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EXECUTIVE SUMMARY 

Vision Statement No other manufacturer of firearms, 
the rich history, the brand strength. the length and g~l?!h of 
personnel of the Remington Arms Company. The&~~tt¢rtgt.Jis Remington in an 
industry-leadership position in terms of integrityi ¢usfom~r $¢wice and new product 
innovation. A solid, thoughtfully executed m,aji~bting plai1'bMied on sound product 
management will ensure Remington's dominaqff$iitinJhe world firearms marketplace 
over the long term. This Strategic Marketing E!~ft isth~~™pf9wards that goal 

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

Mission Statement - When charting a patljf<:it \he future Fl;earms Division's guiding 
principles will be three fold: ? . 

I. Maiiage the current product )J:i~\.l fdf h~~Ql\h:nn profitability, maxi1mun 
sustainability and in accordance w@~;\~~i]~d strategic framework 

2. Build a new firearms portfolitjJhat is \Vkh!'ilickPeer by harnessing Remington's 
considerable teclmical talent ~~~int<if!)lctualcdfupetency. 

3. Service the needs of the in4t)ii'et pj~¢e wi!!f speed, accuracy and an eye to the 
future ······· ······· ······· 

·,·,·,·,·,·,·,·,·,·,·,· ,·,·,·, 
''''''''''''''''''' ''''' 

Business Objectives, Sl10tguns ;:: ~ ~~!~1-1\~e three year business objectives for 
shot guns are: t , · ······ 

Subject to Protective 

• Autoloading Shrliguns - dfQwmarket share from 28% to 38% by taking 
advantage of §\P~flii!lty marl\@lll( launching a serious quality improvement 
effort for the Mi@i~k lJQQ/jJ-87 and by creating a revolutionary new 
autoloader th~t }viii dMMiHqhn anything currently available. ln addition, 
grow margiffs lff~jgµjffoaritly cost reducing current product. 

• Pump A!iiti!ln Shbtgtm~,,bTn pump action shotguns, the goal is to gain at 
least 5°(~ ~hare !ll:rPugh lil\vo-pronged approach. The first phase of the plan 
is to l!foiroy~f the cosmetic appeal of the Wingmaster and the 
Expres@!§~!l!~f Purpose lines. Phase two is a cost reduction effort in 
Exprn§s gt\1\$ q){lt will be reflected in price to take share away from 
Refi\)i\i:ln:m's lo~V:c@it competitors. 

• Brea!~ AdtldikShotguns/Special Product Oppmiunities - The goals in 
Ei<ming~~hl~Q~/Under shotgun business are to grow market share from 
.!~~~ .. i4iJll 1% io 6% before 2006 and to build sustainable margins into the 
d/&l!h!k Jn addition, special products such as a price-point bolt action 

,,~jµg~~Of~ih%ill open new ai1d lucrative markets for Remington . 
. ~. E:<ll".;t ... Shotgun Barrels - In the short term growth in the extra barrel 

), , busin~~!i Will come from expanded offerings in 16 f(auge and more accnrate 
\ rifled slti~ barrels. Long term growth in extra barrels will come from 

.,pfferjp;~*tor the Model 2100 New Gas Autoloading Shotgm1 
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Business Objectives, Rifles In summary, the three ye~LRH§i!l~§§ 9RJ~~iifes for rifles 
are: r· 

Subject to Protective 

• Autoloading Rimfire Rifles - Entrench the Mi®!aj,. Sg@in the marketplace 
through a continued focus on quality and value. Xi:iitti1dhally, the objective 
is to grow the Model 597 business from tb~ 1,:urrenf~ijM units annually to 
an aggressive 65M units annually by 2tiij~j [!'is ,\il!i be accomplished 
through a concentrated effort on prodl!~ lnnovaHoi)il)l~\I hy focusing on the 
specific needs of customers .·.·.······· special Wfokeup opportunities. 
Manufacturing will also be challeu . ·· PH.Jve profitability on the Model 
597 through cost reducing efforts tl@i.f hav@~®Atnil or positive impact on 
value to the consumer. .· ·'' ·''' U 
• Manual Action Rimfire RiflesBRii:imington will re-establish itself in the 
bolt-action rimfire market through ih&!ijjt~q~19Jion of the Model 504 rifle. 
The Model 504 will provide Ri;m,i;µg\~~li!H\@m attractive margin position 
while filling a current void in tHi: !iiaH&fi)face for a high-quality holt-action 
rimfire rifle- without a $1Mµ;i¢~i~g, ;iilw Model 504 must scream value by 
providing outstanding ~¢¢itracy, fillc\i~l~§s performance and quality 
workmanship found onlj()in ijjgher priced platforms. Market share 
objectives for the Mod~f.504/~te 5°4g?% share of the total bolt-action 
rimfire market (7.5M 4iijM ~~its aii~~ally) by 2005. 
• Bolt Action Centerfire klf1~%R¢ihington will protect and maintain the 
market share and 1rnµ:!W!P!il~i\io1is ~UJoyed by the Model 700 series of bolt
action centerfire rif!~~· tHfa \~!)l .. be accomplished through a continued focus 
on improving qua1Jty and mah\f(~cturing throughput while responding in a 
more timely fasl~!~!i roJhe indi~!lual needs of the customer. The Mayfield 
plant will expand Hl\:ifil~~ ~;i;p~tity levels to accommodate a 20% - 25"/., 
growth in cap~~!ey. fo1:fii~lhdel 710 in order to expand Remington's 
presence in t~eWiti¥f!~~J11 boit-action centerfire rifle category. 
• Repeating Centerfifo Rifles The Model 7 400/7 600 series of repeating 
rifles havep~~eqj# their product life cycle and are currently in decline. The 
present cf i:hfnot adequately meet the standards and expectations of 
the mar .·.·.·.·•·· ~spect to reliability (particularly the Model 7400) and 
appliqi;tjpµ (rio !ijitghµm capability). The short term focus will be on 
preser\i!i.ij ~~!!\~)evefa in the category, with a longer-term (3year) focus on 
the introclifotiijij ~f a new autoloading centerfire rifle platform which 
eff!\!ITiM'l!Yfil~tiHtH~ expectations of the market while providing Remington 
witij.~jj!j~lill volumes in the 30M - 50M unit range. 
• ,;;~EM~>Muzzleloading Rifles - Despite an early charge upon the 
i!1#ddtl\.lti011dfthe Model 700ML, volumes have declined and leveled off in 
!IM 7M~!iM units per year range. Opportunities for growth exist for 

\ Remingtd~ primarily through a low-priced, clam pack muzzleloader 
~ased on ~~~Model 710 platform. 
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Shotgun Market Summary 
::::::::::::::::::::;:······:·:·:·:·::::::::::;:::::::::::::::::::::::::::::::· 

··::::{:::::::::::i?:::.:. /:::::::::? 

According to estimates the 2001 shotgun market represeh~'tf qpproximately 1.15 
million units i11 annual sales volume with a retall$afe;s,yalue '6jf$363,000,00ll. In 
2000, NSGA studies reported 1.22 million purcha~~i\~Jfil,~!§87'.l:boo,OOO 

SAAMT reporting for 200 I factory shipments of.~j~~~gqns sh::::J::n industry decline of 
7% in units and 3% in dollars from the previd\.i$ y&atl Remington's performance was 
worse, down 14% in units and 15.2% in doUij§' nirn&B\&ibhrrn was most evident in 
Remington· s autoloading shotgm1 categoJ@!i i!l1d indicates a loss of share to the 
competition that has been an ongoing trend f61i!m#nMY~ars. 

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

The domestic shotgun market is comµj.l~~g$f fd~fr ~rincipal product categories: 
Autoloadi.ng, Pump Action, Break Actfoii'.®4i:ither types such as Bolt Action that are 
typically low-volume specialty 1hithu~t~~gf volumes averaged over the last 
three years by category are: ············ 

Subject to Protective 

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

~J.lt#!9esling 

Units CM! 

216 

573 

106 

221 

34 

1150 

I. C ·s ofSAAMT Reporting Year End 2001, SMRG Marketrac Report, NSGA 
!l#l~!i ,2001 

2. :!J#inington Sale<foformation System for 200 I 
3. l;';~i\1bined ana1)¥fof SAAMI Reporting Year End 2001, SMRG Marketrac Report, NSGA 

Rlf1i\#§~les§t!l#ffe2oo I 
........................... 
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2001 Shotgun Market Share 
(%of Units) 

.:::::·:·: ... 

Other,3.0% ·•••••••\ ~~Jg~9ader, 
Single Shot, 

19.2% 

O/U, 9.2% 

i8(8% 

:/::::::}: 

The shotgun market in the U.S. dqj'~~te$~~~~w9r\~ in units sold . 

Subject to Protective 

. :·:::·:::·:::·:::·:::·::>::{:::·:::·::· :·:::·:::·:::· ................... . .... 

World~~~Sales 
(% ofWorld§M~i!;~clu~jg Ex-USSR& China) 

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

/!i!i!:::!:::r ···:·:::<{!:::!:::!!!::: 

i·······•QJ:her •.• ~1· 
···:::::::::::::~n::::!:::!:::!:::{::::!:::!r· 

···::\:::: 

United 
States, 70% 

'1PJ'JC11N1c1e are still focused heavily on hunting and other sporting 
grc)w\ijgpe1·so111al defense segment in the U.S. 
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SIIOTGUN INDUSTRY ANALYSIS 
:::!:i:!:::i:::i:::!;::::::::::::::::::::mt:::i:::i:::i:::i:::i:::i:::!:?· 

The shotgun market in the US. is comprised of 6 majot: lH~~\\f#~lt~·ers, who together 
total over 90% of domestic sales. They are: Reming1911®, Md§~~!:g®, BrO\vning®!US 
Repeating Anus Co® (USRAC) New England l1itemms® {NEF)/Hanington & 
Richardson® (H&R), Beretta® add Benelli®c (~eJi~!!!i~~~lµ~Jly owned by Beretta 
Group, but they are perceived as separate e.11t!Hes due fo ¥!fry different product 
offerings). These six differ significantly in tenn$QfJ)wir pricing, customer profiles and 
brand perception. Additionallv, the big six ditl~tblllii!il d:iemselves from each other in 
the amount of print advertising they buy and tli~subsedJdiW~~hefits they apparently get 
from it. ···· 

Subject to Protective 

1. "Customer Profiles" 

• Traditionally, the typicaF!;J;i!)tgµp customer has been conveniently 
categorized as male, ai;i;mnd 40 ~~~l%.pld, living in the Southeast or 
Midwest region of the, l:J)s, with ail fofo:ual income level of $20K-$50K 
and who purchases a ~i9fgunpihnar~bffor lllmting pmposes. The problem 
with such broad defli)!t\pn~j~ that~\\ey can too easily ignore important 
segments of the buyHtg p~bjj~, Th\$ tan hinder product innovation by not 
concentrating Oll Wh<\( cusfffirl~f~(\f potential customers want in terms of 
product outcom(;l# ~$)#)1),YreAWe more effective to group information 
together using 94\tome~iMil~ij.~egmentation, where tl1e focus is on the end 
result. With th!$. method ~ proposed feanire or product is rated for 
importance arld ~tj~ .well )~ ls currently satisfied in the market place. 
Simply put, W,e palhtd~w@'.4fn establishing future "customer profiles" will 
be to more ~f't~!'!Y!!!Y deteiW1ine what product traits are the most important 
and at the $alne llffi.Mthlileast satisfied. More on this in the section titled 
"Market~~sea~s;li ()j;,iH;;t!;nities", page 112. 

2. Brand Per~~~~~BJ ? 

• Th~~~{!;~l;;lbhd~~hotgun product value among the big six is highly 
relai!V@ Wh~most ielliug indicator of value in today's shotgun market is to 
exam\n\\.tll~ )n~~Vrecent average price points among the various product 
q~~~g6He!l &ff 68ii1pared to sales volume in units. Based on this, the 
F6!!@!m!¥g generalizations can be made about the big six: 

o Remington - Most Remington shotgun products are considered a 
/ good value for a relatively moderate price. The fact that all 

•;;~~!µington shotguns are American made is still seen as favorable to 
d§J*estic customers. The Model 870 is considered the standard for 

> pijj~p action shotguns but Remington autoloading shotguns are 
< ~hibiting symptoms of a life cycle in decline. 
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:.·:·,·,·,·,·,· 

o Mossberg - After exiting the aut~~~~~:~~ -~~~~!~ category by 
discontinuing the Model 9200, Mossberglt~~fl:\hm1ed to its place as 
solely a low-cost pump action #!Wlh'lm ni~~\("!Pturer. Mossberg 
products are the choice for the c&ii#t\Wili~wJ10 vYi\its to spend as little 
as possible when buying a PlllllPShotgtlti.)~~g@:pless of quality. 

·' >>:< ·. ·::·\':/· 
o Browning/USRAC - The pf~\a~4fljµ~from Browning/Winchester is 

considered high quality ap,qfeaffffeii(~4ar brand names. These 
shot!;,'1111S are typically ,pb~itioned abbif& Remin1;,rton but below 
Beretta/Benelli in price ~h!t~!; perceived as excellent values given 
the many useful features f . 

o NEF/H&R N~~ §Uii\~a%~~ Marlin, New England 
Firearms/Harrington &R"l~hatd,<ipn manufactures inexpensive break 
action, single sho\~!Jotgm{i A\~~1\th, NEF/H&R virtually owns the 
domestic single §!ffi!\t m~\~et, df<spite recent loss of share to cheaper 
imports. 

./:::::::::::::::::::::··:: ./:::::::::::·· ::{::::::/ 
o Beretta - Berefraiilp~¢~i!1eiffoarket position is the provider of high 

quality shoilmrntf9L ~pdrt~Ten and competitors of discriminating 
taste. Higl1~fj5rfoeq!h!!n Remington and even Browi1ing/Winchester, 
Beretta 4~$lnade sighj~~ant progress in gaining market share in the 
past l Q .. £!t~rn. This.]$ in direct contradiction to the "price is 
everythilig~~ ~41!~9LPf~hught. 

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

o Benefff ;.! ~k!q\guns from Bene Iii are widely considered high 
pe~tQrma:nce !if ~ higher than average price. In fact, most of 
E?e\)~lli's !l<:lvertisMg now sports the slogan "Performance worth the 
pf)(:e". :$b1elli is now a major competitor in the autoloading and 
il4l'i!P ~~tion categmy. Benelli and Beretta together control a 
~igi1tfl~~~t!lB!Pon of the total domestic shotgun market. 
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3. Advertising Expenditures by 

• 

2001 Shotgun Advertising 
(%of 

spent by major manufacturers totaled nearly $5.7MM 
Browr1ing/USRAC (31 % of total), Beretta Group, which 

~!\!~'''"''u Benelli (25% of total), and Ruger (23% of total) 
$4.SMM of the cumulative advertising expenditures. 

!$'~WiNit~1~J~ ij~:~@nd1itu1·es were only 8%, or $0.48MM of the total. Given 
of Remington's shotgun line and the fact that it's losing share 

this number is low. This is an obvious improvement 
~,,,,,·Hi:'<iifr Remington. 
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2001 data from SAAMT and BA TF reveals the 

1•tu•1•u1•t'fflJ<::j::H.•1 • n ffl ;[· 

' Q Cu 01iiOi.i;1 i ,_::::: :: : : : :: : : : :_::;::~{::: :_::: :.:: :·. i; i K'.fl:{~·:: ~ ii I u Ii. I' i MI, : : : :: : : : :: : : : : 
"fYjV1111i~11mi§r~11_tr~111t•]~t1 i ~ r ~& ii.k:~::;:t.t 1r11ttt6:i9,tii§rm1i_t~11!1t.r-11(1:!1~t11§rm11t11111tr1111:!1~tg1 ~ '· 

1\\.fay.11.<1.~ t}5.l ;f".1.~ t.~J.l t.faY.~ 1.<1.~(i!J::~~~~~~-~ tfaY.l t,~~~;l1.1 r}J.~'.~~111-,!,~ ~.tY.l t.li_F.~ 1.<J.l r}Jitt.~5.! t)iY.l t.li_F.~ 1)1." 

0.0% 5.0% 10.0~:::::::::-: ~5~~~x, .)):~~.0% 25.0% :{0.0% 

Remington stil.I maintains a domlll~£ij~ji~~4p9~j~i~m, despite some loss of share in the 
autoloading category. Looking at the eiitli'$~oRfaun market, Remington's loss of share 
is somewhat mitigated by botlil~ff~!%SQgniil8n and a strong mix of pump action and 
autoloader offerings. Alnq~ maJor ... i\ianufacturers, only Browning/USRAC and 
Beretta/Benelli have similat!Mbroad shotf;(i!tportfolios 

.:::::::::}}}!\::::::::::·.:- -. _:f}!/' 
In terms of shotgun dist1j!Jµti~;;&fi1!m~~Mii\inalysis ofNSGA and SMRG reports reveals 
the following data for tiil/t~plg~!/\l:sed d8fuestically: 

Subject to Protective 

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

2001 Shil-Distribution C'hannels 
(%of Units) 

v. Remington 

Mass 
,- Merchants, 

25.09'.; 

Specialty 
Sport Shops, 

17.0% 
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• A 1 % increase in sales by Mass Merchants. 

• A 3% decrease in sales by Sporting Goods 0ll~• .. Y'-

• A 2% increase in sales by Specialty Sports 

• Virtually no change in other distribution 

Additionally, 2001 Distribution data for 

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

2001 Shotgun Di~!~;;::~~~i~nels 
(% of:iAfl!!ijJDollaNi) 

Sporting 
Goods Stores, ciC:: ?)}''' 

58.096 

Mass 
Mercl1ants, 

15.0% 

Specialty 
·-Sport Shops, 

21.0% 

This represents a 

• 

Subject to Protective 

volume by Mass Merchants. 

volume by Sporting Goods Stores. 

dollar volume by Specialty Sports Shops . 

v. Remington 
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Market Category Summary 

AUTOLOADING SHOTGUNS 

cornh1nec1 analysis of The domestic autoloading shotgun market, as 
NSGA, SMRG and US Customs data shows 21 
value of $110-120MM. Sales volumes aud m~tm!W@l!~'. 

with a retail sales 
as estimated for the last three 

years of the domestic market are: 

BRAND 

Remington 

Other 

53 

47 

-11 
220 

2001 Aq~~~:~~l~S!;wtgun Brand Share 

Subject to Protective 

·.··.··.· (% dfUnits) 
.·:·:·:·:·:·:· 

v. Remington 

........................ 
I 11°11I1'1II1'1111'1 I I II ............ 

Remington, 
27.9% 

Browning/ 
US RAC, 

21.7% 
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Remington Segment Performance 

Remington's autoloading shotgun line includes the iv>e•uc1 

SP-10. 2001 sales totaled over 54M units, or $27.&MM in 
11-87 and the 

26% decrease in tmits and a 24. 7% decrease in rev~!i~ from 20()Q@~¢tuals. 
Remington performance for the autoloading categ9fxf6fiti~'~· •> 

Competitive Outlook + ....... . 
• The domestic autoloading ~~(~i~un J;:;~~( ~J~s undergone significant recent 

changes. During the last tw94eca~$f an 9$\i;rseas manufacturer (Beretta Group) 
has managed to climb to t~~!9P \Q1%rm~@f share and hold a dominant position 
for several years. As recentlY~$fQy~~~~~go, Remington enjoyed that dominant 
position, staying steady at 35~40~k~H~\ill~funits. Unfortunately, the most reliable 
data from the past 3 ye;Jt~tlli§!@~ ~steady decline in Remington autoloader share 
to 27.9% in 2001. { / \ \ 

• NSGA Marketing stiil:!ies reveal tlfat the autoloader percentage of the total 
domestic shotgun 1~~~~¢f j~ gqldi~~\vhen viewed against a 5 year history. In 
other words, whew\.f1e o'V~fMl~l1!'\t!lfui market fluctuates, the percentage that is in 
the autoloading l!aj~gQfY ha~ remained steady at 18-20% of the total. 
Remington's pie\le ot'HMi.Jl~!however, has continued to shrink. 

• This loss ofsh~.ii\in <\~JtQload&f~ls the result of several factors• 
Produ~~fhat @~perceived to be in the declining stage of their life cycles. 
Relatiy~\'&Jijg~ manufacturing cost, which limits the flexibility to cut 
prices alid!la!!1 !lhiJcre 
Shq#f~H~ i11 ll!®:J~i~I performance and features when compared to the 
compdtlt!!\!1µ~\he same price range. 

''.:-·-:-·-:-·-:-·-:-·-:-·-:-·-:-'-, 

::::::::::::::::::::::::????:Im:m::i:::!ii:!ii:!i::!i::i:::!V 

Remingtonifiif}!!J#t£.gmpetitors in the domestic autoloadi11g shotgu11 market are 
Brow11i11g/CfSJJA C, Hi;ff/ig;tµ and Benelli. These three manufacturers, together with 
Remi111{(9'#.iiffii~~'lfpov~f90% of all u11its sold i11 the i:s. 
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Beretta/Benelli (Beretta Group) ··•·•··•··•··•··•··•··.··.··.··.··.··.··.· 
Beretta's key autoloading shotgun products are the AL3QQi~§9!I.Jm®MES100 Pintail 
and the new A39 l Xtrema. At this writing, the AL390C id exclusively to 
Walmart. Since its introduction two years ago, the 2 '.!,'' .......... ·chambered AL391 
Urika has gained significant favor in the auto sho.\!H!!tmarkef. fkfeatures 12 and 20 
gauge selt~compensating gas-operated actions, sel&b\&ii;J\t\\! yvoodf~ynthetic stock and 
fore-end, and is available in field and competition~l·sion~ fi[l~h!\!JJcg 37 SK Us . 

.. ::\\:·· ··.··:::·:::·:::·:· 

The A39 l Xtrema is a 12 gauge 2 %", 3" amji~ Vzl\\'l~pable gas-operated auto loading 
shotgun that is available in wood and syntl1eti¢versi&ii~\ $4112002 introduction of the 
Xtrema has been too recent to draw any $8hch1sions ~\%ht its market acceptance. 
However, according to sales trends acros$ !!\~ inslustry, the 12 gauge 3 ~~" shotgun 
market has experienced a significant downtilfuti\~141' past two years causing most 
shotgun manufacturers with 3 '/,'' gw1s tq 9ff~1:rii.im9#\:ins of various kinds to move 
product. Beretta's introduction of a 3. ~ff~~tr~BM llllfofoader at this time is a curious 
strategic m ave. · """""""""""""""""· 

The ESIOO Pintail is an inertia-op~~~~~~ lllg::::::11~ and like the Urika is chambered 
for 2 )~"and 3" shells. The Pinti!,)j\vas.$\)be th~jlragship of the Beretta auto shotgun 
line, but is now only available i# ~MThth~!fo stgtj~ and fore-end versions covering six SK.Us ................. . ..... . 

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

Benelli's main autoloading sljfu~~[i~~~~ t\1~ ~~per Black Eagle (SBE), Ml series and 
Montefeltro. The SBE is ~~~~Hi's pl'~i#!~t autoloader, and is a 12 gauge only, 3 'S' 
capable inertia-operated guThfu~tcomes ir(\',iood and synthetic versions. The Ml is also 
3 1

/(' chambered and co1nd lM'.!~~~t?~~uge field. The, M 1 comes in field versions, 
but 1s also the basis for.~1'u~Jh s tEtiit\ll'iCal shotb'l.111 platforms. The Montefeltro 1s a 
3" chambered b'llll that Bh!y~~fu!'l~)n 12 gauge, wood and blued metal offerings. All 
Benelli shotgw1s are/%iised ·bu ~~ ¢)1.tremely simple inertia-operated action that is 
renowned for its reli~~!foy 9'!~9 durabfflty. 

Browning/US RA<; '""''• 
The Gold is thg (\~!t\<' ~µtokfad!ftg shot[,'llll design that Browning offers. There are 
several versions bufiill\#\~il \4.e san1e gas-operated action, "speed loading" feature and 
magazine cut,Qff, AN~!!!'lM~fr\ wood or synthetic, field or competition grade, the Gold 
comes in 12 ~r~Q g~ltge" Browning has separated this gun into 3" and 3 W' models and 
has made soiiWd.!!'t~tlmJiation with a "Classic" that sports a semi-humpback receiver 
and a stos\~ty~\!:\il;fllti8h#!faighter comb. 

Since ~j~~~~~'. ~'l~~!iester) discontinued the Model 1400 nearly I 0 years ago, it had 
no aut~j~~ding shotg~TI until the introduction of the Super X2. This gun is essentially a 
clone d(t]~!;; Bro-.yujjjg Gold without the "speed loading" feature. The SX2 comes in 
wood andsi.i!i\\h'~\i\i;Versions and will cycle 2 %"and r 12 gauge loads . 

. -.'.'.':•.•.•.-. ""······:·:·:·:·:·:·:······ . 
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:.·:·,·,·,·,·,· 

Net wholesale pricing information for the major autoloa~~~~\@g~~!~~~follows: 

Beretta 

Beretta 

Beretta Pintail > · $500-$691 

Benelli 

Bene Iii ML $696-$902 

Bene Iii $663-$686 

Brownin $599-$839 

Winchester $512-$743 

Remington $325-$529 

Remin ton $441-$554 

./i!i!i!i!/' _,/!!i!i!i!?' .::::::::::,: 
/:::::::::::::::::>::-.:: -:i::::::::::r· ::::::::::::::r 
""""""""'" '"" 

····:-::::::::::::n::::::::::::::::::?::::<::::::::t· 

S.W.O. T Analysis (Str~ngths 1 Weaknesses, Opportunities, 
Threats) 

.·:>:>:> >:>:>:> 

Remington A utoloaa~~~\4§tr~~~ths 

Subject to Protective 

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

• The Remington ~h~~~~\l\f~¢~!:Wr ~esign is considered highly efficient due to its 
relatively smaJl!#ze §)101fM\d compact, it allows the overall gun length to be 
minimal. ItsJ:Blid stiilif construction also minimizes the stock dimensions where 
they meet th~!ii;ix~r{allowing for a natTower grip and generally better handling. 

• The lines 9f the r1 autoloader are widely regarded as pleasing to the eye. 
The fact dlat!i>e ·.· .. titors have tried to imitate Remington lines validates 
this observ~tfoii.? 

• The gas 9p~rnti~~~t!Ji~.g1rn makes for a softer recoiling platform. 
• Rem· ••:•••••••••••••••••••••••········•••:••:•••·•f;'t come in a wide array of standard options, including 

aw enforcement, and competition variations. 
• are the most accessorized autoloaders on the market, 

ernjJe,;s modification and customization. 
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Remington Autoloaders - Weaknesses 
:::::::::::::::::::::::::::::::::::::::::::::::::::::::::::::::::::::::::::::::" 

• The weight of the all-steel Remington makes it the ;;~i#i~stitiio in its class. This 
is a problem for youth shooters, women, or anyqne who 2~#1~~ it all day. 

• Remington autos, particularly the 11-87, ~t~ Pllrn~ived< tq/have a less than 
desirable balance. The barrel contour on the m~gl\i\!n~\th11mbered guns tends to 
make them heavier towards the muzzle th~jhe compeHii®lii/and more difficult to 
swing on target. ) ... 

• The Remington action and feeding desi~h1ttlt\~&\\~)J.$AAl.~ of the art in its day is an 
overly complex system relative to tod£yis standatdlk !fhis is a problem from a 
reliability standpoint, as more pa1ts g~!l~!'\\\!,Y means that more can go wrong. 

• Cleaning and Maintenance. The desighclf!lj~gi')~ system is not "self cleaning". 
The fouling that occurs on the outside qf!ti~ #\~gazine tube requires frequent 
cleaning or the gun may begin 11.i mij!ftlli8!!8!F This is not perceived to be a 
shooter-friendly trait. .·.·.·.·.·.·.·.·.·.·.·.·.·.·.· .. 

• The receiver markings and eni;ij~llish1riehi!i!iM\!are currently used are dated and 
not perceived as high quality.( ( i ... · ......... . 

• Remington wood fore-ends .!~~Y~ a l~piitatig~~s easy to crack or break 
./:~::::::::::::::>:>:: ./:::::::r·· ::{::::::? 

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

Remington Autoloaders - Ofibij~(rifflties 
.. <:Ii:II!i:::i!!ii!::i!:II}>:::: . ··:-::::::::i:· 

• 1100/1187 Premier: .•Ilr;nediat~ &u!kirtunities exist to improve the cosmetics of 
Remington autoloadffig!\hotguns. $j#iple changes that enhance the visual appeal 
of these guns will be i\llli$t¥@in9l!lal#g embellishment changes, etc. 

• A redesign for gr¢~t8tsimpifoij&~~jil be explored. This can benefit the category 
by reducing part chti#fal~~~py i1iiproving reliability and reducing unit cost. 

• Longer tenn a 1.l~W autolifailj~~~hotgun design is needed. 
::::::::::::::· <·>->.·· ···::·:::· 

Remington Aq~llgl~l~s - Threats 

Subject to Protective 

• The most~~fiQJJs ;;~;~~f~f~\he current Remington autoloading line are the Beretta 
AL39 L the .B@!i~qflMgµtefeltro/Super 90/Super Black Eagle, and the Browning 
Gold/)Yin!;\J~~t~tS®7%/The Beretta and Benelli guns are stand-alone products, 
whilqrj~~Wl)h8H@fofsx2 is a virtual clone of the Browning Gold. All of these 
autoloaddiil~\:ifilqjn 12 and 20 gauge. The Beretta and Browning/Winchester 
gun~ ;µ~gg:s 8j%lfyi~¢d 2-3/4" and 3" capable, while the Benelli gw1s are inertia 
opWlit@d) !t~ppears that overall the 12 gauge 3 y," market is drying up, as major 
#)~iinfacturer$ ~r.e opting to chamber their new offerings in 2-3/4" and 3" for their 
j~ gauge prqq~lct lines. Furthermore, the introduction of Hevi-Shot high 
P~f PP:t:anc~ ~Wltgun ammw1ition makes the need for 3 12 gauge guns even 
less ~~lllYW~~n 
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• All of these competitive guns are generally con~jg~~~g pjg]L ~~;~jj~y and high 
performance by the market place. Remin1,1on' s (~~!!ifg6f¢i$#\!8\t!tive offerings 
reveals that while these guns are not flawless Piittmm¢(ji( they do tend to 
outperform Remington autoloaders across the range ofaffi.l!hii1ition that's loosely 
termed "light target loads to heavy magnurtj(\~;, ···••·••·••·••-. 

.-:::-::::::::::<t:::!:::!:::!:I}:mt::::-:::-.·. -:::::::::r 

Autotoading Shotgun Product Strategy- Ov~tv(ew 
.::::::::::::::::::::J:::\\::::· .. ·. 

Remington's stratei,>y to regain a dominant pQ~ltiOH!i\.tl!K11!Jto shotgun category will 
have three parts: ••:•:• ···:•:•:•:•:• 

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

1. Build demand for the existing autoldM11~g !!niiby redesigning it for greater 
reliability/lower cost and improvingj\~ il~~tb~~!~@peal. 

2. Expand the offering of customer ~R~l~fo~ridHfofargeting of under-emphasized 
or untapped markets such as nici1e~8&~Plitict\QJ1 and collector markets. 

3. By far the most important strat~i#c initiarW&)l;t)le effort to design a revolutionary 
new gas autoloader that ouffi!iffoqi:J!\ the cdltipetition at a competitive price. 
Introduction of such a prod¥@\{ co4plild wjj!\ a strong marketing and advertising 
plan, cm1 place Remington ~~!~B!}~WP of,!~\f autoloading shotgun market. 

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

Autoloading Shotgun Rt6ductSlFategy- 2003 

Subject to Protective 

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

In support of the strategj~!~1~;~~ion m::;t\i\)¢d above, new autoloading shotgun product 
for 2003 will include thilfgl!iiwiug: ·.·.·.·.·.·.· 

• Model 1100: TwB~~~,~::::~~iii~J~~odel 1100 in 16 gauge. The first will be a 
premium versio1:1 ~itfri\B!!~\t¢4/).Jlued metal, fine line roll mark/embellislunents, 
satin finish walh!i! sto~J: ai1cf?dr¥-end. and will he called the "Classic Field". The 
second will ~i{rnatti\t!nish version with svnthetic stock and fore end. Recent 
experience wiHi . .tJ1i: Model s10 16 gang~ orders dictates inclusion of both 
versions. P~§lti!l#\\!~~triltegy is as follows 

$453 2000 31% 
$325 3000 36% 

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

. :.:::.:::::::ttt::::::::.:::.:::·:·:·::::::::::::n:::::::::!i:/ 

• A-lilt j,ilhi!#Model 1100 chambered for 2-3/4" and 3" magnum loads will be 
!l;!fered. DeM~#work to make this modification is complete. This product will 
j\!i;'¢ly be mark;~1~d on an exclusive basis to a large chain account like Wal Mart or 
1h!itl~!l\~d. on##tm-catalog basis. 
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Subject to Protective 

"""""""" 

.:::::·:·:... ··::tn::::::::::::>:. 
"""'"" ""'"" 

• In pursuit of under-emphasized markets, ~ £18aijj ~!QQ }Viii be offered for the 
practical competition world. This will ess#i!fally beWhl!\¢found autoloader that 
is competition ready right out of the bq~. Jtwill be critical to deliver a very 
reliable gun at a competitive price, as ae!ie!!! ~nd Winchester have both entered 
this market in the last 3 years and haveli$lned a'§8l\4~putation with this type of 
competitive shooter. · ······ 

"t' j ~ j;; Vi j;; t :H \: j ii 
f, j j j j 

54% 

• A Model 1100 Tournament Sli~~f· wi!Lbe for 2003. This will be based on 
the existiug Sporting 12 and;t~htur~p'.gragl~wood, 26" barrel and "Model 1100 
Tournament Skeet" rolled gi}!R!!w*!~e oft\\¢ plain receiver. 

. . 
:L::'Oll«:Ylll®!ll:::ilf>lt: 111:: 

1000 36'Yo 
.. t:::::::r· ··:::::::::::::::} 

• Model 11-87: A qo!l~~gl&titth1;1gdel 1187 Premier featuring a tribute to Dale 
Earnhardt, Sr. wj].j );)~ pffer~d W!ifs gun will be similar in quality to the Sam 
Walton 11-87 o(~66h~i)~WiJloffer polished blue metal, high gloss walnut stock 
and fore-end, t!i~ tribtifary.~bellishments including Earnhardt's portrait and 
signature. As~gestr):i~ofrespect, a portion of the proceeds can be donated to the 
Carolina Fm414~.tio\~!ric. 

35% 

~~«!WM{~ms - Due to the competitive pressure mentioned above, there are 
no p1a1nn<od 111rii\e i:i for the auto loading shotgun line in 2003. 

A comprehensive product deletion list is included in Appendix 
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Autoloading Shotgun Product Strategy- ~99~.l:l!l.~ ~~xond 

Subject to Protective 

::;:::::::::::::::::;:·:·:·::::::::::::::::::::::::::::::::::::::::::::}:::" 

Looking beyond 2003, the long term development str~~~~~~f?r%ittoloading shotguns 

will be two-fold .•••••······· > ........... . ....... . 

I. Model 2100, New Gas Autoloader: Re1~Jj~~jg~\li!!! i~~J~duce a new gas
operated autoloading shotgun with foat.\itll\S and B2Mijjilii that will lead the 
autoloading industry for the foreseeable fuOOnh. This revolutionary new gnn will 
be positioned as a premium-end prod\11\Ftl!M \$near the Beretta 391 in price 
(Average net wholesale price after FET6f $686j<~tj~2005, only two versions 
will be offered, a 26"barrel and 28" k<!n.eL These two offerings will be wood 
stock and fore-end only for first yearifi!tci~\i¢t!Rn· It will initially be 12 gauge, 2-
3/4" to 3" capable. The desired design goalsljj~~; > 

o Make this the lightest weig$$(!!~loader on the market through the use of 
high tech materialsim!l\iJ)lurgy ~lm~•• lc\tilizing modern manufacturing 
principles. In conjunctjt\ijwit4Jhe weight objective, the gun must balance 
"between the hands". / f / / .) . 

o Despite the light w~!g)}t, Jh~ nevy]g\m will need to use technological 
advances and innovaffl.i~ ·· ·······•··· 1 Q !~!he recoil to a higher degree than has 
ever been done before. <!*~\/effect will be a dramatically softer
recoiling shotgLll):•·•·••··· ········•·•••· 

o A new action Slii$1¢111 will b!idesigned that eliminates whole categories of 
malfunction whJ!¢maintainirtgjhe highest safety standards in the industry. 

o The new gurt W#l}V\Ye erg§jfomic and handling characteristics that are 
second to n;me. ff'WH1£11ti~her, point better, balance better, and perform 
better than ~~~~~!ugg.efrilfigfun has done in the past. 

o This new auto!6~difu' h\ust be much more robust and wear-resistant than 
anything ~1irremJy ~ff~fStl. A compensating device will be part of the 
action i;l~~ign tfo:i mitigates fatigue on the gun. 

o Mark~ITTll~ ml~YS and case studies will be done before the design is 
complefot&~~11W9the most important features that the gun will need to be 
S LLC~~$Sf(\J). . ............. w .. . 

$699 $551 10000 45% 

are forecast at 15M units, tltird year forecast is 20M units. 
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Low Cost Model 11-87: The second part of this long teqn§tril\@b'YJYill introduce 
a redesigned, simplified and much cost-reduced Mo481Jlil!~1: J)ftij~8?are currently 
industry rumors that Mossberg will reintroduce the Mod~lQ;?,QO m.&3 Yo" capable 12 
gauge in 2004. If this comes to pass then the need to lowef~l\~#!'ist of the I I-87 will 
become even more important. Naturally such a fu!)!,\a.rriental dH~tjy@ in the 11-87 will 
require significant redesign. However, this shoulif l!i!fl:i~ li\trategl$ vision well if the 
redesigned gun is positioned as a low-cost autolgJlc~r tli~F8b!Pnhw:nents the "high end" 
Model 2100 mentioned above. A symbiotic relat\#nship like tili\Model 700/Model 710 
is the goal, and places Remington firmly at mQifi M4s of the auto loading shotgun 
market. The best areas in which to concentrat#!iiis rediiii!W:\~@: 

Subject to Protective 

'":':' ":':':':':' 

o A simplified fire control that 14~~~i1;mjficantly t~wer parts than the ctment 
design and can provide signitl@!i( !ik~t savings from a purchasing, 
inventory, and assembly pernp~i;\jy~, E!mfourcing of the new parts can 
yield significant cost saviq fa itppfled to the process. Marketing 
will work with Ilion En 0 Purchasing to explore these 
possibilities. } / 

o In addition, a simplifi~~ and~~re f#gged gas system that moves away 
from o-rings and ac#l!9l'.~ms i~!i~eded Remington currently has six 
different gas system <rpfictt\ili#t4~~utoloading shotgun line. lf possible, 
this needs to be standiu,dized . 

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

o Alternative rec.~i~br mru~~t\i¢!~1ring methods \Viii be explored. The goal 
here is to ide1itllfrif !\ vvay to make the 1187 receiver without resorting to 
machining frotrt Uil!d bm stofk. This should reduce raw material cost, 
cycle time, ~VdFfJPit~ft~!rn!f requirements. 

o New maWr;::~i~i~~l\t!fil~t1~ stocks and fore-ends that improve cycle time 
and red4~¥ pmtcost wllFhe explored. Also, more cost-effective sourcing 
of our V\!Bbd st8&1' and fore-end is needed. 

o Giv~~l~~~i~l~~kProject load for the Ilion Engineering Department the 
effo~! r&t !le.Low Cost 11-87 will take some time. The redesit,'ll of the gas 
syste1ri'. ill.~ ~!i!ll'llative machining of the receiver, the simplified fire 
coUl~Qk~Wt~l!\6ssibility of new parts from new vendors will all require 

T11g tilne, planning and significant testing. A Low Cost I 1-87 is 
.~f!ef[orecastfor i11troductio11 until 2005. Proposed pricing will 

15000 50'Yo 
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Pricing Considerations - Pricing changes for 2004 and P~YR!l4 wiJJbe tied to 
two factors; internal cost fluctuations and external ni@t\~~F~fo$$ij.f¢${? The guiding 
strategy for all Remington shotguns will continue to be hql@mg Qf.increasing margins 
without pricing the product out of the market ·········· ······· 

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

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

Internally, production costs including operating oviifli~~\:j~~J.t chahge dramatically and 
in relatively shmt order. Obstacles to productfq\f sud\ 11~ t~j;'j~9urrent bottleneck in 
Ilion' s balTel shop can compound the probletIJ !f inefficient mifoufacturing and high 
scrap rates spiral out of control. Because o~lf~#h~lwnges in price on Remington 
shotguns are somewhat speculative. ······· ·················· 

In terms of external influences, thought~! ~i,iguct comparisons with competitive 
offerings will be an ongoing process. As behefifli!fil!:!J~atures are compared between 
Remington auto loading shotguns and !hi-' rn~! QfJJ~ J:iiarket pricing changes will 
become clear depending on the market ~jl)~~t~ rrHlfafHlne. 

'"":·::::::::!:t}}}}}-:::::: :. ... 

Furthennore, regulatory and politi9#)(forcei @$.~!'feet the future of Remington's 
shotgun prodLtcts in a very unpr.ml~tabl~ mam+er. The Department of Justice in 
California provides the most recent~om<;i~~it ex'!\~ple of how a seemingly simple gun 
lock mandate can change the face~~!'\w. l#~l·ket, ;)'fo market guns in California it is now 
necessary to include a state-tested aridijJ?pi'P1f~4~un lock with the firearm or design an 
on-board system that can pass.t!!ilrnffi!lired C~)!fornia DOJ test protocol. Both of these 
options increase the cost offjr~ai¥i\$ ij~Jhe consumer level and may well keep some 
manufacturers from particip~~~g at all 

Overseas, political change~j\~'fihru1y !~~~ mean an end to sales of repeating firearms 
in that country. Recent G~JJIJ\ln l~i,~§i~tj'j¥ action can potentially outlaw the purchase of 
firearms that hold more fh~ ~ ;;jIJgle 2filtridge According to the proposed law, an 
individual must store.J~~ir fireill%1~.;md ammunition including reloading supplies, in a 
governrnent-approv~§ ~nnqf;\9 Furthermore, individuals who already own a firearm 
must "show cause" !\lpurql@'se another. Tf this style of firearms regulations spreads to 
other European 1\ii\id#~d)Rernington will face losing a sii,>rtificant portion of its 
International business . 

. }:::::::::::::::\>.· ,. ' '··:·:::::::::::::::::::::/ 
................... . .. 

Despite these cauli8h~~(~j~ important to attempt to anticipate changes in the Consumer 
Price Index '!HPcfflll!Bf!lMf#f~@!f into a pla1med pricing strategy for autoloading shotguns. 

"'-'•""·"' ... ·""·'·"·'·'- .o. ••• ,.,. ... ,,..,,.! ..... ~ ... :!':~!!!~£ ! .. ,. ... ,, ........ "·'·""·: .. !!!:!!!!!.~.~. 
+0.5% 

+1.0% +0.5% 
+1.0% +0.5% 
+1.0% NIC 
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Market Category Summary 

PUMP ACTION SHOTGUNS 

The domestic pump action shotgun market is 
with a retail sales value of $110-120MM. 

Sales volumes and market share as estimated 
market are: 

BRAND 

Remington 

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

70 

15 

610 

units annually 

of the domestic 

2001 B\j·~ Sha;:':~1~~ump Action Shotguns 
< .. (% df(Jnit~) 

::.:::.:::-::: <->->.·· 

Bene~~~~~.~~~( 

u~~-~~ 

Subject to Protective v. Remington 

Remington, 
36.7% 
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Remington Segment Performance 
:::::::::::::::::::::::::::::::::::::::::::::::::::::::::::::::::::::::::::::::" 

Remington's pump action shotgun line includes the ModeF~@Qi)W·~bth the Wingmaster 
and Express versions. 200 l sales totaled 223M units, or $5'.\(lM.l\1 in revenue. This 
represents an 8°/c, decrease in units and an 8.1 % de;:;t~!l!;ein rev&l!a!lfrom 2000 actuals. 
Worldwide Remington performance for the pump ~iifl6H$m!#~w~ caUgory follows: 

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

Competitive Outlook 

Subject to Protective 

/:::·:::·:: 

./!!i~!!i~::r _./!!i~!!i!?' .::::::::::.: 

• Remington ) • .•. ( ? 
Remington still eqjoys a well redl:ij!:@<1::1'4~fand and loyal following in the Model 
870. Long considered the :;tandard i\1 l%imp action shotguns, the Model 870 has 
been copied both in l.\ltlrlibff\ttl1<lion and appearance by numerous firearms 
manufacturers over tg~\Vears B~dli.\\~e the pump action buyer is generally not as 
fixated on high tecl~rn~wness", tli#B70 has not been as sensitive to life cycle 
decline as RemingtoH'~ M.il:b!9ad<:1t!W 870 Pump action shooters seem to value 
basic functionaljty; reli~bfi!tj,j ~~sthetics and cost over serious product 
innovation. In otlMF'W~t&~;J]1ere &re only so many ways to make a pump-action 
shott,'lm The p#~ poinfofth~~verage pump action shotgun is in the $190-$200 
range, which k8~ps m(\~t majOFinanufacturers it1cused on producing a lower cost 
product, fulfi:lli~g tl~~;feeds of special markets and/or improving cosmetic appeal 
to gain share\ ®!i#tJms been a key part of Mossberg's success in the pump action 
shotgun s~gp1eiff. !\1 ~l!im, the pump-action shotgun shooter is looking for a 
dependablij~#W!Aft!.!.' i86k 

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

? d;~~~~~;:rs in tlte domestic pump action sltotgun market are 

v. Remington 

and Benelli. These three manufacturers, together with 
of all units sold in the United States. 
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Mossberg u..................... ..... 
After discontinuing the Model 9200 autoloading shotgmiiM\Mfabil~!ful~~§!is on its pump 
action business has made it the leading producer of this c~t~g@fy 9t'$hotgllll. Mossberg 
offers three main models: I. The Model 835 Ulti-Mag, whfoij i~ a 12 gauge only 3 W' 
capable pump gun that is primarily a synthetic cmnimVage off~t\~g, but iucludes two 
SKUs of plain synthetic atld wood. The softnesidf'm~~ (2" T~ gauge market has 
prompted a promotional push from Mossberg in .Pl# firslql.l~ij~rRf this year. All Ulti
Mags come with ported barrels. 2. The Mode)$OO, which is aff economically priced 
pump gun that is chambered for 12, 20 atld .41Q~#lti'i• Jhe Model 500 is offered in 32 
SKUs, and comes in wood and synthetic, fielgijhd peHkiiial4!!i:'ense versions (known as 
the Persuader/Cruiser) 3. The Model 590 i§kspecial putp6~e cylinder bore 12 gauge 
that features a 9 shot magazine capacity. 'tj)\~l,,'1\!J also comes in a double-action only 
version, atld is intended to appeal to the liah!lifj,f1ijq~~pjous law enforcement market. 
Mossberg also sells the super low-cost l\1~x~rill~lii\~ijf pump action shotgllllS. These 
are only available in 12 gauge with lilisW ~y\Htli!Hc stock and fore-end. In addition 
Mossberg currently has the shotgun confrilH~'4!!!!hRUS. Army. 

Benelli 
A notable exception to these state,J»~i;ts lj~*beeryt!\e introduction of the Benelli Nova 
pnmp action shotgun in 1999. :I!~ '!l'H!\%atu.f~W synthetic stock and fore-end and a 
unique polymer-coated receiver thaf!l,l;iil\li,~J!ieir statldard rotary lock-up design. 
Additionally, the Nova has some·rndic~HY dift~rent stock and fore-end geometry that 
makes the gun instantly ide11t\fi~(;\~!$ l\ ;]3en~hi product This new gun has been an 
almost immediate success,/~l~fog Beridp!\more than atl 11 % share in pump action 
shotguns in less than 2 ye#~• J::!.owever, jij¢ld reports indicate that the glll1's weakness 
may be rragilitv in its fire ciMit8l~$s.,mb.lyhnd in the action bar/fore-end assemblv. 

~ ''":·:·:·:·:·:·:·:·:·:·:·:·:·:·:·:·:·:·:·,·:" ~ 

Subject to Protective 

')~i,~~~~$;~i, 
............. J,leneHF>••:•••·· 

·>'· ·>>>>>>>>>>>>>>>>: 

major pllll1p action shotguns is as follows: 

500 
590 SP 

Maverick 

Nova 

$167-$247 
$221-$346 
$122-$144 
$292-$413 

Ai! ''}lelll,!~~Jp•1 .................... 870'Yillglllllstt!r $342-$390 
RemiD. tijp 870 Special Purpose $328-$349 

v. Remington 
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S.W.O.T. Analysis 
:::::::::::::::::::::::::::::::::::::::::::::::::::::::::::::::::::::::::::::::" 

··::::{:::::::::::i?:::.:' /:::::::::? 

Remington Pump Action Shotguns - Strength~ ? 
.-:::-:::·:::::::t}::::tII}:mt::::-:::-.·. ··:·:::::? 

• The Model 870 has a reputation for stre11lrth, durabihijm\d reliability that has 
made it the first choice of America' ~ .. !~»'. .... enforcement agencies. This is 
significant because of the message it s~\*a~ ti\ ~\~ ~porting shotgun community 
about the soundness of the design. ( Y 

• At its core the 870 is remarkably si!!m!~ and easy tO maintain. It has a high 
tolerance for dirt aud debris that 1tillkli~ ~tgij(able for more demanding field 
conditions ·················· 

• The Wingmaster is widely viewl;lt:!!\;1Q~~i:ltt!l@ffiost visually appealing pump 
action shotgun designs of all timd<:/:::::•:• · 

··.·:.::.::.::.::.::.::.::. ... 

Remington Pump Action S~~~gub: :~~aknesses 
·:::·:::·:::< -·:::·:::·:::< .::·:::·:::-: 

• The 870 Express is intende~~i~I!~~ i,\~~~pump gun for the public who wants 
a no-nonsense shooting tool. Iii thls)#~~et segment, however Mossberg has the 
dominant share. On ~Y~t#i~kMossl:igtg shotguns are priced well below a 
comparable 870, which!)iiakesHdla!l\g share for Remington a challenge. 

• On the high end, 11.l\ity standar4~ for the 870 Wingmaster have decayed 
somewhat so that th& l'!f ~i:ld surf~i\~ finishes that used to make it a gim with a 
premium feel are 1¥) lpnggp;~~pPiifBnt. 

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

. ···:::::::u::::n:::::::::::::::::\::::::::·:·:.. ····:-:::·· 

Remington Pu~IAct.i~~\§hbtguns - Opportunities 

Subject to Protective 

• The main or!B&~~~j~§ to improve the Model 870 market position are: 
o Exni:~~/Spciijij\ r11rpose: Cost reduce the 870 Express/SP without 

sad1fi~!#~\!wqualfry or functionality that have placed them where they are 
today. P(~~~~iµg high value to the marketplace and protecting 
R!i!t!@:~!i#ii~lliif~ins is a vital part of this plan 

o .\Yj~goo#ster: Improve the aesthetics and handling of the Wingmaster, 
alS8wl!J!~m1aintaining its reputation as a high quality firearm. 

;#@@{iji order opportunities with wholesalers and chain accounts, 
in terms of seasonal specials and hunting combos. 
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Remington Pump Action Shotguns - Threats 
:::::::::::::::::::::::::::::::::::::::::::::::::::::::::::::::::::::::::::::::" 

• Mossberg continues to threaten Remington's pum~'~clfkiri~~liotgun business by 
undercutting Remington's Express line pri9f)s, partic\i)ij~)y with its low-end 
Maverick line. Tn this market segment, cq~\ !l!!nPiatteh.\~Ore than looks or 
reliability, as evidenced by Mossberg's hig!:! siil@!i ~'Pl)gµfl~ of a product that is 
marginal in terms of looks and handling .• J\he same cilfrb¢said of the ultra-low 
cost imports such as the Charles Daly pm~1ifffe~tjqn shotgun. 

• The Nova has the potential to gain shar<;!f8~~~j!\¢~9j1nprove the fragility of the 
design and lower its price. ······· ·················· 

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

Pump Action Shotgun Product Stt~teg:¥?()verview 

• Because it is already a solid, well~~l~~li~\;~J~~~;~;:, the emphasis for improving 
the 870 will revolve around cost re&foiWti \\lid cosmetics. 

• Express/Special Purpose: Icyf~~ slwrt t~fffi)~Lmp action shotgun strategy will 
be to hold market share whi1¢)$we~j#g the !!Pst of manufacturing, particularly on 
Express guns. Recoguizin11!!k m~gnituq~pr' this challenge, the integrity of the 
Model 870 must be preservlld .·.·.·.·.··· utJ)~¢ cost reduction process. 

• Wingmaster: Improvement ·· ······•·•·•·•· naster will be implemented to help 
rebuild its aesthetic \\P~l? TJ1is primarily take the form of finer 
embellishments and b~ffe~fcosmet)!i~in checkering . 

.. \\:·y· ··::\\\: 

Pump Action Shotga~er!lduct~trategy - 2003 

Subject to Protective 

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

• Model 870 Exp~;~~J~Rf gqg3'. Remington engineering staff will begin the 
process of incqffl6rating m&NM\.iiJ and process changes that will lower the cost of 
manufacture .• d~itia!lfifhe use of MIM parts where they make sense will help in 
this regard. ~l i\#pfovement in Express wood stain and a new camouflage 
pattern, Skyllne~!~\i!!lreplace the cunent camo guns at a significant cost savings 
New Exp[~p(Jmb~ftilflif::~ost savings are estimated at $28M annually. 

• Model 870 $1:!$.!:lliuuo -'Remington will renegotiate our royalty agreements with 
our major can;(:\\jfi~g~~uppliers for 2003. Significant reduction of our current 
camo\lflml~fi')ylill'lekfapossible if focus is applied to the process. Renegotiated 
SPS HtiiJlfl#J!ffgf! sm,ings are estimated at $20ltl annually. Additionally, a new 
20 gauge cam(.! t\!r#~Y shotgun will he introduced. This will be an adult tmkey 
gL!Jli~rlii\li•j)j be afollaborative effort that dovetails with the introduction of 20 
~~g&HeHi$~qt® turkey loads in 2003 by Remington's Ammunition Group. 
....... . ...... . 
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• Model 870 Wingmaster - The Wingmaster wi!L see some cosmetic 
improvements in 2003. The original fine line ro!!ii:\!ifklrtg~~tJ-ii:ireceiver will 
return, along with some "sculpted engraving" op~!l!!¥i f~jjturing tasteful and 
understated artwork. Another improvement opportunilJ!:ihtb~ stock and fore-end 
is a return to the "Fleur de Lis" checkering pi\(\~fll of yd§~¢~\)ar. The advent of 
laser checkering now makes this technically _ai!ilfl#i@QiAJlY p&gsible . 

. -.·.--·.--·. -·.--·.--·.--·.--·.--·.--·.--·.--·. 

Pricing Considerations - Due to the competjfllpressu;::~~!~~:oned above, the only 
price increase in pump action for 2003 is fofj)-\e\r!!nl:\ti.ixed" Wingmaster at+ 1.0%. 

::{::::::r·· .. ··:·::::::::~:!:~:}:::::::::?:\::::· 

Product Deletions - A 2003 product dei<;\i\?11 list is included in Appendix A 
·:-·-:-·-:-·-:-·-:-·-:-·._.' 
·-·-·-·-·-·-·-·-· 

Pump Action Shotgun Produc! ~~;:~~l~~Z004 and Beyond 

Subject to Protective 

• Long tenn, the path for the 870 ~~~~~~~Mii!Linclude a continuing cost reduction 
effort that harnesses modern efitlterials ~d~h¢¢ and design. By accumulating 
significant cost savings, Rerrdl\l!ton liiiil\ mlJke concrete steps towards the goal of 
squeezing Mossberg out of t!l~h.iomiil~nt shll.\'e position for pump action shotguns. 
This strategy does not i11clflt/#}t#YPl«11#~Vfprice increases for the 870 Express 
for at least 2 years. Growth in hiiliiw#m~i~t come from cost savings. 

• Another priority will be,t¢)if~i:i!mitthe 8'10 law enforcement products to maximize 
volumes in this segm~~t ofplilli~ !Jpns Exclusives with wholesalers and chain 
accounts in the persoii!i'! defense sejj'OO'~nt will also be part of this plan. 

• In an attempt to incl't~~!i!!W appe~j~f the synthetic pump action shotgun line, a 
design effort wiH .. be ii\itlijt~& !di\dd insert-molded or overmolded rubber on 
synthetic stocks ~ft~ flW!l~e~(foH The Winchester SX2 for 2002 has a rubber 
"Duratouch" C01Jtjngtli~f ~ppf)i!fS to be selling well, and the Beretta Xtrema 
features rnbber)!il.rip pads"&ithe stock and fore-end. A cost-effective change 
that incorpor'lt~¥ a siJ#l)fu- feature will be pursued. 

• Both the /> )jd Wingmaster will incorporate changes that improve 
Remington · gjnt of impact when using SAAM! sight picture. 

• New recqi!!'wLtechiid!~(tkwill be explored to reduce felt recoil. Provided that 
the cost oftll~~!i-!'l!l.W recoil pads makes them feasible, they can eventually be 
introduced on \Y~liltt\.Hiik turkey and target guns and marketed as a performance 
imprq®~fil~jif( ¥lii'g~Fcost for a high performance recoil pad is $5. It's 
estimhiJ~~~·i!.(J!fis will command at least a SIO premium per gun . 

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

Pricit!,g{j[qJj~~f!;~;~~~~~ 2004 and Beyond 

v. Remington 

+15% 
N/C 

+0.5% 
+LO% 
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Market Category Summary 
::::::::::::::::::::;:······:·:·:·:·::::::::::;::::::::::::::::::::::::::::·:·· 

BREAK ACTION SHOTGUNS - ovEwcJ~lr,lt 
. :::::·:·:... ··::::~:i???>:. 
........... . ....... . 

The domestic break action shotgun market is 4,;tJ£\j~ ~*'iii· ma;kgts; the over/under 
shotgun market and the single shot shotgun marl{jif For Jfo\P~~ils of clarity, the two 
markets will be analyzed separately. .··.··.··.· ··.· 

The over/under (O/U) market is estimated tol110~!2~~ijj!its annually with a retail 
sales value of $78-88MM. . ..... . 

0/U volumes and market share as averaged 

BRAND 

Ruger 

Beretta 

Subject to Protective v. Remington 

.5 

40 

12 

35 

28 

115 

the last three years are: 

Browning/ 
lJSRAC, 
35.9% 
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Competitive Outlook 

• Remington 
Since the original Model 32, Remington has had a 
market including the Model 3200, Peerless, 
All of these products have missed the mark 
because of a host of factors including: 

o Overweight product 
o Incon-ect handling/balance 
o Poor wood to metal fit 
o Incorrect Pricing .... 
o Unacceptable malfunction rate / 
o Substandard aesthetic appeal f .... 

acceptability 

• Efforts to re-introduce a high qu<i4tX9¥!l!ii!#tj~f~hotgun in the last few years 
have been hampered by severaj j~~µ~g~ l\\d!!dlng insufficient knowledge of 
customer expectations and poOF \i&m!nm:iication between Marketing and 
Manufacturing. Success with t}mModef87di4Model 11-87 as pump action and 
autoloading shotguns respect!~~ly gjq notJransfer automatically to successful 
O/U production. For one, tj~~high¢t~xpe9~ions of fit and finish are difficult to 
obtain with the mass prodQ~*l~li i!J~foalil'£\) Attention to detail, including metal 
polish and bluing, wood to niefat(:'iti¢lill¢~ering, engraving and repeatable 100'% 
assembly are only a few ofthe cu~tdfu~\~bpectations of a higher priced product 
for discriminating sporJ$\jji;Mf ·····•· 

• Marketing is committ.~~fo re-enia~~~ the O/U shotgun market and looks forward 
to occupying a seq\tWPP~ition w1t:ijthis level of customer in the years ahead. 
Remington's presenc~mci~thl::.in th¢global marketplace with the likes of Beretta, 
Browning, and R~!l¢fa. .. ........................................... .. 

The largest share in tlJ~;:~~~~fb~rw~:ket belongs to Browning/USRAC Browning 
offers the popular Q(iiSfi li@:rand Winchester has the Feather line of O/U shotguns. 
Together they contdij alrng~F36% of the market, which represents about 40M units in 
annual sales. ·········· ······· 

The Beretta Grdl~iWhl~~ lhf~~b!U arena includes Beretta and Franchi, enjoys more 
tl1an 30% of domes!li!~ij!iji~;which translates into nearly 35M units annually. 

~~ie;:~;s ~~;~f;fi~i~;~;;F; J~~~vning/USRAC and Ruger control over 75% of domestic 

Brownjtjg······················ •• f 
The Bfp).Vning Ciforl js the largest selling O/U in the domestic market today at 35M 
units ~rlhually. Th~jtitori is available in various versions of field and target b>Tades 
coveriri!J'X!R~rlY IQQ$KUs The Citori comes in 12, 20, 28 and .410 gauge, and is 
offl,,Ni iri2!;\l :zgi~ ~O" and 3?'' ban-els 

""·':::::~::::::::::::·::::::V·" ~ - • 
29 

Subject to Protective v. Remington 

MAE00009011 



The easiest way to digest this wide range of guns i§ \p gjyjq~ it Field and 
Target/High-Grade The Field guns are tl1e 525, Ligltmlhil'!.Vttltttilghtning and 
Feather, and offer polished blue metal and various styles &f~tqcl~ffl:id. fore-end in high
gloss wood. These are the less expensive O/Us in the Brow~!hijJine, but account for 
the majority of sales. The TargetlHigh-Grade gun§i!rnthe XSi~;J;, Gran Lightning, 
Privelege and Esprit, and offer select wood, pdrtiW p~~)s, si#he with adjustable 
stocks and some with engraved sideplates. .·.·. ··································· 

.. ::\\:·· ··.··:::·:::·:::·:· 

The Winchester brand of O/U is the Supreme, ##~!~ii!·M.l:wer priced O/U than the Citori 
field grade guns. lt is offered in field and spofl.i#g vei'sl&J-i~¢!JYering only 4 SK.Us. The 
Supreme comes in at an average $250 less th!!!\ the comparabl& Ci tori product. 

./???:\:-.,-, 
''''''''''''''''' 

Beretta w•••••••••• / 
A close second in terms of volumes i~ ~#\#ff~ wntf'.\0~32M units sold annually. The 
main Beretta O/U offerings are the 686 afrd~$"!.lield family, which together include 7 4 
SKUs. The 686 family is comprised@~hhe Willi~, Onyx and Silver Pigeon. The 
Whitewing has the lowest price inJIW Bei~!J:a Jin~, and features 12 and 20 gauge gLms 
with checkered A grade gloss-fini~)\~d w~j~tit an~~hambered for 3" shells. The Onyx 
also comes in 12 and 20 gauge, 3l!~ti? .)c~~chain!~lfrs, select walnut with cut checkering 
ai1d Sehnabel fore-end. The Silver Pi~4@~9ff~fod in 12, 20 or 28 gauge, and also has 
select walnut and Schnabel fore;ol)rn_t.... . ........ . 

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

The 687 Field family inciu4~~ the Ult;~i!gµt, the Silver Pigeon II, the Gold Pigeon 
and the Diamond Pigeo11; .... '.fJie Ultralill;lict is a 12 gauge 2 %" only gun, and offers 
checkered select walnut in gl8~$dt matte fij\ishes. The Silver Pigeon 11 is offered in 12 
or 20 gauge with 3" chlj°VJ!:Jers ~~dM$tj ~~s select walnut, but with an oil finish. The 
Gold Pigeon and DianiMld~i!mll. gun~ are 12, 20, 28 or .410 gauge, and come with 
highly selected a gl~~jinish All of the 687 Field family come with 
Schnabel fore-end. ········ 

Rnger .:::••••·•·· 
There are essert\:lajjy t~o offerings from Ruger: the Red Label and 
Woodside models 111~~~9-babel features 12, 20 or 28 gauge actions with pistol grip, 
English stra(ghk@n§J!l!!l~~g @lays stocks. It is the least expensive O/U model in the 
Ruger line. [h~\V(Jodsfi:le is a 12 gauge 3" chambered gun only, and also comes with a 
pistol grip, .Eirigli~~§g;.\jg]1t or Sporting Clays stock. Ruger's Engraved models are 
essentially Re4 Li\hdsqffered with engraved stainless steel receivers in 12, 20 or 28 
gauge ~p~.$tll~i¢qm~l"ith pistol grip or Sporting Clays stocks. 
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Bcretta 
Ru er 

Ru er Wood~lrle .. $1098 

Winchester $909-$1018 

Remin ton $906 

S.W.O.T. Analysis 
·:::-:::-:::< --:::-:::-:::< .::-:::-:::-: 

/:::!:ii!:ii!ii:::>:>:: -:i!iii!:ii!:r· :::::i!:ii!:::r 
''''''''''''''''''' ''''' 

Remington Over!Under Sh~i~~~~~§trengths 
__ :(!iIIIItJIII}>:::: .... :·::: 

In this century, the O/U n1*~F6tplac6 j\~~\Jnly truly embraced one O/U design from 
Remington, namely the McldiL;\2. If iiriiffe:ition is the sincerest form of flattery, then 
Krieghoff's Model K-80 is q{{l!~~BBIBPJ~~ent, as it is based directly on the Remington 
Model 32. The K-80 is#'f~~yprid\YQ¥Qf and the fact that high quality gun makers like 
Krieghoff would copy ii J%~iffeffigt()n Is evidence that the basic design is sound. 
Recognizing this, the~*erior desig\f!J,nd dimensions of the original Model 32 are the 
inspiration behind R%l*ingtgr1s new O)U offering, the Model 332. 

Remington @verrtffiderShotguns - Weaknesses 
................... . .. 

· ·-··:::::::u:wn::::::::::::::::}::::::::::-::-·-. 

To reiterate,•1%!l®ti~@fii~15fOshortcomings have been: 
• Pooil\~\ii4!\!W~~pd balance for the application for which the guns were designed. 

Subject to Protective 

• Unaqq\;p\abfo .ii.Q~\j:letics like inconsistent wood/metal fit, poorly executed 
elliti~tllsltirteuts a!id lines that lack style. 

• J:ll~Ji malfl1h¢(!911 rates when compared to the competition. 
• ·!~rices that ar#f§o high given the weaknesses already listed. 
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Remington Over/Under Shotguns - Opportunities ... 
:::::::::::::::::::::::::::::::::::::::::::::::::::::::::::::::::::::::::::::::" 

If a reliable, high quality O/U shotgun can be made at a ~a(#~\\\i~Y~ price, Remington 
can increase its market share provided the rnarketipg tools a\'i:ij#place to support its 
introduction. Based on its pedigree status, the newM<:i®L332 pfci#ides the best chance 
for Remington's re-entry into the 0/U market. A rn~!ij\~~d m:oduct life cycle with 
multiple offerings is the goal. .·.·.·.·.·.·. ·.·.·.·.·.·.·.·.·.·.·.·.·.·.·.·.·. 

Remington Over/Under Shotguns ~'~~~3t!t 
:·:·:·:·:·:·:· .·.··:·:·:·:·:·:·:·:·:·:·:·:·· 

1. Well-established 01U product lili~~ tfpJll Beret!~, Browning/USRAC and 
Ruger provide the buying public :Wl'iH ~ Wi\.I~ variety of O!U shotguns at 
equally varying price levels. fa sh1:1:•tl !h¢~~-!W already a lot from which to 

choose. ·•••••·····································.··.··.··.··.··.··.··.··.··· 2. The perception from the publiCtµm ~~!11ington is irresolute with its O/U 
shotgun plan creates hesit.~f!!ln in piifdh!i~•r#~ until it is clear that Remington 
will not change the basic !ijii:ign th¢ follq~ving year. 

3. Controlling the cost oLtliF Oi.d produd/is extremely important. The most 
effective way to ensut~~h!!t!~ie O/Qline is profitable is to significantly 
reduce the cost of mannfachif!i. !;N~~t¢-lremms can kill the product. 

4. The quality of the Q/hlPm!\µ9t is!lliilfofparamount importance The buying 
public will not emJ#~M:'!lli~wQ/U unless the functional and cosmetic quality 
of the gun is solicll.¥~ntrench~U\ \ 

./~:~:~:::~:::~::m?::::::::::·.:- .. _::ii~:::~:::t 
Over/Under Shotgun Pf6tti!§tStrategy- Overview 

Subject to Protective 

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

• Remington's str*~:~;~~~~~{i91k;;n be to re-enter the O/U market with quality, 
sustainable prqq;fots 'll'\4 gro~V;hare over the long term. 

• To affect thi~~fateg#~he plan will have three parts. 
o Estab!l~~~!lc4~iitrench the new Model 332 by providing a quality shotgun 

that.has Hi@( racteristics at a competitive price to similar offerings 
froffe$®'ett · wning. The public must be assured that Remington 
will cdi\!!ifiie\l\'ith the Model 332 and not discontinue it in a vear or two. 

o ~lf~\lHl4!~@~~~pst-reduce the manufacturing aspect of thi~ gun. This is 
YhilliY lml)8Hanfto the long term health of the category. Various tactics 
Will ~~ !lmployed to bring the cost of manufacture down so that solid 
JlH\minii Bl!ili!frl1e a reality. Alternative fabrication methods and strategic 

iU 1fof~R\Th!;ing bf' parts will be part of this plan. 
} '1, Eve1ifo#j;ly expand the offerings of the Model 332 to grow volume. 

Differei\t~onfigurations and gauge offerings will validate the line and go a 
\ long '1<'.~Mtowards allaying public skepticism about Remington's resolve in 

~~ffi{Y products. 
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Over/Under Shotgun Product Strategy- 2003 
:::::::::::::::::::::::::::::::::::::::::::::::::::::::::::::::::::::::::::::::" 

• 2002 introduction of the new Model 332 came ab;l\i \~p glij~kly to formulate a 
strong marketing plan for this gun. The 2003 plan, hmvey~~~Y,ill benefit from the 
exposure in print advertising that is taking pfu!ii:>.J)1is yeruW MCD must budget 
sufficient resources towards print media expp§iiflifij~j\ppprttl\e Model 332 as the 
worthy successor of the original Model 32/ ? ? 

• An effort will be initiated to improve th~l:\1illf1nce of the Model 332 in the 30" 
ban-el version. w. 

• 2003 will be a cost reduction year t~~fthe Mdd~j ~~2. A focused effort to 
streamline the production process wilJ~)nitiated thaffoduces part and assembly 
cost to improve margins. > 

• Marketing will continue the commtmicatiorllillh\i#~jpn effort with Manufacturing 
in regard to quality standards. QJ1~l!!:)i~~~lilWM~MHed in 2002 hy the Model 332 
Quality Audit Team will be ongB!\mt!h!lJlSure that standards are being upheld, 
especially as the cost reduction 11fforifaliie~§ij~J:l!l· 

//y:: . ···.·::<::\:\:' 

./!!i~!!i~::r _./!!i~!!i!?' .::::::::::.: 

Over/Under Shotgun PrddbctSfrat~I~ - 2004 and Beyond 

Subject to Protective 

. ····::::::::::{i!}i!i!i!i!i!i!!?t/!i!i!i!t• 

• Once the quality standan;!~~ij~~9~tredhclion measures are in place it will be time 
to expand the O/U lin~wi!h ahlglj!,~r;1de i,>im. This model of 332 will have select 
grade walnut, high l!i~!er blued rrt~~l, and engraved sideplates that follow the 
Model 332 heritage d~i#\@xrn(ated/~iegant embellishments. Having a field grade 
and a high grade gw1 is aHH~p\Jm:gijfpait of legitimizing the O/U line. 

• In addition, a ta~g~~ grn\ie !V!Bll~i 332 will be explored for the competition 
shooter. This g\1}~ s\i86i~ ~~~!!JI redesigned stock with straighter comb, a more 
pronounced s"l(!@ji to,Jhe gflj'i;and a semi-beavertail fore-end. Prniing, back
boring and lel!!i!l\enq~!brcing cones will be available as well. 

• Once the cmt~ht.OtUbecomes more cost-effective, the next best way to validate 
the Model 332il\!fi~fil;µ·ketplace is to introduce a 20 gauge version with a small, 
lightweig!~f(tijl))e alfrl1&%(bverall weight. Today's upland game hunter demands 
the option of~~in~!Lfranfo 0/U, and 20 gauge is the most popular of the small 

frame 0.1.L! .. ~.lW!~~~~····················· • Mar~~~~h~i~golilsfor the Model 332 (%of total domestic units) are: 
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BREAK ACTION SHOTGUNS -

The domestic single shot shotgun market is 
with a retail sales value of $20-25MM 

Volumes and market share as averaged 

Subject to Protective 

Other 
23% 

<::t>' 

Browning/ i 
2% ·.·· 

BRAND 

H&R/NEF 

Other 

v. Remington 
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Competitive Outlook 
.:::::·:·: ... 

H&R/NEF is still the market leader in the sin~); ~;;~~ ~l\B~~@ycategory The vast 
majority of single shot products are low priced, fi!gh volume guns whose average retail 
price is under $100. Browning is the exceptigµ~!!ki!§J3T-99, which is a single shot 
trap gun whose market sector is clearly smai!!# coih\%!h~@!t!P the lower end product. 
Small volumes and high cost of manufactur~ dmsed Ren1ittgtbn to discontinue its own 
single shot trap gun, the 90-T, in 1999. WW 

It's interesting to note that H&R/NEF's ~!J~r~;~:~~~~l~~in recent years as lower cost 
imports from China and the former US .. · ' ' ' ' ' ' ' ' · ''' ']fiiiroads domestically. After many 
years of 85%+ share for H&R/NEF, the· doubled their market share since 
.1997, leaving H&R/NEF with only 7,~~% in 

Remington does not compete in thj~~htegi\I'. andltfore are no finn plans to do so in the 
near future. However, there may~~RP®HunitJ~~to enter this market if a product can 
be introduced that is low enough cCJsffillj~~tj~ positioned properly. Most likely this 
would be a heavily outsourced1m~f!\:!li\Jo keep.q~erhead low. The design would have to 
be simple and safe. One po~~l[(llli!f!~@lpuild a single shot shotgun based on the very 
sunple Rolling Block actiol)/1'fos was fa~iijone in 1891 with the Model l and Model 2 
Rolling Block Shotgun. M~!:k9ting wi!Pwork with R&D and Manufacturing to 
determine if such a product ft!§ .ii\i!l-1 Remi\-ii,iton' s strategic framework. 

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

A Remington single s1t,Ji§lliif@'11w,quid1tave to come with a cost of no more titan $40 
and a net price of teii,(than $15.tf!..'it.thieve a profit margin of 34-35%, This would 
yield around $20 g~Q~'iprofitper iltfi. First year volumes could be expected at 30M 
11 nits. WW WW 
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EXTRA SIIOTGUN BARRELS 

Market Summary 

The extra shotgun barrel market is estimated 
includes the following three manufacturers. 

Hastin 

BRAND 

Remington 

Hastings 

Mossberg 

TOTAL 

:/::::::}: 

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

Extra sijij~n~lirretliand Share 
. (~.Af~Rm~#) 

37%.,,,,.,,,.,,.,,,.,,,.,,,.,,,.,,,. 

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

Come~titiVe0~~1ook 

annually and 

Remington, 
53% 

In ten~~ !!.f grossj~f6fit, extra shotgun barrels have some of the best margins m 
Remingfrl~ ~~~!d!Bfoducts, with a SGM of almost $72 per unit, or over 50%. 
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:.':·,·,·,·,·,· 

Remington's main competition in this market is from.ff~~tiii~j Mfj@f manufactures 
extra barrels and choke tubes not only for Remington b@Jilr ,¢rp~vi1ii1g, Ithaca and 
Beretta shotguns as well. Hastings has a reputation for g6!\WJ¢vels of quality and 
enjoys respectable sales with its replacement baffel~JilrRemi~gl~~~hotguns. Hastings 
b=els are offered for the Model 870, Model llOOiliidModel 1H87, and come with 
interchangeable chokes. The Hastings Paradox®JQ)k i~ 66ffi~rl~~¢iof fully rifled 12 and 
20 gauge ba:tTels, and offers rifled sight and scqp¢ \noun! opti6Hs: The Hastings barrel 
line for Remington shotguns spans over 40 SJ~1'J$~l:id<:=ies a distributor price after 
discounts and terms of 5%-10% less than corn$~abfol'®i!@~w1 product. 

'":':' ":':':':':' 

Mossberg® also offers replacement barrei~tqr Remington shotguns, but only in 12 
gauge and only for the Model 870. Their iin€i!i\fim!W~.] SKUs a:tld is almost entirely 
made up of deer ba:t'fels. The distributorm:j1.;i:;Sl#@;'(!Ji'i@j:iimts a:tld terms is around 5% 
less than comparable Remington barre1$il?4~ ~1\e p~t8elved low quality of the Mossberg 
product does not make them a serious tiiril!ii! 

:/::::::l: · ····:·::::::i:~~{t:::::::::::::v 

Extra Shotgun Barrel Pr~~~ct/~~~at~~ 
.:·:::·:::·:::·:::·:::·::>::{:::·:::·::· :·:::·:::·:::· 

·-·-·-·-·-·-·-·-·-· ·-·-· 

• 2003-2004: Extra barrel str~t~~;fJ~~j¢~~~rt term will include the addition of 16 
gauge slug banels for th¢W.~4~k~70 Wlhgmaster and Express. Jn addition, a 16 
gauge VT RC barrel v.f!!!Be added(tjt retrofit to the "old" style 16 gauge guns. Jn 
2004, deer barrels fo1dh¢ Model I IQQ 16 gauge will be introduced . 

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

• 2005-2007: Lonfl J~p~~'. fh~ ~~'~(¢gic direction will be closely tied to the 
introduction of the J'Mqij~j) I 00 New Gas Autoloader. Its design will allow for 
replacement bai;®ls tff&f®ii~f~~!!yrifled and have provisions for scope mounts and 
rifle sights. }°{( .••·····•·.·· ··········••••? 

:::::::::::r·· /:::::::::r· 
• 2006: New f!Hi!H!fffechnologies will be explored that have performance 

improvem~nt pd!j$j\~!. p9lygonal and micro1:,'foove rifling will be evaluated for 
!:,'feater a~~!\4'~~Y. eniiilifo~~~tnt. This Ca:tl be incorporated into existing 870, 1100 
a:t1d 11-87 barr~t~tl:ict!:Jve incremental sales. 

''.:-·.:-·.:-·.:-·.:-·.:-·.:-·.:-·., 

New exti:~~\l~~$(Y{B~hj~l~for 2003-2004 a:r·e as follows 

!l'7()~Yj~~.i§/~i) ·~ .. ll§ 
870 EX.r 16/20 Deei\RS 

$142 
$101 

$103 
$73 

1000 
1000 

30% 
37% 

$181 $131 1000 45% 
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:.·:·.········· 

SPECIAL PRODUCT OPPORTUNITIE§~§jftjijllNs 

~Model 710 Slug Shotgun 
·-·-·-·-·-· ......... 

As a low cost centerfire platform, the Model 710 r~;:~~~~~~q11:i:. Equipped with a 
detachable box magazine, a 3x9 scope and a sugj;iSsted retail(jfMe of $425, the Model 
710 rifle has quickly gained a reputation as an#~!i4t!lcti; rifle and an outstanding value. 
lf the design can be converted for a specialty ~!J:lg rot\tii.Kth!lnJhere will be nothing like 
it in the marketplace. '''''' .,,,,,,,,,,,, 

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

Remington's ammunition group is in the c6h~¢!:it~Lstages of developing a high 
performance slug round called the NXS, 9TN!lW~llPW!lJ!ental Slug. 28 gauge is the 
largest gauge that means the fewest di;l~llm eli!l!ig8g 16 111e existing Model 710. This 
would therefore be a collaborative effdff!:i~!W~!lP Firearms and Ammunition that has 
some very attractive profit potential. 

:>:>:>< ···>:>:> 

The North American Hunting Clt~~~o~~~~!;at t!*!it'e are 13 states that have slug-only 
laws for hunting big game. Wit\\l#!h9~~%tate$there are an estimated 2 million slug 
hunters. A price point slug gun feaftllii#g~!J!;WJ)igh performance slug round, relatively 
high magazine capacity, inher«ntModel71Q \'itcuracy and a pre-mounted scope will 
beat the competition hands 4!'l~, ~~ p~rfbrmance advantages over the competition 
are: i ? · ( \ 

• Inherently strong th~~~]j~~jqp!HJP f 
• Button rifled barr\il;fQfJna;;1filti!A'$'B~uracy 
• Assuming a 28 gadg~~l\\i!:M!wn 4found capacity is possible 
• A bore-sighted~i:Ppe is sfai\dilliq. 
• Familiar Mod¢)7t O di'!¢ design 

:·:·:·:·:·:" .·:·:·:·:·:·:" 

:(i\!i!:::::::::!ii!I:::::::::::::::;:_ .. 
Pricing i\ew~]M~!!'un is as follows 
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Challenges 

Subject to Protective 

• The conceptual new slug round is still in the early s::~~~) ~~~esigning a package 
that can deliver high down-range energy with~tlfficient f&tb~l:ity may take some 
time. Due to the required energy, this wjJIM~d~#ii\i:J!(haFthe rmmd must be 
designed such that it will not fit into a l'~glt!ar 28 ga4j;!;~ shotgun. This new 
product is therefore not expected to be ''f:H{g~ introduction until 2004. 

• 11 of the 13 slug-only states will not afi~\v ~!;i~t~#~§!naller than 20 gauge. A 
similar problem was encountered wiHt.the introdudl&n of copper solid sabot 
rounds. At that time the problem w~$ P\!ercmne by direct contact with and 
subsequent education of the various stat~DNR~ (pep!' s of Natural Resources). 
Once sufficient proof 1s providedtbat!it!liiiiwpfd!R1ct has the requisite lethality, 
then it is anticipated that approviill:iiftli!lirdividual DNRs will not be far behind. 
Based on previous experiencC\Jbe 26\tlili,\# and education phase with the state 
agencies will begin at least I y~W from intr8dildiion to the public . 

. /i!i!!!i!{' _.Ji!i!!!i!/' .::::::::::.: 
• The geometry of the ModeF%!.Q s#~lem i~@iich that 28 gauge appears to be the 

best gauge to use that will fff!\\ti:ill\h existlrlg envelope. Despite what looks like 
a simple development effort, th~i&~ii!~¢ several design challenges around the 
bolt head/extractor, m~g~@~\w,.:, bill~!, etc. This will also take time and 
require a full R&D ~,ftb1i ~~!Nngton R&D is scheduled to begin this 
development effort i1r ~~! Quaiier iqp@. 

t::!:::::::::::}::!:::::::\:-.:- ., _:JJ!i/ 
• Obviously there isgp dafatB~!ill!l'~~t what the rifling should be for this new gun. 

Because of the uilknl\~m .. witfit1\¢ NXS ammo, it is not yet possible to predict 
what rifling geonwtt:Ybilfi@l~!~~te will provide the maximum in accuracy. As the 
ammunition dt;!yl(lop111~pt pf8@ligsses these questions will be ai1swered, but will 
require signi1:!~~iit tq~1!#g to qualify the design. 
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Rimfire Rifle Market Summary 
::::::::::::::::::::;:······:·:·:·:·::::::::::;:::::::::::::::::::::::::::::::· 

The U.S. domestic ri111.fire market is estimated to be i11 ;~:~~~•::! 68011'! units sold 
annually. The retail sales value of this market is 'll~RrQl\itnatelY$Q~MM at an average 
price of$145 per unit Retail prices range from les$1HMi$lQQJo. o%r $1000 across the 

·-·-·-· ·-·-·-·-·-·-·-·-· 

category. 
-~~~ . '~ 

The rimfire rifle segment is dominated by the ~~~gj~~~!;Jgxitle, constituting nearly 70% 
of all sales in the category. The remammg >9~K of ilM!lliJ~~yolume 1s comprised of a 
mix primarily of bolt-action, lever-action, ary~p~unp-action ritles. 

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

Distribution takes place primarily through ~~~~i!a~~¢l'!!!J+tS with Wal-Mart being the 
category leader with nearly 30% of total rntajJ¥l'!~~y~!!i!h~ in the segment 

Category leaders by a wide margin ~;~ ~~\~\ni gpger & Co. and Marlin Firearms. 
Product sales by these two manut~~!hrer? corisfl\i@!! 60% of the total rimfire rifle 
market. Total 2001 sales volumes 1;di#ian~Jf!tture1S1fe listed below. 

Subject to Protective 

·-:-·-:-·-:-· -·-:-·-:-·-:-· -:-·-:-·-:-·-

2ciai Rilf.re ~i~~ket 
(Estimated Sal~~v6l~m~~§Manufacturer)1 

v. Remington 

UNITS(Ml 

219 

217 

84 

55 

50 

39 

9 

_Ji 

679 
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Rimfire Brand 

32.0% 

81.'lvage 

Remington 

0% 30,0% 35.0% 

As stated earlier the rimfire ritl(l.l~-k~~l~cl<;.~l# dominated by Ruger and Marlin. 
Although Remington has gained ~(jfil~ fil1¥Pr i)f~he marketplace with the Model 597, 
early performance issues with respedl&tl\~il'i~ifazine box and feeding, coupled with a 
retail price position close to thaj;\(![!!1~8,ngei'lfave caused the Model 597 to fall shmt of 
initial projections. i r··· \ ·. 
Ruger's position stems a11*~~~hmJirely @!Wm longstanding market dominance of the 
Model I 0/22 autoloadingrimfifedj'lijfa;R~garded widely as the standard for auto loading 
rim fire rifles, the 1 o;z~ .AAfo ... entfefril!ili~d itself in the marketplace through broad 
distribution and widesµr~ada¢¢~t1ll;\f;~ as a quality performer for the money. 

Marlin has establish~~l;self~s ti:: :~::cost leader in tbe rimfire market with the Model 
60 autoloading ri1ixfj~~.Jif!~~fAt a retail price of just over $100, the Model 60 is often 
referred to as "the ihl%\~~~~~!~L in the world." 
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RIMFIRE RIFLE INDUSTRY ANALYSIS··· 
::::::::::::::::::::;::::::::::::::::::::::{::::::::::::::::::::::::::::::?· 

The US domestic rimfire ri±le market as a whole is don;lh~f~4..~ffeiwo players, Stunn 
Ruger & Co., and Marlin Firearms, each with just qyer 32% iilj~~)n units of the total 
market volume. Third is Savage An11S with 12.4%tift!wU.S. ni~fk~h. The Remington 
Arms Co. is a distant fourth in the rimfire rifle ffiWk@t;,\i@~ ~ §p~it 8.1 % of the total 
market volume in units. Impmis also play a j()je in the UiS'(rimfire rifle market. 
Former Communist Block countries, particuj.~f!\.tJhe Czech Republic have made 
significant inroads into the U.S. with lower-co$!Hihf1t~tif1.es that at face value, appear 
to deliver significant value for the money spent/( "·•·•·•·•·•·•·•·•·•·•·•·•·•·•·•·• .. · · 

The price/value relationship plays a key rot~li~~Q~Jjp1fire :arket Low-cost rifles in 
this category appeal to the masses. Tn 2001, of ih8 ~)fl@: .units of rimfire rifles sold by 
Wal*Mart, 62% of said volume was comJ:l~!~~!l!'if~M!H\Afs retailing at a price less than 
$160.002

. The result is an intense stniggj~~ymamrfacturer's to protect their precious 
share of the market by maintaining 9~p;rpet1H%#j:\~jppsitions which translate into low 
prices at the retail cmmteL ·•··•··•· · ·····•··•··•· 

./!!i~!!i~::r _./!!i~!!i!?' .::::::::::.: 
In stark contrast to the highly @#mp\'\~!~ve '.~!g\.v-end" rim fire market, there is a 
significant, albeit smaller pmiion 6ft!i~m!4:ket~villing to pay premium prices for high-
end rifles. Appealing th~ ti!~fire "aficionados," product offerings 
chambered for .22 aliif the newly introduced .17 Hornady 
Magnum as well as rimfire rifles command higher prices and 
higher margins. 

I. Customer Profiles 
_::::::::::::.--,.' 

Subject to Protective 

• If one were tq ;~~{~~ii~ th~ rimfire rifle customer solely on a traditional 
demographics ~~~is, qµ~ wS&Wifind such a broad range of characteristics that it 
would be diff\\,h11t ll'ibategorize or classify said customer in any meaningful 
manner. Fo(lll§i!ln\i~{other than being predominately male, the age, income, and 
geographic dl§!Hfl~\t!iJ!~~ would be so broad that targeting any one particular 
attribute JN!#!l4 pro%4!ff!cult at best. Rather, it is much more effective to 
categorize fhi:F~WttQ!!JJ.;f h<ised on the intended usage of the products. In the case 
of rim fire. · ' · · · · · · · ·. sonably be assumed that there are two distinct customer 

tips tim be categorized as the "plinker" and the "enthusiast." 
hy in large makes up the predominate sector of the rimfire 
Typical end use would range from casual target shooting 
small game hunting. Purchase decisions by the "plinker" 

influenced by price, vahre, and brand recognition The 
would often select a product based on the recommendation of 
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a friend or relative, or through ample i;~pg;mr~Jps~~~advertising 
medium. The "plinker" would expect a®tlfilii#i-Bqij(fji(tfo consistently 
hit small targets such as cans. pie plates aii&.~mal\.&~i.lle; with relatively 
few malfunctions across a broad range clf !J.\!Jmunition offerings 
(especially price point ammunition)) ) 

o The "enthusiast" can be classified iis~~lijaj)!;r yef!hore discriminating 
customer base. The "enthusia.~t1F ma§ fili ~ 110mpetitive or semi
competitive target shooter, or viil$\int hunter i'efatively well versed in 
firearms technology and aiiiliiMltition capabilities. Accuracy 
expectations from this custmQ~WifftYl:\!~mbJ:ie l Minute-of-Angle or 
less with a very low tolerandd for malfliifotfons of any kind. While 
more discriminating in tasti\~~h\l ~xpectations, the "enthusiast" is less 
influenced by price point and ffidi~ !Wt!.Qmake their purchase decision 
based on reputation, tecllJJWWW~it~;µp~i#d word of mouth throughout 
elite shooting circles. w 

:::::~::~n::::::::::::::::rn:}::::-::: ::: :. ... 
2. Brand Perception .. .. .. f 

Subject to Protective 

• Although no known comJ~;Iv<; ~~Gdy/j~ known to exist with respect to 
measuring brand perceptio~~*~hJ~~*~ to *jjBfire rifles, some conclusions can be 
drawn from Sports Market Resil!ij,i~~~Qq:jijp's (SMRG) 2000 study of the overall 

1 ··.·•··••··••··••····••··••· (centerfire & rimfire) W!lflf~~h".)lS Wt:11\as through general knowledge gained 
through discussions 'Yi~W Bbti~\\ro~rs and the monitoring of internet message 
boards. Listed belo\.\'f$a sununafy~fRemington's brand perception, along with 
the perception ofthG!IW~~dominanl\$i'ands within the rimfire rifle category. 

o Remington § Q~~f ~!\l; y~ffrs, Remington has established the reputation 
of deliv~~l!!!!i "'xceptiou!4 value for the money. The SMRG 2000 study 
of the rifl&h\if¥#t~µppoits this as the price/value factor was the number 
one n'l~~on for cft&Q~!!J;g a Remington rifle. This study, however, covers 
both eehterfil!e and rhnfire rifles. It is the belief of this writer that 
Re@~gtotji~brand perception is much stronger for centerfire rifles than 
it rni&ftii\.iflre rifles at the present time. Remington's position in the 
1:jmfire Nfafli,~ti!\Very weak as a result of the failure from a quality 
~i#i)~pQjQJ oftJigModel 522 Viper and early stumbles with the Model 
591Wh!¢J.i'tl!1i!gued the product with a reputation of unreliable feeding. 
4:J !j.g!J,jtitj#! Remington spends relatively few adve1iising dollars in 

........ \\i9mi"Jar!soll. to other key players, attributing to shortfalls 111 brand 
f~l\ggtjj~i8P · 

q RµgeF%~uger's position in the rimfire market, primarily with the 
])4,~~) 10/22 is an enviable one. Priced moderately, Ruger products are 
nof~µsidered as low-cost. price point products, but as high on the 
pric~y~lue scale. The results are products which successfully penetrate 

" " " " " " " 
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the "plinker" market, while maintai11imt ~99~p\ance within the 
"enthusiast" sectors of the market. SMR;Q(i~!!iam\!li\h\!lt\'f Ruger with a 
very strong position from a brand recog!l.~tl,RR pey~pecilve, supporting 
their dominating position with respect to adveiil~idi:f expenditures. 

o Marlin - Marlin is without a doulJttlw low-c6$@)\:lader in the rimfire 
rifle category. Tied with Ruger wfrlf~~~~~4 the i~tal market, Marlin 
has been very successful in ma~~ fuerdfali& r~tllc~i by establishing the 
Model 60 as the most popular tti~#!ar magazine fed autoloading rimfire 
rifle. With entry level pricing j(i$(~%~~$100, the Model 60 has proven 
to be very popular with the "pil!\'ker" seg!Ji~!~tpf the market. ln fact, it 
is a reasonable assumption tli~FMarlin doll\M~fos the "plinker" segment. 
While Marlin does offer s01rl¢$~ialized bolt-action products to appeal 
more to the "enthusiast's," tligy~y~J'ip~jtioned themselves well as the 

0 ~~~~~~".:1;~~~r~h~~~did~~#h~~H~f~'.~~¢!ge is a distant third with just 
over 12% of the total rirnffli&mal'ket Also regarded as a low-cost, entry 
level brand, Savage.#/¥> not [iiilh!ley~µe following enjoyed by Marlin. 
From this writer's Pmi~pec\fa(~; tho,;e who purchase a Savage as an entry 
level rifle seem S<:!~j$fied ~~~h th~ Wfoduct Perhaps Savage's shortfall 
stems from bran~ ~~g&ifoiory / Of all the major U.S. fireanns 
manufacturers, Savagi!~J:i~9~J¥~least amount in advertising dollars4

. 

2001 Total Print Ad Expenq~~~~~4B!!n!l;;kifles by Key Brands' 

4 200 I 
5 Ibid 
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Remiugtou, 
~ $0.0~ 

/-SllVU!\e, .$0.0l 
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The chart above paints a clear picture of the emphasi~ M~rli!l)lJ14 ~~~er place on 
protecting their brand share in the rimfire market thrq~~J!ifal:is~i~P~#bf advertising 
dollars. In order to successfully gain share in the rinir'i~~·JP.ar~~( ·Remington must 
provide additional adve1iising support to generate impressions iitnthe consuming public. 
Listed below is the historical and current forecast gf~dvertisMg~;i,;penditures for the 
Remington Model 597 Autoloading Rimfire Ritle. .·.·.·.·.·.·.·.·.·.·.·.·.·.·.. ··.·.·.·.·.·.· 

1999 

Distribution Analysis - Rimfire 

Listed below is the total retail all rifles (centerfire and rirnfire) as 
reported by the 2001 NSGA R~i!lff$W\l;y.' 

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

:i®b.1 Don~~:~i{ijij\ifle Distribt1tion 
/ ... Retail SaleS~.ofTotal Units 

Spl·eialty Spurts 
Shops, 17'Jl) 

\, Mass Merchant~, 
~ 21% 

Subject to Protective v. Remington 

45 

MAE00009027 



listed below is the total 2001 retail distribution for 

2001 Rcntington Ritnfirc Rifle Dist .. ibuti• 
Retail Snle1> % ofTutnl lTnits 

Mm1,.Mrn.fmnl,., 
4:~% 

:/::::::}: 
While no knovv:n comprehensive st\i4Yex\~~categprizing the total retail distribution of 
rimfire rifles only, it is the be)i~!)of !ij)s wrj~~f that the Remington rimfire rifle 
distribution more closely resembfos!jj¢!fij,¢ pic\ij,)'.¢ of the industry as a whole than does 
the NSGA Study. It is also importanlt&ltq!~llt the "Mass Merchant" category in the 
case of Remington is made up ah!#lit~""~JusiVely by Wal *Mart . 

. -<-:::-:::-:::-·>'"··>.-::-:::-:::-:::-:::-:::-::: 

AUTOLOADING RJ.FIR~<~~FLES 
t::t::::::::}:?::::::::::·.:- .. _:JJ:::::: 

2001 sales estimates ha-..;~·4~I;;;riiriii~tW~P S domestic auto loading rimfire rifle market 
to be 473k units a:nnuaU\W ~Pt!l!!~~ dow'ifhy manufacturer is listed below. 

Subject to Protective 

. ·:·:·:·:·:·:·:·:·. 

~~OlA:;:{~~~l~g Rimfire Rifle Market 
·.·.·.·.·.·.· -l'l~fimated Sales By Manufacturer 

~"ND 
w ltii~? 

Remington 
·•c:':·:·:·:·:·:·:·:·:·:·:·:·:·:: .. 

. ·-·-·-·-·-·-·-· 

··········••••< ~nvage 

Other 

Browning 

TOTAL 

v. Remington 

UNITS(M) 

194 

162 

53 

42 

16 

_..!! 

473 
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2001 Autoloading Rimfire Rifle 
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2001 i\utoloading Rhnfire Rifles 
(Brand Share by Manufa_~~r~r! 
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/:::::::::::::::::>:>:: _/:::::::::r· ::::::::::::::r 
""""""""'" '"" 

Remington Segment Perforhlfth~eAAAutoloading Rimfire Rifles 

Remington competes in the at\i~J~~~i~~B\nf1:·::.itle segment with two product families. 
2001 sales consisted of 5;1Nfunits or '$1;$ MM in revenue. Volume and revenue 
chauges from 2000 to 200l~y~~1Jglipreas~~~f9% and 10% respectively. 

50 
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$1.1 $0.7 $0.7 
18.8°/ii 12.6°/0 12. l ~~ 

::::::::::::::III:}::!II:::;._ .. 
The Mayfield b<l§%\MOde!~QJj.fj!µnily dominates Remington's presence in the category, 
consisting of 5 lk Qf )he.JotaivbliHne of the 53M autoloading rimfire rifles sold. The 
remaining 2M unitsafg~qmp~i~ed of the Ilion hased Model 552 Speedmaster. 

::::::::::::::::::::::::????:mt:}::::::::::::::::::::::::::::: 

Model 597 sill~~ !!Pp~ar to have stabilized over the course of the past two years. 
Therefore volunles aijij$h11re growth are stagnant. This is problematic for Remington. 
Tntroduc~(! l!ili#R@, t11eMbdel 597 has reached a plateau in its product life cycle much 
too soq#)TheM8\:l~l?97 problem for Remington is one of complexity. With razor thin 
stand$lf margins olNl2%, Remington must focus on increasing profitability while 
growia~)r9lume in Jtj~ catego1y. For a product which competes in a highly price elastic 
market, tlj!~Pfli~~p~a formidable task. 
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:.·:·.········· 

The Ilion based Model 552 Speedmaster, while boasti~g~!i~~i\fil~t!@iirgin over the 
Model 597 of 23% comprises only a small portion of categ~j:)\~~l~#i.Appealing to more 
of a niche market, the Model 552 is not a serious competitoFl#~h~ autoloading rimfire 
rifle market. While the moderate volumes of 2M-~fyfpnits peF~~~r remain attractive, 
the i,>rowih prospects for this rifle, mature in its prodiidi!\t1%W9le afdlimited at best. 

Competitive Outlook 

Principle competitors to Remington in the Au!~lbacil;igf&mtitl'J Rifle market are Ruger, 
Marlin, and Savage. Listed below is a . . ofpriilciple competitive offerings 
from each of these three manufacturers. 

Ruger 
Ruger's principle competitive product is the Model 10/22. 
Featuring a 10-shot rotary magazit)~, established a reputation of 
tremendous value for the money arn,fJii\vi<fely to be the standard by which 
other auto loaders are judged agaiµ~!/ T!~~/10/2:;\js offered in wood, synthetic, and 
laminated stock versions with bqt6hlued i\i1d sfali\less configurations. Heavy baffel 
target versions are available as is d~Q~Magnµ;fhambered for .22 \VJ\AR . 

. ··:::::::::tif!!!i!!!i!!!i!!?t/!i!!!i!/ 
Marlin ( ··· i{ 
Marlin's dominant product oftetfrig M th!:\ autoloading rimfire category is by far and 
away the Model 60 and it~~fu-iants. Etj~pped with a 14-shot tub~!~ magazine, the 
Model 60 is commonly .ji~f¢:cy~ci to a§ !he most popular .22 rifle in the world. 
Economically priced anq wid~iy.@yaj.ji!Q}~( the Model 60 is offered in standard wood 
stocked, carbon steel rn!@i~!~ yvitli staluiess steel, synthetic stocked and camouflaged 
versions also availabl~, lVfaHj~~]!>P pftbrs scoped versions of the base wood-stocked 
Model 60 aud the stajtjJ~~s steel\.\id$;\~$tocked model equipped with a low-cost fixed 4X 
scope. The stainleii!i steef $coped version has proven to be a popular item with 
Wal* Mart stores. ............ ·•·•·•·•·•·•·· 

Marlin also offer~!lelip~styi~ijj~gazine version in the IVIodel 795. Equipped with a I 0-
shot magazine, iii~ MRfle)79.5tbatures a synthetic stock and is available in standard 
carbon steel and staiilt@§g $!¢~; 

::::::::::::::::::::::::????:II!m}!i:!:i:!tt\if 
Savage ·•·•• ) •.... 
Economically pi%eq;Jl'!e§11vage Model 64 series of autoloading rimfire rifles feature a 
detachabJ~ ffi!i'g!gjp~ h8¥fand are available in wood, synthetic stocked versions with a 
choice cit~!lH\Bh&f*tainless steel actions. Like Marlin, Savage offers a scoped version 
of the .M,\idel 64 in w~Qd and synthetic stocked configurations with carbon steel actions. 
Not ml!IB!'. the Marlinjrhe scoped Model 64's feature an inexpensive fixed 4X scope. 
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Remington u.,,,, '''''''''''''''······ 
Remington's mainstay in the autoloading rimfire rifle 1i@i)l@~l~f.tiWM!HijH 597 family. 
Available in four .22LR and tbree .22WMR slut's, tl1e ·~1 ?~?±'amily constitutes 
over 95% of Remington's sales volume in the category .. 22Qg ~i~rsions feature a I 0-
shot detachable magazine box while the .22WMR ¥~rn.ions colt\~ilquipped with an 8-
shot magazine box. All Model 597 rifles are drilleffiiii,!.(J~ltred tfiliscope mounts, and 
are designed with a "last-shot hold open" featu~~yvhicffl~$.¥~~.JJie action in an open 
position after the final shot is fired. ······ ········· 

Model 597 - The base 597 is chambered fqr~~~R :~~~~llf~s a gray synthetic stock 
with a blued action with iron sights. This ~ht!gµration of the Model 597 constitutes 
70% of all sales within the product family. w 

t\'IQc,leL527SS Chambered for 22LR Qhl~~fi~§~9§~\~~quipped with a stainless steel 
action with iron sights and the standard i,:t'ay~~~!l~\jc stock 

lli!ill!.:~LL~:!Jd_- The 597 LSS f~~ltes.a •• b1::::~1~:mnate stock with stainless steel 
action and iron sights. Chamberecjfqf 2~~~i .·.·· 

./:~:::~:::~::::::>:>:: ./::~:::~r·· ::{:::~::? 
Model 597 HB Featuring a bro~1i. faitri~lit~~@ck similar to that of the 597 LSS, the 
597 HB is equipped with a ~~hfo~\t.tlean batTel. Chambered for .22LR and 
.22WMR. 

Model 597 Magnum ·· 
WMR. 

_::::::::::::.·-.-. 

Model 597 Mab'Illlm LS ±j,j#\Mociel Magnum LS features a gray laminate stock 
and blued action withgph siglllS q~jjtnbered for .22WMR. 

:::::::::::::· 

Initial versions of/th~ received a mixed reception due to early issues with 
malfunctions in ti lastic magazine box and excessively heavy trigger pull. 
Over the course qf it . 7 has evolved to featttre a metal magazine, a newly 
designed ejectof~~:li!!i,Jally e ltihnate jamming issues and manufacturing methods have 
been refined to impr&i&i~~~):l'jgger 

However, tl'\~~~a~\~~q~~~yet to reach its anticipated potential in the marketplace. 
Priced in beHVMi\ th!ii ,)yfarlin Model 60 and the Ruger 10/22, the Model 597 has 
difficulty 4~PWYicihigd~ijlbus product differentiation to draw the Model 60 prospective 
buyer up~iilli~Rm~!;scafo. ln addition, the Model 597 is relatively close in price to the 
perceiy~~( standard Model I 0/22, providing easy rationalization for the undecided 
consul\\®' to choose tn~ category standard Ruger Due to the low margin position of the 
Model~g%i.B,emin1l'.t§i\ must find ways to deliver distinct product differentiation to the 
s110,otu1g piiji~iBiwl'iite adding profitability to the line. 
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As stated earlier, Remington also offers the Model 552 
rifle. Equipped with a tubular magazine, the 552 Spi~edln\it~M 

autoloadiug rimfire rifle capable of shooting 
ammunition. The Model 552 Speedmaster finish and high-
gloss walnut stock and fore end with cut checkeriJ~ft.f 

.·>>:< 
Wholesale Pricing ~~~P!H'i!Hlll 

Autoloading Rjffe!preRHl~~ 

$290 
Marlin $99 - $160 
Marlin $104 - $135 
Marlin $95 
Marlin $127 

$88 
$149 

$91 - $99 
$lll 
$149 
$186 

Rijffi;n ton MOO.el 597 Ma HB $273 

.. i:::::H:\::::>.· ... ····:;::::::t{::::i:!i~:::~:::::::::r· 
s.w.o.T. AnalysisH+Model 597 Autoloading Rimfire Rifles 

Strength~·················· ?•·· 
• Button rifl\ldi!:i~treLproduces an inheritably accurate product 
• Wi4~!&~'M!lii!il.bi~tl;;fhugh a broad range of distribution 
• ~!~ti:St~iMi~~!$1nanufacturing facility produces a consistent product 
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Weaknesses 
• Early incidences of malfunctions have given that has 

proven difficult to remedy 
• Product is also plagued by the poor reputation and of the Model 

522 Viper in the autoloading rim fire rifle cat~g9!¥ . 
• Low-margin position yields poor { ... 
• Low visibility in comparison to Ruger tg ~ai.i~!lsing exposure 

Opportunities 
• Growth opportunities exist with Wal!(~~ 
• Past performance with special mak~ dB#~~~)pMj~s have yielded significant 

volume and can result in improveq.m~ri,,"i!W t 
• Speed to market with the new ~j3 Ho~;1ady Magnum Rimfire could place 

Remington in the market fiH:.i ~Y!2!9i\ding rimfire rifle chambered for 
this round ················ 

Threats 
• Continued pressures from protect market share 

• Increased pressure f~r.~o•m~Jt£1~!F£:~'" 
• Increased costs of 

597 over the L11r~'rLuuJ••• 

_::::::::::::.·--- -

Product Strategx.:~6~~ >••··· 
/HHt· <->-:..-. """::::::::::::::::· 

Model 552 Speedlt\~~for j ? 
No new product i!ttiQdudfons are plam1ed for the 552 Speedmaster. An emphasis 
should be placed awni1~ihti!ining manufacturing quality to protect the small but 
profitable niche ftl\!i.*"\op~&Hijtj#y enjoyed by this product. 

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

Model597 
::::::::::::::::::::::::?????::::::::::::::::::::::::::::::::::::" 

,lfodel 597 }fjifi~#.¥.m~JzH,lfR - Introduced at the 2002 S.H.O.T. Show, the .17 Hornady 
Magnum Rimfire Wa~ iii\~ of the hottest topics of the year. Product offerings from 
Marlin i\!)\1~~g~ff1<;it~;Fbolt-action rifles chambered for the . 17 HMR. If executed in 
a timeJyfiishiori;R:~ffiington has the opportunity to present the first autoloading rimfire 
rifle clli~lnbered fof@his new round. The 597 Magnum .17 presents the following 
opport%¥n~s • 
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597 Magnum Synthetic Standard 597 Mai,'llum chamh\)f\l4.J9r,17 ~F 
597 HB Magnum Same as cunent 597 HB Magnum clj~bifo@(t1!4faf7.ftMR 
597 .17 HMR Conversion Kit - Marketed under tli~ %llm.e %tt~tegy followed on 
shotgun part order harrels, the sale of .17 HMR Model 59$ ):)~gel would allow the 
current owner of a Model 597 Magnum convefi!lli\!e.ir firearm over to 
accommodated the .17 HMR. 

597 Magnum SYN 17HMR 
597 HB Magnum . l 7HMR 
597 Magnum .17HMR Conversion 2500 

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

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

Model 597 Scoped Combo - The Marl~~~qg~!i:iOSS~bped combo has proven to be 
tremendously successful at Wal*Mart BcilhtPf Sale data from Wal*Mart indicates 
growth in volume for this sku in 2002qf td%%v~r.!§Q9) levels. The rifle comes with an 
inexpensive fixed 4X scope wit)) ~Omgi objective and 5/8" tube. Significant 
oppmiunity exists for Remington li.i ente/'!fiis ci!!egory with a similar offering, only 
with a scope perceived as a greate#W#Jµe/l\i fixq\Ji!IX scope with a 32mm objective and 
1" tube from BSA has been identifie~~~~~i\Pdi!J~ie for this project. Initial thoughts are 
to make this product an exclusive fdt ~ii:!~Mart conditional upon Wal*Mart's 
commitment to grow the 597 J?!\~~j~~~~~AAifidihly. 

)'."•·. . ······.;.·?< y 

Pricing Consideratio~;;~~l~~ilffi!Y competitive perspective, there is every 
argument not to take@i:Jficej11creasebh the Model 597, especially on the 22LR models. 
However, pricing oi~!he M:~~ibl 597 has held for two consecutive years despite rising 
manufacturing cost~; JW~r!!;!iis on the Model 597 are poor and a price increase for 2003 

avii.~"· A.411:;~pfif~ increase is recommended across the line for 2003. 

A for a comprehensive listing of product deletions. 
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Product Strategy - 2004 & Beyond 

Model 552 Speedmaster 
There are no new products planned for this item. 
make opportunities provided they meet a threshold 

.. :::-:..·.·. 

~~~d~~~9io the continued success of the Mqq~I ?97 family in main tam mg or 
reducing manufacturing costs without sacrificijjjftli~q1\ahlY of product delivered to the 
marketplace and in product d1fferentia11ou. Pcil.tj!S foi:d&h~!4~~ation are: 

• Cost reduction opportunities such asil\~~!!miration ~·~the receiver dovetail cut 
and drilling and tapping of scope base hd!&~8tilhi; receiver by redesigning the 
receiver with built in bases, similaf!P!l\~R~g!#\l!'i/22 

• Pursuit of special make up oppdfli!~ifii$(hat provide product differentiation to 
our customers, allowing the 5\l} t~ filli&ids kft by the I 0/22 and Model 60 in 
niche market opportunities. / .··.· ( 

• Special make opportunitie$ (hat)~&pitakw on the Remington NASCAR 
sponsorship with Dale Eanib®:4t Jfi Thes~~\Jportunities have proven to be good 
volume in previous years~ h8w~-\i¢( du\\ td vendor yields and inconsistencies, 
these special runs were not pr6fft~6)¢\ R,&D has been challenged with finding 
alternate sources and sol!'!'~~ ~i~h\ViH allow Remington to again capitalize on 
this partnership. A.. \ 

• Maintaining flexibili~filmi respond ifi#¢kly to changes in market trends in order to 
capitalize on opporitlli!$t~¢ $((uati.::ii\$ such as the recent introduction of the .17 
Hornady Magnumj.}imfii'@?>. 

c~~~~. ~~~~~~ .............. . ....... . 

Pricing Co11siderati01~ ~jj\~fij~~mm~;;ded that after the 2003 price increase, pricing 
be held on the Mod<:;j $97 line blffiiffi,g any opportmristic potential yielded in Ruger' s 
pricing strategy for.~9~Mo~j10/22. 
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Manual action rimfire ri±les can be categorized as pump 
action fireanns. 2001 sales estimates place the rimfire rifle U.S. 
domestic market at 204M units. Of the category, '.t!!tl'.t!l::'.'.'. ritlt~§ dc1mi.nate the total 
volume, accmllltiug for 75% of the category voht!;i!\, A hreak 
down by manufacturer is listed below. .·.·.·.·.·.·. 

Subject to Protective 

2001 Manual Action.dlhfi! Ma.rket 
Estimated Sales bf !Silanuf;8tiitlirf 

BRAND 

Marlin 

Savage 

Henry 

Other ,--·-F··· 

Ruger 

USR.AC 

UNITS (M) 

55 

42 

39 

33 

25 

9 

_l 

204 

M11nuafi\i~~!~it Rimfire Brand Share 

v. Remington 

Units) 

fH -~""'"' Rin1firc Rifll•-s 
by Mtun1faetu1•e1•) 

R('mingtou, o.!'j% 

' 

,~Marlin, 01.7.0% 
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Remington Segment Performance 
:::::::::::::::::::::::::::::::::::::::::::::::::::::::::::::::::::::::::::(" 

Remington's presence in this market category is essentiall§i:\!#te~!$ient. Currently, the 
only product offered by Remington is the Model 572 Fieldnfa~t~pump-action rimfire. 
With volumes ranging between IM and I .SM unit~hn @1 anm1£i ~sis, this product is 
not a formidable competitor appealing to a smaiffildli¢ nlflXl'.eC? From a historical ....... . ............... . 

perspective, when the 5411581 series of bolt-acdcli\ rimfire f\fiij~ were manufactured, 
Remington maintained approximately 10% of thi~Tll!\fket segme~f 

Competitive Outlook 

As stated earlier, save the specialized 1everS~~~~i1hmfire rifl:s from Henry, Marlin and 
Winchester, the manual action category is d6\il)\j~!~d by the bolt-action rifle. 
Remington no longer possesses a core ;!:)µ:lpl\t~ifil~@!hihf manufacture of lever-action 
firearms, hence the following discussioHW!!lfl'WJfS on the bolt-action category. 

··.·:.::.::.::.::.::.::.::. ... 

Bolt-action rimfire rifles can be ca!~~briz%[ ::~{h~~~ basic price categories Low, 
Mid, and High. Listed below is a ilJ~eral~~&cuss~gp of each of the three categories. 

• ,, /iii!iii!iii!ii::}:>: :)!iii!iii!:? :<i!iii!:::r 
Low Prtce (Less than $~50) ,,,,,,,,,,,,,,,,,,,,,,,.... ·''''''" 
Low price bolt-action rimfire rifles ac88i\~it4t approximately 60% of all bolt-action 
rimfire rifles sold in the U.~(d!.iiJ:i~~tj\.\..mark&. Distnbuted primarily through mass 
merchant channels, these IO)~phce off&q\iliill~ are attractive as entry level rifles, or rifles 
used for casual target shoot#ilfor hunting.\ . 

. :::::::::}}}!\::::::::::·.:- ., _:f}!?' 

Savage .. ••·•·•••:c•.••·•·.·. ········••••••••••? j?'·· 
Savage Arms participatesJ!!J!JeJJolt-aetion .22LR rimfire category with the single shot 
Mark-I series and the ~peahhgfy!~t~dI series. Both are priced right for the enlty level 
market and are strongifferforn!~rs Wfrlfthe mass merchants. Savage also provides a .22 
Magnum series in try~.,Mod~!W3. 

The Mark-I singl~t~~~f~;!i~s is positioned toward instructional use and as youth 
firearms. Ava(!~)~!~111 \VM'lii~tbcked full size and youth configLtrations, a stainless 
steel/laminated stifok~!l~!!!h.~~1din a synthetic stocked youth camo version. 

··.:-·.:-·.:-·.:-·.:-·.:-·.:-·.:-·., 

The Mark·Hii~IDffitlll.@~~ff~~fs essentially identical to the Mark-I, only equipped with a 
single stack; f~#!:l!!~):)je magazine Also available in a variety of stock and action 
configuration~, i11¢1J(!j#gl!~avy barrel varmint versions. 

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

The l\1:~~~193 i&H~~):nagnum bolt-action rimfire rifles are, like the Mark-II, available 
in wo&d~nd synthetl¢•$tocked versions with choices in carbon or stainless steel actions 
as welli ~\~o avaih\i~!@are heavy barreled varmint models. 
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Marlin 
Marlin competes in the bolt-action rimfire market with~t~~~{g@~~m~!i'Ue entry level 
price point as well as with products priced at the top ell4 gfwb~t· \~e refer to as the 
"Low" price point category. Product offerings are available fo iZ$ffiR, .22 Magnum, and 
in the new .17 Hornady Magnum Rirnfire. As on~9f!.psee fid~~j).e product offering 
descriptions below, Marlin has by far the ip:eatest b!\~*iffJtm prcfr!Wct offerings in the 
bolt-action rimfire rifle market .·.·. ··································· 

.· ::\\r . ":::::::::::::\:::::· 
The Model 15 seJ'ies consists of two single-sJ:i~f Y*ttJ:ltrifles, one with a blued action 
and one with a stainless action. Both are fitteg§lthiifo\;\\fiWM\\l hardwood stock. 

·--:·:· --:·:·:·:·:· 

Next on the price scale are the Model z~j~zJ,E. series ~nd the Model 25M .22 
Magnum repeating rifles. Both equipped wl!hil;7f$!Wltdetachable magazine box, the 
Model 25 series features a low-grade hardwoodst!:iikmili!blued action. Both the .22LR 
and the Magnum versions are also avail~~j~j\j~8~ffib~eision. 

'"":·::::::::::t}}}}}-:::::: :. ... 
Rounding out the entry level price ptjjAt categdfyfq~~arlin is the Model 81TS .22LR 
and 83TS .22 Magnum. The 81 '.[$c feat~~s a 5v1ithetic stock and tubular magazine 
capable of handling .22LR, .22 4Bi)g ary~/22 ~j}0rt cartridges. The Model 83TS is 
equipped exactly like the SITS, ~~~~Phi6~tubq!ilfmagazine on the 83TS only accepts 
22 WMR a1lllnunition. ················· ······· 

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

Marlin's premier line of 22~~1lf.f~~~j9r1 ;"/(nfire rifles consist of the Model 880 
series. The Model 880SQ•ff$quirrei l'tliie" features a heavier contour, blued ban-el 
intended to enhance accurtW&:, Also aviltJable is the Model 880SS with a standard 
contour stainless steel barrelll:f\!:I il~tio11\ Both models are equipped with a svnthetic 
stock and 7-shot detach<!ljl1' mag~iM~ f , 

Marlin's premier .22 M;::;~;~ili\~~Q~:1sts of the Model 882 and Model 883 series 
rifles. Model 882 dft~s fe~t,rre a 7'.shot detachable magazine, while the Model 883 
sports a 12-shot tuli~\!~r m~i,~zine. Available in wood, laminate, and stainless synthetic 
configurations. Th6M~~j883 is available in a wood stocked version with a choice of 
blued or stainless barr6fgd, ~i:\tl()ns . 

. }:::::::::::::::\>.· ,. ' '··:·:::::::::::::::::::::/ 
................... . .. 

Mru·iin' s big nev~~ lb~ ji.qgg pame in the way of the .17 Hornady Magnum Rimfire 
crutridge. f\jg~µk4ll¥¢)!.\J!\!J!®ht betvNeen Hornady Mfg., Marlin Fireru1ns and Sturm 
Ruger, the >!7 f-IMR was one of the most popular topics at the 2002 S.H.O.T. Show. 
Marlin ente~edth~;)ji HMR with two heavy varmint contoured batTel offerings, both 
with 7-shqt41:lia91Jahfo\ijijgazine boxes. These offerings consist of the Model l 7V, a 
"no fril!~1l wii!ih~t $tpcked, blued action version and the Model l 7VS, a laminate 
stocke4Yhsion ~frW~~inless steel barreled action. 
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Wholesale Pricing Compari~WL 
Low Priced Bolt-Action Rimtici\Rlri~$ ? 

Marlin 
Marlin 
Marlin 
Marlin 
Marlin 
Marlin 
Marlin 
Marlin 
Marlin 
Marlin 
Marlin 
Marlin 

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

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

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

··:::::~m~m~:~~:~::::.. .::m~:~m~> 

$129 - $149 
$114 
$139 
$169 
$178 

$174- $185 
$181-192 

$144 
$216 

1lfid Priced ($250-$500) >·· ) f 
Accmmting for approxi)µ(l.tely 25%Qfl\i~ bolt-action rimfire rifles sold in the US 
domestic market, rifles ti:i lltl<mid 1SHt~d category appeal to a more discriminating 
market. As a result, !be~Pf!!l~jii:Jppommand a higher price. Rifles in this price 
category adopt some tjfthe §(J.t:rie lliiitlfres found on popular bolt-action centerfire rifles 
such as adjustable ~ifWeontt§!s, higher grade wood and superior finish. Remington used 
to compete in this ~m$P!i~~~ith the Model 541and581 series of rimfire rifles. 

Ruger \... / 
Based on the popUlhl:JiiP%.~enterfire ri±le series, the Ruger M77 /22 shares many of the 
styling characteristics df .. H~. ~tnterfire counterpart. as well as the same three-position 
safety. Firsf)i~~i%d~il.\~aii\f9!io, the 77/22 has gain~d quite a foothold in the mid priced 
bolt-action Hfri~t~~\~gory. Models are available in 22LR, 22 Magnum and the new .17 
Homady Magµurri R•\;J. Available in walnut, laminated, and synthetic stocked 
configurnfl~ll~ ~yj~!h botlF blued and stainless actions available. The Model 77 /22 
featnr~l#ffie saniefq~~ty style magazine found in the 10/22. Another nice feature of the 
77 /22 lit\¢, although~~\ a rimfire topic, was Ruger' s expansion of the 77 /22 into a small 
centerfir~J.ifle cart(j~$e, the .22 Hornet. The .22 Hornet offerings have proven very 
successfi!l[~t 11M~~fi 
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CZ (Ceska Zbrojovka) 
ln the mid 1990's importation of the CZ ZKM 452 rimfire rifles 
began. Manufactured as at very low costs in the former 
Czechoslovakia, the CZ product is a no-frills alheit §~1\I9Y has gained quite 
a following the US Domestic market BATF irn#i%ji\1\$R!ts some 6M-10M 
units are imported into the U S on an annual J;Jk~js. Av£ill1~~in European, Classic 
American, and Vannint configurations, the CZ ritWs feature Ttifldsh walnut stocks, cast 
steel receivers and hammer forged banels with iil~Wfh1~ler matte finish. 

):::::::::r·· ···:::;:::::ti::n::::::::::::::::?:\::::· 

./!i:!::::::::::::::-.,-, ·.·.·· 
''''''''''''''''' 

Wholesale Prici~~cilooh\\11'/lon 
Mid Priced Bolt- · ' WW ifles 

High Priced (01•er $500) < 
The high priced segment ofJ!)j.iitlOlf~ijqfo::m market is the smallest category by 
far. However, prices comn1lWded for riti~~in this category are far from the $100 price 
point, mass produced ri±1e$) fo fact, ther¥1~ a significant step change in price between 
the Mid Priced and High Prl8&d · rimfire rifles. While the Mid Pnced Rifles 
seldom approach the $5QQ ~etail 1na )s not uncommon for the High Priced rifles to 
sell in the $800 - $10Qdfah~#:> J;]Jis price gap suggests that there is some untapped 
opportunity for a plat(qpn that C!Rh\i~pbtential buyers up from the Ruger and CZ rifles, 
while also drawing g§tentia!pnyers down from the high priced platforms. Distribution 
in the High Pric~(¢~teg¢tY takes place nearly exclusively through direct dealer 
relationships. .w .. w .. w. . .. w. 

Kimber ?.... / 
The Kimber 22 h~i f@B~~\;l;J~views by some prominent outdoor writer's as heing the 
finest Arneri,;~1·m~d¢:JID!t!!fution rimfire rifle available. Recently introduced after 
departing fr$~frj~~ Bolt-action rimfire market, the Kimber 22 has gained popularity. 
Boasting gua;aJ\tl;~IJ(tiitcPf-the-hox accuracy of 5-shot group sizes not exceeding 0.40" 
(although.p@j!!J~·~all~l§1%!mber have determined this claim to be somewhat misleading 
as the a¢¢ifracy i~#¢~(ed by placing the action alone in a vice without the stock), the 
Kimb'* 22 also boll~t~ healthv prices. The Kimber 22 is available in "no-frills" Youth 
and tl!l#ter version~( the mid-line Classic version, and a highly decorated Super 
Alneridij!ii~sion .... / 
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Cooper Arms u. , , , , '''''''''''''''······ 
Fmmded by former Kimber employees, Cooper rifles ~*ffl:l~ridt#iiM1\:!¢ly known are 
based on many of the same features as the Kimber line. iri~h .. itJ~~~been said in some 
small circles that Cooper rifles represent what Kimber bolt-ad\Ql:\ flinfire rifles "used to 
be" implying that the scrutiny and attention to c!!ltajJunde;'i&)#i;h cunent Kimber 
product is manufactured has diminished. The Coof:iilil$?!if!l's ai@iivailable in sporter 
and varmint configmations with varying grades of1fbod ~tid~ll~!k 

Sako 
Operated under the umbrella of Beretta, Sakq!\iakes mi\~!\t~yjn the High Priced bolt
action rimfire category with the Finnfire ritle >The Fi1111ffrg% based on a scaled down 
version of the Sako 75 centerfire rifle. U.S(tihmestic volumes are estimated to be less ................. 

than 2000 units annually. 

Anschutz ·.·.·.·.·.·.·.·.·.·.·.·.·.· 
Anschutz truly sets the standard for bd!!~&~tion rimfire rifles. Well known and 
respected throughout the world for ~R!'id-cla~~H!ii;the Anschutz 1700 series stands 
in a class of its own. 

J\imber \rn, ,;c<i.~lH?.~r.~111~i:i;;11 ... J!~QQ 
CoopiitAnns NI6diil 57 Classic $1000 

4'"gchutz J700 Series $1000 - $1300 

Product Strai~~~~~003 
.·ii!!~iH:\::::>.· .. . . ····:·::::::~::::::::::::::::::::·:·. 

Model 572 Fieldmastiiiii 
~j:'ferings are planned for the Model 572 Fieldmaster, this 

firearm is s 1ends of the NRA banquet gun of the year for 2004. This 
will require ~lhp@~)rt~l,l the 4th quarter of 2003. The NRA banqLtet gm1 will be equipped 
with a satin finished) ~tr#!gJ1t combed walnut stock and fore end with finger grooves like 
those found Bl\ the of(fi'ADL" version of the 572. The receiver will feature an 
embell~~(\fu~~(fHB~f~~*ynt provided by Baron's. Remington will not be charged by 
Baron!~'for the rec~i\iih enhancement. Quantities are expected to be between 900 
1000 1'.-l!~ws, essent\~jb' doubling typical production quantities for 2003. MSP will be 
$324. ··········· ········ 
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Product Strategy - 2004 & Beyond :.·:·.········· 

::::::~:::~:::~:::~:::n::::::::::::::::::::~:::~:::~:::~::::::::::::::::::r·· 

~~~~~~I~n~:e~~~r~~~; are planned for this category. ~;~~~l~~~l~n will be given to 
special make opportunities provided they meet a thr~~hg)qmini1ti{iru9f 500 units . 

.. :::-:::··::::::::i:::i:Hiif f }}t::::-:::-.·. ··"::::? 

Model 504 Bolt-Actio11 Ri11!fire Development#currenti'f i@li~tway for a new bolt
action rimfire from the Remington Arms Co.)$\Ned to fill the void in the current 
pricing gap between the Mid Priced and High Brice~ !:iiHhii!ction rimfires, the Model 504 
will 1s being designed and positioned as !if pre!HMl!~l~Jform. Capitalizing on 
Remington's core competency in building e:t1!;&:ptional performance for the price in bolt
action rifles, the Model 504 will boast manf&!]~tl!i ~i\p1e features found on higher priced 
platforms. The Model 504 will initially be of±eri!di~jgj? J.,ong Rifle, Magnum and 
. 17 Hornady Magnum Rimfire Key pro4µqt{~?i11!~Wl\t~Hf 

• All steel receiver with rear locJ.;~;:~~ld~~PYJ»:O take down screws 
• 20" button rifled barrel (22L~t$~turqs 5-lfH!ih\.g) 
• Product specific fire control,(J}iy aq}*iktabll!)QY gm1smith 
• Dual extractors • •. j / f. 
• Satin finish wahrnt stock wi~! ~J:lQ!lX (q\ie end tip and high grade grip cap 

medallion and laser cut cheslseriiiji ? 
• Platform is expandablef!~!~f~~i@J) R:~fuington Fireball centerfire cartridge 

Low Cost Bolt Acti/i#®if#flre Rifle 2001 Point of Sale data at Wal Mart alone show 
over 35M units of $99b61t;~~ion rimfire sold. Of that figure, nearly one tlnrd of the 
sales were youth~j~~g modJ8f§j The challenge for Remington has been, and is likely to 
continue to be the ih~BilimtlQ manufacture a product that can be sold at wholesale to hit 
a $100 retail Piili~PQi~t; ~~!~hgt on needs to pursue sourcing a low-cost, no-frills bolt
action rimfi(~ !'Ill~ HfaFC~ffbe marketed under the Remington brand or co-branded with 
the RemingtcMbt~iJ!l&i&, Mohawk by Remington). With the strength of the Remington 
brand, an !\!lmJiiJyolHffi~~f 15M 20M units is easily attainahle. Although this product 
will be il;~B let, a prerequisite for consideration must be that the product 
functiof\!lfeliably:\ .·•.·.... are many sources of a low-cost product that though they are 
low-c~~f; they are nelrijunk." This is paramount to any product bearing the Remington 
brand. > .·.·.·.·.·.·. 
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Low Cost B.A. Rimfire $100 

Pricing Considerations - Pricing will be 
most effective pricing strategy from year to 
constantly changing, making meru1ingful 
effective at best. Pricing strategies will 
oppmtunistic events and conditions. 

Subject to Protective v. Remington 

61 

MAE00009043 



CENTERFIRE RIFLE MARKET SUMMAR¥ 
:::!:i:!:::i:::i:::!;::::::::::::::::::::mt:::i:::i:::i:::i:::i:::i:::!:?· 

Market estimates placed the 2001 U.S. total market f~f~~~t~~f.re rifles at 960M 
units. 7 Given an average retail price of $350 per nnit, this Pmi~ the market value 
at$336MM. 

.-:::-:..-.:.""::::::::::::::HHHH::t::::-:::..·. ":::-· 

SAAMI's 2001 report of factory shipments sho\Y~~h indu~tiy%!4~ decline in centerfire 
rifles of approximately 2%. Tt should be noted.h9Wiexer that the SAAMT data is not a 
comprehensive view of the total market as it ilb@ ii!:\f ini;lnde fii,'llres from some key 
players such as Marlin Firearms. In stark cd!Hrast, ih!!R\;lington Arms Company 
showed a 25% increase in centerfire ri~¢!! ~hipments in 2001 over 2000 figures. 
This increase was attributed primarily to the i~!~g4qqion of the new Model 710 bolt
action rifle, produced in the Mayfield Kentuck .. ,,,., .. ,,,,,,,\Jn a manner similar to that of 
the introduction of the Model 700 ADI:; ····· 5, the new Model 710 grew 
Remington's centerfire rifle business bfil.¢~~'!~4QJ\1 units in 2001. 2002 order positions 
for the Model 710 mirror those of 2QQJ. llfollf~~!Qfy shipments increased 2.5% over 
2000 levels WW 

./i!i!i!i!/' _./i!i!i!i!?' .::::::::::.: 
Centerfire rifle sales have been ~Xttfi.!n~!M strorngbver the last three years across the 
industry. The same holds tnle fQf !!1~ Rlfffilhgton Arms Company. With the 
introduction of the new RemingtonUiiiffN,(lm~¢it1ess magnum cartridges beginning in 
1999, category growth has be1;!lc¢llt~W'f.llY sti&hg. Additionally, high levels of demand 
for high margin all weather iiiijlliless iff~~krifles with synthetic stocks have resulted in 
healthy profit margins. ....... _,.,,.., 

.:::::::::}}}!\::::::::::·.:- -. .::::~:::~:::t 
Market momentum has slowed r&F2!:\026brder positions exceeding plant capacity have 
normalized somewhat. ... M.i'hi111 .. ord~P lfositions remain solid, it appears that the 
centerfire rifle categpcy fiMj ~!j~~b!l~ a plateau; at least as far as the near term 
outlook is concerne~M Th~ pipeilifof6r Remington Ultra Mag calibers has been filled 
and demand for the~~pi·odp!)W has declined drastically. 

The centerfire rifl~~gil~i~ issssentially composed of three product categories. 2001 
volume estimatit#~:y Pilteg8(y~%.s follows: 

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

Cate110rv Units IM\ 
Bolt Action 560 

·························:·········~···· 

Repeatmg 361 
Single Shot 42 
Total 963 

.1\ctiou 
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Centerfire Rifles by Action 

Single Shot 

In contrast to the rimfire rifle .·~~gment, rifle dominates the 
centerfire category, commandigg}neari)t 60%. of the sales volume in units. 
Centerfire rifle unit sales for the q,~~~01µ~~tic m.~!1~et are as follows: 

. :;~i~~ > 
qm~r 

< ~"vage 
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225 

182 

140 

101 

100 

90 

67 

33 

25 

963 
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Remington 

Ruger 

\f\11nchester 

Savage 

Browning 

H&R 

20% 25% 

./!}/? _.t::m::r .::::::::::.: 

Remington maintains a domiQ~~~ p~!~ion .~i~h respect to brand share in the 
centerfire rifle category, primarily tijfQ~llilt~jifs of the popular Model 700 line of 
bolt-action centerfire rifles. Ad9ition1iF1'!i.i!i~ growth was spurred in 2001 with the 
introduction of the Model 7J@$~B~m~µ, allentry level priced scoped combo bolt
action rifle priced in the st\~$400 mli~~tretail. 200 I sales of the Model 710 were 
purely incremental with n§~jippage in ~~\es for the Model 700. Bolt-action rifles 
constitute nearly 90% ofMil{!fui!H~to9~¢nterfire units sold. 

<:::::::::.·-.. . · · ":·::::::::;:::;:::m:m::::::::::::::r 

Sturm, Ruger & Cornpa\i~l:i!t~\IPies the number two spot with a 19% share of the 
centerfire rifle categotj\ UnHk~~~!nii:tgton, Ruger's portfolio is much more diversified 
with respect to "act~gµ'typi;;fa'' AIHfough strong in the bolt-action category with the 
M77 family, Rugefihain!iil~s a dominant position with respect to semi-automatic 
centerfire rifles witli.!he •• M.ihi 14 series of "ranch rifles." Ruger also holds a fair share 
of the single shotcentetat~~mewiry with the No. 1 series . 

.. /:H!\\::::>.- .. . . ":·::::::::::;:::HHH? 
................... ... 

The number three sj:l\iW!iW!hWU.S. Repeating Arms/Winchester. Approximately 60% 
of the Winche~t!.\t¥~l~m~.ll~s in the Model 70 bolt-action rifle. Of that 60%, it is 
estimated di~~lj~if®ffil~iVIodel 70 production lies in 4 sku's of scoped combo, 
entry level ~fli:ij~i#h The balance of the Winchester centerfire category falls in the 
Model 94 J~X~f~gtcficil\r~¢ating rifles, a modern day variant of the one hundred plus 
year olqf~)jfou~q~~ik'll. ·········· 

::\\:·:::·· '•:•\\\\:':. 

Marli1~ified for the f¢~irth largest participant in the centerfire rifle category competes 
solely #!Jth platforqj~fbased on the lever-action repeating design of the Model 1895 
series aiid Ylmi!!U!ii ~herein. Marlin also recently purchased their way into an additional 
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3%1 of the centerfire market with the acquisition of Harringtqn 4f" Bi9ha;dibn (H&R), a 
popular manufacturer of break-action, single-shot rifles. ( 

The "Other" category consists predominately of impo~~: ~~ ~~\; as custom rifles. 
Although the import category is significant, a larg~ pg[tion oft~~! piarket consists of 
imported surplus military rifles In fact, it is estini!Hi!ij f!.l!'itPeatly half of the lOOM 
imported centerfire rifles are comprised of sud~!its rnilit~!!Y.~lrearms It should be 
noted that the scope of the remainder of this rep~jf section wiffbe focused on sporting 
firearms as Remington, with the exception of ~~~¢i!i.!~!l4 products for law enforcement 
and military applications, does not participat¢ih 1riarketl!tli\1wlitary style firearms for 
sale to the general public. .·.·.·.·.·.·.· ···.·.·.·.·.·.·.·.·.·.·.·.· 

./???:\:-.,-, 
·-·-·-·-·-·-·-·-· 

Completing the list of top industry players filg§li'~#@~fo.pns with 10% share, Browning 
with 7% share, followed by H&R and Wy~!.R%lW~~B~*;!!!\ a 3% share of the market. 

CENTERFIRE RIFLE INotJ§,l[\{ANALYSIS 
/:::::::::;:: ":·::::::::::;:::::}}::· 

Unlike the rimfire rifle market, the. ~~nteif/i::i; rifll!nnarket is not dominated bv one or 
two manufacturers. Certainly the1;~i4~ cJ~!ifrnark¢tleaders, but by in large, th~ playing 
field is bit closer to level betweeh iij~ t~hJoitf hr five players. Intense competition 
exists amongst this segment, primarily tfil!i\jg~~jtorts to provide product differentiation 
to the market through nev\ ~@l)Wi@ f)lau.!Bhing, usage of hi-tech materials for 
construction, and by introdup.\\j.g platfd~~·~eared toward specific end use applications . 

. ·:>:>:> >:>:>:> 

Like other segments withii\l6~fit~rrns ~ct\1stry, the price/value relationship maintains 
a great presence within the ceiff&rl:it¢rifl¢segment. Consumers place a great deal of 
emphasis on the level dftmrf@:i.na11l~e~ p~ecision, and quality obtained for the dollars 
spent. Tt should be no\!(Q thifii\~j)~¢ t!J\l rimfire rifle market, centerfire rifles maintain a 
position of a premi1µ#~rogµ1;t !i{Mid amongst themselves. While entry-level priced 
products exist in th<:i#\ei1terftl!¢ rifle market, typical entry level price points are sub $400 
at retail as opposedt8sub$fso at retail for the rimfire market. Centerfire rifles are by 
nature, viewed as lh§~~#P~i;\jij.)ized tools for more specific end use applications and 
therefore mamtaJi!11;J1igileFH\li~!:!fold prtce. 

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

Essentially, the ce~::;;l~~~~Jflll~egment can be categorized under three distinct headings: 
• Entry!.;~~~j(t@~f~Hif@Rifle (< $500 Retail) 
• Premh\ffi¢~tl!\?rt!re Rifle ($500 - $800 Retail) 
• Spe5i~jty£=eM~l;fjtjijRifle (Niche Markets) 

·>>>>>>>>>>>>>>>>>>>>>. ''·'·:· 

Entry ~~t~;~~~~~~l~~re Rifle 
This sijginent is do~j~ated by lower price point repeating rifles, no-frills bolt action 
offeri1ig@hind the !!1¢feasingly popular "'ready to go" scoped combo packages. The 
entry Iet%(~ftA~ jilit appeals to the casual big game hunter, the new entrant to big 
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game hunting and the hunter with a limited budget. En!cyJ~Y~Lprnd~~i offerings in 
the centerfire rifle category account for approxima~~!y35%ij{!i#t~li sales in the 
U.S. domestic market. ... · .. .. · .......... . 

Premium Centerfire Rifle ·-·-·-·-·-· ·-·-·-·-· 

Appealing to a more discriminating audience, the priii#!#!li ~enteHlfe rifle category in 
the sporting firearms market consists primarily 9f.bolt:~efiffur!f:\rs that constitute the 
flagship products of the various manufacturers. ~'¢aturing higher i,'l·ade options such as 
stainless steel, high grade stocks, polished btt!M !i\l.l!<.ll work and an overall higher 
perceived level of attention to detail. The pt;li'il:iHuril i:il.\;ij~~ffip1 category accounts for 
approximately 50% of retail sales in the l(,S'. domestic iliit:Hiet. 

./???:\:-.. -. 
·-·-·-·-·-·-·-·-· 

S . It • (' fi R"fl .... ,,,,.,,.,.,.,\t//t::::.: ....... . 
pec1a ) .enter ire 1 e ""'"'"'"'"'"'"'" . 

The specialty centerfire category featur~~ pp,?qµqWfh~f iire generally highly focused 
toward a specific end use. Examples vm\iM ~g Mfavy barreled long range rifles with 
specialized target stocks for situations s{\2hij~if~n:ninting, or extended range big game 
hunting. Products within this categqr~' otteri liHiii"¥tate of the art materials such as 
aramid fiber reinforced stocks, titmi:@:h alWll(s aml iii the case of the Remington Model 
700 EtronX, electronic firing m¢~lfani~j~~ <:;\\$tom built firearms would also be 
included in this category. This ~~~~~r~~onstj~~ies the 1·emaining 15'Yo of the U.S. 
domestic market. ················· ······· 

Customer Profiles 
As is the case in the rimfire,~~e mark~i;!t~reral demographic studies m·e far too broad 
in this category to dra\i ~ffY.. meani*jful conclusions with respect to specific 
demographic trends. Perh~p~ ~Ulb~e co!\'iprehensive study might reveal some data of 
substance, but with curr~!l\ 1'\YailibMj~f~fination any conclusions would be speculative 
at best. . > ········•·· 
Based on market tr¢ij~~ ai~d ~:~! ~~ij:piled in the 200 I SMRG Annual Rifle report, 
nearly three fourtl~~ bf th~ centerfire rifles purchased in the domestic market are 
purchased for huntl\.lg~ml!!~ations''. Based on personal experience, this writer believes 
that to be a cons1<ryatl .. and that in fact, the actual figure for hunting usage 
approaches the'~1'4i m~rk. remaining 15% of the sporting centerfire market can 
be primarily categoHli~~~~ll:!J>et shooters. 

The "hunt .·· t ~ ~: categorized under two broad headings, "casual" and 
"dedicated." within the category is estimated to be skewed 60% toward 
the "casu<\F WPfil~. 

Subject to Protective 

o 1;j:@jid@i~\l%Jwnter can he categorized as the person who has an opportunity to 
J\(jj\t a few il\n~$ a year, generally in close proximity to his or her home. It can 
"~~·~onably be ~~~urned that game types and hunting situations do not vary a t,'feat 

" " " " " " " 
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deal for the "casual" hunter. Firearms are also cho~@RW!t!JS9!1Sicl~i~iion given to 
widely available, well known and competitiv~~~ pH¢@4 g6nition types. 
Consumption of a foll box (20 rds) of centerfire ~·µpit!§!w\.\'ithin one season 
would often be ambitious at best. The "casual" huntef\n~i?hot see the point, or 
may not have the income at his or her disposaJ~91ationaHi~!!l@ expense of a high 
dollar scope/rifle set up. In fact, he or she iiiiytj~JiµiiteiF))y either budget or 
need to one rifle The "casual" hunted\$ J&el)i .~!'WJ:p be categorized as 
technically savvy with respect to firearn:1iH annnunition: ifod optics technology 
making products which are easy to u~aj:i4~1µick to set up attractive. The 
"casual" hunter would expect a functiqj!frllY sdiiii,qptqguct that yields accuracy 
capable of taking medium size gamej[ftypical rangg~ of less than 200 yds. A 
product category gaining immense pd~~l!~riiY with the "casual" hunter profile are 
the "grab and go" scoped combo centeHlflifi~i!(~, with scopes pre-mounted and 
bore-sighted requiring minimal mqgjf(q~iJ99'kYtJ.i~~nd user. 

o The "dedicated" hunter is mo~~ ~l~r~~d lW Wfearms, ammunition and optics 
technoloi,'Y than his "casual'' coufifo!ii~ifn Game species and hunting situations 
may vary significantly within J~~ "dedldi@Qj\~~gment as he or she may travel to 
varied destinations to hunt. {$he ;\@dica(ed" hunter places greater value on 
enhanced product features S~!i\~ as g~t~iled i\~~!al work, high grade stock materials 
and the incorporation ofhigjj~~$)l~~terig1~foch as synthetics, stainless steel and 
other alloys to tailor a prodLict@ ~filktlt~ needs of a particular situation. The 
"dedicated" hunter likely !n¥H§ l~iifrijiij~ ht1es suited for different situations or 
species that they rnay ~jfoihfri(~i#H The "dedicated" hunter would generally 
expect Minute-of-At)W~ accura25\)Ar better with a very low tolerance for 
malfw1ctions of anyJ!j!iitJt woulc!j@it be uncommon for a consumer within this 
category to spend rnelid:l~~Pf$ZQQf6r a complete rifle/scope setup. 

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

The remaining 15% of market is essentially occupied by sales to the target 
shooter. .J? 

Subject to Protective 

o It should be noted thdtthere a great deal of overlap of target shooters 
who qualify ij~ "d¢~\i6ated" hunters. Target shooters are perhaps the most 
technically ii~~ ~t the centerfire rifle category with respect to rifle and 
a111muniti9µtedi'ffolqgx;gi;ecisio11 accuracy is critical to the target shooter. It is 
not at all \liij\fommon tBFihe target shooter to purchase a factory produced rifle 
and in11nediirn!¥·~14t.4~ firearm to have custom work performed. Custom work 
would, IDQh!dli> ~B ifdntrol modification or replacement, barrel work or 
repla¢~\B~t\f~m:l sfockmodifications or replacement to name only a few. A large 
perce~fag$~t\c~!~tqm rifles are purchased by target shooters on an annual basis. 
on~n !im~;;, d!fitjjl made rifles utilize actions from factory based platforms 
'l!li~r~acu~~&m. gun maker might purchase a base factory rifle, salvage the action 
~Q~ build a \\~\y gun from the ground up. These firearms command high prices, 
~!foost alway$J~kceeding $I 000. Generally speaking, the target shooter is the 
N\p~!giscrirQjij~fing of centerfire rifle consumers. 
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Brand Perception 

Brand perception within the centerfire ri±le market 
the value/price relationship or quite literally, the most "h:'111nfo 

especially trne for the brands pmiicipating at loweqpi;j9e 
cases for the consumer to get "more for less." Tli:iifim!J#g~!.!id, is a tremendous 
level of brand loyalty within the category, provi~Wof cdr~th~tParticular brands are 
maintaining consumer expectations with respecqp§uality and j)eHormance. 

o Remington - Remington is very well e$!\i!blislied\i\ilt4n;spect to reputation in the 
centerfire rifle market, primarily .~he to cm11p2%hcies exhibited in the 
manufacturing of bolt-action rifles. ~~~lhermanufacturer builds and sells more 
bolt-action centerfire rifles than the R:@!hitj@tgµ j\rms Co. This modem day 
reputation is based upon the foundatione$~Bm.i~@6y the Model 700 series bolt
action centerfire rifle. First intr%\\~~~\ffjij62'.lhe Model 700 series is perhaps 
the most popular ho It-action cenfoft!fjj !lvecbuilt. At the end of 2001, over 4 
million Model 700's had bdin huili Klli.B~~m for its "best out-of-the-box 

10 ·>·::_·::·· ---- ·--::-::-> 
accuracy" the Model 700 rill¢ rat~$\lery high on the price/value scale from a 
consumer perspective. It is Ji~funr¢~~6nabJ~tb assume that Remington centerfire 
rifles are the standard by wh!~!JR~l~~jilnan1c1j~bturers are judged. 

o Sturm, Ruger & Co. Secoi1d f!ifh~J~#i\1ington Arms Co. in centerfire market 
share, Ruger participate§i!l\Qj§~~g\\i~\~tprimarily with the M77 series and Mini 
14/Mini 30 series of ce!W¢rlWe#!'!¢s, M77 bolt action centerfire rifles are priced 
comparable to that o.t'fhe Remiri~t*Q. Model 700. Although regarded as solid 
performers, the M7T#!ffipjy does J)Qf have the following of the Model 700, nor 
the extensive depth iii H\ii)#~tket )~,hger also maintains a very healthy position in 
the repeating cel)~~r!)r<;i dit&~#t~g6ry. Based on U.S. Ml Carbine, the Mini 
14/Mini 30 series 8-fij~@!q;;ging ilfles are by tar the most popular in their class. 
Ruger spends l)'!Qfe doililfs.i~~!}vertising thm1 do any of the other manufacturers 
participating i6Jl\e lX~k domeHic centerfire rifle market. As a result, the Ruger 
brand is wig*j~ re§~~~1ized, aiding to pull product through the marketplace. 
Although pifu$~%'ea?hs a fair value for the price, Ruger relies heavily on 
advertising(loil£1'M. t@!l!l!Hinue to pull product through into the hands of the 
consumetc············•······ ·······•···•···•···•·· 

o Wincheste; 5#,V!ffe~!le§ler established a competency in centerfire rifles and a 
reput<i,\!9A.fQ!'!l!!~!lt~J.ifthe late 1800's with the Model '94 series oflever-action 
repeat~~~. \Yhffelhe Model '94 remains a staple in the Winchester line, it plays 
seconcifidllJ~(l'\ \Im Model 70 series of bolt-action centerfire rifles. In fact, prior 
to th8P9Pl\laiify~t!fge of the Remington Model 700, the Winchester Model 70 
wiiii\'Mwl'ldilis the finest bolt-action centerfire ri±le in America. Winchester 
*i~\~s to hdV~ ~ loyal following of consumers, predominantly residing in the 

.................... }8:8:8:... ............................. i:8:8:2. 
10 Marcot.>i~}J::T:he,Offie:t~i:~Ji~thori?:ed Riston: of Remington Arms Co. Peoria. IL: Prin1edia Speci11l Interest 
Publli.c~\i?.ns,· !~@~Vi? · 
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Subject to Protective 

Western and Southwestern regions of the United ~~t\l~, Jl j~ mt~i~~ting to note 
that in a smvey conducted by SMRG, Winch~~@fifui.i~w~!f6m the other 
manufacturers with 64 % of respondents stating that \¥µ~~lw~t~Ps brand name was 
influential in their purchase decision, placing greater ei))pi\asis on these criteria 
than the price/value relationshipu Thi~ jµformatiiffi ~pen compared to 
Winchester's fourth place position with rM\;l~~f !R ;idvcirtfoing dollars spent 
indicates that the Winchester consumer isj~#rhap~ ifiifu{~.!!lyal to the brand than 
are other centerfire ritle consmners. ( ? 

o Marlin - Marlin Firean11S participatesj~l!\~~pterfire ritle market only with 
their family of lever-action repeating rjJilijs. Miifl!li;~l~R purchased a dominating 
presence in the relatively small singjec~hot centerl'lfi' rifle market through the 
acquisition of Herrington & Ric!)~f~~PJL (H&R). The Marlin brand is 
undoubtedly associated with "middle Of!!id~tj~!f;Jin comparison to Remington 
and Ruger) offerings targeted tO\\'.<JXQJAA ~~\!~! j,iµhter with a limited budget or 
limited desire to spend a great de;\Jpfm~h~§Bhahimting rifle. 

o Savage Arms - Like Marlin, Saviii\ef®u~es marketing efforts toward reaching 
the entry level, or price consciq~\*consiiM@liil)jiiis is reinforced by Savage CEO's 
statement in the 2002 product~atalo,!l;Hwe qoll.hnue to build on our reputation for 
accuracy at an affordable !:lmfe".1.J Sav'!g~ relies on their bolt-action Model 
I 0/Model 11 platforms tq ~~j~y@j1e lo~~{ Regarded as "no-frills" firearms, 
lacking high grade finishing ani!;m~\ed*ls, Savage rifles do iu fact carry a 
reputation for being an '\SHlff!!WFr~difot. This reinforces Savage's position on the 
price/value scale. •>>>:;•;;.;;.;;•>>>>>> 

o Browning - Brownil)~p:irticip~tS~jh the centerfire rifle market with the A-Bolt 
bolt-action centerfir~ .. #!;¢J3.AR <ii#¢loading repeater. Regarded as a premium 
brand, Browning ac2&ti\#~ filr p ·.·.·.·.·.·.· 7% of the U.S. domestic centerfire rifle 
market. Not unliklkWi · . .. wning has a very loyal customer base. This 
theory is reinforcEiF!\ji $e .rnsulfa of the same SMRG study referenced above 
which Browliitig~$!ast on the scale with respect to the consumer's 
decision to BrmvMng rifle based on the price/value relationship. 
Instead, a was placed on brand recognition and dealer 
advice. response is not surprising as Browning follows a 
dealer extent. 
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2001 Total Print Ad Expenditures -

Ruger, tH.1 

2001 Advertising Expenditures 
Key Ceuterfire Rifle Br,amls 

($in Millions) 

With the exception of Ruger, :Wmti~!ng on suppo1ting the centerfire rifle 
category are relatively eveqj~ d\kfHb\i~~\\between the top four players. Ruger, in 
contrast, spent nearly twl.!il\.'i1s many#~·dollars supporting their centerfire rifles 
than did Remington, M!\~~!!\l!d "''iµ¢ij~ster combined. This figure is significant 
and should not be overlool(ed ~~!~SHi§!f6rking aggressively to penetrate deeper into 
the centerfire rifle categqt)i; 

Subject to Protective 

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

. ;,~:!~~ditures by Product Group 

$-

v. Remington 

Ad Expenditures By Centerflre 
Product 

($M) 
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The table below portrays the estimated distribution through channels in the 
U.S. domestic market of Remington centerfire 

Rt•.1nington C.cntcrf'1rc 
Retail Sales % 

Dealers, 35% 
I __ . 

.-<~Ii:I:i!:::::::i::i!::i!:II}>:::: 

Chaln!i, 43% 

From a wholesale distributiq~~~rspect;~~l~!"rnington's position is as follows 

Remill~-SfPMrfj~ko1esale Distribution 

Subject to Protective v. Remington 

Mass l\.'lerchants~ 
15% 

~chains, 10% 

Dcalc1', 6% 
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BOLT-ACTION CENTERFIRE RIFLES · 
:::!:i:!:::i:::i:::!;::::::::::::::::::::mt:::i:::i:::i:::i:::i:::i:::!:?· 

2001 Sales estimates have determined the U.S. domesti2ij~lt.~af~n centerfire rifle 
market to be approximately 560M units anmwHY with ~ !ii(Jail sales value of 
$196MM. A break down by manufacturer is list~ •.• l:ldiiw .. 

Subject to Protective 

.. :::-:..·.·. ··:·::::::::::::ttttt::\::..·. ·:: 
2001 Bolt-Action Centerfit~'Rifle M'J\lil:~t? 

Estimated Sales by Ml'!mf~.~turer ·· 

BRAND 

Remington 

Ruger 

Savage 

v. Remington 

~:~~~Iii\ 

45 

25 

-1! 
560 

Rifle Brand Share 

I 
l~ugcr, 17~. 
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Remington currently occupies a dominant brand p9~jtifH! h:tthe bolt-action 
centerfire rifle market. 2001 was of great significan~~~R~~j~~~~picked up an 
estimated 6'!/o-8% brand share with the introduction &:f.l:he l\cllldel 710 rifle. The 
Model 710 provided Remington with incremental sales vt'iltii»~i \vith demand levels 
exceeding Remington's ability to fully supply the JI\~r!s~t ShtiR~#t!P objectives are to 
continue to grow Remington's brand share through l!fo\1~i~mgpap<i8!!y to fulfill more of 
the market's demand for Model 710's. An ongg\hg al\diqpg~ttenn objective is to 
maintain the integrity of Remington's reputation tifr quality bo!Mfotion centerfire rifles 
through continuous improvement initiatives Al.\~! ~~9yide Remington with distinct 
competitive advantages with respect to perceiy~!J:vaHl@~ii:!@P~I-

'":':' ":':':':':' 

Remington Segment Performance - BolH\cti-0n Centerfi1·~ Rifles 
Remington competes in the segment with tlifoe.q1~Uti!ltProduct families, the Model 710 
Sportsman, the Model 700 series and the M9cji)j$~~~!! compact rifle. 2001 sales 
volume consisted of 194M units or .$$# ]\i;m !ft t~bnue. Overnll volume and 
revenue changes from 2000 to 2001 w~ii~!j~~~~~es of 28% and 26% respectively. 

101. I 101.5 129 IJ 129 IJ 
$37.5 $37.5 $48.2 $48. I 
$17.4 $17. 7 $22.1 $22.l 

47.2'~·0 4:S.8°;0 45.9~~ 

:m1cr;wt~l~:l&mJ;;:::·~··::)~~f:~!·:·: :I~ttr:·:·:·:·:· !·:·:·~~f~r:·:·~ ·:·:·:·1~~t:·:·: :·::·~~o~·:·:·: :!z~·p~·: 
u.11.ni•lll•lll•ll•lll•i·~·•:t:*:~:~~~:~::J: rd.at•i• ·~at•11• ·1~cm:u111• •iA~:tt11•1iu~&l"i•111•11•1•11•n111• 

.... -.-,-,-:·:·:·:·:':'::::::::::::::::::::::::::::> * * 5.3 5.3 12.0 (), 9 
$2.0 $2.0 $4.5 $2.6 
$0.9 . 0.9 . 2.IJ , LI 

*' ** $15 

** ** $0.8 '0.9 , 2. I 12 
** ** 54.5'/0 57,0'}'0 55,2'/\. 54.8~~ 
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The Model 700 series clearly is the dominant player in th@ W!lt~;i,c.;tion rifle 
category for Remington. Accounting for approximately.J~[~dtii!($M~~J# the category, 
the Model 700 family continues to make a strong showi1ig(µ.tjie mi!.t\~etplace. Like the 
Model 700, the Model Seven is an Ilion plant hased producF ~liile undoubtedly more 
of a niche market product, the Model Seven has shq'\-¥p(ldrastid~~l~~ in popularity due 
to the introduction of the Remington Short-Actfofri$!!)(1!;}Aag ~hies of centerfire 
cartridges, first introduced in the Model Seven Jin¢\ ··································· 

.. ::\\:·· ··.··:::·:::·:::·:· 

New for 2001, the Mayfield based Model 7lo$~~#$!J1!ln series of scoped bolt-action 
rifles was perhaps one of the most success(~it,ilew piiq(l'q~tJ;rnnches in Remington's 
history. Targeted toward the entry level markef and distr!Btited primarily through Mass 
Merchants and Sporting Goods Chain store$\Qtl:!@rpositions in 2001 and projected order 
positions for 2002 easily exceed plant capachj@J)lji; jµtroduction of the Model 710 
resulted in a historical all-time high shipm..,AL1wfu\#i"lii@i· bolt-action centerfire rifles 
approaching the 200M unit mark. M<fllf \ffipdtfal\!Jy as noted earlier, the Model 710 
resulted in an estimated 6%-8% pick \ij5\#ITJ;1Jket share for the Remington Arms .................. 

Company. } / . f 

Bolt-Action Centerfi~¢-~e .. ~~~er g~~ition/Shipment Trends 
./::::::::::::::::>:>:: ./:::::::r·· ::{::::::? 

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

Reming~~~8g~i~ffi~Bolt Rifles 
9t~~~~;§~iprt'i&nts (Units) 

. ' ... :~~~i~··." ... '" ~ ·:·~::;::l::~~~!~~~ .... " .. '." .. '." .... " ... '"'' .. "'' .. "' 
Ill~ l 0 (~:~;f1{~ Ill~ i; Ill; Ill!; II; Ill; l ,j:~:;;:f;~:11 ~Ill< i; Ill; l !; II; I 0 l 0 i ~ l ~II~ Ill j, i; l; l !; II l Ii 0 l 0 

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

2001 
YTD 

2002 
YTD 

ltjffiS!~l9F Bolt Orders Lil Total CF Bolt Shipments I 

Over the co~~~~~~~\(~~;~~~;;~:e years, Remington has enjoyed order positions for bolt
action centerfirertl]~~fi:m.in excess of plant capacities. Reasons for these positions were 
a strong m~~i.'\ti!!i g~tl8mij'. coupled with the introduction of the Remington Ultra Mag 
family q~¢1if!Hifg~!n '99 and '00 and the introduction of the new Model 710 in 2001. 
While.Qfder positiijn~ for the Model 71 O remain consistent with 2001 levels, Ilion 
based bolt-action} tenterfire rifles have showed considerable softening, 
predodlj~~"!!YJIJ4!~i Model 700 "Regular" category occupied by the 700 ADL and 
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700 BDL blued, carbon steel rifles. This softened 
market conditions, combined with the fact that most 
rifles chambered for the Remington Ultra Mag calibers 

Issues critical to the continued success within this 
• Improving and maintaining product quality .· 
• l'rmelyfitlfillment oforders 

respect to 

• Ahility 10 re.1po11d quickly to 111che marke1pf#p.(irtu11i1ies special makeup's 
• Maintaining competitive positioning wit!J:!'.Jkfj#ff;htf!J?roduct cost and pricing 
• Product centered advertising on corephiduci:Vik/~1k1tinue to "pull" product 

th rough the marketplace · ······ 

Competitive Outlook 

The following section addresses the tl~lf ~t4wiple categories of centerfire rifles as 
stated earlier, Entry Level, Premium1 i!lld Spec@l!&~pecifically as they relate to bolt
action centerfire rifles from a competJt)Ve PerspecHW. In the bolt-action centerfire rifle 
category, Remington competes prj~~~ily With Rj\ger, Savage, Winchester, Brovming 
and Weatherby on various fronts Wl'.(fun th~tateg~tY· 

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

Entry Level Centerfire (< $500r~;~;ij§~~l~~~htion Rifles 

Savage Arms j j\. ········•·•••· 

Savage plays primarily in/th~ entry le\\~.l bolt action centerfire categorv. Primary 
product offerings are the 1\4'~~~ .J0/11 ~¢i-ies of firearms. Available i~ wood and 
synthetic versions, with ();µd wfrlfol;~~¢!~~hable magazines, the Model 10/11 are known 
not for their styling, btit fi)tfueir f~!fotation for solid performance at a low price. 
Savage also set the prj!!'lecl6HF¥~tthe §!;)Oped combo package gnus, offering consumers 
with a platform that!$ re~qy to M\d6t straight from the box. Scoped combos are 
available in wood ~#('i;syn~)i\!ihc versions, with and without detachable magazine boxes. 
The Remington Mi~!JJQpbmpetes directly with Savage in the scoped combo arena. 

Winchester ,.,.,.,.,.,.,.,., .,.,., 

The Winchesterl\fodl:'il.tlfi.is siniilar to the Remington Model 700 familv in that variants 
exist to compete atv~d~~j~ ~B¢e points. Model 70 variants with "contr~lled round feed" 
based on th~i$~!1~~{\~~f~\:\iftaction are placed in the high end, while less costly "push 
feed" modtli\i tj,i~M"l HP the lower end of the spectrum. On the entry level front, 
Winchester C>ffers the)\iiiUel 70 Black Shadow. Featuring a synthetic stock with floor 
plate m~g~jn~; m~:tt~ l)Hfo<l finish this "push feed" design is targeted toward the budget 
mindedlifrtnter. W!h<::hester also offers an exclusive scoped com ho version of the 
Modej]p Black stlil:iiow in calibers .270 Win, .30-06, and 7mm Rem Mag to Wal 
Mart .Jmi:nded to 9hlfopete with the Savage package guns, the Model 70 scoped guns 
are alsoil:~)1Th11W¥~~fopetitor to the Remington Model 710. Non-scoped versions of the 
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Model 70 Black Shadow compete primarily with the 
Synthetic. Reliable sources indicate that the 
account for 40'Yo-50'Yo of Winchester's total Model 
Model 70 scoped packages were purchased at retail. 13 

.:::::·:·: ... 

Remington .·. < ... 

700 ADL 

Remington competes in the entry level catego91_on two (fRP!"!!f The first product 
offering is the Model 700 ADL series of bolt a¢!!6n centerfireHl1es. The Model 700 
ADL Deluxe featru-es a walnut stock with blin4lli~~~zin~, polished blue finish and iron 
sights. The more popular and price competiti\i¢ M.iltiel;7;QQAJ)L Synthetic features a 
black synthetic stock with blind magazine, ihatte blue tWil~h and iron sights. First 
developed in conjunction with Wal Mart, til¢JY!9gyl 700 ADL Synthetic has proven a 
worthy competitor to the Winchester Model 7tiBl!i~R§lli\\low as an entry level product. 

·.·.·.·.·.·.·.·.·.·.·.·.·.·.·.·.·. 

The second and most recent produc\~ff~~jj~~ tPS~ ~~mington in the entry level 
category is the Model 710 Sportsm~fi $\ib~s of scoped combo package guns. 
Intrnduced in 2001, the Model 7~(his ec8ri8ffii~i\lly priced and cost effective to 
manufacture, affording Remington tfi~bppqqunitytri ii10re effectively penetrate the true 
entry level bolt-action centerfire c~~~gory, The NJ~del 710 carries the reputation of the 
Remington brand with the price ~~!:it' ~h~ tra\J!!!bnally lower priced Savage package 
gun. Perhaps one of the most succes!:f:it)!\llM':~roduct launches in Remini:,>ton history, 
the Mayfield Kentucky man ·. · · · %JO has drawn order positions in its first 
two years of existence exceeq!j\~f ~~p~cities. Of further note, the Model 710 was 
presented the 2001 Field ~~heam l\fli~~~ine's "Best of the Best" awards . 

Subject to Protective 

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

_::::::::::::.--.- - ···-:·:::::::tt::::::::::::::::::::::::::::::::::?·' 
.............. . ....... . 

~ljjH~!Jle P}icing Comparison 
§ptry Levetl;;~~_terfire Rifles - Bolt Action 

110/111 Scoped $287 - $393 
M70 Blk Shadow $335- $353 
M70 Scoped $325 
700ADL $382 - $400 
700ADLSYN $331 - $349 
710 Scopecl $290 

v. Remington 
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Premium Centerfire ($500 - $800) - Bolt-Action Rifles .. 

Ruger (.· 

The Ruger M77MKII series fields a broad array of producl!:i~rfngs in the premium 
category. Generally priced toward the lower en\). gfthe cat~il*ty, the Ruger M77 
competes heavily with the Remington Model 700 aiiifMi;\n1'h"<ster Nfodel 70 categories. 
Like the Winchester Model 70 Classics, the Rug~~77 ftatii~~Kf!lthree-position safety 
and Mauser type extractors for controlled round ~\:!eding. All fifodels feature a hinged 
floor plate magazine. Walnut stocked config\i~~.l!~~~ •• !ire available in full size and 
compact models with blued finish. Stainless ;,\~el vefiifo\i~@:!tavailable with laminated 
or synthetic stocks as well. ······· ··············· 

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

Winchester .... ·.·.••·······································································•· The Model 70 Classic series represent~ '\)0\ij~!fo~i~f'f position in the premium category 
of centerfire bolt-action rifles. Featuring!l!tjt~rJ?QSition safety and Mauser style claw 
extractor for controlled round feeqmg, the Mi%!~jpo Classic has enjoyed quite a 
following. All featme hinged floqf plate l:l\11gazi11es and are available in full size and 
compact platforms. Walnut sto9k~ v'*t\~\\ts fihire polished blued metal and the 
synthetic stock versions feature ~~fjj'jl))~~~ stej:\j~atTeled action. All premium grade 
Model 70 Classics are produced iri ri&#~!ght#lhr "clean barrel'' configuration. The 
Model 70 Classic is typically marked agailistthe Remington Model 700 BDL & BDL 
SS product farnilies. Followj)\~t!\@~i(~¢ess ~;;,Remington's prior introduction of the 
Ultra Mag family of no1JBh¢ited magai!w cartridges and firearms to suit them, 
Winchester Firearms in ¢gi}jw:rction w@!f Winchester Ammunition and Browning 
introduced the Winchester sl\~11 M~&n~~p (WSM) family of non-belted, short-action 
mab'TlUm cartridges. Th!$ j1J\roduct!1)@j#as perhaps the single most important recent 
development for the Mod&f]gQ\~~~ic fafuily of firearms 

Browning 
The Browning A"B~!t~~petes exclusively in the premium bolt-action centerfire rifle 
category. The w994 sfoCl~~Y~{iil!.lt of the A-Bolt, the Hunter series is available in three 
grades, Hnnter, 'i\4~!.l.aUinn, artdDold Medallion with each increment in grade featuring 
higher quality woodifli&•~wgi.g9ed metal work. The synthetic variant, the Stalker series, 
is available in .• stainless.~ti'kffoid blued carbon steel versions. The A-Bolt features a 60 
degree bolttbW~i;\!\t~i;d~dt~ shorten the time to cycle a round as well as a unique floor 
plate magaziriSth!ij¢~J!'*]so be used as a detachable magazine. The A-Bolt is available 
in a wide H\l)g~.pf 2Ml~~' including the new WSM caliber offerings. The A-Bolt's 
princip\¢#BiH\%ll:\tQ~~ are the Remington Model 700 BDL and BDL SS as well as 
WeathBf~Y bolt-acH~rypenterfire rifles. 
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Remington u.,,,, ,,,,,,,,,,,,,,.. ..... 
The Model 700 BDL Custom Deluxe is the core prod~i§!@f!li@M@@!700 line. The 
BDL features a high-gloss finished American walnut stH~~.witli~lacf fore end nose 
piece and hinged magazine floor plate. The BDL sports af ············· lished blued barrel 
and receiver. Remington also offers six left-hand S~l!Lin the 700 BDL Custom 
Deluxe. The 700 BDL is also offered in a detacha61iij#~g!l?;4;te (M~del 700 BDL DM) 
configuration, allowing the shooter the conv.f'lnFmce tit ~.!l~iick-load removable 
magazine box. The DM version, while cos!;JJ'~#cally similiiF lo the BDL Custom 
Deluxe, utilizes a unique receiver and uniqu~~t§¢Jl:J9accom111odate the removable 
magazine box. ······· ·················· 

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

In 1981, Remington began a yearly offering~f~ j.,,jmited Edition Model 700 Classic. 
Chambered primarily in vintage calibers, or tlf@~~f!Ji~!()rical significance, the Model 
700 Classic has proven to be a popular off~FM1~~mBU~~BP1lectors 

The Model 700 BDL SS (Stainless S~~~ki~~JQt{qrs the same legendary performance 
as the Model 700 BDL Custom Deluibiwith tli8 iltlliciikbenefit of weather resistance and 
durability derived from a synthetic~tbck mWI staj1~f~~s steel action. Like the Custom 
Deluxe, the BDL SS is offered in .. ~deta~jj~ble 1~\~gazine version as well. Continuing 
the lineage of the stainless steel ~~~tw~Hs tl1~ Model 700 LSS (Laminated Stock, 
Stainless) boasting a stainless steel il\:i!i¢#l'!e!l!iled in an attractive and durable gray 
laminated stock. The Model 7QQ bSSis ~jg&~l,i~ilable in three left-hand skus . 

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

The Model 700 Mountain ©ij~ serie~ f~\wes all the benefits of the regular Model 700 
models with the added be@fitqf a slen4¢t mountain contour barrel to reduce weight 
and improve portability. Xvlilli\1:\)¢ ina wi\1nut stocked .. blued version with detachable 
magazine and in a lamill~tl!4..~to~kw%~~!~inless action, the Model 700 Mountain Rifles 
have proven popular wfrlfhli9~\lf\\)'Y hiinters 

In 1983 RemingtonJl~j~~d11¢e~ ~;~; l~del Seven, a compact sibling to the Model 700 
series. Featuring t!J~~enefli'il of the legendary Model 700 action, the Model Seven is a 
compact rifle interi!l;~ f@i Use in dense cover and also appealing to smaller stature 
shooters. Availaj:)J~ ilifih!l~tllRP!!)ar short action calibers, the Model Seven is available 
in a stainless syiiJij~~!\l p]atfofitiiis well as in a laminated stock with either stainless or 
carbon action. In Mii.~{#f gqp 1, Remington aru10unced the introduction of the short 
action countf)fPfl.l'i§tQt~\~)1'.~riiington Ultra Magnum family. Available in both 7mm 
and .300 ca!!~~~~; t!\e Relnlngton SA Ultra Mags were introduced in a magnum variant 
of the Modei§~'J~rj$s a)ld LS platforms. The combination of these calibers with the 
Model S!(Y!(n pJ5J.frBHh gave shooters a tmique combination of magnum caliber 
perfon~~s\i@ih~QRmPact .. rifle. 
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Wholesale Pricing Compari~WL 
Premium Centerfire Rifles - Bo(ti\¢66~ \ 

Ruger 
Ru er 
Winchester 
Winchester 
Browning 

.M77 IVIKll 
M77 MKll Stai6i~~s 
M70 Classic $474 - $493 
M70 Classic Stilirtlii!i$ L$512 - $531 
A-Bolt HunteF ···•· $4;42 - $600 
A-Bolt Staikiit $461 - $535 
A-Bolt Stainfo~k$till!1r .. $586 - $622 
700 .• $452 - $479 

700 BUI..;~$. .. . $484- $512 

$463 - $508 
$481 - $527 

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

Specialty Centerfire (Niche J\11'f~;;;~~fff1~:ion Rifles 
.. :::::::::::::::::::-:::·::::::::::::::::::::::::::::::: 

/!iii!~ii!~::r · ··:·:::<{!~ii!~ii!!i::: 
Ruger ) .. )§ 
While limited in scope, Rugcfrit\:i~$offerA!imited number of skus that would qualify as 
specialty rifles in the M?~ !illY· d!'it\\il~g~~onsist primarily of heavy target/varmint 
batTel configmations, aldhg\W!ltl~4eavfinagnum version intended for use on 
dangerous game. · · · · · · · · · · 

Browning 
Like Ruger, Browri!~g\~!i!tifuary focus with respect to bolt-action centerfire ritles is 
centered on the lWiJnilllll ~t~l!;91w, However, Browning does offer two specialized 
firearms in the A\~~!tEclipse sih'ies. The Eclipse is available in both a sporter batTel 
and a heavy targetN&Hh.l~f~;m:eL The truly unique feature about these products is their 
specialized li:lmi11i!cl@41~Jli\µj!J"i46le'' target stocks. 

:::::::::::::::::::::············ 

Wincheste: > •••···· 
Winchester..Qffers t~VdV~i\~h feed" Model 70 ritles in heavy barrel configmation. The 
Model 7Qp6ytit~f~uresa laminated stock and stainless steel barrel, chambered in the 
new WSM calibed/~$ well as in .308 Win. Similar in nature, the Model 70 Stealth 
featur4~~ synthetic $r~¢k and matte blued heavy barrel chambered for popular small 
bore v&~ffii~tcartriqi§. From a "controlled round feed" perspective, Winchester offers 
a Safari Gl'.~q~p!ftjcliambered for dangerous game calibers. 

79 

Subject to Protective v. Remington 

MAE00009061 



:.':·,·,·,·,·,· 

Remington J·· 
Remington offers perhaps the broadest array of specializedq~j:J,(~rt!r~bolt-action rifles. 
The l\ilodel 700 Long Range series features a wide offering Mifi~~\if ban-eled varmint 
rifles with high b'rnde laminate and composite stock§iT!ie Mod&J%~Q VS (Varmint 
Synthetic) features a heavy target barrel with matteBl~~ll®~4, bedded in a high grade 
H.S. Precision composite stock with aluminum ht;~~fog bltii:U\Jt!j[i;e left-hand skus are 
available in this platform. Offered in the same s~$~k is the ModeP700 VSS1'' (Varmint 
Synthetic Stainless Fluted) featuring a stainles#~tl!\1SilYY barrel with fluting. All 
varmint configurations are offered in popular ~!!;\ht actlfil~yjggy11t calibers. 
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Winchester 
Winchester 
Browning 
Browning 
Remin ton 
Remington 
Remington 
Remington 
Remington 
Remington 
Remington 

l\170 Coyote 
M70 Stealth 

Eclipse Hun\tf 
Model 70oys 
Model 700~tJ:i~h> 

<S451.- $470 ................. 

$754 

\$7~3 - $751 
·.· $539- $557 

$482 
l\1odel700 $649 

Model7Qq~wqero SF $668 - $677 

Mod~f700!HronX $1,367 
./::::::::::· _.:(((.' .::::::::::.: 

/:::!:ii!:ii!ii:::>:>:: -:i!iii!:ii!:r· :::::i!:ii!:::r 

S.W.O. T. Analysis - RemingtonBolt~Action Centerfire Rifles 

Strengths 
• Dominant Brand Positfon.. ) § 
• Broad Range of P~£)(.l;;ifoQ'.~r!!Jg~~ross the Category 

: ~~~~p~t~~~~~~~~j!!~~~ii\~;;::1~ 
• Attractive Mar~j#Pos~t.io11< 

Weaknesses 
• Capacity (o~~if~!i\~~ .> ....... . 
• Manufact\\tl~g (pnc~ffi§¢buld Tarnish Brand Image 
• Limited in Ciljfa~!!!~!,>rnpf.espond to Changmg Market Conditions 

Opportuiil~~ r· 
• PotentiafE~l$t~fo Capture Additional Market Share with Model 710 

• ln\W#lii~l'\t~f?:;~fh@~~ Opportunities for Customer Specific Niche Products 
• µ~!filfesf&t~~~tyling of the Line to Create New Interest 

Subject to Protective v. Remington 
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Threats 
• General Softening of Market Could Result in High Margin 

Specialized Products 
• Manufacturers that are Dependent on Entry Level 

Price Concessions in Order to Regain Votu111~RAARired 
Overhead · w ....... . ............... . 

• Changes in State Hunting Laws that Limit U~~ of Cehf@:fite Rifles in the Eastern 
United States or Other Densely PopulatedAteil$. ··.· 

• Strong U.S. Dollar Continuing to Cr~f¢ fi~~Qfi\bl~ Conditions for Imported 
Firearms and for Major Participants Sud~&s Wil18fM@!¢l;~nd Browning Who Rely 
Heavily on Imported Goods .. }'>::•••··· ·.·.,.· 

• Environmental Conditions Such as Chti:l\jj~f\Mi\~(ing Disease Threatening Game 
Populations · · · · · · .w .• 

Product Strate2y 2003 - Mo(rnl71~S(!ortsman 

No new catalog introductions are µj~~ef;!J~;· ;g~~f Sales predictions indicate that 
sufficient demand remains to exc.¢~if Cll{~~iit pl<!ii~ capacities in .270 Win and .30-06 
configurations only. .w .. w. .w .. w .. w.w 

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

Model 710 Magnum - A currel\i !:\'l~:;~~~~~~~~~ject is currently in place for magnum 
caliber versions of the Model@i!'i Pill®veloplnent and testing will be complete in the 
smnmer of2002. Equipped\\i!fh a 24;'b\ii~l, calibers will be 7mm Rem. Mag and .300 
Win. Mag. Both will uti\!z¢ •. 1.he currenf ~cope configuration of the .270 and J0-06 
versions. 'Vhile the magrlbi~~ ~l:Jl µo(]~tended for catalog introduction in 2003, 
Marketing and Manu(•cturingW!ll 6e prepared to announce and launch the 
magnum variants shoitfd ~~!M\:)S soften in 2003. Otherwise, the magnum calibers 
will be a 2004 produc\jjjtrodtittlct!j, \ 

Subject to Protective 

to current capacity constraints, a capital project has been 
additional machinery in order to increase Model 710 

equipment will be in place and operational by the 4tli quarter of 
ex1)ect~\',l,@(o increase overall Model 710 capacities by an additional lOM 
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Production/Quality Control An essential criteria g;qµjrng in the 
competitive position of the Model 710 is to monitor @ill!Ei@ijffiMfahe price/value 
relationship remains in favor of the consumer and abd~~APe ~gfupeiition. A key 
element involved in this strategy is to monitor and understa11dth~#~curacy performance 
of the Model 710 in a manner of statistical ~jgnifica~t~ff> Manufacturing is 
implementing quality control procedures to monitcif; fl\ij~\1!hi!nd fri!hpret the accuracy 
performance of the Model 710 off of the productic;ihJine . 

.. ::\\:·· ··.··:::·:::·:::·:· 

Pricing Considerations - No price increase j~~;~?i!'!!!J~nded for the Model 710 in 
2003. ln response to the Model 710, Savag<;;~msWal(fQ~!l~d to decrease pricing by 
6.5% for 2002 on select Model 110 Scoped~ii%s in ordel!&ffemain competitive. It is 
the belief of this WTiter that this resulted in ~~l~!lifis;ant blow to Savage's overall margin 
position. From margin/profitability perspecfr\~&;s~*ijg!(may be forced to increase price 
for 2003, but will likely hold price in orc\.~L.lQWAtiWti!~~lr market share. By holding 
price on the Model 710, Remingto6 ~~~~iii ll~ able to further entrench their 
position in the entry level scoped conihil!ii~ifj{~~' 

Product Deletions - No deletions ai;~~l~n~~g·;::~~§~~ 
.::::::::::::·· -·:>:>:>· .::::>:>: 

/:::!:ii!:ii!ii:::>:>:: -:i!iii!:ii!:r· :::::i!:ii!:::r 
''''''''''''''''''' ''''' 

Product Strategy 2004 .. &.~::~~~~~odel 710 Sportsman 
.. :::.:::.:::.:::.::::-::::_:::.:::.:::.:::.:::.:: :: 

The overall long-term str~t~l~ for ;~~ ~odel 710 will be to continue to deliver 
exceptional value at an aff~~\)!e price 

""'"" '" 

Extruded Receiver - E~Pii:lt~;:;;~¥~~~~te underway to improve the perceived value 
of the Model 710 by ·l~elM ~t\~n .fill inetal receiver. Technology that will yield a 
dimensionally correc(~tbel receiVJf.!!*ough extrusion at little or no additional cost to 
the CLLrrent synthetic.!'.~teivef!iisert is being evaluated by Manufact11ring and R&D. 

·:·:·:·:·:·: ·:·:·:·:·:·:·· 

Model 710 Slwrt-A6/i~~§r1t April of 200 l, Remington composed a poll of visitors to 
the company weQli\ite askMgt\)~question: '·In which caliber would you most like to see 
the Model 710 &li~n!:l~rn\1'1'; Over 500M responses were received to the question. 
Nearly half respondectf!:l~ttl:leY would like to see the Model 710 chambered for short 
action cartri!\g~!h §tl~¢lfidM!y( 22% responded with .243 Win and 25% responded with 
.308 Win. Al!h9~t£)tshott action calibers are typically less popular than long-action, it 
makes sense ta··;mr · e or two short action calibers in the mix to complete the 
Model rt action offering would likely be a 2005 introduction . 

Subject to Protective 

. 243 Win $329 $300 3.5M Units 
e .308 Win $329 $300 4.0M Units 

v. Remington 
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Model 710 Youth As an entry level product, it is logica)Jq \Pm!PrnJhe of 
a scaled-down version of the Model 710 to fit the s1riiillMi~iiifaii%iillBbter. Such a 
product should feature a shorter length of pull stock with ~~jj1mn~r g~lp and fore end. 
A shorter 20" barrel would also be appropriate. Chamberedfi# )j;143 Win, the Model 
710 Youth would correspond to the launch of the 710 ~tj~rtaction platform in 
2005. """""""" 

Prod11ction!Q11ality Control - It is importm~t~~~ M~1:::;~~~~ff~{~ to continue to focus on 
small incremental improvements on th.i MQ§!~! 710 to improve manufacturing 
efficiencies that reduce costs while not sacrificMi!tjl!)!ypr performance. 

Pricing Co11sideratio11s - It is recomfu~~d~ai~~i~~{o price increase across the 
board on the Model 710 be taken in c~rij\iii~\iijn:with the introduction of the Model 
710 Magnum in 2004. Pricing shou!i)hold atfH\@j~jiel for two years. The entry-level 
centerfire market is somewhat pri¢@.elastj!;; Ifgelnington can hold pricing in this 
category while maintaining healthi.iihargj)fo; thed!.Jiig term competitive position in the 
category will be better served. ~tl~ ~~i~!i'al tqji&\uain cognizant of the fact that the 
Model 710 is positioned as value ilffoi\~f!t!!:J'l,!llTI. Annual price increases based on 
opportunistic beliefs can qui~klY1;b1u:ige tht$product's position in the market as a 
price point firearm. · · · · · · · · · .w. · 

/:::::::::::::· ··:::::::::::::::} 

Product Strate2y 20US+;ModeJo/OO 

The strategy for managi\~g ~!!~ :~~~ia~~brand differs vastly from that of the Model 
710. With a relativ<.\~Y fij(\Ja !~¥i;/pf production capacity and broad product mix 
spatming nearly the ~j~ffre specfrtfrif§f the market, the key to the future of the Model 
700 is to focus str<jj~gtes qffinaintaining production levels within the Ilion plant and 
protecting profit m.~1!~!p~.)$~is can be accomplished through: 

Subject to Protective 

• Special makehjj~f®w.;t opportunities allowing customers differentiated product 
through 1~!*i!fK all.difr~W!#)lg calibers mid cosmetics with existing components. 

• Concerted fu.¢~~·9!! go!J.gistency and quality in manufacturing to insure that 
· · · · · · · · · et place meets customer expectations and continues to 

action centerfire rifles. 
• Revif~Hilj\~~)!'f!l&urrent product line through cosmetic improvements. 
• The iucorporatijii);ii;)f new materials and teclmologies that provide competitive 

ashf!l\i~~~!i~ !nthe·;;;~fket. 
• E~&ts i;;::~~\1ufacturing to improve efficiencies and reduce costs while 

ffl*intaining th~highest level of quality. 
• INl}rnved p~¢\;tj¢tabi1ity and accuracy in order fulfillment through line item 

efhi~r\~!11($~ r 
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:.':·,·,·,·,·,· 

,lfodel 700 ADL LS Offered as an exclusive to Wal M.11 lh~Mbd!il71lo ADL LS is 
intended to replace the Model 700 ADL Deluxe in an W~!Mact~t~~~~ Featuring a 
polished blued receiver and barrel with iron sights and a Bf#m\laminate stock, the 
Model 700 ADL LS will be offered in .270 Win ) 

Model 700 ADL LS 
Model 700 ADL LS 

::::::!!?·-···-···-···-···-···-·· 

Model 700 Titanium Magnum - A logical 1;~~~1sion Remington SA Ultra 
Mag catiridges is to extend them into chai'ij~~t!ng§)n the Model 700 Titanium. This 
strategy provides the hunter with magnum peff~~#~!lin the ultimate light carry rifle 
platform. The challenge to date is a QWM~A9 ~!if~fihiagnum perfonnance in the 
Model 700 Titamum without creatingi)M~!~\ff Peliahy by adding a heavy mo1mtain 
contour barrel. The Model 700 Titanfllffi ij$ !)µrrently configured utilizes a slim, 
mountain contour stainless steel barri:i!kThe prei@hfdifoign is not suited to withstand the 
pressures created by a magnum ro~~. \Miiifk is ,uiiently underway to qualify a new 
high strength stainless steel a11o$~ ~hat. ~111 saf~jy handle magnum pressures while 
maintaining the slim, mountain &9~rQµ(Qhrrelpjibfile. This level of performance is 
currently Ullavailable in a production gfa4~t!li!¢@id will provide competitive advantage 
in the market · · · · · · · · 

t l@ • t tt :l t' t~ 1 ~ ~:~:~:*:f: l; I 0@ • t' t :l t ,;;:~:~:~:~:~:? '> t · t 
;: n t ~ n :1:nu;:;1' ·. :- 4;; r n ~ t n;; :1:; HH 

Model 700 Tita~l\ii!Mln1rn RSAl.JM $982 $896 400 units 
Model 700 Titani1iin .~~.!&SAUM $982 $896 800 units 

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

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

jj.fodel 700 Remingto:d.WA Ultrdftii'ifg~- Two Model 700 BDL SS slrn's chambered for 
each of the two Re11!i!~gion.$l*Ultra Mag calibers were introduced at the 2002 S.H.O. T. 
Show as show spegi#J guq~f?Order response was strong with a combined total between 
the two in excess 8f'$f~i(tjtj)t~. Plans are underway to include Model 700's chambered 
for the tJ!ffi'f.ey. in the product line for 2003. These products consist 
of: 

$581 $530 3000 Units 
$764 $697 2000 Units 

SF .300 RSAUM $764 $697 2500 Units 
SS RMEF JOO RSAUM $626 $571 2500 Units 
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Model 700 Classic 2003 For the 23"1 straight year, 
offered in a limited edition caliber. The 2003 offering "''''""'"''"' 

will he 

Model 700 Etro11X Long Range While no ne~~;"oduct are planned for 
the Model 700 EtronX, special consideration #!II!* gjyen to a full coLrrt press sales 
effort. In order to accomplish this and support!his Eifdij)¢qµ~igned gLU1 accounts have 
been established for each of the fotrr sales ag~!~bes. Sales ~g~licies have been instructed 
to provide each sales rep with a sample Et1t<\\\2\" Bf!!l to use for demonstration purposes 

at key accounts. ·.·.·.·.·.·.·.·.·.·.·.·.·.··•·•·•·•··············· 

Model 700 L V SF (Light Varmint Stai,J(Jl~tlliJ~tJ=li~~~nded to reach a niche market, 
the Model 700 LY is designed to app~dft&!!\~ )'walking" varmint hunter who finds 
small bore varmint calibers desirable.; i'¢t finds itfad\#bnal 8 l /2 9 lb varmint rifle too 
heavy to meet his or her needs. ]~~ Mqit~l 70Q. LY will feature a custom designed 
composite stock, blued receiver, @if a ~~f me&!i\in magnum contour stainless steel 
clean barrel with fluting. Caliber~!if~tiµl\vill.#~rtsist of .17 Rem, .221 Rem. Fireball, 
.22-250 Rem. and .223 Rem. The Milif~(?QQ@Y SF will be introduced in the summer 
of 2003 as a 2004 Spring Gun 

Model 700 L V S 
Model 700 L V S 
Model 700 L V{ 
Model 700 LV , 

/!::::::::?: _::.:::-:..-. 

2500 Units 
1500 Units 

Productio11/QualitY !~11s,{~~;~tio11s A grass roots effoti needs to evolve around 
improving, monit6H%g! ~~4 maintaining the quality and integrity of the Model 700 
category. Specift%i~sues eiii~t¢tJJ:rently which must be addressed. These issues are: 

Subject to Protective 

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

• Rough ch~::::~: :::::::::::•:••• .. ·· ·or issues from a consumer perspective appear to center 

arntm\:k f the chambers being excessive, exhibiting signs of worn 
toolittg) mt4~ case of rough chamhers, the end result is often scarring of brass 
and exces~N~~li!Hift forces. 

• Crn!i"!?~ G!!ari'ib~fs - Crooked chambers impact the Model 700 from an 
~#~i!facy ili~j)~point Chamber casts of Model 700's exhibiting sii,'lls of 
:\~~rooked" oi.~eeutric chambers actually show unevenness in the throat area 
~\:ween the chainber and the bore with lands extending into the throat on one 
d&~!'!tthi< ehijMber and not the other. 
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• Rough Rifling Similar to rough chambers, rough rifljgg.r~t~rsto tool marks 
and in some extreme cases, gouges in the lands wij~j#flfobi\ittli~tfifb barrel. This 
issue appears to be more prevalent on stainless steell:i!Uwi;ls,!fil\:l has been an issue 
with the high end Model 700 Titanium rifle. ? 

• Crowns - Ilion is currently targeting I 00% otaj\genterfif~tltles for accuracy. It 
appears that poor crowns contribute to a larg~fi~ftjli#mg~ offlftes that fall out due 
to unacceptable accuracy in the gallery. ............. . .................. . 

. ·/:::'/ 

It is paramount to understand and uphold th~ f~¢kJhat Remington rifles set the 
standard for the rest of the industry. Bei1Mif~as gd&i~~l!Qf. "nearly as good as" the 
rest of the industry is a mindset that can not )?~folerated. · · · · · 

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

Pricing Co11sideratio11s - The key elements ;;; jffi~j#~!\ifi!tegy for the Model 700 are to 
remain positioned competitively with J:(.)~P~9k!Q 9!!1!\t product offerings within the 
categorv and to ma.intain margin positiohM l~thhaifaci;)rs taken into consideration for 
the ~pc~ming year's pricing scenario ....... ,.,.,.,.,.,., ............... . 

• Changes in raw material costs 
• Changes in labor and ov.Pr1·1pe; 
• Capacity restraints/a 

External considerations are: 
• Overall strength of the m~fMW> ''· 
• General condition of tit~ {fo;~~~~tl~ ~i.\onomv 
• Competitors strategic;$ ~i;d past pr~~!i¢es • 
• Inventory positions \$itl*!!1!hc;trad~f? 

While market condition@ ~r~:;~~~~~l~~~:nterfire rifles have softened somewhat, the 
overall market for Ri;wi1~gtd1\ t!fi~js still such that manufacturing is challenged 
capacity wise to fult~~~~l·dq·p9siiid!'lk No changes of significance are anticipated with 
respect to raw mal¢f$al o#i)ther variable costs that may negatively impact margin 
positions. lt shou ·.··.··.·· however, that at the time this document was written, these 
figures were not yefa .·.·.·. ,far budgetary purposes, so they are somewhat speculative 
and will be revi~ltllclin XffL41$F!002 once budgets are submitted. Based on this, there 
are no overwhel1rtitt@j~~\~~ fro;rt an internal perspective that require a price increase to 
maintain current rnm:ii#V~~~~~9ns. 

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

Externally; hilW~'.IMLthere are factors at play which make logical sense to take a 
price increas~ fof lflQ~CAlthough trade inventory levels are high with respect to long 
action TJ!lt4L. sku;;;; demand for core offerings appears stable. The upcoming 
releas<e'Pf S , 002 Ql share figures will confirm or raise question to this 
hypotlW~~s ....... . 
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From a competitive perspective, both Browning and '\¥ill9h~~t~r are at full 
capacity with strong demand levels for the Winchester $~~Maimi\\~(JSM) calibers. 
Both are likely to initiate price increases for 2003. Brow!~~. )M#lchester and Ruger 
have all taken substantial price increases over the pas( twl:#Nears in relation to 
Remington. It is the belief of this wcriter that th!if!;)S a prid~~!!Eity issue between 
Remington Model 700's and Winchester Model 701$!ffet4<i; pre1hl;\im centerfire bolt
action category. On average, Winchester Model ?Q)s are jSfic~?t/!1 $30 premium to the 
Model 700. Entry kvel Model 700 ADL Sylithetics are priced on a net basis 
approximately $10 below the push-feed W~~~~$!~L Model 70 Black Shadow. 
Remington must make up some of this prig~clispafify iJkgQ03. Price increases by 
category are as follows: .·.·.·.·.·.·.· ···.·.·.·.·.·.·.·.·.·.·.·.· 

NC 
+3.0% 

Product Deletions - See App/ili~l~lf~~a,;omprehensive listing of product deletions . 
. \\\t ··::::\\\: 

Product Strate2y 2004& .. Beyohd - Model 700 

The Model 700, while d~l\t\~(\i;::~~~~~~~:s the industry standard for modern day bolt
action centerfire riflesjj~ ~i\¥&$\¢!.inJhe mature stage of its product life cycle. Focus 
within the category ™ the Q\:ar f'lihlie will be a proactive approach geared toward 
maintaining volum~~/at p~~k levels at attractive margins This is accomplished 
primarily through il:icl'!lmeifral improvements to the product line to keep it fresh in the 
eyes of the consun;6F$~m~~µggested concepts are as follows: 

Subject to Protective 

.·ii!!~iH:\::::>.· .. . . ····:·::::::~:i:{}!!ii!!ii!!i/· 
• Model 70(fBQ$$rn!Jietic Stock - The clment Model 700 BDL Synthetic stock 

is dated ii) ~\y\j1\~ijQ~~¢sthetics. A common complaint of Model 700 Synthetic 
stocks j~ tlfat ff reels "hollow" and "cheap". Wall thickness on the Model 700 
Synt1f&!ldi@@¢~j;; relatively thin in the butt section and is CLU'rently stuffed with 
foam to help !$.~iifobsome of the "hollow" sound encOLmtered when tire stock is 
t ~\\~ !;;pnsld~~ation should be given to both increasing the wall thickness 
....... to a cH~\)g~ in material. The Model 597 rimfire and the Model 710 bolt
·~¢!ion centerflii:i both sport very solid feeling and sOLmding stocks which are 
~ijk§!;intiallys)1~per to produce than the current Model 700 Synthetic stock. 
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In addition to the "cheap" feel of the Model 700. §ynt!J~!i9 5\o~k'. lts styling is 
dated. Originally designed as a plastic versi<#\ ciK!IM !ifuM~if wood stock, 
checkering patterns were included in the molded d~ggp Qf ~he synthetic stock. 
Now that synthetics have gained acceptance in the l\\~rM~'t place, it is not a 
prerequisite that they follow aloug the same !in!is with t~~~~.t to appearance as 
their wood counterpart. Changes in stock te~il'P:rnibbcfr~ver-molded panels 
in the grip and fore end areas of synthetic :~tpcks ~i'~ b@!@n~1ing to take the place 
of the more traditional checkering patten~) }A great exaihple is the Sako Model 
75 Synthetic. ···················· 

Requirements for a redesigned Model}~~~y1;:;:~;i~~~tk are: 
o Must feel and sound more dttfatile.and solid than the cmTent stock 
o Must utilize either a texturing8liij~qrrubber over-molded panels in 

the grip and fore end areas •••••••• f 
o Must take advantage of\i#Wt~iiHM.i\Bgies currently under evaluation by 

R&D to create a non'.sl\p ro~~!irjzed surface through the injection 
molding process / } f 

o Must minimize or ~l!ifiinat~{'swifjs" in the stock fmmd in the current 
synthetic stock 

./:~::::::::::::::>:>:: ./:::::::r·· ::{::::::? 
The redesigned synthetic stotlF\~iUbll.i~~ilized on the higher price point BDL 
Synthetic models, provjqiJHilfW11;~FU(~jld differentiation from the entry level 
ADL Synthetic rr1odels{·.···· 

/!:::!:::!?' ···:::\:::!:::!::::: 

• Model 700 Classic#fflw Model}7QO Classic will continue through 2004 and 
2005. 2005 will mark!!\~ ~~;~Ji¥1PlYgrsary of the Limited Edition classic and will 
likely mean the enq qfthe sedes @aliber offerings for 2004 and 2005 are: 

o 2004 - 8m1i\ Nl%iillet . . .... 
o 2005 - .3§;F:emingfon ? 

::::::::::::::· <·>->.·· ···::·:::· 

• Model 700 ~I[ L$~hort Action - In continued focus to manage Remington's 
relationship W!~!\¥f*! Mart, the Model 700 ADL LS will be offered in a short
action pl<1tf91m eXeliilihi~l-0 Wal Mart in 2003. Calibers will be .243 Win and 
.308 Win+>•:..:.•> ····•··•··•··•··•··• 

M " ' ""o AbL LS 14' w· O!:i~t 1#..... .~ -' 111 $419 $390 2000 units 
Modef700AbLJ_,S .308 Win $419 $390 2000 units 

······:v· 

• :'~~:; ;~~:'It LS Ultra Mag - In an effort to continue to improve category 
gf#)vth at Wa! ~art, a third version of the Wal Mart exclusive Model 700 AOL 
L~#iH p<,)pff~fed in 300 Remington Ultra Magnum in 2004. 
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) 4000 units 
···:·:·:·:·:·:·:·:·:.:·:·:·:·:·:· 

• Model 700 EtronX - A J0-06 hunting vefai@l of ti;~ lo\lel 700 EtronX is 
currently in test at R&D. The new design cdB!fa~¢ffeiqnmdhs to reduce cost on 
the firearm to appoint where the hunting y~j:$-lon of!H~.i:t~imx will be available 
at retail for $800-$900. Also underwljy h the AS I C'S program intended to 
miniaturize and further reduce cost of !P~ ~!to!l¥ concept. The future of the 
EtronX concept lies in Remington's ll~~cessilW(~!!qre to effectively promote 
the henefits of the concept t!l.. the consumer through hands-on 
demonstrations, product focused ~dY¢1'Psing, intensified PR and incentive 
based promotion at the retail level (~riblil:b$ides of the counter). To date, ................. 

the EtronX program has been a m~J\l!1R!1\l4#ij~~iiccess hindered by a market 
acceptance failure. ·.·.······························································ 

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

Production/Quality Control - Focu~~fost b~\W&l~t#li\ed on the part of manufacturing 
on monitoring and insuring the qual!!ffanqj#tegri:tyofthe Model 700 brand. Emphasis 
must be placed on consistency 1,Jij4 stai!4~rdiz1:lt!.oii within manufacturing processes. 
Focus should also be placed on c&$ft~\l!l~ifig mli!\Sures which improve margins, but do 
not detract from the perceived qualityhl!~4~i:Jr9\"ltfot. 

Pricing Considerations - P~j~ji~~ljjj~~I~:~~~ed annually in order to determine the 
most effective pricing strat~gy'from year@gyear. Market dynamics and conditions are 
constantly changing, mak;i\~g Jrl~il:ningftjj fore casting models for pricing marginally 
effective at best Pricing sffitteg!~~wml,ikeiy continue to be driven by necessity and 
opportunistic events a1~d conditiolbi )fil6r forecasting purposes the following price 
increases per year wjj(b@ij~¢~k.with the understanding that the percentages may 
fluctuation up or dow~~\~ g!Veii~~~i:fr. 

Moqd}OOAD$$\¥.N +LO% +10% 
M6 +2.0% + 1.5% 

+l.5% +1.5% 
+10% +1.5% 

NC NC 
+2.0% +l.5% 
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Product Strategy 2003 - Model Seven 

While the Model Seven product category has nowhere 
700, the strategies for growth are essentially the same. 
term will be placed on new materials, the same 

of the Model 
lllJ!U"''" in the short 

quality, costs, and line item effectiveness do apply, 

Model Seven Regular - No new product introd11!\~i~~~ are 

Model Seven Stainless - No new product intrd@itcti;;;g\ffi~~l'ii!med for 2003. 

Production/Quali{Y Considerations - The ~ij~~Prinsiples tl;~t apply to the Model 700 
also apply to the Model Seven. See topic descdpffo~~~Y!l· 

Pricing Considerations - The same pri1*~i~j~~ij(~i~~;;;~~ the Model 700 also apply to 
the Model Seven. See topic descriptig!) ah8f~: Rtli;jpg recommendations for the Model 
Seven in 2003 are as follows: ······· w 

+3.0% 
+3.5% 

Product Deletions - No ~q~~l~~liiW;9~::~~ deletions are planned for 2003. 
Appendix A for a compreh'li'\$\ve listing Clfll)roduct deletions. 

t}i:!:i:!:i:!::::\:::::::::: .. :- -. /!!!i!!!iJ 
Product Strategy 2004 &iij!tirtd - Model Seven 

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

See 

The same product st~#t;:~: ~;~ll~a#b:;~e Model 700 will apply to the Model Seven. 
The product categqlW wil\ pc marlaged to maintain margins and volume through 
incremental improy#iJ'ient \ij!ifoded to reduce cost and/or improve the brand's perception 
in the market. Topi~~j$:pijijhsideration are: 

• Synthetic ~tqck f~d~~jghf§i;e Model 700 topic above) 
• Reducing ~~)gl)t in ti;~ Mttgnum products through the utilization of high strength 

alloys for barrels 

Pricing strat~@j~~~i1[j~\\~: closely the strategies applied to the Model 700. Price 
increases will b& ~!W@4 on opportunistic potential and/or necessity to maintain 

+l.5% 
+l.5% 
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:.·:·.········· 

Product Strate2y 2003 - Other New Prodd~tobililtihities 
··::::\::::::::::ir:::.:. /::::::::r· 

Model 673 Guide Rifle - Tn 1965, Remington introdil¢edJhe ~~~~J~OO Magnum 
Carbine bolt-action centerfire rifle. Chambered mjgllfM]$@~!k·~:?O R~mington Magnum 
and later for 6.5mm Remington Magnum, the Mo4~f600 Magli#ii#Carbine featured a 
beech and walnut lumber laminate stock and 18,~l~~i\ffel with a i'ti11 Iength, synthetic 
ventilated rib. Today, these firearms are widely~O\!§.,iij(aj;1~r by co.llectors and 
enthusiasts. .w.w. . ............ w .. 

.. .. ... 

For 2003, Remington plans to introduce the~~jq)l:!fl.l9)'Ution ri~le based on the lineage of 
the old Model 600 Mai,>num Carbine. Based ondte$4&l'i~L~eveu Magnum platform, the 
Model 673 Guide Rifle will feature a neM!YiQ#~tj!j!J;J$!$iili. to the old Model 600 
Magnum with a 22" barrel with a foll le~hi.~t~.el~e11tilated rib. The Model 673 Guide 
Rifle wi11 be chambered in .350 RemiggtoliM4g!)qm&!')d .300 Remington SA Ultra 
Mag. It should be noted that the .35Q~emi11gtoriM~gi\um, absent from the 
A1111mmition line for sometime will b!freil1fhilducedJ)y the Ammunition group to 
accompany the new Model 673. .·.·.·.·.·.·.· .·.·.·.·.·.·.· .·.·.·.·.·.· 

Model 673 Guide Rifl~\$~QRe1n Mag $619 $565 1500 LLnits 
Model 673 Guide RjjJ¢ ':llib R$AVM $619 $565 1500 units 

->>> ~>>> 

t::::::i:::!ii~!:m:!::::::::::::·.:- .. _:::::i:::!iit 

Product Strategy ~Q.04 &n~~~hd - Other Product 
Opportunities 

New Cellterjire Bolt}~~~iO~!R~;~~~l~R) - While the Model 700/Seven categories 
are still enjoying hey~!!:hY yi;ij~imes and profit margins, both products are relatively 
matm·e in their !ifo:!2%'tj(#i J(j~~ Model 700 will ce1tainly continue to occupy and drive a 
significant p0ttH;m,9J the fiffif~'Qf:the Remington Arms Company. However, 
Remington muslb~~fQ!\l'ti.ve ahtllook to new technologies, materials, and 
manufacturing methods·~·q@§jgn and implement a new product family that is cutting 
edge from an!\!i~!t!J,tj~«h!l:pMWormance perspective and more cost effective to 
manufactnre\1Ul@¢w;rent products. As the next generation of premium centerfire bolt
action rifles, tli~@i~~fa~.Qesign should take the following into consideration: 

Subject to Protective 

.:-:::,:::::::ttt::\:\:::-:::-, ""::::::::::::::::::::::· 

• ?488tiil~8yq~p!Jbility that is unprecedented in a production grade bolt-action 
.. i;;enterfire ilt}@)hrough production methods that result in product consistency 

1l¥d predict~~µhy 

v. Remington 
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• Crisp fire control that sets the standard for the ingµ~\EriHPllrt9nnance, 
reliability and safety. r· 

• Utilization of state of the art materials that yield uiipf~¢ed~\ifed strength, yet 
allow for a lighter weight product. •• r 

• Use of high performance recoil reduction te~!Mwlogy. ? \ 
• Designed for ease of manufacturing througff~~~(f~romor{~fity from caliber to 

caliber and assembly that is easily repeat~!f and foit~!!~lf to standardized 
processes. 

It is important to note that the realistic timefn1!~~fo;tl\@i~tt®11ction of the C-BAR 
exceeds the scope of this three-year plan, ho)!Y~yer it is important to begin the 
conceptualization of this project within the fi~~l~RlP three years. Although current 
centerfire rifle order positions are solid with tnl'MJ!i!hil710 and Model 700, history 
in the autoloading shotgun market ha~f~!Jig!'!t~~~h~~dfsplacement within the 
market is only as far away as the nextffi!ij!jfpi;o(fuct innovation. Remington must 
be proactive in this regard. · · · · · · .w. 
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Subject to Protective 

Centerfire Repeating Rifles 
:::::::::::::::::::::::::::::::::::::::::::::::::::::::::::::::::::::::::::::::" 

The U.S. domestic market for centerfire repeating ri}tiJ~~ ef,~~J;,,,ated to be 358M 
units a111111ally with an estimated retail sales valufcpfS114Mlif) . 

Sales volume and market share are estimated as f~jjg&.~i > 
.· ::::::~:::~::r . ····::::::::::::::r ::::::~:~:~:r· 

2001 Domestic Repeating c;~t~rfire Rifle Market 
Estimated Sales byM~lltit1*¢hu:er 14 

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

BRAND 

Marlin 

Ruger 

v. Remington 

28 

22 

-12. 
358 

Marlin. 28% 

Ru~t"r,2t% 
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The centerfire repeating rifle category is comprised pf JllX\l~ Q<lSic 
Autoloading, Pump and Lever. A breakdown by action ~~@i$*¥q~~~V 

Centerfire Repeating Rifle 

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

types: 

The overall centerfire repeating rifl; ;l{~~~~lPl~K1re is not a pretty one, especially for 
Remington. Volumes across ~h¢~~¢gptyhav&diminished, particularly in the pump and 
autoloading rifle categorie~ jB\vhfoflBilmington competes. Perhaps the most 
significant and overwhelrufog reasorlffor this decline in market size is the 
popularity of bolt-action~~ij~~rfi.re rifli~i This environment bas been created by 
the rising prices of repeating ti&\Hi!tfif!{rifles and compounded by the increasing 
number of affordable b~ltf3i:ti1>n ciilitiiHire rifles in the market. 

' ····:·::::::::::::::::::::::::::::::::::·:·:'' 

Remington Segdi~nt P~;fdFlance 
):i!iI!t. /IIr·· 

Remington participif~~jij !he category with the Model 7400 series of autoloading 
centerfire rifles !!11tl Md4~j x~QQ pump action centerfire rifles. Sales volume in 200 I 
for the entire ~~~~PD' t~tM~~¢8M units and accounted for $10.6MM in revenue. 
These figures accounf~llf,t0% decrease in the category from 2000 sales levels. 

$2.6 $2.7 
$0.9 $0.9 
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It is apparent from the information above that the &i>\!f;gpcy i§ cl~~fl~nged from 
Remington's perspective \Vith an exponential decliri!iJiiibilt~ilii~/volume on a 
year to year basis, Remington is faced with some ~el1i !#;y iIDtJe~ding decisions 
with respect to the long term future of the product categ(i!iy) (Primary reasons for 
the decline in sales for the Model 7400/7600 series at!:l: ··•·•···•·•·•·•·•·•· 

·-·-·-·-·-· ·-·-·-·-· 

• Unfavorable general market conditionsft?t;;:~~J~l~tila;!~egory with respect 
to consumer preferences geared toward tJ/fJiZaction r/flei 

• Favorable pricing for bolt-action rifle,~B:~«t~~gto the traditional repeating 
rifle customer / ? } 

• Dated design of the Model 7400!76QQjs not com]Jl:ditive with today's product 
offerings (i.e. not capable of handlingmqgmqn cartridges) 

• Poor reputation for quali(v and reliabifii]\;"Jl([EiJ.?!f!g,r~v in the ~Model 7400 series 
• Lack of recent focus through a!fY#!1i!l#Q. ·~IJht'fi.ho promote the product and 

generate co11sumer aware11ess 
. ·.·.::·:::}}}}}}::: :.. - . 

:/::::::}: ····:·:::::·:·:········ 

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

Competitive Outlook 

The following section will briq~y •iid4t~~s c~m\ietitive offerings in the centerfire 
repealing rifle category. It is imp8Hii!if j~iJ19teJ~~i the "other" category listed earlier in 
the section is comprised mostly 9( surp!ti~m!!!!iiry rifle imports and assault rifle type 
configurations. Due to the sc;fl!*~i#'R;~roingidB:'s business, only sporting rifles will be 
addressed. The three basiq ij~tlon typ~~.{autoloader, pump, and lever) will each be 
summarized. ·.··.··.· ·.··.··.··.· 

t::!:::::::::::}!:!:::::::\:·.:- .. _:JJ!iY 

Autoloading Centerfir~R.iti~§ ? 
.............. . ....... . 

Browning ·•·••.:······:·••:•<·····:••.:•••:••::•·········:·· The Browning BARj~the p~iucipfo\lbmpetitor to the Model 7400. The BAR is a gas 
operated autoloadiry@hfle @ii is offered in an unbelievable 46 sku's. The BAR is 
available in vmyinggr44~~{ranging from the all-purpose synthetic Stalker series, to the 
high-grade Safm:i seH~s ~~(@?P~\i with high polished blued metal with fancy fine line 
engraving and (~ij~)' w11ln(if !tM!lber offerings range from .243 Win to .338 Win Mag. 
New for 2002, tl1~ BAR.1lk•i!Jso offered in the .300 WSM caliber. All models feature 
detachable n~~~\l:~.il.lflRR~f~i } 

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

Ruger ? ... 
Ruger partj9(pi\!es Hf.tljW.autoloading centerfire segment primarily with the Mini-
14/Minid~O $liH~ of carbine rifles. Based off of the military M-1 carbme stvle, the 
Mini-1.rfffy\ini-JO§~t\~s rifles are gas operated with a detachable rotary m;gazine. 
Avail~~!~ in wood aij~synthetic stock configurations and a choice of stainless or blued 
sleet f~~~j~i-l~;~jii-30 series of rifles are chambered for Rem and 7.62x39 
cartndges w ··::::;::::::::::::·:·:········ 
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Ruger also offers the Deerfield Carbine, chambered 
pistol round and a blow-back operated PC carbine for 
.40 S&W and .9mm pistol rounds. 

.:::::·:·: ... 

Remington .·. < ... 

center fire 
c1111mt1ered for 

The Remington Model 7400 series of gas-autolg~f!ing Ce\1t~ff[!;rifles are offered in 
both synthetic and wood versions. Both version~$ffer 22" barr&Flength models as well 
as 18 Vz" carbine models. Chambered in shod®41qµg-action calibers popular with 
deer hunters, the 7400 features a rotary lock \\P\\Vitfffihlf!iillAi;!!ld detachable magazine 
boxes. While popular with deer hunters in !JlgU S., the M&i.fol 7400 is also popular in 
Europe with International sales comprising)~%is70%1 of total unit sales. European 
volumes have dwindled over the course of t11lj%t~(ij&;~y~ars. Primary reasons for this 
decline are issues related to reliability JYJlh ~!WP~~~ IQ feeding and to the growing 
popularity of the Browning BAR and ot~~~ ~~\f6!M~Nin[\11[1facturers 

'"":·::::::::!:t}}}}}-:::::: :. ... 

W h olesa.!~ !"ricing (iil~pjfriso 11 

Autolo!!~!hg <;l~)lterfjre Rifles 

Pump Action~~IJJ~rflf~~!l'les 
................... . .. 

Remington ········•·•·•·•·•················••••••··········································· 

$660 
$583 - $636 
$583 - $636 
$370- $433 
$393 - $433 
$352 - $365 

$356 
$427 

Browning's M·¢¢ijf\.Vithdl'il:Wiff of the BPR from the market leaves Remington as the sole 
source suppli&kqt'i'l!mmaction centerfire rifles. The category as a whole however is 
not very J.!Rl.W.1.llr Wit~ ~j)ncentr'ated followings primarily in the Northeast U.S., 
particuladylilliinnsylvania. Total Model 7600 sales volume for 2001 was less than 
1 OM t!~lti world01'4~. With a design very similar in nature to that of the 7400 with 
respeaffjp the recei\i~t11nd fire control, the Model 7600 is available in the same basic 
configtW~hpns as t11~1¥!odel 7400. 
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Remington 

Wholesale Pricing Compari~WL 
Pump Action Centerfire Rljl#~·"''' 

Lever Action Centerfire Rifles 
·-·-·-·-·-·-·-·-· 

Remington does not currently participat~ iA ~:::~~il~i!~n centerfire rifle market, nor 
are there foreseeable plans to do so. Ii\IMl~x~f'. li!\ii!Vactlon centerfire rifles are a close 
substitute product for pump action ceiitlif!'lre titles and it is important to at least 
understand the cun-ent offerings avaq#Tuie in ti{gffi~Wiif place. 

,.,.,. .,., . 

. /!!i~!!i~::r _./!!i~!!i!?' .::::::::::.: 

Marlin ) • .. ) / ( ? 
Marlin's basis in the lever action d~ht~ffii'¢ri!lWcategory centers on the Model 1894 
design. The Model 1894 desi&llf\lf!Wr~~ ~ij @\<posed hammer, tubular magazine fed 
action with side eject. TIJ~ Mdd~! 1&24 series are wood stocked confignrations 
chambered for .44 Rem Ma@i/44 S&W$i\ecial, and .357 Magnum. A stainless steel . ' ,. ,. . ,. ' ,. ~ 

model is available as welff An 1894 Gi:i~vboy series is also in the lineup, targeted 
towards the Cowboy Actiofi §j\~~tlll~ H1ilf~¢t. 

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

Also based on the Modeff8Q#l&l!!~gn islhe Model 1895 Big Bore series chambered for 
.450 Marlin and .4517Q Govt T~~@iodel 444 is essentially a line extension of the 
Model 1895 chambef&f for/.444 Mahin. Both the Model 1895 and Model 444 feature 
an exposed hammefifubu!~f ~agazine fed action with side eject All models feature 
walnut stock and fdt\ii~\tl'!~(bne sku is available with a stainless steel ban-el and action. 

A popular offeri~~\,Yj\!J 4;;;1;~~f~rs is the Model 336 series. Also based on the Model 
1894 design, the Mm1¢)~~~}~ries is chambered primarily in the popular and widely 
available .3Q/3Q Wiu\.JIJ,¢~f!itff Although the Model 336 is available primarily in wood 
stock config~ir~~!QU~: a camouflaged synthetic stock model is offered as well The 
Model 336 is lil*~ ~t'fernd in a stainless steel version. Along with offerings from 

Subject to Protective 

MV~t action rifles are formidable competitors to the Remington 
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Winchester .............. . 
Winchester participates in the lever action centerfire riJ1~¢~tl!ig8H,\~!ijffhe Model 94. 
Like the Marlin, the Winchester Model 94 is based on ~ ~!~JJy ~µ~Gessful design that 
has prevailed for over one hundred years. The Model 94 sp;.\~#n exposed hammer, 
hibular magazine fed action with top eject. Essentj~!!Y availabl~j)i the same principle 
caliber offerings as the Marlin 1894 (.30/30, .357 Mij.g)))44Mag) li~\vell as .480 Ruger 
and .45 Colt, the Winchester Model 94 is a PWAliiple dlW~p~!\Wr to the Remington 
Model 7600. /?/ ·.·.·.············ 

Wholesale Pricing ~~~P!H'i!Hlll 
Lever Action Cefiti.\tfireRI!'!~>·· 

Marlin Model 
Marlin Model 3~Sminless 
Marlin ModejJ89S 
Marlin l\1ocJ~l.i89$S.tainfosS 

.-<~Ii:I:i!:::::::i::i!::i!:II}>:::: 
/!i!i!:::!:::r ···:·:::<{!:::!:::!!!::: 

$346 
$341 - $375 

$411 
$300 
$367 

$272 - $338 

S.W.O. T Analysis -'R~~~!!~to~ Repeating Centerfire Rifles 

Strengths 
• Strong brand re99~11iti,oif\. 
• Familiar 
• Unique 
• Priced 

Weaknesses \ 
• Dated desii,>r; ~Sh~~~~ t 
• Prodq!)t~ffe!~gdfyfaMBHfof favor" 
• Less t1fai\~t!\!!11ueputation for functioning properly 
• Perceived as 1e$$il,¢~urate than bolt-action rifles 
• L!D~~j~~~#SS1\:Pt rll~gnum cartridges 
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Opportunities w.~~~.j$)[A~~M!il~n 
• Re-establishment in European market through 0 improving 

product quality (Model 7400) 
• Expansion of French market opportunities thn01rn•t1 

item with 2-shot non-detachable magazine 
• Niche market opportlmities in domestic 
• Entry and acceptance in the Law b ntorr.Prnt 

Threats 
• Legislative pressures to eliminate or 

centerfire rifles to the public 
• Continued pressure from competitors 

• Growing popularity of lower µ1.;~~.~·~·!~:~ .~'~':'.@~!' product (Model 7600) 
• Environmental conditions such 

populations 

./!!i~!!i~::r _./!!i~!!i!?' .::::::::::.: 

of standard line 

market share 
rifles acting as substitute 

Disease threatening game 

Product Strategy 2003 -l~nt~~hre·l~peating Rifles 
":·:·::::::::i::::::????::::/?::r· 

Developing a meaningful sln\l!!ID'.M9tJ!l9 Refuiiigton centerfire repeating rifle product 
familv is difficult at best Cuflilf.iH pi'i%1\:\6hJfferings are well into the declining stages of 
the p~oduct life cycle. Th~~(erall mai~~f. for pump and autoloading rifles is flat or 
slightly declining domesti{j~!\&\dh~ wod~(market size for these products is less than 
150M units annually, noth oftij~~ijJiJitllrs present challenges in developing a new 
product family, requiring ~ j?p:)gud <l@ltfu that utilizes many of the same components 
from a parallel develgppietl! ~tfo/~ §uch as the Model 2100 New Gas Auto loading 
Shotgun project SL1~~ an 9ffortW~ijld have to be carefully evaluated closer to the 
launch of the Model~~OO 11rpJect in order to determine the feasibility of this concept. 

Therefore, the neaf /gi)~§it~gy for Remington's centerfire repeating rifle business will 
be to maximize i!\~.ppp6filU#!:fil ter sales of the Model 7 400 and Model 7 600 through 
focused efforts id t~f~t.pi;9dueFtoward niche oppmtunities. Also in 2003, Remington 
will place a focused eftidij tih!ll an advertising perspective to aid in sparking consumer 
interest and qtill~i~§<;i#\~M&ffi~ntum to "pull" demand through the retail sector. There 
has been nO~i,l)~i~rP!riDI? presence for this product category for at least three consecutive 
years. 
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Model 7400 Weatliermaster At the 2002 S.H.O.T. Sl:!m·~" Bi;rnirgton as a 
show special the Model 7400 Weathermaster cl;iii;i!*lriiif M )$0-06. The 
Weathermaster is a Model 7400 Synthetic with a nick~lf PWJe<l,ttcel~er and barreL 
designed for added weather resistance. The Model 740Q W~athermaster proved 
successful at the S.H.O.T. Show, with orders exc~~gjpg the fd~~§l volume of 1000 
units. Despite the fact that the product is not catalcigii~i!l;i~J¥(pdef7400 Weathemrnster 
is the third most popular sku for 2002 from an OJ:~r pel%%¢jjy~(f or 2003, the Model 
7400 Weathermaster will be a catalog product, o~\i~'.~d in .270 WHfand .30-06. 

Model 7400 Weathermaster .30-06 
· .... ::::::::i:~:i:~:Hirnrn:}:mt::\::: .... 

Model 7400 2-Shot Non-Detachable Aill!~~2X~~;~;:d earlier, the Model 7400 is 
popLtlar in the European market, especiallftl1!filf<i!Hf9, However, in order for the Model 
7400 to be legal for sale in France, ttil\rifle m[[ffbci!hed with a 2-shot only magazine 
box that can not be removed froriJi.jhe rjij~ Pij~t practices have involved shipping 
Remington's kev French distributofsiarn:mtd product. The distributor then must modify 
the firearm to b~ legal for sale. R~J~J)'\g~~~has i!~ised a solution from the factory in a 
modified magazine box that only affi:M~J&gg:~\ihds to be loaded in the magazine at a 
time and is pinned to the receiy~[!llfl1Yl1P!i1ig !i~femoval 

,::::::::::::.·-.-, 

'···::::::::::::::1:::::::::::::::::\::::::::-:·:·. 

Production/Quality q~#~ideraiihii~~.perhaps the most important issue pertaining to the 
repeating centerfire .mPe c~r~,!iory ce1ifers on the reliability issues with the Model 7 400. 
Considerable emp))~$is n~\:(s to be placed on insuring that that the Model 7400 will 
reliably cycle and f\.i#tj!!~~~nsistently Remington's Enropean business is suffering as 
a result of pootp~rfodnaij@~ \µ the field. A recent letter from Remington's key 
distributor in Italy ~~!~\!!hat every Model 7400 received by them Lmdergoes a rigorous 
evaluation and rewo'fk.l;iy.~h~ir gunsmiths at their expense. The reputation for poor 
performance ha$ b!i~tjffl!iMd widespread that the distributor, after completing their 
evaluation ah&t~~fwk includes an insert in each gnn box stating the following. 

Subject to Protective 

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

111<; .d#4'!tf!N. ;;;J{/JJ~ahove mentioned rifle, afier the jim:ed test providedfi!r by 
1¢1.W d!Yffo fftqtional Proof House of Gardone Val Trompia has undergone 
~~pther shdQ~~1g test using a congruous number of cartridges of the 
~p!µmercial qf!.ijice in order to guarantee the correct ft111ctioni11g of its semi 
dilfh m1?c.lrantfih. 
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The same letter indicated that of the last 400 Model 7400'.sJhatwere 50 of 
them or 12.5% did not reliably function with factory amin\mH16ri] w~~MiSsues must be 
corrected. One of the key selling points behind the M6\i,~!7 4QQ.is that the firearm 
enahles the shooter with the ability for rapid follow up sl\i:ful);,ifThe benefit of this 
feature, of course, is lost when the rifle will not pgiperly c§®!~ ~i11munition. Each 
Model 7400 must with absolute certainty, timction fl&\#!~$~Jy witfffactory ammunition 
prior to leaving the Ilion facility. ··································· 

Pricing Considerations - Due to declining 
recommendations are recommended for _ .... ,., .. ,,, 

softening market, no pricing 
,~,:·:,:·nm:~· line or the Model 7600 

1 ine 
./}}::::::::::-.,- ' 
·-·-·-·-·-·-·-·-· 

Product Deletions - No product deletions at&ffeii#~pJor the Model 7400 or Model 
7600 for 2003. ·················· 

Product Strategy 2004 & Be;~~~#\uenterfire Repeating Rifles 
/:::::::::;:: ":·::::::::::;:::::}}::· 

As stated earlier, the near term ~lfA;egy f6r R;~i:µington 's centerfire repeating rifle 
business will be to maximize thqgj.ippry1!\11ty fi:#$ales of the Model 7400 and Model 
7600 through focused efforts to targe(pri:Jifoqt t\)ward niche opportunities. Through this 
strategy, along with efforts to improve!he~!!lY of the Model 7400, the focus will be 
on stabilizing order positions w!P~i~t%~s~te!:l&f9 on an annua1 basis. 

New Centerjire AutoloadiTJ~~ijle (~.'.~~~~). Despite a small market, it would not be 
unreasonable to assume t!faf~~!i1~ qne\~~foduct, Remington could secure 30M-50M 
units in sales volume. Ail:eFMU ~~!Wtington does posses a competency in the 
manufacture of autoloadii\~!l~11Y:;rfire Hl'!ik 

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

An evaluation by R;~P an4 M~JftlTu6turing needs to be performed to project the 
resources required fafsuchil.#effort. In order to keep development costs to a minimum, 
the C.A.R. could lh thebty (but is not mandated to) utilize many of the same 
components and. d6~i~ti ~g~.;;~pts generated by the upcoming Model 2100 New Gas 
Autoloadmg Shq)'k\mproJed: !'.f~l\eral criteria for the C.AR. are as follows 

Subject to Protective 

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

• Gas autol9~4;;::~~~j~j~ltilizing recoil reduction teclmoloi,'Y. 
• Must fj'\f\d!!&W lim\h8ranging from .243 Win to JOO Win Mag., as well as 

RemihL%&#$1~Qg.Action Ultra Mag cartridges. 
• Cap<}qj}jJy tdfii!\\:j~jpn .223 Rem. ammunition would be beneficial, but is not a 

PNlli~41.\!$j~~i > .· ..... . 
• P~fachable !#,~\,,; magazine. 2-shot non-detachable magazine option for 

lfiiemationaL > 
• S¥#!\19tic ai~gwbod versions available. 
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Centerfire Auto Loading Rifle 
"""""""" 

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

Pricing Considerations Unless opportunity pr~~@ht;i~f~~if, ratidtialization for price 
increases in the Model 740017600 product line~M/lll be ilifl:!~!i!tto come by. In all 
practicality, some level of increase will likely Iib:ive necessar§ in order to maintain 
margins. For forecasting purposes the followj#if'!ITT~!'. jµ~reases per year will be used 
with the understanding that the percentages ~y fl@Hi~Jr®.k\IP or down in any given 
year. > . ·.· ... · 

·-·-·-·-·-·-·-·-· 

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

Centerfire Repeati,µgR\fl~Ri'.!£~Ukreases 2 . ·--·---·---·--·-·-·-· 

~;;:i 
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In-Line Muzzleloading Rifle Market 

Market Share Overview 

Reliable information pertaining to the in-line mWJ~;:;~~~j~~~fl~market is difficult to 
come by at best. Muzzleloading firearms are uBt ~egulated by 1!\e BATF, nor do they 
have representation in an industry association/ ~jj~~~ !Yi'<J factors compounded by the 
fact that essentially all key players are privatc;JY;Helc!W&i\~!~t~ f11to a speculative view of 
the market based on assumptions from insid~rn and sketchy ffiifrket research data . 

. ::::::;:::::::::::::::-.,-' 
·-·-·-·-·-·-·-·-· 

With the qualifying statement above in mi;~J; !i\~ ~&!l~<i!I view of the market in this 
writer's opinion is that the U.S. domes\ji;im4!l~JiiUi~leloading market consists of 
250M-400M units at a retail sales value gf~~l\£~i\ll$56'MM and $90MM. A breakdown 
by manufacturer is as follows: 

:/::::::l: · ·-·-:·::::::i:~~{t::::::::::i::v 

Subject to Protective 

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

2001 In-Li~~~P'1!~j~ioaq)~~ Rifle Market 
(Estimated Safo~¥!i1Mm~~y Manufacturer) 

::.:::-:..--

~~!liington 

•Qtber 
¥otr*¢ 

v. Remington 

UNITS(Ml 

75 

75 

40 

7 

~ 

247 
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Brand Share - In-Line Muzzleloading Rifles 
Compiled market data indicates the following brand share 

Remington 3% 

.:::::·:·: ... 

In-Line Muzzleloa~;;::fili~H::t::\::-.·. 
Brand Share by M,"\#*facturer'''''''' 

Other20% 
' 

Upon examining data, •.•........ us The muzzleloading market is 
dominated by players whose b11sil11l!>ses i;elYalli.ibst exclusively on the manufacture and 
sale of black po,;der arms. Alt!%M~!\$!;lme c~;ssover does exist, the three key players 
in the in-line muzzleloadi#~F marke( ffifoJJnpson Center, Knight, and CV A have 
essentially divided the ma;tk~liuto three ~tke point segments. Knight dominates the 
higher end, Thompson Cenfof(l.\¢ fuid Pi:i!!lt and CV A carries the ball in the low price segment. ·. · · .. ,.,.,.,.,.,.,.,.,.,.,.,.,., .... ,.,.,.,., .. 

When the in-line muzj!j~;::d~~~~~t1¢in:;~et emerged, Remington enjoyed a tremendous 
boost in business tlu:q\.igh t4l\introdudion of the Model 700 ML series of black powder 
rifles. Jn 1997 aloi~~; Re1~ijjfgton produced and shipped over 65M units of Model 700 
ML rifles. When th~!hHi#ifmarket first erupted, the Remington Model 700ML offered 
the shooter a f~J!Jjlialpl~t'Qmn with an established reputation that was easy to use. 
Since that time tl\¢f9!!@winglfasbccuned: 

Subject to Protective 

··:·:·::::::::::{::::::::::::::}::::::::::-::-· .. 

• The 11\iiW.k~tfimlilt~!~)i\ifin-line muzzleloading rifles has become saturated. 
• Compl,\{j{pf$)1ave piirsued a proactive approach to providing the market with 

differe1~tialii4 fltqflµct vvhile the Remington design has remained essentially 
tm9J:\~J:l'g%h •...... ······· \ 

• ').:)@ii!Mfriii!4µ;?:zleloading rifle market has shifted from a high end product to 
\npi·e of a cb\µ!!iodity approach with the market for entry level priced rifles and 
1)i\lb and go" ~~?rt er kits becoming the driving factor in the market. 
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Remington had very good reason for not further expl~!~~~i:~l~l!!~~::uzzleloading 
market. The Model 700 ML rifle consumed regular Mode! 100 centerfire capacity 
which is relatively fixed in nature. In addition, the J'¥!g4el 700N;Ji.ne cost essentially 
the same to manufacture as its centerfire counterpait\#~!l\i!~;ning ~briy $I 00 less per 
unit. These factors when weighed against an .~~pandiftg ~o/ltt!\ction centerfire rifle 
category resulted in the sound decision to utiliz\). !~e Ilion plarit'Shfle capacity to build 
bolt-action centerfire rifles at the expense of lli~ijl~:i;)\)loading line. As a resLtlt the 
Model 700 ML is perceived as a higher 1;!i,q{ speefa\tMlilrnduct that is simply not 
competitive by today's standards. .·.·.·.·.·.·.· ···.·.·.·.·.·.·.·.·.·.·.·.· 

Remington Segment Performance 

In 2001, Remington shipped 7.3M 
increase in units and a 30% increase 
higher dollar density stainless steel PfB~trct. 

Sales Dollars ($Iv1M) 
Standard Margin ($r....Th1-) 
Standard Margin ('~ii) 

* lncludes carbon and stainless steel 

Competitive Outlook 
,·'-:.'-:.'-:.'-,., 

$2.38MM. This was an 11 % 
due to a more favorable mix of 

is as follows: 

Thompson Center <. 
The Black Diamon~ ~~ries reprd~@lij~ the core of TIC' s in-line offerings. Equipped 
with a patented "l\l~fue ;(~tower" ignition system, the Black Diamond offers the 
shooter the advanJ~g~ •. ()f µging 209 shotshell primers as an ignition source. Also 
featured on the Bfa8!f~!~i*W1.Jd is a 26" standard length barrel for greater velocities. 
The Black Diafil¢nqjs Bl"f~f!@µi. nine different configurations varying by carbon or 
stainless steel, 6d1fi8~j~g~,Qstotl<s and fiher optic sights. The Black Diamond is also 
offered in a clam pacf~f@!~f1'"it and in a .45 caliber configmation. All other offerings 
are .50 calil:!!lk j;ti!i"Bl@kbiamond is positioned as a "middle of the road" in-line 

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

Knight ·····•:.••:::•••:•••:•••:•••:••:••:.•••·······•·••:•:••• f 
Particip~tlhg i~df&j!kthe higher end market is the Knight DISC Rifle Utilizing the 
DISC !~\.ition systei);1)¥hich consists of a removable plastic insert to hold the primer, 
the Dl~@f~atnres 2.Q§shotshell primer ignition. The DISC rifle is available in hoth .45 
and .50Cj,i'!JP!!faARHUgiirations with choices iu carbon or stainless steel, as well as camo 
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stock offerings. The DISC rifle also features a bolt-acticm g~§ik'l.l which subject to 
prior litigation for potential infringement on the Remin~f~#i)llM!it~ J;\\~htigation was 
settled, allowing Knight to continue the manufacture of t11~.liM$C •• t!~e. The DISC rifle 
is available in 24" barrel lengths as well as a 26" barrel letiil,th fi)r greater velocities. 
Fiber optic sights are also offered on the DISC rifl@' '[he DIS(jlj~ Knights high-end 
offering, competing heavily with the Remington Mij~~t79Q.Ml7 
The Knight Wolverine 209 is a traditional in-lin51j~Ltzzi~M~il.lir~f!lturing a straight pull 
cocking mechanism rather than the premium bolti~ttion design'. Also equipped with the 
DISC ignition system, the Wolverine 209 ut!l!~~#):;jlqtshell primers as an ignition 
source. Available in .50 caliber only, the Wgi);ierilie liiij~!ijil~J?le in carbon or stainless 
steel with camo as an option as well The Vl8jverine fe~hfoe~ fiber optic sights and a 
compact 22" harrel length. The Wolveri~~ ~~mpetes with the Thompson Center 
Black Diamond in the "middle of the road;'dfhi~fO>\ . 

·.·.·.·.·.·.·.·.·.·.·.·.·.·.·.·.·. 

The American Knight is Knight Rifle~Jf(!#~i\ffyi\~0~\g~fering With a traditional in 
line action design and an ignition sysfolh~~!Y 901pable of using the basic No. 11 
percussion cap, the American Knig\~fis truly [~j!iqe point offering. The American 
Knight is available in a 22" barreled;blu~@Jinish version only. Not surprisingly, the 
American Knight is offered in the)!t¢rea~j\\gly p~j~!llar "value pack" configuration that 
includes all the shooter needs tq ~~k ~~#ited ~th the exception of powder. The 
American Knight competes primarliy~!~~iliijCVA product offerings. 

CVA 
The premier offering from q;V\i( is the k!iilPse Firebolt Ultra Mag 209 rifle Equipped 
with a 26" fluted barrel an4Wi!9!w.r coated/$fjick, tbe Firebolt is targeted to compete with 
the mid priced Knight rifll\ii. Eike.the· Knight, the Firebolt is equipped with a 209 
shotshell primer ignitioTJii>Y~~ern Jii§l~~~~me implies the Firebolt utilizes a bolt-action 
design in the cocking iii®Sh@ij~!~h Tlie Fire bolt is available in blued carbon steel or 
nickel plated version~with stlliiifa@t~!,ck, green or camo stock configurations. Caliber 
offerinas are .45 and@lO caliber. ········ 

b :·:·:·:·:·:·: -:·:·:·:·:·: .. 

The first step dov#ftr~mdfo Firebolt in the CVA line is the Hunterbolt rifle. Also 
utilizing a bolt-::t~\jollilliljliJt~~k\;9Qking mechanism, the Hunterbolt features a 24" harrel 
in either blued Bt !1!¢~e\platedt'lnish. A three-way ignition system allows the nse of 
209 shotshell primers;i##~!~\'.L9aps, or No. 11 percussion caps. The Hunterbolt rifle is 
the top sellerinth!\f·f¥~!~ilfoe family. 

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

Next in the EV.*.)!i~~·j5Jhe Ecli)lse 209 rifle. The Eclipse utilizes a straight, in-line 
cocking 1µ~phim\~ill Al&§ equipped with 209 shotshell primer capability, the Eclipse 
ignitimk~M~iJfii ~~illso be configured to accept musket caps and traditional No. 11 
percu~~ji:\h caps. Off~ted in .50 caliber only, the Eclipse features a 24" barrel in either 
blued !%. nickel p]~f~d finishes. Black synthetic stocks are the only available 
configi\\~~,!P!J·. 
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A true entry level rifle, CVA offers the Staghorn 20~11:~~~~~~,~~lued version 
retailing just below the $100 mark Equipped with a straigl\{j:h)ff cocking mechanism 
and 24" barrel, the Staghom affords CV A a seriou§ pp!Jlpetitiv&~~]\lntage in the entry 
level category by offering the consumer a low-cosf!#~!ii~t!Jiat fb~tures 209 shotshell 
primer capability and fiber optic sights. Althou~.lhe SfagJiQr#i~ a "no frills" rifle, it 
serves its purpose well as a price point offering. f ( ·.·.·.············ 

Remington / ( · ( 
Remington participates in the in-line Muzzl~loading rifle category with the Model 700 
ML series of black powder arms. Utilizint\m~!Ui 9f the same features of the popular, 
time-tested Model 700 centerfire ritle design HM!i@~#W bolt, action, and trigger, the 
Model 700 ML caries tremendous credibiljf):Q!ifilRiit~~Qjfalone. Regarded by some as 
the most accurate and dependable muzj';j~\~~41*8\\tl\e market, the Model 700 ML is 
available in a carbon steel, blued version\Vilhil'i'A''. barrel, as well as the stainless steel 
MLS Magnum series equipped with ;i§;i barreki'&HiITT\ater velocities. New for 2002, all 
Model 700 ML and Model 700 M:J..l$ M~!l:!wm rifles are equipped with a three-way 
ignition system capable of using ~09 ~h~tshel! primers, musket caps and No. 11 
percussion caps. The standard M!:\4~!7Q~ML i~ijvailable in .50 caliber only, while the 
Model 700 MLS Magnum is also drfi\t~l!!Piiii\4/5 caliber configuration. Viewed as a 
premium product, the Model 7QQ ML s~d~~ df Muzzleloading rifles competes with the 
Knight DISC and Thornpsonq~~i@\iij\~!i;pia;;;ond, as well as with higher priced, low-
volume specialty ritles. / / < \ 

./~:~:~:::~:::~::m?::::::::::-.:- ., _::ii~:::~:::t 
W~~i~J~l~~ltng Comparison 

Subject to Protective 

~~f!B!~K Muhleloading Rifles 

v. Remington 

Black Diamond 
DISC 

Wolverine 
American Kniuht 

Firebolt 
Hunterbolt 

$214 - $290 
$336 - $384 
$208 - $248 

$136 
$176 

$120 - $136 
$96 

$80 - $88 
$284 
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::::::~:::~:::~:::~:::n::::::::::::::::::::~:::~:::~:::~::::::::::::::::::r·· 
S.W.O.T. Analysis -Remington In-Line M'.aae16fiding Rifles 

Strengths 

• Design familiar to centerfire rifle users 
• Strong brand recognition with aoooVC<tlU.V 

• Solid reputation for accuracy 
• Utilizes many of the same c01np1Jm:nt~uis 

Weaknesses 

• Lower margin earner when cmnpil~ 
• High retail price point limits vqlwne 

/::::::::::" 

Opportunities / 7 // .). 
/:::::::::::::::::>:··:: ./:::::::::r· ::::i:::::::::r 

• Pennsylvania, a strong deer lll!ijt)ll!ih.~t~!¢ has recently introduced legislation 
allowing in-line muzzlelq;,1qjgg rih&~j ~~]landing the total in-line muzzleloading 
market size. t . ·····•· 

• More shifting of densiil~popul~ti.id~~as from centerfire deer hunting to primitive 
weapons and shotgup'..q!)!yregions @yld create additional market opportunity. 

• A renewed approadF id al:l'i!ertismg the Model 700ML could help to create 
additional "pull''!#!:!~~ mark@H 

• Due to the strong 8&1it~~~%·~We iliarket of recent years. relatively little focus has 
been placed on pij±suing spe~w.l;)nake up opportunities to provide customers with 
differentiated ~~pducJ r· ··,·.·,·.· 

Threats 

Subject to Protective 

• Increasedliiijl~{t:~;~~i~l~w-cost/low-priced entry level and combo packages. 
• Although effod$ irj t~!lttlate in-line muzzleloaders and muzzleloaders utilizing 

209 ~)'\tj~~~UjM\fi&hl have been defeated, potential exists for these efforts to 
surfadF!i!ffl!!h •. 

• Increasing c6sf$ ¢qµld force Remington to raise prices in an effort to protect 
II]fl~~~· ~gfiitl8ti~l price increases would result in further erosion of Model 
?!'\OM L vdlfrliiF~ 
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Product Strategy- 2003 Remington In-Line .•• M..uzzlel~~~ers 
:::::::::::::::::::::::::::::::::::::::::::::::::::::::::::::::::::::::::::::::" 

Model 700 ML - No new product introductions are plami~4!9L14¢ 700ML family for 
2003 as a result of a complete overhaul of the line in 2002. fi,\~\1s will be placed on 
meeting the delivery expectations of customers w!\¢te Remin~hlrns fallen short in 
recent years. Efforts should be focused on are:i,~W~~ij~\m i;osHof the Model 700 
ML. These efforts could include, but are Ji6t limifed.tj. inore cost effective 
solutions to accessories packaged with the riAfl ~ipple/breeeh plug tools come to 
mind immediately as opportunities to pursugJ#il~p~#~!Y~ stamped wrenches. 

Pricing Considerations - The Model 700 ••• ~L is a;;:~~; ~bsitioned price wise at a 
competitive disadvantage. As stated abovei~tlbrts.should be placed on taking cost out 
of the product to protect and improve m;i;gitl§ i~~h¢r Jhan adding price that will 
certainly erode volumes. • f 
Product Deletions - No product deletio&~~fi!~!Uled for 2003. 

:/!!::::}: 

Product Strategy 2004 &/ B~~ond Remington In-Line 
M uzzleloaders 

·,·,·,·,·,·,·,·,··,·,·,· ,·,·,·, 

Model 700ML .·.·•••••••·••••••••·········••••••( t•·· ln 2004, consideration will b~ gj'iiefr!i:\ ~gding fiber optic sights to the Model 700 ML 
series if the opportunity is pcii~lint to ci~l\.W•iidditional value in the market place without 
sacrificing margin position$) ( .··.··.··.· 

··:·::::::::::::::::::::::::::::\:·.:--. _::::::::::y 

Experimental Ignition $1\(H~; ? 
Ilion Engineering is cun'~iit!wf,Yi~.1¥it1g fhe potential to utilize a .22 rim fire blank as an 
ignition source. Sho~i!!Fthe coii\i~gf wove feasible and cost effective, the introduction 
of a new, more relial:!!¢Sourqi; of ig1iition could give Remington an incremental boost in 
Model 700 ML sal~~~tar~f\.if consideration and review will need to be given to Federal 
interpretations by tij~~\Th~and state level DNR regulations as well 

Low-Cost Muzii~lua!le; ~f~W~f Kit 
Consideration shcMM kli gtyen to Remington providing a low-cost entry level 
muzzleloadi9g •.• kibl9tl!~.ffi~tltilt place The product would come equipped with a rifle 
and all ke¥ ifi~*sBfles required for the beginning shooter to enter the sport of 
muzzleloadiii:g @!\le \\it will be clam packed such that it could be effectively 
merchandi~ll4J;iy largi:i~i#ins and mass merchants. Consideration should be given to 
launchi!J~~\li.§ ~1!~1f9pn t;1lder the Model 71 0 brand if the product can be produced at a 
cost tl)~f\vould al1\.i\,\l\for adequate margin opportunity for Remington. Consideration 
may al~!! be given t§h sourced product to fill this void in the market. Target MSP 
would1*\,J49 $1@~7 
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CUSTOM GUNS 
:::!:i:!:::i:::i:::!;::::::::::::::::::::mt:::i:::i:::i:::i:::i:::i:::!:?· 

Remington's Custom Shop products include all customii@~ titl~~ ~nd shotguns, both 
catalog and made-to-order. Historically, custom Q~nterfire rl~~~ .account for around 
98% of Remington's custom gun business. The higlfliP$!of cust8!rifirearms puts them 
well beyond the reach of the average consLUner, V1J{lJ\ii~ti!~!µ$ ~hy custom firearms 
businesses everywhere are low volume affairs .. )$~%m the ''B!gg~~t" of the custom gun 
makers have sales volumes only between 500 aii!tf&Q.Qunits a year. 

Remington Segment Performance 

Over the last 3 years sales of 
annually. 

Business Overview 
.. <m::::::::::(:\::::::::::::::::::::::::::::: 

have averaged around 1500 units 

Traditionally Remington's q#~~m Sh~~ll~$ been more of a marketing tool and less of a 
money-making enterprise. Mm:gjn positi~J-i~ in the Remington Custom Shop have been 
challenged by high standarC! 8~~~. nw~~high standard costs are a direct result of the 
overhead allocation pra9~#l!l~)n thillltQ~Jllant which allocate overhead at a flat rate per 
labor hour. Because tl1eCcl~@m§h9p pfoducts are labor intensive by nature, overhead 
rates would not be exp~f.ited to ded!jtj~~ignificantly with additional sales volume. 

::.:::.:::-::: <->->.·· ··::·: 

Instead, the Custo1tj~\;op'~~i~1ue has been as a high-profile showplace of the hest that 
Remington has to djf~~\@~such, the typical standard margins that are expected of the 
rest of the fireann~bL;;m;;;~~i\#tnQt within the realistic realm of the Custom Shop as it is 
currently structttt~~( A~ stafodfobove, an increase in volumes would be unlikely to 
significantly reduceH\e\\!~h9verhead rates carried by the Custom Shop. Increasing 
price to supppn~Q~1~!4Q~$t@#Ciard margins would likely all but dry up any demand for 
Custom Shc\jji p);q4\i\:ts 

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

Another ;),!i1(;J'!l,1'!1.JX~ W64!4 be to structure the Custom Shop as an entirely different 
compai1~i~fri\H!fu~9Remington's PMPD business with its own cost structure. Given the 
volmne$ of the Cus\~\:IJ Shop, coupled with complex problems such as labor, location, 
and tr~g~fer pricing, t~!s strategy is perhaps not the most practical long-term approach. 
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Core Strategy - Remington Custom Shop 

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

presence 

. :::::·:·: ... 
The most practical approach to define a strategy fcfrt~\:i@ti~tqm is to understand 
and accept the business for what it is. The Custgw ShCijjt~~ff~i;pts Remington's best 
foot forward from a product standpoint. It is a ~\'iwcase and art extension of the Sales 
and Marketing an11 of the Firearms business. $~~~#~!:\\) nature of the cost structure in 
the llion Plant, if the Custom Shop is coveriligflxed dcl~t~i&m:iable costs and overhead 
while generating a positive margin position, nll~sion acco1lipH~hed . 

. /???:\:-.. -. 
·-·-·-·-·-·-·-·-· 

Listed below are some strategic objectives foii!M@~tinn Shop. 

Subject to Protective 

·---·.--·.--·.--·.--·.--·.--·.--·. 

• Focus on customer service and ~~j~$j~~'. !~~g;;~h the Custom Shop products 
are typically long lead time, make~tcl~fq~fgqods, an emphasis should be placed 
on letting the customer know 1h~'status Of\\Jljij#~ their order stands. An example 
would be brief monthly upda\~~ . .fo tl1~);ustomer on the status of their order. 

• Integrate into the website .. . ftiever.tbere wa$ a model of a sector of Remington's 
business that could use th~~~~li!~i!~ as '! ~jib], it is the Custom Shop. Current 
efforts are underway to tie the dd~\i~&~~p into the website allowing customers 
on line communication f\JWP~i:t4ftcl Speiltfications, available configurations and 
even eventual orderingila!liitlllltyi \ 

• Expand shotgun off~rfngs. Sl~df~ins currently account for only 2% of the 
Custom Shop's bus#!i~$, As is ~h~ case in the Model 700 and Model Seven 
families, the expaQsioli~!l&jfopl~OO~htation of core Custom Shop offerings in the 
shott,'1.m line wou)~~PI\;~d al\MB~tfect over said business. 

• Take an active r?rnWi~~~\;~punting. Working hand in hand on a routine basis 
to insure stand~~dbosts fil@li&lfeet in SAP will provide a foundation to effectively 
monitor the tr4~!\erfg~!J;fa.nce of the business. 

• Act as a "thi,\,ll;\ ta11Wfand "skunk works" arm of the Marketing Department. 
As it is stflfoi4f~&i 41~ Custom Shop provides an effective means of rapid 
µrototype$~!d prev1e\&~%faproduct concepts. Examples would be the new Model 
332 Over&. WMR$friffi?tglfu and the proposed Model 700 Light Vannint concept 
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LAW ENFORCEMENT/MILITARY PROlllJCTS 
:::}}}!:~:::::::::::::::::::~:~:~:~:~:~:m:~:}!i!!!!i!!!i!!i!!!!?. 

Remington's Law Enforcement firearms are broken do~iF!~(!? .• ti~e main categories: 
the Model 870 Police, the Model 11-87 Police and tile Model ?UQPolice. In standard 
catalog SKUs, the Model 870P comes in Wood stci\:ik.imd. Svnthilti¢ stock versions as 
well as various Tactical (14" barrel) options. Thl;lM:61f@1t~§§q.gi~a synthetic stocked 
gun only, and has only one 14" version as a Ci:!~~iog offerllig: ITT1e Model 700P is a 
s:imthetic stocked tactical rifle that is offered in ijqfhJqng and short action. Finally, even 
though they comprise a much smaller sei,'lllenfof th~ ~gorv. it is worth noting that 
Remington also offers a Model 40-XB rifle48 the LE&:;)h;mity and furnishes the 
Department of Defense with the M-24 System. 

Remington Segment Performance 

, '6.m.a 'Q801•Mt.'' Q&02•FGS'll •02•11'.0!' 
16.4 18.3 21.8 20.5 
5.3 $ 5.2 $ 8.1 $ 7.1 
2.7 2.7 3.3 2.9 

51.1% 43.2% 40.2% 40.8% 

1" II• i' ij" 11,.4li'< PoHee 1 •ij"n 1 • •4'998 rA '" 0000 '6.m." •!:!001•Mtr !:!&02•FGS'll ;02: 1IJ;.O~ij 

Units Sales M 1.2 1.0 1.0 1.1 
0.6 $ 0.5 $ 0.5 $ 0.5 
0.3 0.2 0.3 0.3 

55.9% 51.8% 52.6% 52.0% 

In terms of bd~J hnil ~:;~~ ~~d sales dollars, the Model 870 Police dominates 
Remington's LE h\lslh~$~, 1Jh1ere are two reasons for this: One is that almost every law 
enforcementv;;!ti()l¢!ti'lli!#ihe United States canies a shotgun of some type. The 
second reasi\~!$!\}~fact tllat when lives are at stake, law enforcement officers insist on 
carrying the ;;\d~f tl.i!i~h.\e. weapon available. The Remington Model 870 is widely 

'' ~&&ptji\' 
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Core Strategy - Law Enforcement/Military Firearms ..... 

As tabulated above, the LE/Military firearms busi~~~~ :~(~ !:~~~~ant part of 
Remington's bottom line, accounting for roughly $5MM pefy~ in standard margin. 
Despite this fact, forecasting and planning for the h~!~inrss is dlffj~/:!lt at best due to the 
highly unpredictable nature of the market. The LEIMl!\t~~f)gmclrl;fis largely made up 
of "targets of opportunity" that can range from.~.few dct~~BJ!nits for a local police 
department to several thousand for the federal gqyjlmment. Wlfat's even more difficult 
from a plarming perspective is that most ofthes¢!#~$J:i!S<;ial make-ups, where a potential 
customer will specify various options that ~ nofphl'fl:ilf4l!e catalog structure. In 
addition, unforeseeable events like those of 9/fl/OI can &!i\ti!iiically change the face of 
the LE/Military market and the particular fi~~fffi§gptions that are needed. 

With that in mind it is imperative that the wa~~~;~!~~tJ~lhis business going forward is 
flexibility. As the world continues to c ~tbhfakrieck speed and the War on Terror 
evolves, Remington's ability to resport · \y to the needs of the LE/Military 
communities will be parammmt 1f#ne1y resiJ~#s to pmchasing inquiries, solid 
plaiming with Manufacturing ai1d ¢\~fhm1< deliveries of firearms product must be the 
cornerstones of this strategic plaf\/ if fqf ~b ot!~~f reason, than servicing this market 
with speed and with the highest q1!~j)jy pif~4nct j~~ernington' s patriotic duty. 

................. . ..... . 
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MARKET RESEARCH OPPORTUNITIES 
:::::m:::}::::!;::::::::::::::::::::::m:::::!i!!!i!!!i!!!!i!!!i!!i!!!!?. 

Recent innovations in market research have led to more ef±b~~!'\t~ !#~thods for gathering 
practical data on customer wants and needs. The tr~<fitional 11\~ti~~ls for acquiring this 
information (product surveys, focus .>,>roups, etc) ilatldack pr~~iiifon and reliability, 
leaving companies to often conclude that custoiµ~dliij~j~t~ jqipS what they want" 
Furthermore the traditional approach can assum~'f~o much 3.!fo!ifh customer's product 
desires without the benefit of hard data. This ~~) )!;?!\! to decisions based on data that 
may or may not be relevant. 

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

To lay a foundation for more effective marK~tr;;:search, Firearms Marketing group will 
initiate a plan that utilizes outcome-baseds~g'j#~'flt«tie.n This is nothing more than a 
methodology that does not separate customers h)i~g~j )~come, or other demographic 
data, but by the desired outcomes thafqjaj~~!J#\~ftMiMIF These outcomes are simply 
statements that describe what customer~ ~p~(l*fi9ally want to achieve with a product. 
This is not to be confused with prodrn,;t sugggst!Rn~~ which are typically too narrow in 
scope to be of much use as me3™\j.gful marketliljf data. Too often these product 
suggestions supplant real innovat!911 wjm?speqjfic solutions, and shmt-circuit the 
innovation process. A better met!'\!ffiglogy is a\4li!itble. In short, this method is just a 
disciplined way to use proven resp6n~~~111!~gratjg\lfi.1rmulas to: 

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

I. From a selected groll;j!\ tj{ f~~ppnct~At&, Lmcover the most des!fed product 
outcomes. j ( \ 

2. Reveal which oftho~¢lH1tcomes ar~Jfte least satisfied by current products. 
3. Calculate an "oppofi\i~!!Y i\GPTe" t!$' each outcome that clearly establishes its 

priority. . .......... w .. w. . .. w. 

c~~~~. ~~~~~~ .............. . ....... . 

In the early stages ofJ!~i~~~@j~¢((~qm~ limited contact will be made with consultants 
and current users o~f:his wwketffl~fooncept to get the project headed in the right 
direction. Later, th~feal development will take place by harnessing the power of the 
Internet as the fcnuid~ti!lnib~ this tool. To keep development costs down, every effort 
will be made to usdirli~ijfRcm.ington resources to do all programming and setup. The 
emphasis Will b~eyli ~reai!hg~ij~¢r-friendly series of data-collection tools that yield the 
most accurate reslilts,pgJl~iple. An integrated approach with Remington's current data 
base system wiHb.sJ.l.l~~g~! > 

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

Manpower f&j!lif!i!h!!!ltS will be minimal. Only a project coordinator, programmer, and 
database ma11<igel Wll! !'l!l needed, and even then on a very limited basis. The 
progran111)!lJW ~M!!Ae-biigging phase of the project will take the most time and is 
estimaj#~at a fof£lq~ 30 man-days. The first phase of the segmentation program is 
sched&)¢U for a limH¢dbeta-test in the fourth quarter of2002. If suceessful, a full roll
out is §9~Muled fo1·.J!)~ first quarter of2003. 
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STRATEGIC POSITION ON PRODUCT QUALITY 
:::}}}}!?:::::::::::::::~:::~:::~}}}}\\}:? 

To those inside the company it is obvious that Remingt~~~~~·),J~~h troubled in recent 
years by quality concerns in its firearms business.. In the pa~fo)paintaining product 
standards has been part adherence to process reQQ~@ RiHt sel~t:,~ye fit of parts and 
assemblies, and part "know-how" that was lea:twe4 oi!t!tl:il'i¢1te)L •· All three of these 
practices have been neglected to the point that cqi~IJroducts(i'WQ*(700s, 1100s, etc) are 
exhibiting unacceptable quality deficits. Furthe!'!)J~1', these quality control failures are 
the subject of increasing negative attention from!l~y !i\.i$fomers. 

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

For Remington to maintain and grow shar¢i~#lrtrend muslbe permanently reversed . 
................. 

A single coherent strategy is needed to ma;;;~~J!;~\jj@ijffiquality product line. Such a 
central plan avoids the organizational 9q#!M~#~#tffiii&ili cause duplication of effort, 
poor communication, a:t1d a drain on viihlijfl!~~esmrrces. Ultimately this plan will have 
to come from Manufacturing. In supppi;t ofthi~i\i!f~!'.~fting's position goillg forward is 
tltat no new firearms products will b~fiPPl'.OJ!edji/P~ilipment until all requisite testing 
has been administered and passe#;Fro tj§biea~\Jequisite testing is that level of test 
necessary to confirm new desigi1~d!Fwhi~lilherq!\$ve been changes or innovations that 
reflect on the safety or performa1i8@f ·.·.·.·.·.·.· xlJi~f This position will help to avoid the 
problems that have been experience .. Whh some products that did not undergo 
proper testing protocol and thAA\l#~#~»'§j,\):niftbu1t problems at the consumer level. 
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APPENDIX A: 
2003 Product Addition and Deletion Sum~~~yu 

"::::~::???:::.:' /??::" 
The following is a summary by SKU of product i!i:l\Jitions ~i\& &~!etions planned for 
2003. A threshold historical volume of 250 unifo}Y~~Jl.~?d fojdentify SKUs for 
deletion. 

New Products for 2003 

5257 
5317 
5355 
9599 
5241 
TBD 
5869 
4689 
4687 Model 673 
TBD Model 700 Titanium 
TBD Model 700 Tita ... 
6323 Model 700 
6329 
6434 
6436 
6438 
6458 
6459 
6464 
6468 
4681 
5681 

Subject to Protective v. Remington 

20 
20 

12-3 1/2" 
20 
12 
16 
16 
16 
12 
12 
12 
12 

.300 Sava e 

.300 Rem SAUM 

.350 Rem Mag 
?mm Rem SAUM 
.300 Rem SAUM 
.300 Rem SAUM 
?mm Rem SAUM 
?mm Rem SAUM 
.300 Rem SAUM 
.300 Rem SAUM 
.270Win 
.30-06 
.280 Rem 
.280 Rem 
.308Win 
.300 Rem SAUM 
.17HMR 
.17HMR 
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Product Deletions for 2003 

i . " "' .,, "'.'. ~::2Ku:: 1

: •••••• ,,, •• ,, •• """'"'"'''''"'1"~!::ertotton:,.,, ... , ... ,".' " .. '".~'" 
5233 Model 300 Ideal 26" ~--~------! 

5231 Model 300 Ideal 28" .·•·•·•········· 

12 
12 

5229 Model 300 Ideal 30" 

l-:4~8~1~2-+~M~o~d~e~IS~P~-~1~0~M~a~g~n~u~m'---::-::c-:------c .i .. L---' 
9906 Model 11-87 SP Magnum 26" 7TIT 
9905 Model 11-87 SP Magnum 28" 

53 7 9 .... r-.1()<1E3111g() ~y11tl1Eitic; )'()ljtl1 C::?rri()Li3EJ~!.tr~~ A~Y.~.n!~iil.~L 
Model 870 Express Super Mag Camo (Realtree ··.·.·.·.·.·.·.·.·.·.·.·.·.·.·.· 

5104 .... ~t:l11?11t?BEiL Ake .. 

12 
10 
12 
12 
20 

12-3 1/2" 
Model 870 Express Syn. Voliiiicami'liflj~~!li@§ 

5091 Advantaqe) 20 
5089 Model 870 Express Syn. Camo (Reallr~Ad~!!cl!~cl¥) 12 
*5777 700 AOL 7mm Rem Maq 

c--=6=3~4~8-+~70=0=----C~la=s~s=ic ______ ~~__c~~ ~~---+~.2=2~1~R~e=n~1~F~ir~e~B=a~ll--1 
5799 700 BDL ? 7mm-08 Rem 
*5797 700 BDL .••••••••• .280 Rem 
5805 700 BDL .338 Win Maa 
6412 700 BDL .338 RUM 
6414 700 BDL .375 RUM 
9696 700 BDL SS .338 Win MaQ 
9728 700 BDL SS .375 H&H 
6277 700 BDL SS ~ .375 RUM 

.~;~~ ;~~ ~i~;n~! RMEF~~~~~~~~f.-7cc.2m"'6~~:.o:eUmccM~--~ 
~:~: ;~~ ~~~~-ero t!ii''i''ff''·'•·········· ·••c;.;;;; .. '~.:=:=:=:=:=:=:=:=:=:=:=:=:=:=r~2 3·~058'-~o~ w6~Rin~e:=m:=:=:=:=:==1 

6199 700 Sende@$F • ? .25-06 Rem 
7502 700 Send~rPSF .\. 7mm STW 

*5845 700 MduillahibM .260 Rem 
6971 700 BDL nM .300 Win Maa 

*6911 700iPWss .. DM .280 Rem 

*472~ , ,Seven LS··•.•······.·· .223 Rem 
6566 C597 MaanurnWs .22WMR 

* lnd1caldli.:!~~m:.)vlll be 1119~~~~~ 1111003 catalog. nolcd as Calalog Sub.icct to Stock 111 pncc hst due lo pro.iectcd 2002 year 
end invcntdfy;;~~'.~§::::::::::-:·< ::··:··· ... · ... · 
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