )0 1999 Actysl 12002: Net: 2112003 Fest 122008 PO
Units Sales (M) 39.2 33.3 359 37.0
Sales Dollars {(BMM) 5.0 4.5 5.2 5.5
Standard Margin ($MM) 2.8 2.2 2.7 3.0
Standard Margin % Sales 56.8% 50.1% 52.1% 54 2%

Competitive Qutlook

In terms of gross profit, extr.
Remington shotgun products, with a

Remington’s main competi
extra barrels and choke t
Beretta shotguns as well

‘reputation for good levels of quality and
t barrels for Remington shotguns. Hastings
barrels are offered for odel ll()() and Model 11-87, and come with
interchangeable chok

20 gauge barrels, andk

Mossberg® alsg
gauge and only ToE
made up of deer ba
less than co

1str1butor price aﬂer discounts and terms is around 5%
on barrels, but the perceived low quality of the Mossberg
alke them a serious threat.
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Extra Shotgun Barrel Product Strategy

the addition of:
Express.

the first 307 barrel
O numerous requests

2004-2005: Extra barrel strategy for the near term wiH

o 16 gauge slug barrels for the Model 870, Wi t

o 12 gauge 870 Express barrel in 307 len;
available for this catepory, and is i
from the trade.

o 28 gauge 1100 barrel in 277 lengt}
comments that the current barrel
to tarpet shooters at 277 : i

o 20 gauge Model 870 and Model:. 11-87 barrel
Versions.

his is also a response to long term
” and would appeal more

in fully rifled cantilever

irection will be closely tied to the
itoloader. Its design will allow for

2005-2007: Long term, the st
introduction of the Model 2100 “Ne
replacement barrels that are fullyn

rifle sights,

2006: New rifling tech
improvement potential. Polvga
greater accuracy enhanc
and 11-87 barrels to dr

‘E rogroove rifling will be evaluated for
mcorporated into existing 870, 1100

Subject to Protective Ot

A033004 KB, VMod “NetBelling Price | 15t Vear Vohume: | Margm:

870 Wing 16/20 Deer R $103 1000 30%

870 EXP 16/20 Dee, $73 1000 37%

1100 28227 VT R $152 1000 43%

870 20/18.5 FR C $181 2000 60%

870 EXP 12/30:¥ ] 4 $106 3000 58%
41
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SPECIAL PRODUCT OPPORTUNITIES:

Model 710 STug Shotgun

418 Equipped with a
ce of $425, the Model
adian outstanding value.
slug round, then there will be

As a low cost centerfire platform, the Model 710 r
detachable box magazine, a 3x9 scope and a suggeste
710 rifle has quickly gained a reputation as an ¢
If the design can be converted for a high pertg
nothing like it in the marketplace.

1ceptual stages of developing a high
xperimental Slug. 28 gauge is the

the existing Model 710. This
s and Ammunition that has

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

would therefore be a collaborative effg ‘
attractive profit potential.

The North American Hunting Club & . are 13 states that have slug-only
laws for hunting big game. Witl ' tates ghere are an estimated 2 million slug
hunters. A price point slug gun feghiri )
high magazine capacity, inhere
offer more to the public than an

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

TR EE IR R R E R EE RN e R RN R Y] §§§éi§$§§:ﬁ$&§¥ii§#%ﬁi&é%iﬁ@k%ﬁﬁ&i%%%%

m;{\i{ﬁtpwi MMNNSPMWW §1§g ;Wﬁ@rﬁ\s{ﬁ wmg% a‘g‘“w
$349 $300 15000 51%
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Challenges

® The conceptual new slug round is still in the early stag;
that can deliver high down-range energy with sufficien
challenge. Due to the required energy, this wi
designed such that it will not fit into a r¢

esigning a package
Vv is an engineering
he round must be

similar problem was encountered wi
rounds. At that time the problem w
education of the various state DNE

¢ The geometry of the Model
best gauge to use that will £

require a full R&D
development schedule

XS ammo, it is not yet possible to predlct
ill provide the maximum in accuracy. As the
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Rimfire Rifle Market Summary

)f 680M units sold
¢t. The retail sales
rice of $145 per unit.

egory,

The U.S. domestic rimfire market is estimated to be in the
annually. 35% of rimfire rifles sold in the U.S. are Sold at W
value of this market is approximately $99MM at an
Retail prices range from less than $100 to over $

The rimfire rifle segment is dominated by the . ifle, constitutingj nearly 70%

of all sales in the category. The remaining 3%
mix primarily of bolt-action, lever-action,

Dustribution takes place primarily through m
category leader with nearly 30% of total, i

Product sales by these two manu
market. Total 2002 sales volumes b

ket
Manufacturer)'

UNITS (M)
219

217
84

55
50
39
9
6

679

' Combined

“Production Figures-2001, SAAMI factory shipments — 2002, Remington actual sales data,
and 2002 Salés: i
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Compiled market data suggests the following brand shar
percent of units sold.

Rimfire Brand Share
By Manufacturer (% ofU

N 0,
Ruger g 323%

Ly
ﬂiiQﬁiﬂﬁQ&iﬂﬁﬁkilﬁﬁiiﬁﬁﬁil&ﬁ%il §§¥E§§k¥E§§i¥§§ 32.0%

Marlin

Savage ||
Remington

Imparts

Henry |#aas
Winchester j{El

Browning

00% 5.0% #5.0% 30.0% 35.0%

.dominated by Ruger and Marlin.
marketplace with the Model 397,

initial projections,

tirely J#rom longstanding market dominance of the
: arded Wlde]y as the standard for autoloading
ntretichigd itself in the marketplace through broad
nee as a quality performer for the money.

Ruger’s position stems akiy
Model 10/22 autoloading rimf
nimfire rifles, the 10/22
distribution and widesprea

5 the low-cost leader in the rimfire market with the Model
At a retail price of just over $100, the Model 60 is often
ar 22 in the world.”

Marlin has establish
60 autoloading rir
referred to as “the
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RIMFIRE RIFLE INDUSTRY ANALY

two players, Sturm
in units of the total

The U.S. domestic rimfire rifle market as a whole is domiii
Ruger & Co., and Marlin Firearms, each with just gver 32%
market volume. Third is Savage Arms with 12.4%
Arms Co. is a distant fourth in the rimfire rifle mark
market volume in units. Imports also play a
Former Communist Block countries, particuy
significant inroads into the U.S. with lower-cg:
to deliver significant value for the money spe

he Czech Repubhc have made
fles that at face value, appear

fire market. Low-cost rifles in
units of rimfire rifles sold by
products retailing at a price less than
anufacturer’s to protect their precious
sitions which translate mto low

The price/value relationship plays a key roles;
this category appeal to the masses. In 2002, of t
Wal*Mart, 53% of said volume was coni
$150.00%. The result is an intense strug:
share of the market by maintaining ¢
prices at the retail counter.

-end” rimfire market, there is a
ling to pay premium prices for high-
fire “aficionados.” product offerings
and” the newly introduced .17 Hornady
jon rimfire rifles command higher prices and

In stark contrast to the highly.
significant, albeit smaller portion'®
end rifles.  Appealing generally to
chambered for .22 Winchestg ;
Magnum as well as premiums
higher margins.

1. Customer Profiles

o If one were t
demographics
would be di

manner, Fo
geographi ould be so broad that targeting any one particular
attribute fcult at best. Rather, it is much more effective to

ased on the intended usage of the products. In the case
sonably be assumed that there are two distinct customer
SEFOUPS Can be categorized as the “plinker™ and the “enthusiast.”

Allnker by in large makes up the predominate sector of the rlmﬁre

categorize the
of rlmhre rifl

: be influenced by price, value, and brand recognition. The
7 would often select a product based on the recommendation of

Fita - confidential
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a friend or relative, or through ample e advertising
medium. The “plinker” would expect ag
hit small targets such as cans, pie plates aif
few malfunctions across a broad range
(especially price point ammunition) 3

o The “enthusiast” can be classified
customer base. The “enthusia
competitive target shooter, or vg
firearms technology and
expectations from this custor
less with a very low toler.
more discriminating m tastg:

Hore discriminating
mpetitive or semi-
itively well versed in
capabilities. Accuracy
¢ 1 Minute-of-Angle or
for malfuictions of any kind. While

id. expectations, the “enthusiast™ 1s less
:t0 make their purchase decision

id word of mouth throughout

elite shooting c1rcles.
2. Brand Perception

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

, Remington has established the reputation

alue for the money. The SMRG 2000 study

Model 522 Viper and early stumbles with the Model
gued the product with a reputation of unreliable feeding.

sidered as low-cost, prlce point products, 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 maintainj
“enthusiast” sectors of the market. SMRy
very strong position from a brand recogii
their dominating position with respect to adv
o Marlin — Marlin is without a doubg:
rifle category. Tied with Ruger w
has been very successful in ma
Model 60 as the most popular ty
rifle. With entry level pricing .
to be very popular with the “l
is a reasonable assumption tl
While Marlin does offer son;
more to the “enthusiast’s,” théy+hg
entry level rimfire leader.
o Savage — While third 1'_

: _ Awithin the

spective, supporting
expenditures.

der in the rimfire
otal market, Marlin
il by establishing the
ar magazing fed autoloading rimfire
$100 the Model 60 has proven
i f the market. In fact, it
Mar]m domitiates the “plinker” segment.
lallzed bolt-action products to appeal

vage 15 a distant third with just
A]so regarded as a low-cost, entry

‘oduct.  Perhaps Savage’s shortfall
Of all the major U.S. firearms
east amount in advertising dollars”.

level rifle seemn s
stems from bras

erfising support to generate impressions on the consummg public,

42001 ADH
* Tbid

ertising History
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Listed below is the historical and current forecast of ag d_lttlres for the

Remington Model 597 Autoloading Rimfire Rifle.

Model 597 4 Year Ad History
($000)

EFAEREEE
FETETTRIT RT ¢5:
FREIARREEA R AT A AR
S ERIEEEESUEEEEHREELY

S EEFAEEAEAREAFAREAE
UL LT
YueussuEuss

<o 168
HEBTAHEBRIRHE

PTIIITIIID
BEEESUEHAEYEREEY
REREFREBEFAFREFRE

ﬁﬂ%&»u#m}gﬁ
HERHEEERHEESE
EEEARIREENTAREL

U}j§§§ii§§lii§§ii!§
AEHEIREATTRERESALNEFAN
HERIANERISHERE NN ENE

FEEREGLEREEEEY
EREAVAVIAVRRER

—0Others, 15%
/‘I.
; IIIIIIIII‘IIII

EETTITIT AETTE Specialty Sports
LR Shops, 17%

e

. Mass Merchants,
21%

1 2002 retail distribution for Remington rimfire rifles.

£2001 NSGA
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2002 Remington Rimfire Rifle Distr
Retail Sales % of Total Units

Mass Merchanls,
43% o

While no known comprehensive stu
rimfire rifles only, it is the belig
distribution more closely resembl
the NSGA Study. Tt is also impgrt
case of Remington is made up almo

AUTOLOADING RI

2002 sales estimates have
to be 473k units annually:

UNITS (M)
194
162
53
42
16
6

TOTAL 473
002 Autoloading Rimfire Rifle Brand Share

Browning
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(% of Units)

2002 Autoloading Rimfire Rifles
(Brand Share by Manufacturer)

s 3%

irowning, 1%

Ruger, 41% —- Piia X < rington, 11%

LA EN] LI

EETEEEITELIRT]
'xiggmsw

R

\utoloading Rimfire Rifles

ifle segment with two product families.
BMM in revenue. Volume and revenue
of 2.7% in volume and an 8% increase in
enter around a richer mix of high margin

::::::::Mﬁ::::::f} P [ RR 11 Gt | s b | |1 Sy 4L
#EHBEHEY EEEI R ERE E] ki“&tﬁmﬁﬁﬂ#éﬁhfﬁ&i!§§mﬁmar‘@ ‘iims{pﬁ!i QiBmge*ﬁ&
Unit Salcs (M) : 57 51 49.6 55.8 50.5
Sales Dollars ($MM) $6.9 %6.3 $6.8 $8.7 $7.1
Standard Margin ($MM $13 $1.0 $1.2 $2.0 $1.5
Standard Margin (%a) 18.8% 15.5% 17.6% 22.7% 21.7%

The Mayfield based Muadel 597 family dominates Remington’s presence in the category,
consisting of 49.6M & total volume of the 51.2M autoloading rimfire rifles sold.
The remainig mprised of the Ilion based Model 552 Speedmaster.

Model 597
Thereforg

have stabilized over the course of the past two years.
are growth are stagnant. This is problematic for Remington.
hie Model 597 has reached a plateau in its product life cycle much
7 problem for Remington is one of complexity. With razor thin
§2%, Remington must focus on increasing profitability while

] |
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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
Model 597 of 23% comprises only a small portion of
of a niche market, the Model 552 is not a serious
rifle market. While the moderate volumes of 2N\
the growth prospects for this rifle, mature in its

er margin over the

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
tremendous value for the money &
other autoloaders are judged agai
laminated stock versions with both
target versions are available

is offered in wood, synthetic, and
ifainless conﬁguratlons l—leavy barrel

Marlin

pped with a 14-shot tubular magazine, the
the most popular 22 rifle n the world.

i also offers scoped versions of the base wood-stocked
eel wood-stocked model equipped with a low-cost fixed 4X
oped version has proven to be a popular item with

versions also avai
Model 60 and the s
scope. The stainfesy

Wal*Mart stores; ‘

Marlin also offers a cli magazine version in the Model 795. Equipped with a 10-
5 features a synthetic stock and is available in standard

the Savage Model 64 series of autoloading rimfire rifles feature a
px and are available in wood, synthetic stocked versions with a
less steel actions. Like Marlin, Savage offers a scoped version
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of the Model 64 in wood and synthetic stocked configurati
Not unlike the Marlin, the scoped Model 64°s feature ana

Remington
Remington’s mainstay in the autoloading rimfire ri
Available in four 22LR, two 22WMR and one
constitutes over 95% of Remington’s sales volud

Model 597 family.
“Model 597 family
rv. .22LR versions

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

597 HB is equipped with
22WMR.

Model 397 Magnum
WMR and .17HMR

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

Initial versions
malfunctions in &

has vet to reach its anticipated potential in the marketplace.
arlim Model 60 and the Ruger 10/22, the Model 597 has

category standard Ruger. Due to the low margin position of the
must find ways to deliver distinct product differentiation to the

33
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As stated earlier, Remington also offers the Model 552 8
Equipped with a tubular magazine, the 552 Speedmias
autoloading rimfire rifle capable of shooting

rifle.

ammunition. The Model 552 Speedmaster featurés®

gloss walnut stock and fore end with cut checkerimns

autoloading rimfire
the only domestic
g, and .22 Short
¢d finish and high-

amwmu FHEEAGBEYR
vlanuiaeturen
EESESEEE R EESRER RS R RN
EESREEES R RS RN S R RN

E] HEH HEEES
sned AVdilse. .
ERES R EL RS R EET R IR RS

?”“P"‘i‘@@””m

Ruger

$139- %174

Ruger

5290

Marlin

$99 - $160

Marlin

5104 - $135

Marlin

$95

Marlin

$127

$92

$155

$95- 5103

j116

$153

$191

$186

$229

3247

$282
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Weaknesses
e LEarly incidences of malfunctions have given the p
proven difficult to remedy

¢ Product 1s also plagued by the poor reputatié:
522 Viper in the autoloading nimfire rifle catg;

e Low-margin position yields poor profitabi)

¢ [ow visibility in comparison to Ruger w

black-eye that has

Opportunities

volume and can result in improv
e Special chain store offerings could
customers unique, profitable offering

Threats
o Contmued pressures from
e Increased pressure from impoits:
s Increased costs of materig, i
597 over the threshold gi

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

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

Model 597

Model 397 S ‘he Marlin Model 60SS scoped combo has proven to be
it Wal*Mart. Pomt of Sale data from Wal*Mart indicates
his sku in 2002 of 10% over 2001 levels. The rifle comes with an

gope with 20mm objective and 5/87 tube.  Significant

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
35
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to express interest and adopt this concept have sparked di I ith Sales internally
to launch this platform as a chain-only offering.

SORPRRRRPIOH1 114 (o EERRM PR\ | s i I ) L 041 4111
597 SS Scoped Combo | $ 173500 | $

Model 397 Performance Improvement — While t
improved considerably since its inception, room
related malfunctions, although significantly r
marketplace. Primary concerns center aroun
to capacity and feeding rounds reliably cut
operation. A proposal has been placed witl
once and for all. R&D has been given leeway by
materials, finishes, coatings and even p T
this 1ssue to rest.

magazme box during normal
overcome and resolve these issues

03 which are anticipated to carry
at this time. A noted expception

ifitain margins. Such an increase would
claims that can be made with respect to
improvement m performan

Product Deletions — No prod planned for 2004,

Product Strat: S & Beyond

Model 552 Speedm
There are no ne
make opportuni

1cts pIa; ed for this item. Conslderatlon will be given to special

Model 597

Points for consideration are;

differentiation.

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.

56
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Pricing Considerations — Marke
opportunistic price increases may ke availible.

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
these special runs were not profitable.
alternate sources and solutions which wi
this partnership,

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

Magnum . I7HMR has been
¢ ¢late. While it is not anticipated
likely that its introduction in 2005

ll be monitored to determine if

ms v. Remington
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MANUAL ACTION RIMFIRE RIFLES

er action and bolt
rimfire rifle U.S.
on riffgs idominate the total
NEunits annoally. A break

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

2002 Manual Action Ri

BRAND
Marlin

55
Savage
Henry

Other (Lmpor
Ruger
USRAC

(% of Units)

tial Action Rimfire Rifles
rand Share by Manufacturer)

Remington, 0.5%
1

S Savage, 20.6%
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Remington Segment Performance

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 unitg:
not a formidable competitor appealing to a sm
perspective, when the 541/581 series of bolt-ac
Remington maintained approximately 10% of't

tent. Currently, the
ump-action rimfire.
asis, this product is
* From a historical
were manufactured,

Competitive Qutlook

e rifles from Henry, Marlin and
d by the bolt-action rifle.
he manufacture of lever-action
¢us on the bolt-action category.

As stated earlier, save the specialized lever-acts
Winchester, the manual action category i
Remington no longer possesses a core &
fircarms, hence the following discussioiis

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

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

Low Price (Less than $250)
Low price bolt-action rimfire rifles ac
rimfire rifles sold in the U.S |
merchant channels, these low: pi
used for casual target shootj

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

Savage
Savage Arms participat
Mark-I series and the
market and are strong
Magnum series in th

on .22LR rimfire category with the single shot
ik:][ series. Both are priced right for the entry level
the mass merchants. Savage also provides a .22

n a synthetic stocked youth camo version.

essentially identical to the Mark-1, only equipped with a
magazine. Also available in a variety of stock and action
yeavy barrel varmint versions.

single stack; ¥
configurations, 1

tocked versions with choices in carbon or stainless steel actions
are heavy barreled varmint models.
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Marlin
Marlin competes in the bolt-action rimfire market with:
price point as well as with products priced at the top ¢
“Low” price point category. Product offerings are available 1
in the new .17 Hornady Magnum Rimfire. As o
descriptions below, Marlin has by far the greates
bolt-action rimfire rifle market.

fue entry level
we refer to as the
, .22 Magnum, and
¢ product offering
uict offerings in the

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

Magnum repeating rifles. Both equlpped with
Model 25 series features a low-grade hardwo()d.st

and 83TS .22 Magnum. The 8
capable of handling .22LR, .22 I
equipped exactly like the 81TS, ¢
22 WMR aminunition.

Marlin’s premier line of 2
series. The Model 880SQ
intended to enhance acc
contour stainless steel barret
stock and 7-shot detachat

gists of the Model 882 and Model 883 series
ot detachable magazine, while the Model 883

Marlin’s premier .22
rifles. Model 882
sports a 12-shot t
configurations. Thg]
blued or stainless. barr

83 is available in a wood stocked version with a choice of

me in the way of the .17 Hornady Magnum Rimfire
ent between Hornady Mfg., Marlin Firearms and Sturm
was one of the most popular topics at the 2002 S H.O.T. Show.
HMR with two heavy varmint contoured barrel offerings, both
shpgrazine boxes. These offerings consist of the Model 17V, a
stocked, blued action version and the Model 17VS, a laminate
ainless steel barreled action. 2003 market indications are that
dels are maintaining popularity, sales have softened considerably
ity of . 17HMR ammunition in the trade. Presently, there 1s only

Marlin’s big news
cartridge. A joint:d
Ruger, the

due to"
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one source of supply, CCI, for .17HMR ammunition in.th Remington

Ammunition product offerings are sourced from CCIL.

Manufacturer 2 Mode 1. Net: Wy hlse:
Bioieerirerrarerhatesdtieetateesatasisiisatinsats |
Savage -$112
Savage $90 - 103
Savage 5136 - 8157
Savage 5111 - $139
Savage $160 - $188
Marlin $111
Marlin 8125
Marlin $113 - 5133
Marlin $129 - 8149
Marlin $114
Marlin $139
Marlin $169
$178
$174 - §185
$181 - 192
$144
$216

Mid Priced ($250-5368)
Accounting for approxd
domestic market, riffés
market. As a g
category adopt soif
such as adjustable
to compete

y 25% of the holt-action rimfire rifles sold in the U.S.
id priced category appeal to a more discriminating
5 do command a higher price. Rifles in this price
¢ features found on popular bolt-action centerfire rifles
higher grade wood and superior finish. Remington used
th the Model 541 and 581 series of rimfire rifles.

Ruger
Based on centerfire nfle series, the Ruger M77/22 shares many of the
stylin sof its centerfire counterpart, as well as the same three-position

in 1980, the 77/22 has gained quite a foothold in the mid priced
ory. Models are available in 22LR, 22 Magnum and the new .17
imfire.  Available in walnut, laminated, and synthetic stocked

61
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configurations with both blued and stainless actions avai The Model 77/22
features the same rotary style magazine found in the 10/2 {
77/22 line, although not a rimfire topic, was Ruger’s exp
centerfire rifle cartridge, the .22 Hornet. The .22 Hornet
successtul for Ruger.

"77/22 into a small
have proven very

CZ (Ceska Zbrojovka)
In the mud 1990°s importation of the CZ ZKM:;

Available in European, Classic
¢ Turkish walnut stocks, cast
“matte finish.

&
T i KR EEEBEEREREE

S Price
" $329-%348
$225 - $250

EEHBEEREEHERREY
AEEURAF LA RS R AV TR
BEEGUAFEEUAFEENATEEDRS

Ruger

High Priced (Over $50
The high priced segm
far. However, prices,
point, mass produced

tifles in this category are far from the $100 price
, there is a significant step change in price between
ed bolt-action rimfire rifles. While the Mid Priced Rifles
ail marlk, it is not uncommon for the High Priced rifles to
3 .This price gap suggests that there 1s some untapped
hat draws potential buyers up from the Ruger and CZ rifles,
yvers down from the high priced platforms. Distribution
akes place nearly exclusively through direct dealer

seldom approach
sell in the $800
opportunity for
while also drawm g
in the HIE :

ecelved reviews by some prominent cutdeor writer’s as being the
bolt-action rimfire rifle available. Recently introduced after
t-action rimfire market, the Kimber 22 has gained popularity.
put-of-the-box accuracy of 5-shot group sizes not exceeding 0.40”
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(although phone calls to Kimber have determined this clg,'

as the accuracy is tested by placing the action alone

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 Kimb
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

Sako

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

Anschutz
Anschutz truly sets the standard e
respected throughout the worl
in a class of its own.

High

worl

1 rimfire rifles.

ng Comparison
tion Rimfire Rifles

@m&mu ¥ -Q?f&%%fif&&
sManulseturer
EEREEREREX:
EEREEEEEE]

FEZE EEEEEEER]
ZGdeTﬁﬁi%tiﬁﬁé
CRESREERSE S ERSR SRR
ERUSEEASSRBABEERSY

L E] FHEY FF I EEEEE]
mNethﬁfsezm

FHEEFREAGISEABYREASELY

Muﬂyximﬂwau

Hunter 22 $500
Classic 22 $700
Super America $1300
Model 57 Classic $1000
Finnfire $600 - $700

1700 Series

51000 - $1300

Subject to Protective

[ftams v. Remington

t misleading
¢ stock), the
frills” Youth

it*has been said in some
-action rimfire rifles “used to
der which current Kimber
Cooper 57 tifles are available in sporter
wood and fimish.

ntry in the High Priced bolt-
innfire is based on a scaled down
olumes are estimated to be less

Well known and
es, the Anschutz 1700 series stands

are planned for this category. Consideration will be given to
es provided they meet a threshold minimum of 500 units.
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Model 504 Bolt-Action Rimfire — Development 1s curre
actlon rimfire from the Remmgton Arms Co. Slate i

arc:

o All steel receiver with rear lock up, b
207 button rifled barrel ((22LR featurg: A
Product specific fire control, fully adjustabledhi: framsmith
Dual extractors
Satin finish walnut stock with:
checkering
¢ Platform is expandable up to
will require a longer receiv
principle).

wn Fireball centerfire cartridge, but
“to centerfire short action vs. long action

A EKEIESKOIA[PERRAFEOOAREER AN EEIREERS weaeskofEs W A EIRE e snerennnnaane
ErrERBEsEAIAETARYSEARLEER IR EEAN LR ngxx;mzztmﬂgm BEAFFAIATIANAE
FEERUIERRUIARIBEAR R ALY & ﬁgﬁﬂﬁﬁgﬁﬁﬁﬁéfﬁmf BEARRUIASEYIAR
SEEERIERERTUERARNEERAILY EEEEERTEEERT sfasussnauzzang
ETs & %y ﬁmmwmzwmzw

isdrusa sl %%

EX3

$ 472.80 31% 7500
$ 490.67 33% 1000
$ 490.67 33% 1500

Mohawk 22 Bolt A
show over 36M |

ire Rifle — 2002 Point of Sale data at Wal Mart alone

1] bolt-action rimfire rifles sold. Of that figure, nearly

; t31zed products. An additional 30M units were sold at a
retail price point be and $200. The challenge for Remington has been, and is
likely to continue. to:b ili

. an annual volume of 15M — 20M units is easily attainable.
will be a “no-frills” product, a prerequisite for consideration must
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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.

Subject to Protective 0
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& % H
BERY
CAREEEE S ERFEEEEEE I ER LS
GELHSRREHIAE BN R B Y

Mohawk 22 | $129 |  SI18 15M
Units
Mohawk 22TM | $159 |  $145 1SM
Units

Pricing Considerations - Pricing will by ally in order to determine the
most effective pricing strategy from yest ar. Market dynamics and conditions are
constantly changing, making meanipgful forégasting, models for pricing marginally
effective at best. Pricing strategies;will likely cofitiiue to be driven by necessity and

opportunistic events and condition
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CENTERFIRE RIFLE MARKET SUMM;

re rifles at 960M
the market value

Market estimates placed the 2002 U.S. total market fo
units.” Given an average retail price of $350 per unit, thi pl:
at $336MM. '

SAAMI’s 2002 report of factory shipments sh
over 2001 levels. It should be noted ho
comprehensive view of the total market as it dg
players such as Marlin Firearms. Remingfon Arm
increase in centerfire rifles shipments i  over 2001 figures. This increase was
attributed primarily to continued strength o gl 710 bolt-action rifle, produced in
the Mayficld Kentucky factory Model 710 sh in 2002 were up 25% over

“““ ough still strong, appear that

they will plateau at 2002 levels.

Market momentum has slowed fo
Order positions exceeding plant
items have helped fill some of the
rifle category account for 15M

" entire centerfire rifle category.
te-no longer a luxury. Special make
te.special make ups in the centerfire
or $6.75MM.

The centerfire rifle segment 1 composed of three product categories. 2002
volume estimates by catego

Units (M)
560

361

42

963

oduction figurcs, SAAMI lndustry Shipmenis Report, NSGA retail sales study and

& Lever Action
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Bolt Action

Centerfire Rifles by Action T

Repeating MHUSEEDARHEUOREEOOREEUNRZEDAREY

T
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Single Shot
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50% 60%

narket datgsuggests the following brand share position by manufacturer as a
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182
140
101
100
90
67
33
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Centerfire Rifle Brand Share’
By Manufacturer {% of Units)
24%
Remingten
Ruger LT
Winchester
Marlin (1532 9assssasssanessaninans 109
esvnvnnsnvnnnnsrnenurnuny
Other [Resszseusssnupssvussssysss
Sa\fa967 EXFEREMSHBEHEEB PN R R 9%
oo AT
H&R lIlIIII?S%
Weatherby ¥%
0% 5% . 20% 25%

Remington maintains a deminan]
centerfire rifle category, primarij
bolt-action centerfire rifles.

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

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

Sturm, Ruger & Companv#
centerfire rifle category ;
with respect to “action
M77 family, Ruger @
centerfire ritles wit

strong in the bolt-action category with the
yminant position with respect to semi-automatic

:{in the Model 70 bolt-action rifle. 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
ng rifles, a modern day variant of the one hundred plus

estimated that h
entry level p

h largest participant in the centerfire rifle category competes
based on the lever-action repeating design of the Model 1895
ein. 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.
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The “Other™ category consists predominately of impg : ustom rifles.
Although the mmport category 1s significant, a large porti ‘market consists of
imported surplus military rifles. [n fact, it is estimated tha ] half of the 100M
imported centerfire rifles are comprised of surpl rms. It should be
noted that the scope of the remainder of this repo
fircarms as Remington, with the exception of sp
and military applications, do¢s not participate 1
sale to the general public.

ith 10% share, Browning

Completing the list of top industry players ar
sy-each with a 3% share of the market.

with 7% share, followed by H&R and Wea

CENTERFIRE RIFLE INDUS YSIS

market is not dominated by one or
arket-~ eaders but by in large, the playing
g five players. Intense competition
s to provide product differentiation
, usage of hi-tech materials for
oward specific end use applications.

Unlike the rimfire rifle market, the ¢enter

to the market through new c¢
construction, and by introducin

cgment. Consumers place a great deal of
ision, and quality obtained for the dollars
fire rifle market, centerfire rifles maintain a
ongst themselves, While entry-level priced
arket, typical entry level price points are sub $400
431l for the rimfire market. Centerfire rifles are by
lized tools for more specific end use applications and

emphasis on the level o
spent. It should be note
position of a premium

nature, viewed as |
therefore maintain.g

' ated by lower price point repeatmg rifles, no-fnlls bolt action
easingly popular “ready to go” scoped combo packages. The
ppeals to the casual big game hunter, the new entrant to big
wnter with a limited budget. Entry level product offerings in
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the centerfire rifle category account for approximat
LLS. domestic market.

Premium Centerfire Rifle
Appealing to a more discriminating audience, the
the sporting fircarms market consists primarily of
flagship products of the various manufacturers.

stainless steel, high grade stocks, polished bly
perceived level of attention to detail. The p
approximately 50% of retail sales in the U,

Specnalty Centerfire Rifle

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

specialized target stocks for situations
hunting. Products within this cate;sory
aramid fiber reinforced stocks, and tifgs
included in this category. This se
domestic market.

Customer Profiles

As is the case in the rimfire ri
in this category to draw .
demographic trends. _
substance, but with currer
at best.

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

mpiled in the 2001 SMRG Amnual Rifle report,
v rifles purchased in the domestic market are
. Based on personal experience, this writer believes
nate and that in fact, the actual figure for hunting usage
The remaining 15% of the sporting centerfire market can
{.shooters.

nearly three fourths
purchased for hunti
that to be a conser

. categorized under two broad headings, “casnal” and

The “hunter” profi
i ithin the category is estimated to be skewed 60% toward

“dedicated.”
the “casual’i
can be categorized as the person who has an opportunity to
ear, penerally 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 Annual Report
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N one season
& the point, or
1€ expense of a high
by either budget or
wbe categorized as
¥ optics technology
up attractlve The

Consumption of a full box (20 rds) of centerfire
would often be ambitious at best. The “casual” k
may not have the income at his or her disposal to rafi
dollar scope/rifle set up. In fact, he or she may be
need to one rifle. The “casual” hunter ig:
technically savvy with respect to fircarms
making products which are easy to use
“casual” hunter would expect a functiong
capable of taking medium size game
product category gaining immense pop
the “grab and go” scoped combo ce
bore-si g./,hted requiring mlmmal modif

ire rlﬂes with scopes pre-mounted and
ion. by the end user.

gment as he or she may travel to
varied destinations to hunt. > hunter places greater value on
enhanced product features such: 8
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 kig

cds of a particular situation. The
fes suited for different situations or
“dedicated” hunter would generally

e centerfire rifle category with respect to rifle and
. Precision accuracy is critical to the target shooter. It is
or the target shooter to purchase a factory produced rifle
firearm to have custom work performed. Custom work
camtrol modification or replacement, barrel work or
modifications or replacement to name only a few. A large

maker might purchase a base factory rlﬂe, salvage the action
¥ from the ground up. These firearms command high prices,
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Brand Perception

Brand perception within the centerfire rifle market places
the value/price relationship or quite literally, the most “bang :
especially true for the brands participating at lowert:
cases for the consumer to get “more for less.™ Tl
level of brand loyalty within the category, provi
maintaining consumer expectations with respec

cal of emphasis on
¢ buck. This holds
t. make very strong
re 1S a tremendous
particular brands are

o Remington — Remington is very well
centerfire rifle market, primarily |
manufacturing of bolt-action rifles.
bolt-action centerfire rifles than the Ri
reputation is based upon the foundat;
action centerfire rifle. First intrg
the most popular bolt-action ce
million Model 700°s had bggii
accuracy” " the Model 70() t
consumer perspective. Iti
rifles are the standard by w

o Sturm, Ruger & Co. — Secon
share, Ruger participates A
14/Mini 30 series of M77 bolt action centerfire nfles are priced
comparable to that Model 700. Although regarded as solid
performers, the M77: &y have the following of the Model 700, nor

ncies exhibited in the
manufacturer builds and sells more
tan. Arms Co.  This modern day
by the Model 700 series bolt-
962, the Model 700 series 1s perhaps
ser, built. At the end of 2001, over 4

wn for its “best out-ol-the-box
1gh on the price/value scale from a

urers are judged.
ngton Arms Co. in centerfire market

participating
brand is wig mized, aldm;: to pull product throu;sh the marketplace.

s a fair value for the price, Ruger relies heavily on

o Winchester
reputation:fe

ve of the Remington Model 700, the Winchester Model 70
s the finest bolt-action centerfire rifle in America. Winchester
L loyal following of consumers, predominantly residing in the

ih#irthorized History of Remington Arms Co.  Peoria, TL: Primedia Special Tnterest
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Western and Southwestern regions of the United
that in a survey conducted by SMRG, Winch
manufacturers with 64% of respondents stating that
influential in their purchase decision, placing greatere
than the price/value relationship''.  Thi formati
Winchester’s fourth place position with r
indicates that the Winchester consumer 1s
ar¢ other centerfire rifle consumers.
o Marlin — Marlin Firearms participate erfire rifle market only with
their family of lever-action repeating rifles. Maghitidlso purchased a dominating
presence in the relatively small single-shot centerfite:rifle market through the
acquisition of Herrington & Richil _(H&R). The Marlin brand 1s
undoubtedly associated with “middle o e (in comparison to Remington
nter with a limited budget or
unting rifle.
marketing efforts toward reaching
is 1s reinforced by Savapge CEO’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

limited desire to spend a great de;
Savage Arms — Like Marlin, Sav:

‘relies on their bolt-action Model
Regarded as “no-frills” firearms,

accuracy at an affordable
10/Model 11 platforms ta
lacking high grade finishing
reputation for being an
price/value scale. Of &
Accutrigger allows the end user to safely
1.5Ibs. This new product has been well

o Browning — By
bolt-action ce
unts for only 7% of the U.S. domestic centerfire rifle
nchester, Browning has a very loyal customer base. This
he results of the same SMRG study referenced above
owting as last on the scale with respect to the consumer’s
a. Browning rifle based on the price/value relationship.
nphasis was placed on brand recognition and dealer
““dealer advice” response is not surprising as Browning follows a

i to a large extent.

theory is geinfo
which catéguria

Annual Report
el Calalog
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Savage $0.03-
| Sako $0.4

Browning
$0.44

Weatherby
$0.30

Remington -~

$0.88 N
“—Marlin $0.85

dollars spent on supporting the centerfire rifle
ed between the top four players. Ruger, in
as many ad dollars supporting their centerfire rifles
, and Winchester combined. This figure 1s significant
Ruger is working frantically to protect their piece of the

With the exception of |
category are relative
contrast, spent ne
than did Remingt
and should not be
centerfire rifle category

74

Subject to Protective ms v. Remington

MAEQ0004894



2002 Remington Centerfire Ad Expenditures

Remington Ad Expenditures By G
Product
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e Chains, 43%

N
Mass Merchants,

22%

Froma stribution perspective, Remington’s position 1s as follows:
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Remington Centerfire Wholesale Di

__ Mass Merehants,
15%

AINNERNNEENNNRARE
(NORUNNOINNNOINNNYY i L
(RARBURARBERARDUNANY] EE D
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Chains, 10%

T
) e )
A y
S e - Dealer, 6%
b ERAE
Wholesaler, 69% —

BOLT-ACTION CENT

2002 Sales estimates have
market to be approxim
$196MM. A break down

Sales by Manufacturer

UNITS (M
210

98
90
ester 87
Browning 435
eatherby 25
Other _21
TOTAL 576
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2002 Bolt-Action Centerfire Rifle Bra
(0 (1] Of UﬂitS)

2002 Bolt-Action Cente:
{(Brand Sharc by Manu

Wealherhy, 4% Other, 4%

Browning, 8% -
_ cmington, 36%

Winchester, 153%
B L
ERNEEERT T IV
IESRRFREAAEN NN
s EEEEMEEE SN

B : R #'5a

Bavage, 106% ¢ :

rand position in the bolt-action
nificance as Remington picked up an
introduction of the Model 710 rifle. The
mental sales volume, with demand levels
y the market. Short term objectives are to
rough increasing capacity to fulfill more of
h the addition of magnum caliber offerings.

Remington currently occupies a
centerfire rifle market. 2002 )

initiatives that pro
perceived value an

Remington comgy .
Sportsman, the Modék
volume congiste

nent with three distinct product families, the Model 710
ies and the Model Seven compact rifle. 2002 sales
mits or $84 MM in revenue. Overall volume and
to 2002 were increases of 13% and (2%) respectively.
Despite a gair revenue dollars decreased as the mix of high margin stainless
- ' guns weakened.
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Unit Sales (M) 0 0 40
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Unil Salcs (M) 113.8 103.1 IF 1153
Salcs Dollars ($M) $373 $37.5 $37.4 $44.4
Standard Margin ($MM) $16.9 $17.4 $17.2 $20.2
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Unit Sales (M) * 3 ] 11.0 16.6 12.0
Sales Diollars ($M) * $4.2 $6.8 $5.0
Standard Margin ($MM) * $1.9 $2.8 $22
Standard Margin (%e) * 44.1% 41.5% 43.2%

=2¥ ncludes Model 673 Guids Rifle
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Unit Salcs (M) 3.9 6.5 50 7.0
Salcs Dollars ($M) $1.7 $2.9 $2.3 $3.2
Standard Margin (SMM) $0.9 $16 $1.2 $1.8
Standard Margin (%) 57.0% 56.1% 34.3% 33.4%

ies to make a strong showing in the marketplace. Like the
1s an Tlion plant based product. While undoubtedly more

n of the Remington Short-Action Ultra Mag series of
duced in the Model Seven line and the Model 673 which

M unit mark, Most importantly as noted earlier, the Model 710
78
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resulted in an estimated 6%-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 in 2003, thi
calibers in 2004 should allow the Model 710 to maintai
share position.

's. While demand
duction of magnum
ymprove its market

Issues critical to the continued success within th
e Improving and maintaining product qual

Timely fulfillmeni of orders

Ability {0 respond quickly to riche ma

Maintaining compeliiive positioning

Product centered advertiving on core pr

through the marketplace

CLOry are:

essand special makeup’s
ect (o product cost and pricing
0. contmue to “pufl” product

Competitive Qutlook

The following section addresses ¢
stated earlier, Entry Level, Prem
action centerfire rifles from a cor
category, Remington competes
and Weatherby on various fro

ive. In the bolt-action centerfire rifle
1zer, Savage, Winchester, Browning

Entry Level Centerfire (<

Savage Arms

Savage plays primaril 1 bolt action centerfire category. Primary
product offerings areithe /11 series of firearms.  Available m wood and
synthetic versions, tachable magazines, the Model 10/11 are known
not for their stylin, but their reputation for solid performance at a low price.
. t for the scoped combo package guns, offering consumers

y. fo shoot straigjht from the box. Scoped combos are

hester also offers an exclusive scoped combo version of the
79
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1ag and the
are intended to
uns. Non-scoped
Remington Model
t exclusive Model
ie. In 2002, 16M of
isfigure 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. :
compete with the Remington Model 710 and Savage
versions of the Model 70 Super Shadow compete primarily
700 ADL Synthetic. Reliable sources indicate thyj
70°s account for 40%-50% of Winchester’s tota
the Model 70 scoped packages were purchased 3
22M units in 2001, however 2003 data indicat;
Mart in the WSM family are likely to offset so
at Wal Mart. :

Weatherby
For 2003 Weatherby offered its Japanese i

hese offerings. Boasting an accuracy
agazine and a price tag that is within
‘Synthetic), the Vanguard line

Tikka
New for 2003, the Tikka T3 was intr'y
Remington’s core Model 700 Ly
Finland (a holding of the B .
and stainless synthetic m
accuracy of a 1 group pr
capacities for the Tikka lines*ti
the bucket for the time [
on engaging the LU.S
Remington.

.detachable magazines and a guaranteed
factory. Fortunately present manufacturing
15M units annually. A preverbial drop in
ould the Italians place further emphasis
a will undoubtedly pose a serious threat to

Remington
Remington competes
offering is the Model
ADL Deluxe feifijies:
sights. The more p
black synthetjc..staek
developed

entry level category on two fronts. The first product
eries of bolt action centerfire rifles. The Model 700
nutsstock with blind magazine, polished blue finish and ron
rice competitive Model 700 ADL Synthetic features a
find magazine, matte blue finish and iron sights. First
tion with Wal Mart, the Model 700 ADL Synthetic has proven a
Winchester Model 70 Black Shadow as an entry level product.

st recent product offering from Remington in the entry level
el 710 Sportsman serics of scoped combo package guns.
he Model 710 is economically priced and cost effective to

122002 Wal C CONFIDENTIAL
: 80
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manufacture, affording Remington the opportunity to mo
entry level bolt-action centerfire category. The Model 7

the Mayfield Kentucky manufactured Model 710 hg
two years of existence exceeding plant capacities. Of
presented the 2001 Field & Stream Magazine's}

CEEEESEERESEERRE R R L]
CEEEESE SRR R AR I ]
CEREESEERESEEREIEER RS R S

FManufactarer:

eLWhIse::!
¥ # EE B
# (EFLEEEER R N

EERERES: (£ ] W ERLREE

Savage - $277 - %312
Savage | $287 - $393
Winchester $335- 5353
Winchester $325
Weatherby $340

$375

$397
$342 - 8360

$290

Ruger
The Ruger M77M fields a broad array of product offerings in the premium

ard the lower end of the category, the Ruger M77

Like the Winch
and Mauser type
floor plate 3
compact moge
or synthetic stocks®

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

81

Subject to Protective 0 lams v. Remingten

MAEQ0004901



ull size and
metal and the
el barreled action.
or “clean barrel™
Remington Model
“Remington’s prior
ridpes and fircarms to

following. All feature hinged floor plate magazines ang
compact platforms. Walnut stocked variants feature:

configuration. The Model 70 Classic is typically
700 BDL & BDL SS product families. Followi
introduction of the Ultra Mag family of non-beltg
suit them, Winchester Fircarms in conjunctig:
Browning introduced the Winchester Short M

70 Classic family of firearms.

Browning
The Browning A-Bolt competes excl the premium bolt-action centerfire rifle

e Hunter series is available in three

is available in stainless steel and t
degree bolt throw, intended to sha

yele a round as well as a unique floor
le magazine. The A-Bolt is available
M and WSSM caliber offerings. The

A-Bolt’s principle competit
as Weatherby and Ruger bo

Remington
The Model 700 BDL Ci e 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 in the Model 700 BDL Custom
offered in a detachable magazine (Model 700 BDL DM)

shooter the convenience of a quick-load removable

and receiver. Rem
Deluxe. The 700

magazine box.
Deluxe, utilize
magazine box.

S (Stainless Synthetic) offers the same legendary performance
Custom Deluxe with the added benefit of weather resistance and
a synthetic stock and stainless steel action. Like the Custom

§'is offered in a detachable magazine version as well. Continuing
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the lineage of the stainless steel feature is the Model..Z00. LSS (Lai nated Stock,
Stainless) boasting a stainless steel action bedded in 3

laminated stock. The Model 700 LSS is also available in nd skus.

The Model 700 Mountain Rifle series features all regular Model 700
#l to reduce weight

ersion with detachable

and improve portability. Awvailable in a walnut
magazine and in a laminated stock with stamnless
have proven popular with high country hunters

In 1983 Remington introduced the Model Seven, a com ibling to the Model 700
series. Featuring the benefits of the legendaiyModel 700 action, the Model Seven is a
appealing to smaller stature
shooters. Available in most popular short action.e the Model Seven is available
in a stainless synthetic platform as well Aminated stock with either stainless or
ounced the introduction of the short

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

Remington belt-action rifl . A modern-day version of the now highly
collectable Madel 600 ydel 673 features a laminate stock with
alternating light and dark strips a machined steel ventilated rib with iron
sights on it’s 227 magi 2003 caliber offerings consist of the
reintroduced .350 Remi d 300 Rem SA Ultra Mag chamberings.
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Whalesale Pricing Compari
Premium Centerfire Rifles — Bol

SR ERANLEEEIRSER TR EASSH BRI EAS IR ERAREERTESERRHLERTEE N AR e,
“Manufaetureroeorin Nodel: thtiin b e P
Ruger

Ruger

Winchester

Winchester

Browning

Browning $470 - $546
Browning +f, $398 - $634
Remington $467 - $494
Remington $503 - $530
Remington $565 - $575
Remington $512 - $547
Remington $490 - $508
Remington $499 - §327
Remington $565

Specialty Centerfire (Nich

Ruger
While limited in scope,
specialty nifles in the M

_ limited number of skus that would qualify as
zrngs congist primarily of heavy target/varmint

dangerous game.

Browning

Like Ruger, Br
centered on the p
firearms in the A-

ry. However, Browning does offer two specialized
eries. The Eclipse is available in both a sporter barrel
trel. The truly unique feature about these products is their
thumbhole” target stocks.

d

i ‘push feed”™ Model 70 rifles in heavy barrel configuration. The
es a laminated stoclk and stainless steel barrel, chambered in the
well as in 308 Win. Similar in nature, the Model 70 Stealth
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 dangerous game calibg

Remington
Remington offers perhaps the broadest array of speci
The Model 700 Long Range series features a wide

Synthetic) features a heavy target barrel with mg ded in a high grade
H.S. Precision composite stock with aluminum zblock. Three left-hand skus are
available in this platform. Offered in the samg odel 700 VSSF (Varmint

rrel with fluting. All
tion varmint calibers.

Synthetic Stainless Fluted) featuring a stail}lé
varmint configurations are offered in populag

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

‘titanium alloy and a fluted bolt for
im with its specially designed
composite stock and mountain rifle cos el is truly the lightest production rifle

available today.

Spes
itisaiieenns NN Net:Whise:
:Manufs Modelirrriieiobiree i Prige: i
A $476
M78. € oyote $460 - $479
M70 Stealth $522
Eclipse M-1000 $769
Eclipse Hunter $748- $766
NModel 700 VS $555 - $572
Model 700 VLS $496
Model 700 VSSF $608
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

Weaknesses
o (Capacity Constrained
e Manufacturing Concerns Could Tarnish Braned
e Limited in Capability to Respond:
¢ Dated Cosmetics of Line

Opportunities
e Potential Exists to Capture ;
* Incremental Business Opp
¢ [pdates to the Styling of

Threats
e General Softening
Specialized Products

¢ Manufacturers th
Price Concessi
Overhead

Strong U.S;
Firearms g

s Such as Chronic Wasting Disease Threatening Game

804 — Model 710 Sportsman

Model
caliber

i+ A current development project is currently in place for magnum
€ Model 710. All development and testing will be complete in the
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summer of 2003. Equipped with a 24” barrel, calibers will.he.7
Win. Mag. Both will utilize the current scope config
VErsions.

RPPPORPMORI 1 1111 ) MR
710 w/scope 7mm Rem Mag | §3
710 wiscope .300 Win Mag

criteria required in maintaining the
jpnitor and insure that the price/value

ove the competition. A key

relationship remains in favor of the consum
element involved in this strategy is to mouitor.and:
of the Model 710 in a manner ¢ cal significance.

Pricing Considerations — No pri
2003. This recommendation is 4

Extruded Receivers efforts are underway to improve the perceived value
of the Model 718:by mea an all metal receiver. Technology that will yield a

dimensionally er through extrusion at only a $10 increase in cost to
the current synth nsert is being evaluated by Manufacturing and R&D.
Plans are t g 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 ecaliber would you most like to see

ered?”  Over 500M responses were received to the question.

action ca Specitically, 22% responded with 243 Win and 25% responded with
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308 Win. Although short action calibers are typically Is
makes sense to include one or two short action calibg
Model 710 family. The short action offering would likely

oo Model s EMSELNS
710 W/scope 243 Win | $329
710 w/scope .308 Win | $329

ng-action, it

§t¢

HEE

EEEEREE]

WELE L g
eawﬁ (<

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 mmer grip and fore end.
A shorter 20” barrel would alse be approph Chambered for .243 Win, the Model
710 Youth would correspond to the launch of "t 710 short action platform in
2005.

&isa&mnaMuﬁumgmmwwumm
ETEEIVEEETITEE! ITTEETTTTNSTTEL]
710 YTH w/scope 243

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.
The entry-level centerfire market is
can hold pricing in this category while

better served. It is i
positioned as val firearm, Traditional pricing strategles can quickly

ion in the market as a price point firearm.

ins*This can be acoomp]ished through:
product opportunities allowing customers differentiated product
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insure that
continues (o

» Concerted focus on consistency and quality i
product entering the market place meets custome
set the standard for bolt-action centerfire rifles.

advantage in the market.
e LEfforts in manufacturing to improve
maintaining the highest level of quality
e Improved predictability and accuracy
effectiveness

tllment through line item

Model 700 CDL (Classic Deluxe) — One
received from the firearms trade is that the
styling. Consumers appear to be trends
and are looking for more subtle finish té;
high grade metal finishes appear to be_th
consumer tastes, Remington will fi
Deluxe) featuring a satin finished
glass bead finish barreled actio
standard calibers and 26 for magt

read of feed back that has been
adel 700 BDL is dated in its
& high gloss wood stock rifles
Satln finish stocks and low luster, but

m 31 15;@!. ﬁ:: azzgznmga
$467 | 1250 units

$467 | 1000 units
$467 | 1500 units
$467 | 2500 units
$485 | 1000 units
$485 | 1000 units
$494 | 500 units

$494 | 500 units

MHMM#MMHH
EEE SRR ER IR R D]
Model 700 CDL

"A logical expansion of the new Remington SA Ultra
m into chamberings in the Model 700 Titanium. This
h magnum performance in the ultimate light carry rifle
te 1s a means to deliver magnum performance in the
Model 700 Titgaiain. without creating a weight penalty by adding a heavy mountain
gdel 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 safely handle magnum pressures while
mountain contour barrel profile. This level of performance is

Mag cartridges 15"t
strategy provides
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currently unavailable in a production grade rifle and will
in the market.

DNIOdRl i rtn s rraarrassrrasarrassarase
Model 700 Titanium 7mm RSAUM
Model 700 Titanium 300 RSAUM

‘MSPNSP

Model 700 Classic 2004 — For the 24th strai

1Y Volumre'|
| 2500 units

Mﬁﬁ%ﬁﬁ&ﬁiiﬁﬁﬁ%ﬁﬁ&iﬁé&ﬁi%Eﬁ&iﬂé&ﬁiifi&ié
Model 700 Classic 8mm Mauser | $°

Intended to reach a niche market,
king” varmint hunter who finds

heavy to meet his or her needs
composite stock, blued receive
clean barrel with fluting, Total weig 1
consist of .17 Rem, .221 Rem . Eishall

“MSP:INSP {17 ¥y Volume'*
Model 700 L\ : $689 | $628 | 1500 Units
Model 700 3 $689 | $628 | 1500 Units
Madel 700 8689 | $628 | 2500 Units
$689 | $628 | 1500 Units

Production/Qu
mproving, mo
category. Specifi

#fs — A prass roots effort needs to evolve around
ntaining the quality and integrity of the Model 700
urrently which must be addressed. These issues are:

s” of the chambers being excessive, exhibiting signs of worn
of rough chambers, the end result is often scarring of brass
iolt lift forces.

bers - Crooked chambers impact the Model 700 from an
Chamber casts of Model 700°s exhibiting signs of
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between the chamber and the bore with lands ex A;hAroat on one
side of the chamber and not the other. Sy

¢ Rough Rifling — Similar to rough chambers, roﬁg ing ¥efers to tool marks

issue appears to be more prevalent on stainless
with the high end Model 700 Titanium rifle.

It is paramount to understand and upheld
standard for the rest of the industry. Bei
rest of the industry is a mindset that can not

Pricing Considerations — The key elemenis. in.
remain positioned competitively with,
category and to maintain margin position
the upcoming year’s pricing scenario gge:
e Changes in raw material cost
e (Changes in labor and overh
o (Capacity restraints/availabr
External considerations are:
o Overall strength of the ny
» General condition of th
* Competitors strategi
¢ Inventory positions

0 other product offerings within the
factors taken into consideration for

At the present time, cent;
position for the same
orders will constitute:
rifles from Remingt
increases under th
It is the position

r positions are at approximately half of their
i§. year. Year end projections indicate that 2003
f 2002 orders. Trade inventories for centerfire
“competitors are at a perilous level. Needless to say, price
ns will not be received with great enthusiasm by the trade.
that no price increase be taken in the centerfire rifle arena

for 2004,

Product Deletions dix A for a comprehensive listing of product deletions.
Product St 2005 & Beyond — Model 700

The Madel: 708 while continuing to serve as the industry standard for modern day bolt-
ac.tio : s a product 1n the mature stage of its product life cycle. Focus

the near future will be a proactive approach geared toward
t peak levels at attractive marging. This is accomplished
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primarily through incremental improvements to the prod fresh in the

eves of the consumer. Some suggested concepts are as fo

¢+ Model 700 BDL Synthetic Stock — The current Mod¢ DL Synthetic stock
is dated in styling and aesthetics. A commo i
stocks is that 1t feels “hollow™ and *“cheap’
Synthetic stock is relatively thin in the b
foam to help absorb some of the “hollo
tapped on. Consideration should be giy
and to a change in material. The Mag
action centerfire both sport very solj

substantially cheaper to produce than

und encountered when the stock is
mcreasing the wall thickness
and the Model 710 bolt-
feeling and“sdunding stocks which are
ent Model 700 Synthetic stock.

Synthetic stock, its styling is
of the trusted wood stock,
ed design of the synthetic stock.
the market place, 1t 1s not a

In addition to the “cheap”™ feel of the
dated. Originally designed as
checkering patterns were included™

cks are beginning to take the place
af the more traditional checkeit A great example 1s the Sako Model

75 Synthetic.

“swirls” in the stock found in the current

ock will be utilized on the higher price point BDL
g further brand differentiation from the entry level
aled down version of this stock without the rubber
it also be incorporated into the eniry level 700 line as
below.

ss Improved Corrosion Resistance Project — In conjunction
edemgn Marketing has tasked Ilion Engineering to explore
ngs for our stainless steel produets that will take the premium
ss rifles to an entirely new level with respect to corrosion and
ice above and beyond the competition. While stainless steel used
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standard carbon steel, cotrosion proof it is nal
impregnated electroless nickel type coating that m

can be touted over
gature to premium

the competition. It is the intention of Mark
BDL S8, LSS, and Mountain LSS models t
weather, all condition state.
t ADL synthetic line
for Remington, competitive
leave the current ADL
atherby Vanguard, Tikka
hadow all feature enhancements that
the ADL Synthetic does not have, Inte o phase out the current ADL
Synthetic line in 2005 and replace it with:th Todel 700 SP and Model 700
SPS line in 2005. These modg gature a scaled-down (no overmolded

has proven to be a popular and profita
pressures and market driven expectag

and R3 recoil pad. The Mo )
barreled action with a clean Bggrel. ¥ odel 700 SPS line will feature a non-

NSP 1% Y Vplaome !
$353 | 35000 units
$415 | 30000 units

Mudelr o e
Model 700 SP (Special Purpese)
Model 700 SPS (Speci TS

viag
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

93

Subject to Protective 0 lams v. Remingten

MAEQ0004912



effective at best. Pricing strategies will likely ccmtmuet be. dri
opportunistic events and conditions.

Product Strategy 2004 — Model Seven
e Model Seven Stainless — For 2004, the Modg} :
designed synthetic stock equipped with “Product sku’s will
f the concepts to be
applied to the Mode] 700 stock redesign pi While there are no overmolded
rubber grip inserts, the new Model Sg ' i
design and texturing in the grip and fore
e Model Seven Youth Synthetie — Desj
plan discussed above, the current Mo
be replaced in 2004 w1th a synthetic st
youth synthetic stocks, the Model,
out behind the grip area rather
new youth stock will accept th
in the Remington vouth line.
approximately $16-$18 marg
eliminating the costly birc]
stock. *

TModel INSP R Y Y plamE
Model Seven YT $374 | 500
Model Seven Y $374 | 2000
$374 | 500
$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
fiption above. No price increase is recommended for

dix A for a comprehensive listing of product deletions.

804 & Beyvond — Model Seven

egy applied to the Model 700 will apply to the Model Seven.
will be managed to maintain margins and volume through
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Subject to Protective

incremental improvement intended to reduce cost and/or i
in the market.

s perception

Model 700. Price
ssity  to  maintain

Pricing strategies will follow closely the strategies applied
increases will be based on opportunistic potent
profitability.

Product Strategy 2004— Model 673

o Model 673 Guide Rifte — For 2004, th
include another classic caliber reintroduct
Winchester chambering.

.Rem Mag and the 308

%ﬁ&;i?i&i%!!ﬂ‘§§%iiii&§%ﬂﬂ&ﬁ%ﬁﬁ&Q%ﬁﬁ&!iﬁEﬁ&!%ﬁﬁ&f &NSQE # w ii/i§&§§5 ‘&&EE@&§!§H£
ARk s s e s S E Y R S AP R E RV HE R RS HAERY [ randun s ok ole o M ORHAN G+
y m——

Model 673 Guide Rifle 6 ¢ |1 $565 | 3000 units
[ : $565 | 1000 units

New Centerfire Bolt-Actio
are still enjoying healthy vol

While the Model 700/Seven categories
margins, both products are relatively

significant portion of t
Remington must be
manufacturing meth

‘to new technologies, materials, and
¢n and 1mplement a new product family that is cutting
1 erformance perspective and more cost effective to

manufacture than ctif ts. As the next generation of premium centerfire bolt-

action rifles, the;

:high performance recoil reduction technology.

[ftams v. Remington
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» Designed for ease of manufacturing through part;

caliber and assembly that is easily repeatable andgd
processes.

Although current centerfire rifle order positions &
Model 700, history in the autoloading shotgun market

displacement within the market is only as far
innovation. Remington must be proactive in
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Centerfire Repeating Rifles

2002 Domestic Repeating C; Rifle Market

14

BRAND
Marlin

re (% of Units)

erfire Repeating Rifles
are by Manufacturer

; Marlin 26%

Winchester J-“ * Ruger 21%

16%

F. SAAMI, and NASGW 2001 Dala
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The centerfire repeating rifle category is comprised ic action types:

Autoloading, Pump and Lever. A breakdown by action

Centerfire Repeating Rifle Market by Action

SR ERITAERUTAERRGRARATAREAEAGEARA, AEAEIREN
(:]uﬁsMumuimnwmnmu 'TEL Huezennyzn

x £1
.................................. Y]

i HUEEHEY RNUMUEHEBORANNHURREDN Y uuusuug?’un 21
Autoloading é WAEBEBAKRUBAEREBARRRAAREERAR PRAEREEE Rz
% (Y51

zl:‘g-éiiﬁ§§§i§§5§!§§liﬁ§§ﬁi§§§-
BEGMEBASHEBES R RN N B R

AEEAFREEAFAGIAED
EEEHAEHSH BRI NN
FEEEREEEEAIEED
TELIATN (R3]
[ELEEYTLEE] - iR ET

snnadBfka sz
I1FRAAIZRAAATRAAAY aREd
BEEREARERERRERARIBED
*&ﬁ&%ﬂ&ﬁ&%!ﬁﬁ!#a&ﬁ!%l
GEEFHEERRHEERRRGIARA
EEGEEEBATEENAIERNATERY
CEBFLEERUSREREREERAAEMN
SEESHGEFEAAEEREAEERARIRED
ERREEEGFEGAGIEENSBEARIBED
EELERELLEAULEEAUEAR AL
R FEERGFEHAGRRAGERA R G

FHERHEEEY §¥i§-§
T EN AN TN
EpmReE

RASERRAFERAAEERAASRERARE
IllllllllllllllillllllllII K
} BRGHEF RS RE P RGRERUUBERUBREREY

HUHBFAUBRVALERVARERYIRER
EERAGAIRAEERRAGEA

nnlnnlnnﬂ FEERRERIN
EREIEERUIE

ure 15 not a pretty one, especially for
iminished, particularly in the pump and
autoloading rifle categories: mington competes.  Perhaps the most
significant and overwh ng reasor for thls declme in market size is the

rifles and compounded by the increasing
re rifles in the market.

he category with the Model 7400 series of autoloading
pump action centerfire rifles. Sales volume in 2002
1 :223M units and accounted for $7.9MM in revenue.
8% decrease in the category from 2001 sales levels.

PR ./ [T TR w1 11 | 11 ] e T % e

é‘ﬁ;ﬂgwsu%ﬂmﬂ!uugeiﬂmu §§ﬁetﬂaff§ liﬁw’p“ “mdﬁﬁt”

Remington partict
centerfire rifles &
for the entire

27.2 24.0 19.5 16.0 12.6 20.6
$8.8 $38.1 $6.8 $3.6 $4.3 $7.1
3.6 $3.5 $2.8 $2.1 $1.5 $2.7

40.5% 42.8% 40.4% 37.9% 35.2% 38.4%

:ﬁéé@iﬁ?&!iiiﬁﬁé@:’!i%iil!mﬂi%ii §§§§m2ii§ li%i:’mﬁil &ﬁ!zbbﬁlﬂ&

iAt‘ﬁi‘ﬂﬁﬁ!ii&%ﬁm!&&%l%éiﬂm&i §§ﬁetﬁaff§ iipﬁp%i ﬁﬁ!lmiiﬂﬁ

12.6 11.3 8.3 7.1 10.8 2.0
$3.8 $3.7 $2.7 $2.3 $3.6 $3.1
$1.4 $1.5 $1.0 $0.8 $1.4 $13

38.0% 4H).4% 38.4% 36.3% 38.8% 41.0%
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enged from
olume on a

It is apparent from the information above that the .g
Remington’s perspective. With an exponential declis
year to year basis, Remington is faced with some v
with respect to the long term future of the product categy
the decline in sales for the Model 7400/7600 series

o Unfavorable general market conditions fi
te consumer preferences geared toward b
o Favorable pricing for bolt-action rifle ; the traditional repeating
rifle customer ' ‘
e Dated design of the Model 7400/7600
efferings (i.e. not capable of handling
e Poor reputation for gquality and refiabil
» Lack of capability to accept magn,

ive witlt today’s product
cartridges)
farly in the Model 7400 series

Competitive Qutlook

ipetitive offerings in the centerfire
t'the “other” category listed earlier in
ry rifle imports and assault rifle type
business, only sporting rifles will be
toloader, pump, and lever) will each be

The following section will brie
repeating rifle category. It is impg
the section 1s comprised mostly
configurations. Due to the scop
addressed. The three basic
summarized.

Autoloading Centerfi

Browning
The Browning BAR &} mpetitor to the Model 7400. The BAR is a gas
d is offered in an unbelievable 46 sku’s. The BAR is

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

ffered in the 300 WSM caliber. All models feature
detachable magaziti

Ruger
Ruger particip
14/Mini-30_gerie
Mini-144

> autoloading centerfire segment primarily with the Mini-
e rifles. Based off of the military M-1 carbine style, the
1es rifles are gas operated with a detachable rotary magazine.
synthetlc 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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A0 S&W and .9min pistol rounds.

Remington

The Remington Model 7400 series of pas-autolo
both synthetic and wood versions. Both versions.
as 18 127 carbing models. Chambered in short
deer hunters, the 7400 features a rotary lock u
boxes. While popular with deer hunters in th
Europe with International sales comprising_ 1
volumes have dwindled over the course of £
decline are issues related to reliability with
popularity of the Browning BAR and other, Furope;

ur lugs and detachable magazine
.S the Misdel 7400 is also popular in
%-20% of tatal unit sales. European
five years. Primary reasons for this
feeding and to the growing
facturers.

SAAOMEE SIS 0 il et Whise::
-Mamacturer |-+ \ i cinssinnferenss PHICE 171
Browning § 8577 - $630
Browning 5673

Browning 8595 - 5649
Browning $595 - $649
Ruger 8370 - $433
Ruger $393 - $433
Ruger 8352 - $365
Remingio $356

Remiggton $427

praction centerfire rifles. The category as a whole however is
concentrated followings primarily in the Northeast U.S,,

ith a design very similar in nature to that of the 7400 with
and fire control, the Model 7600 is available in the same basic
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Wholesale Pricing Compari
Pump Action Centerfire R

L2 E Tt EEra E R R E SRR R R EER LI R RN R TR R RN 20" 'ﬁiﬁw
FEFAERIEAFISANIIIAGUS|AGNIEAUSEANGEARUGEARVGEERISEEnIaERafaeve 3 1]

Manufacturer{sieecoa Models s i efrrrs N
Remington Model 7600 SYN
Remington Model 7600 Woq

Lever Action Centerfire Rifles

n centerfire rifle market, nor
n centerfire rifles are a close
and it is important to at least
‘place.

Remington does not currently participate |
are there foreseeable plans to do so.
substitute product for pump action cetit
understand the current offerings availibile in th

Marlin
Marlin’s basis in the lever action céfitey
design. The Model 1894 desig
action with side egject. &
chambered for 44 Rem M

;::ategory centers on the Model 1894

cial, and 357 Magnum. A stainless steel
boy series 15 also in the lineup, targeted

A popular offering
1894 design, the
available .3()

.geries is chambered primarily in the popular and widely
though the Model 336 is available primarily in wood
; imouflaged synthetic stock model is offered as well. The
Model 336 15 4ls in a stanless steel version. Along with offerings from
Wincheste , saction rifles are formidable competitors to the Remington
Model 76887 ¢specially in the Northeastern United States.
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Winchester

Like the Marlin, the Winchester Model 94 is based on
has prevailed for over one hundred years. The Model 94 3
tubular magazine fed action with top eject. Essentj
caliber offerings as the Marlin 1894 (.30/30, 357
and 45 Colt, the Winchester Model 94 is a pi
Model 7600,

cessful design that
exposed hammer,
the same principle

-well as 480 Ruger
iter to the Remington

T il Net Whise::
MEHEECHFEE [ N o] S o 11
Marlin ~ | $243-$286
Marlin $346
Marlin $341 - §375
Marlin S411
Marlin §$300
Marlin $367
Winchester $272 - $338
S.W.O.T Analysis

Strengths

* Strong brand re¢s;

Weaknesse

¢ Dated desi

e Produgtii t of favor”

o [ess thaiistelar reputation for functioning properly
s Perceived a seurate than bolt-action rifles

[ ]

ghum cartridges
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Opportunities
e Re-establishment in European market through a*
product quality (Model 7400)
¢ 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

S on improving

on of standard line

Threats
e [egislative pressures to eliminate or
centerfire rifles to the public

o Continued pressure from competitors

o Growing popularity of lower prig

1y restrict satgiof pump and autoloading

ding market share
n rifles acting as substitute

product (Model 7600)
¢ Environmental conditions such as™ asting Disease threatening game
populations
Product Strategy 2004 — epeating Rifles

Developing a meaningful str
family is difficult at best. Cy
the product life cycle. The
rifles is flat or slightly dec
products is less than 150M

developing a new produ¢t i
same design concepts fror
Gas Autoloading Sh

Remington centerfire repeating rifle product
ferings are well into the declining stages of

“ Both of these factors present challenges in
¢ a product design that utilizes many of the

shou]d be tied mto recent focus on pursuing an expanded
_ in response to military interests in a new gas autoloading
rifle to replace curré ion sniper rifles (i.e. M-24).
Therefore, the néal
be to maximize the of
focused effogt;
has been direx
along until a nex
which cg

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

assu:n a team of engineers to help the Model 7400 line “limp”
platform is available. This team will focus on major factors
rifle’s inability to perform in the market. Bottomline is that the
a design on the edge and is not manufacturing friendly.
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ye pertaining to the
h the Model 7400.
the Model 7400 will
singss 1s suffering as
emington’s key distributor in
goes a rigorous evaluation
&. The reputition for poor performance
fter completing their evaluation and

Production/Quality Considerations — Perhaps the most 1mporta
repeating centerfire rifle category centers on the re Fila
Considerable emphasis needs to be placed on i1 ing
reliably ¢ycle and function consistently. Reming
a result of poor performance in the field. A l¢
Italy noted that every Model 7400 received B
and rework by their gunsmiths at their ex
has become so Wldespread that the distribi
rework includes an insert in each gun box sta g

We declare that the above men
law at the National Proof Housé
another shooting test using
commercial choice in orde
auto mechanism,

The same letter indicated that o

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

del 7400°s that were received 30 of
tory ammunition. These issues are
A odel 7400 is that the firearm enables
: up shots. The benefit of this feature, of
course, is lost when the rif not propealy cyele ammunition. This further solidifies

the fact that the current de £ and that if Remington wishes to continue
n is needed.

Pricing Consideratior
recommendations ar
line.

Product Deletions:=
7600 for 2003,

cfforts 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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New Centerfire Autoloading Rifle (C.A.R.) — Despite a
would not be unreasonable to assume that with a new p;
25M-30M units 1n sales volume. Couple this figure w
and this volume level could approach 50M pieces annually. -

An evaluation by R&D and Manufacturing nee
resources required for such an effort. In order to ki
the C.AR. could in theory (but is not man
components and design concepts generated b
Autoloading Shotgun project. General criteri

practicality, some |
margins. For forec
with the understan
year.

Subject to Protective

Gas autoloading design utilizing recoik
Must function ammo ranging from 243
well as Remington Short Action U
Capability to function 223 Re
prerequisite.

Detachable box magazine
International.

Synthetic and wood version

.

fiction technology.
8 Lapua (for military use) as

magazine option for

L MLoder
Centerfire Auto Load:

15000 units

Centerfire Auto Loa

10000 units

[ftams v. Remington

ds market, it
i could secure
litary contracts

formied to project the
. COSts 10 a minimuimn,
d to) utiliz¢’ many of the same
ming Model 2100 New Gas
re as follows:

ition would be beneficial, but is not a

nity presents itself, rationalization for price
roduct lines will be difficult to come by.
C ill likely prove necessary in order to maintain
ases the following price increases per year will be used
e percentages may fluctuation up or down n any given

In all
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In-Line Muzzleloading Rifle Market Sum

Market Share Overview

market is difficult to
BATEF, nor do they
factors compounded by the
into a speculative view of
rket research data.

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

all view of the market in this
eloading market consists of
en $36MM and $90MM. A breakdown

With the quahfymg: statement above in mmd
writer's opinion is that the U.S. domestig..a
240M-400M units at a retail sales value;
by manufacturer 1s as follows;

2002 In-Lin  Rifle Market

Manufacturer)

UNITS (M)
75
75
40
5
50

245
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Subject to Protective

Brand Share — In-Line Muzzleloading Rifles

Other 20%

{ Center 31%

FRUsEEREEYY
FEEPEGEA
BEEBERRED
FHEEEEY

Remington 2%—-..

CVA16%

In-Line Muzzleloader

The muzzleloading market is
almost exclusively on the manufacture and

sale of black powder arms. ™A
in the in-line muzzlelg
essentially divided th

segment.

When the in-line
boost in busing
rifles. In 1997 3]
ML rifles. When ths
the shooter a famili

i produced and shipped over 65M units of Model 700
ket first erupted, the Remington Model 700ML offered
n with an established reputation that was easy to use.

ms v. Remington
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» The in-line muzzleloading rifle market has shifte
more of a commodity approach with the market 4

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
category resulted in the sound decision to uti '8 rlﬂe capacity to build
bolt-action centerfire rifles at the expense . As a result the
Model 700 ML is perceived as a higherigiki:specialty product that 1s simply not
competitive by today’s standards.

J@icenterfire capacity
line cost essentially

1 _g bolt-action centerfire rifle

Remington Segment Performance

In 2002, Remington shipped 5.7M
decrease in units and a 20% decrea
price offerings and late shipme
performance. Historical performa

L LI TP e b ¢ i el ann b0 e 200 L RO0R
FEEERFESIAIEEERINANARERI AR 1 7u Pegtual e mﬁ@&'}'uw%ﬂu@g@&m
Unit Sales (M) 57 4.4 8.2
Sales Dollars ($MM) $L.7 $1.4 $2.3
Standard Margin ($MM) $0.6 $0.5 $0.9
Standard Margin (%) 38% 36.3% 35.7%

* Includcs carbon and stainless st

Competitive Qutlook -

Thompson Center
The Black Diamo
with a patented *
shooter the advan
featured on the 83
The Black Di
stainless steel, camo
offered in a;
are .50 calibe

muzzleloader.

GiF presents the core of T/C’s in-line offerings. Equipped
rower ignition system, the Black Diamond offers the
209 shotshell primers as an igmtion source. Also
s a 267 standard length barrel for greater velocities.
n nine different configurations varying by carbon or
cks and fiber optic sights. The Black Diamond is also
it and in a .45 caliber configuration. All other offerings
lack Diamond 1s positioned as a “middle of the road” in-line
yroduction from T/C that has sparked great interest in the
Tine is the Omega muzzleloading rifle. The Omega features a
sign which fully encloses a 209 shotshell primer for a sealed
motes easy loading and extraction of spent primers.
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Knight
Participating more in the higher end market is the Kni;
DISC ignition system which consists of a removable pl
the DISC features 209 shotshell primer ignition. The DISC
and .50 caliber configurations with choices in carb
stock offerings. The DISC rifle also features a bo
prior litigation for potential infringement on the R
settled, allowing Knight to continue the manufag
is available in 24" barrel lengths as well as
Fiber optic sights are also offered on the DI$

hich was subject to
nt. The litigation was
of the DISGnitle. The DISC nifle
rrel length for greater velocities.
SC is Knights high-end

zleloader featuring a straight pull
cocking mechanism rather than the premium bot sign. Also equipped with the
DISC ignition system, the Wolverine 209 utili shell primers as an ignition
source. Available in .50 caliber only, § ©fing 13 available in carbon or stainless
steel with camo as an option as well. ne features fiber optic sights and a
compact 227 barrel length. The y
Black Diamond in the “middle o

The American Knight is Knig
line action design and an ignition™s
percussion cap, the American Kuight
Knight 1s available i a 227
American Knight is offered
includes all the shooter

capable of using the basic No. 11
prlce point offering. The American
hmsh version only.,  Not surprisingly, the
ely popular “value pack™ configuration that
ted with the exception of powder. The
h the CVA product offerings.

CVA
The premier offering
with a 26” fluted ba
the mid priced K
shotshell primer ign#t
design in the cogkin

nickel plated versians
offerings are .45 an

“Eclipse Firebolt Ultra Mag 209 rifle. Equipped
d stock, the Firebolt is targeted to compete with
Like the Knight, the Firebolt is equipped with a 209
m. As the name implies the Firebolt utilizes a bolt-action
m. The Firebolt 1s available in blued carbon steel or
standiard black, green or camo stock configurations. Caliber

rom the Firebolt in the CVA line is the Hunterbolt rifle. Also
red cocking mechanism, the Hunterbolt features a 24 barrel
chipfated finish. A three-way igmition system allows the use of
_musket caps, or No. 11 percussion caps. The Hunterbolt rifle is
A in-line family.

The first step
utilizing a bo
mn elther blued:

1s the Eclipse 209 rifle. The Echpse utilizes a straight, in-line

" Also equipped with 209 shotshell primer capability, the Eclipse
107
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ignition system 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 $10{) mark. Equipped wi

Remington
Remington participates in the in-line Muzzleloadi
ML series of black powder arms.

available in a carbon steel, blued vi
MLS Magnum series equipped wi
Model 700 ML and Model 700 ML
ignition system capable of usin
percussion caps. The stand
Model 700 MLS Magnum
premium product, the Mo
Knight DISC and Thompsoii
volume specialty rifles.

Subject to Protective 0

Black synthetic s

Utilg;

d trad E:(Amal No. 11

‘of Muzzleloading rifles competes with the
iamond, as well as with higher priced, low-

rer

¥REY
ERE L

?HHHE?H%H:MQ@!%&%%%&%%&#E
R TR R EY BEEELUEEEEE

W HISE!

T P P bR S o 7 Tv
Black Diamond | $214 - $290
DISC $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

tams v. Remington

4 barrel in either
he only available

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

11
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S.W.O.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 as’ ™

i with Modét

Weaknesses

¢ Lower margin earner whei
¢ High retail price point limi

&l 700 centerfire rifles.

Opportunities

state has recently introduced legislation
allowing in-line mu expanding the total in-line muzzleloading

market size.

weapons and sh
¢ Due to the str
been placed
differentiate
Sam’s Club;

spec1al make up opportunities to provide customers with
A current effort on the table 1s a clam pack 700 ML for

Threats

e Incr

BFfocis on low-cost/low-priced entry level and combo packages.
5. to regulate in-line muzzleloaders and muzzleloaders utilizing

209 have been defeated, potential exists for these efforts to
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for the beginning
will perhaps be in

# #] EEEEEEEEEEEERRE SRS I RS S
~Model

BUGEEB A BN UG BEUHIBE GRS

Model 700 ML Clampack

#

Pricing Considerations — The Model 700 ]\/IL
competitive disadvantage. As stated abs :
of the product to protect and impr
certainly erode volumes,

Product Delefions — See Appendix

Muzzleloaders

Experimental Ignition
Ilion Engineering is cur
ignition source. Sho
of a new, more reli
Model 700 ML sal
interpretations by tk

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

Low-Cost Muzil
In addition to the”
Remington proyviding
product w

eqmpped with a rifle and all key accessories required Tor the
ter the sport of muzzleloading. The kit will be clam packed such

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

and shotguns, both
account for around

Remington’s Custom Shop products include all customize
catalog and made-to-order. Historically, custom centerfire |
98% of Remington’s custom gun business. The high :
well beyond the reach of the average consumer
businesses everywhere are low volume affairs
makers have sales volumes only between 500 a

Remington Seement Performance

3 ﬁﬂm:‘ﬁﬁﬂ ﬁustsm :@Jibm itgﬁk FREHEE gﬁgﬁﬁg HEEEEEAE

‘;iiiﬁ !iiéMﬁQl muim’kinm Hsiégxui
GEEUAFEEGAEREAAERAGAEIARAIER iﬁlﬁﬂ”*‘ﬁt‘lmﬁ”m"ﬁiﬁ@ £ £s

BE ﬁ%ymfl’ilﬁ BERE FEEE

Unit Sales (M) 29 1.4 1 1.0 0.9 1.2

Sales Dollars {$MM) $2.1 $1.4 $1.0 $0.9 $1.0
Standard Margin ($MM) $0.2 $0.3 : $0.1 $0.1 $0.1
Standard Margin (%) 9.5% 19.0%* 5.8% 5.0%

*Finange has stated thal marging in (hese years wereighiar i

Over the last 3 vears sales of Rem
annually.

Business Overview

s high standard costs are a direct result of the
ant which allocate overhead at a flat rate per

alue has been as a high-profile showplace of the best that
uch, the typical standard margins that are expected of the

currently structi
signiﬁ cantly redu

Shop, coupled with complex problems such as labor, location,
stratepy is perhaps not the most practical long-term approach.

Subject to Protectiv ims v. Remington
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Core Strategy — Remington Custom Shop

Strategically, Remington needs to be in the Custom Gun mgton’s presence

in this market creates a halo effect over the entire line.

iop is to understand
ts Remington’s best
cxtension of the Sales
he nature of the cost structure in
wariable costs and overhead

and accept the business for what it 1s. The Cus
foot forward from a product standpoint. It is a §
and Marketing arm of the Firearms business
the Ilion Plant, if the Custom Shop is coverir

ough the Custom Shop products
goods, an emphasis should be placed
& their order stands. An example

¢ Focus on customer service and,
are typically long lead time, make-

¢ TIntegrate into the website
business that could use th
efforts are underway to tie the
on line communication fi
even eventual ordering:
Expand shotgun of]

Hentation of core Custom Shop offerings in the
ct over said business.

—

shotgun line wou
e Take an active
to insure standa
monitor the tr
e Actasa“t
As it 1§ st

ol

and “skunk works” arm of the Marketing Department.
¢ Custom Shop provides an effective means of rapid
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LAW ENFORCEMENT PRODUCTS

Remington’s Law Enforcement firearms are brok
the Model 870 Police, the Model 11-87 Police an
catalog SKUs, the Model 870P comes in Wood

ifs a synthetic stocked
¢ offering. The Model 700P is a
5 d short action. Finally,

gun only, and has only one 14 version as a
synthetic stocked tactical rifle that is offere
though they comprise a much smaller segmetit _
Remington also offers a Model 40-XB riffi the LE community and furnishes the
pon System. A comprehensive
roduct market is available as

srnasnsss GFQ: PO|I@ srrmsrrer
Units Sales (M)

Sales Dollars (SMIM)
Standard Margin ($MM)
Standard Margin % Sales

i tST POliEE
Unit Sales (M)

Sales Dollars {SMM)
Standard Margin ($MM)
Standard Margin % Sales:

0.2 02 0.2 0.2
51.8% 51.8% 52.1% 52.1%

sossncen 700 Roliee : 15 2000:Act. - f:: 2004 Aok, -} 2002:Aat: : |- 2003 Fost s} 2003:P.0:

Unit Sales (M) . 57 6.7 7.1 7.6 7.6
Sales Dollars (SMM) 613 32(8% 37 % 3935 431 3% 4.3
Standard Margin (3MM) . 1.7 2.0 2.0 2.2 2.2
Standard Margin % 53.5% 53.3% 52.1% 51.0% 51.0%

ales and sales dollars, the Model 870 Police dominates
There are two reasons for this: One is that almost every law

teason is the fact that when lives are at stake, law enforcement
sing the most reliable weapon available. The Remington Model
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Core Stratesy — Law Enforcement Firearms

As tabulated above, the LE firearms business is an int
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 povernment
planning perspective is that most of these
customer will specify various options tha
Moreover, unforeseeable events like those
of the LE/Military market and the firearms

art of Remington’s
argin. Despite this
due to the highly
de up of “targets of

olice department to

11/01 can mmatlcally change the face
itities/options that are needed.

Response
With that in mind it is imperative that

[flexibility. As the world continues to cha
evolves, Remington’s ability to resp
will be paramount. Timely resp
Manufacturing and on-time deliv
this strategic plan. If for no other:

his business going forward is
kneck speed and the War on Terror

in terms of special order firearms product
¢ quoted, structured, built and delivered.

underway. The intent is to,
and the speed with whic

being finalized that wil
dramatically increase th

the detail information on the quoted gun. On the
; 1s planned where appropriate levels of major

antage for Remington’s LE business and has major
¢ial make product, LE and Sporting, will be run in the

significant compéty
implications for the w
future. :

Focus
To maximig

_ rowmg opportunities in the LE/Military markets, sufficient focus
must be apphed :

f the separate business segments. To achieve this it 1s highly
nt structure be changed so that there are three distinct areas

forcement business
business
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STRATEGIC POSITION ON PRODUCT

1 troubled in recent
aintaining product
fit of parts and
All three of these
00s, 11005 etc) 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 rect
assemblies, and part “know-how™ that was lear
practices have been neglected to the point that co
exhibiting unacceptable quality deficits. Furth
the subject of increasing negative attention fromsk

For Remington to maintain and grow shargithis trend must be permanently reversed.

quality product line. Such a
cause duplication of effort,
urces. Ultimately this plan will have
‘Marketing’s position going forward is
d for shipment until all requisite testing
gquisite testing is that level of test
e been changes or innovations that
. This position will help to avoid the

A single coherent strategy is needed to maintai
central plan avoids the orpanizational g
poor communication, and a drain on valug
to come from Manufacturing. In suppert o
that no new firearms products wiil b
has been administered and passe
necessary to confirm new design
reflect on the safety or performan
problems that have been experienced
proper testing protocol and th

Product Archive
For 2003-2004, a firearm:
samples of each gun in;
standards and provide
the gun is eliminated.

Increased Testmg
For revolutionary #
test protocol will b

Extended field '
product launch to
maximum level

ct like the Model 2100 gas-operated shotpun, the standard
gd to include a significant increase in functional testing.
ficlement conditions will be added to the plan prior to
ure that the reliability and durability of the guns are at their
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APPENDIX A:
2004 Product Addition and Deletion Sum

The following is a summary by SKU of product additions a
2004,

letions planned for

Product Additions for 2004 (Rifles)

H@R‘j%%%smwwMmsMwwﬁMwms%éms@@mﬂ@i@ﬂnm Hﬁwwaéeﬁi)@fms%mww
26368 | Model 700 Titanium Magnum 24" 7mm RSAUM
26354 | Model 700 Titanium Magnum 24" 300 RSAUM
26352 | Model 700 Classic 8mm Mauser
26440 | Model 700 BDL SS Camo RMEF Trade G 300 Win Mag
24683 | Model 673 Guide Rifle 6.5mm Rem Mag
24685 | Model 673 Guide Rifle 308 Win
24739 ( 243 Win
24751 { 260 Rem
24741 | Model Seven SS (New Stog 7mm-08 Rem
24743 | Model Seven $S (New St 308 Win
29551 | Model Seven SS (New Sto 7mm RSAUM
29553 | Model Seven SS (New Stock 300 RSAUM
29539 | Model Seven SYN YT 223 Rem
29541 | Model Seven SYN 243 Win
29545 | Model Seven SYN 260 Rem
29547 | Model Seven SYN: 7mm-08 Rem
27303 | Model 700 ADL SYN 270 Win
27305 N 30-08
26183 int, Stainless Fluted) 17 Rem
26185 t, Stainless Fluted) 221 Rem Fireball
26187 | Model 700 L3 t Varmint, Stainless Fluted) 223 Rem
261389 | Model 700 sht Varmint, Stainless Fluted) 22-250 Rem
26500 | Model 504 Rimfire 22LR
27412 7mm Rem Mag
27414 300 Win Mag

TBD 243 Win
TBD 7mm-08
TBD 270 Win
TBD 30-08
TBD ] ) 7mm Rem Mag
TBD L DL (Classic Deluxe) 300 Win Mag
TBD & BL (Classic Deluxe) 7mm RUM
300 RUM
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Product Deletions for 2004 (Rifles)

SBKUTT I Dleseription I i Calibertii
5869 | Model 700 Classic Limited Edition ¥ 300 Savage
6438 | Model 700 BDL $S RMEF 300 RSAUM
6402 | Model 700 EtronX 22-250 Rem
6400 | Model 700 EtronX 220 Swift
6404 | Model 700 EtronX 243 Win
6317 | Model 700 Sendero SF 338 RUM
117
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New Products for 2004 (Shotguns & Extra Barrels)

R s Tt S :CatorCaliber
29581 | 11-87 20/28 Premier Dale Earnhardt Ltd 20 ga
29883 | 11-87 12/28 SPS Waterfowl 12 ga
25427 | 1100 20/26 Classic Field 20 ga
29595 | 1100 20/26 Tournament Skeet 20 ga
29583 | 1100 28/27 Sporting 28 ga
26457 | 870 SPS 20/20 FR CL 20 ga
24971 | 870 Police 12/18 Tactical Response Shi 12 ga
25651 : 12 ga
25239 12ga
25237 12 ga
25235 12 ga
25287 12 ga
25289 12 ga
25291 12 ga
29909 12 ga
25357 12 ga
25358 | Model 11-87 Premier 20/ 20 ga
29831 | Meodel 11-87 Premier 12/, U Non-embellished) 12 ga
29591 -embellished) 20 ga
29593 bn-embellished) 20 ga
26975 Bame SKU Non-embellished) 12 ga
25053 tnbellished) 12 ga
25055 bellished) 12 ga
25057 bellished) 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 Barre

K s e o T Gauge/Caliber: |
25341 | Model 11-87 Super Magnum SPS-T CL Camo 12 ga
29664 | Model 11-87 SPS-T 12/21 VT RC-T 12 ga
29837 | Medel 11-87 SP 12/21 RS RC Deer 12 ga
29837 | Model 11-87 SP 12/21 Deer gun with Rifle Sights A 12 ga
24883 | Mcdel 870 SPS-T 12/20 R§ TG Camo 12 ga
24873 | Model 870 SPS-T 12/20RS TG Camo Y 12 ga
24957 | Model 870 12/23 Super Magnum SPS-T 12 ga
29857 | Model 11-87 Police 12/18 IC GR Syn 12 ga
24911 | Model 870 Police 12/18P BS-Trit Sy 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 Wingmastsi:b ‘ 12 ga
24624 | Extra Barrel Model 11-87 Premiét: 12 ga
24642 ' 12 ga
24646 12 ga
29617 12 ga
29625 12 ga
29567 12 ga
24641 12 ga
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