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CENTERFlRE RIFLE ~1ARKET SOJVIl\'lARY 

8.ATFE data places the 2006 LS. total market for rifles a.t I ,496M units. 1 

This includes both rimfire and centerfire rifles. Manufacturers such as 
Marlin and Ruger both are heavily -..veigh1ed by their rimfire volume. 
Extracting just our primary long competitors for Hion and Ma}field product 
from the BATFE data, the lotal ma1kt:t 1;.stimak is 1,030 rifles produced in 
2006. Deducting estimated rimfirc rifle production by manufacturer further 
reduces the total number in rhe centerfire segment to 847M centerfire rifles. 
Given an average retail price of S400 per unit, this places the market value at 
S3381v!M. 

The centerlire r-itle sehrment is essentially composed of three pnxlu(..:l 
categories. 2006 volume estimates by categmy arc as follows: 

Centerllre Rifle!> by Action Type 

0% 10% 20% 30% 40% SO% Ei·O% : 

The bolt-action rifle dominates the centerfire category, commanding nearly 
60% of the sales volume in units. Centerfire ritle unit sales for the U.S. 
domestic market is as follO\vs. 

' BA TF production figure~ 
'!ndudes Autoloa<ling, Pcunp & l.~ver Action 
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BRAND lfNTTS (M} 

Remington 229 

Ruger 97 

Savage 90 

Other* 90 

Btowning** 75 

H&R 72 

Marlin 69 

Thompson Center 50 

Mossberg 18 

Tiklrn~'* 15 

Weatherby** lO 

Sako*"' lO 

Kimbe1· 8 

Smith & Wesson** 5 

TOTAL 838 

* lnc.ludc.> Importer; & 'irnnEcr Jvhuiufo;;;turcr~ '"+.~timuted-Not b1cludcd ill 2006 81\'J'FE Data 

R.,,'tninglon. lvfarlin. Il&H actual data 
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Compiled market data suggests the following brand share position by 

rnanufactu.rer as a percent of units sold. 

Centerfire Rifle 

... -· - .. 

.:·.· :··-=·:.:; 

............ -
0% 10% 20% 30'Yo 

mMarlin 

a H&R 

•Browning 

D Other 

o Savage 

II Ruger 

. m Remington 

Remington maintains a dorninanl position with respect to brand share in the 
centerfire rifle catego1y, prim3rily through sales of the popular Model 700 
11ne of bolt-action centerfire rifles. Market sh ate was spurred in 2006 \'>'1th 
the rvfodel 7 IO Sportsman (Now the lVlodel 770 Sportsman), an entry level 
priced scoped combo bolt-action rifle priced in the sub $400 mark at retail. 
Bolt·action rifles constitute nearly 90'Yo of all Remington centerfire units 
sold. 

Sturm, Ruger & Company occupies the number two spol with an 11 '% share 
of the centerfire rifle category. Unlike Remington, Ruger's portfolio is 
much more diversified \Vith respect to "action types," Although strong in 
the bolt-action category with the M77 farnil_y, RL1ger maintains a dominant 
position with respect to semi-automatic centerfire rifles with the Mini 111 
series of "ranch rifles." Ruger also holds a fair share of the single sbot 
centerfire category with the No. 1 series. 

The next spot in the centerfire category belongs to Sa\'age Arms. Savage 
has made great progress turning their brand image and awareness around. 
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The introduction of the AccuTriggcr along with a concentrated focus on 
improved quality and accuracy has made Savage a competitor lo the Model 
700 Previously, Savage was viewed as a lower quality opening price point 
gun. Their image is nmch improved with theH" product offerings over the 
las! five years. 

The ''Other" category consists predominately of imports, as well as custom 
rifles. Althongh the irnport category is significant, a large p011io11 of that 
market consists of imported surplus military rifles. In fact, it is estimated 
that nearly half of the 90lVf imported cenlerfin: rifles arc comprised of 
swvlus military fire31ws. It should be noted that the scope of the remainder 
of this report section will be focused on sportmg firearms as Remington, 
with the exception of specialized products for law enfrn-ccment and military 
applications, does not participate in marketing military style firearms for sale 
to the general public. 

While the Browning brand is ve1y strong, their market share in cente1fire 
rifles is estimated at 9%. Browning primarily competed with their A-Bolt 
rifie which was replaced in 2008 by their new X-BolL Both are higher end 
premium type rifles. Browning also competes with their line of BAR 
antnloading hrmting rifles ai1d to a lesser extent with single shot falling 
block action rifles. 

Ha.ITington & R.ichardson also competes with a 9% market share with their 
line of single shot Handi·Rifles. Available m configurations ranging from 
synlhctic lo wood. and blw;;d steel to stainless sled, H&R provides greal 
value for the dollar spent to the consumer. The H&R price point enables 
them to drive sales in the single shot category. 

Marlin occupies the rounds out the centerfire rifle category. Murlin 
competes -...vith platforms based on the lever-action repeating design of the 
Model 1895 series and variants therein in the Mode 1 336. They are the only 
maker of good quality value priced lever guns today. Marlin bas directly 
benefited with the cessation of the Winchester Model 94. In 2008 Marlin 
entered the bolt action. rifle category with the new XL-7. This is not 
,\forlin 's first attempt entering the bolt action arena. TI1cir first attempt was 
positioned directly against the Model 700 nnd the Model 70. The XL-7 is an 
opening price point gun and will give Marlin a much better chance of 
success. 
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CENTERfi'IRE RlFLE INDUSTRY ANALYSIS 

The centerfire rifle market is not dominated by one or two manufacturers. 
Certainly there are clear market leaders. but market share is bit closer to 
level between the top tlw;:e or four playe.rs. Intense competition exists in th_is 
segment, primarily through efforts to provide producl differentiation to the 
markd through 11ew cartridge chamberi.:ngs, usage of hi-tech materials for 
stocks and metnl finish, factory setting of iriggcrs with consumer 
adjus1ability, and by introduc1ng platfom1s geared toward specific end use 
app Ii.cations. 

Like other segments within the firearms industry, the price/value 
relationship maintains a great presence within the centerfire rifle segment. 
Consumers place a gn::at deal of emphasis on the level of performance, 
precision, and quality obtained for the dollars spent. Opening price point 
rifles are important in the centerfire category as cvicknced in the volmne of 
:viodel 770 and Model 700 SPS rifles sold. There is value recognized by 
shooters and hunters that allow higher priced, higher margin rifle prnducts 
for specific end Ltsc appllcations or simply for the buck ofa lifetime. 

Essentially, lhe centerlire riile segmenl can be categorized under three 
distinct headings: 

• Entry Level C't::rtkrflre Rifle(< $500 Retail) 

• Premium Centerfirc Rifle ($500 - $1500 Retail) 

• Specialty Center fire Rifle (~iche Markets) 

Enlry Level Centerffre Rifle 
This segment is dominated by lower price point repeating rifles, no-frills 
bolt action offerings, and the increasingly popular "ready to go·' scoped 
combo packages. The entry level price point appeals to the casual big game 
hunter, the new entrant to big game hunting and the hunter with a limited 
budget. Entry level product offerings in the centerfire rifle category account 
for approximately 35% of rntuil sales in the U.S. domestic market. 
Remington competes at this le\'el with the Model 715 and Model 770 from 
Mayfield and the 1\fodel 700 SPS line from Ilion. 

Premium Ccntcrfirc Rifle 
Appealing to a more discriminating audience. the premium centerfire ri!le 
category in the sporting Jin~amis market consists primarily of bolt-action 
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rifles that constitute rhe flagship products of the Yarious manufacturers. 
Featuring higher grade options such as stainles:; steel, high grade stocks, 
polished blued metal work and an overall higher perceived level of attention 
to detail The premium centerfire categorv accounts for approximately 50% 
of reLai1 saks in the lJ.S. domestic marh:L Remington is ~ery ..:ompelitivc 
in this category with our Model 700 XCR, Jviodel 700 VTR, Model 700 
CDL and other Model 700 vnnants along with the Model Seven line. 

Specialty Ccnterfirc Rifle 
The specialty centerfire category features products that are generally highly 
focused toward a specific end use. Examples would be heavy barreled long 
range rifles with specialized target stocks for situations such as vmnmling, 
or extended range big game hunting Products within this eatce,ory often 
utilize state of the art materials s11ch as aramid (Kevlar@) fiber reinforced 
stocks, and tit:<nium alloys. Custom built firearms would also be included in 
this category. The Model 700 Sendero and line of Model 700 Varmints are 
examples of the specialty rifle. Our line of Tactical guns also falls in the 
Specialty category. This segment constitutes the remaining 15%, of the U.S. 
domestic marke1. 

Customer Profiles 
General demof.,;raphic studies are far too broad in this category to draw any 
meaningful conclusions with respect to specific demographic trends. 
Perhaps a more comprehensive study might reveal some data of substance, 
but with current available information m1y conclusions would be speculative 
at.best. 

Based on market b·ends over three fourths of the centerfire rifles purchased 
in the drn11estic market are purchased for hunting applications. The 
remaining sporting centerfire market can be primarily categorized as target 
shooters. 

The "hunter" profile can be categorized under two broad headings. "casnal" 
and "dedicated." Stratification \'l.'ithin the category is estimated to be skewed 
60% toward the ''casual'' profile. 

o The "casual" hunter can be categorized as the person who has an 
opportunity to hunt a few times a year, generally in close proximity to 
their home It can reasonably be assumed that game types and 
hw1ting situations do not vary a great deal for the "casual'" hunter. 
Firearms are also chosen with considc:rat:ion given to widely available, 
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\•.:ell known and competitively priced ammumhon types. 
Consumption of n foll box (20 rds) of centcrfire ammunition within 
one season is typical. The "'casual" hnnter may not see the point, or 
may not have the income at his or her disposal to rationalize the 
expense of a mon; e,'\pensive rilklscope si:t up. In fai.;L, lhey may be 
limited by either budget or need to one rifle. The "casual" hunter is 
not likely as technically savvy \\'ith respect' to firearms, ammunition, 
and optics making products which are easy to use and quick to set up 
attractive. The "casual'' hunter would expect a functionally sound 
product that yields accuracy capable of taking medium sizt: game at 
typical ranges of less than 200 yds A product category gaining 
immense popularity with the "casual" hunter profile are the entry Je,el 
combo centerfoe rifles, with scopes pre-mounted and bore-sighted 
requiring minimal mod1fication by the end user. 

o The "dedicated" hunter is more versed in firearms, annmmition and 
optics teclmology than his ''casual" counterpart Game species and 
hunting situations may vary significantly \Vithi_n the "dedicated" 
segment as he or she may travel to varied destinations to lnmt. The 
"dedicated" hunter places greater value on enhanced product features 
such as detailed metal work, high gn1cle stock materials and the 
incorporation of high tech materials such as synthetics, stainless -;te.el 

ru'1d other alloys to tailor a product to suit the needs of a particular 
situation. The ''dedicated" hunter likely owns multiple rifles suited 
for different situations or species that they may encounter. The 
"dedicated" huntef would ge11ernlly expect Minute-of-Angle accuracy 
or beller with a very low !okrance for malfunclim1s of any kind. IL 
would not be uncommon for a consumer within this category to spend 
111 excess of$ I 000 for a complete rifle/scope setup. 

The remaining 15% of the centerfire market is essentially occupied by sales 
to the varmint/target shooter. 

c: It should be noted that there is likely a s>rear deal of overlap of target 
s]l0o1ers who qualify as ''dedicated'' hunters. Target shooters are 
perhaps tl1e most technically savvy of the ccntcrfire rifle category with 
respect to rifle and ru11muni!'ion tecbnolo1:,")'. Precision accuracy is. 
critical to the target shooter. It is not at all uncommon for the target 
shooter to purchase a factory prodllced rifle and immediately send the 
firearm to have custom work performed. Custom work would include 
fire control modificat1011 or replacement. barrel work or replacement 
and slnck modifications or replacement io name only a few. A large 
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percentage of custom rifles arc purchased by target shooters on an 
annual basis. Often times, custom made rifles utilize actions from 
factory based platforms where a custom gun maker might purchase a 
base facto1y ritle, sah:age the action and build a new· gun from the 
ground up. These rireanns command high prices, almost always 
exceeding $1000. Generally speaking, the target shooter is the most 
discriminating of centerfire ntk consumers. 

Brand Perception 

Brand perception within the ccnterfire rifle market places a great deal of 
emphasis on the value/price relationship or quite literally, the most "bang" 
for the buck. T111s holds especially true for the brands participating at lower 
price points that make very strong cases for the consumer to get "more for 
less." That being said, there is a tremendous lev-el of brand loyalty within 
the category, provided of course that particular brands are maintaining 
consumer expectations with respect to quality and performa11ce. 

c Remington - Remington is very well cst<lblished wifl1 respect to 
reputation in the centerfire rifle market. primarily due to competencies 
exhibited in the manufacturing of bolt-action rifles. No other 
manufacturer builds and sells more bolt-<iction centerfire rifles than 
the Remington Arms Co. This m.odern day reputation is based upon 
the foundation established by the Model 700 series bolt-aclion 
centerfire rifle First introduced in 1962, the Model 700 series is 
perhaps the most popular bolt-action centerfire ever built We will 
smpass 5 million Model 700 rifles built in 2008. Known for its "best 
out-of-the-box accuracyd the lVfodeJ 700 iifle rates very high on the 
price/value scale from a consumer perspective. We also appeal to the 
casual and price sensitive hunter with our line of Mayfield built bolt 
action rifles; the 715 and 770. 1t is not unreasonable to assume that 
Remington centerfirc rifles arc the sta11dard by which other 
manufact11rers are judged. 

o Sturm, Ruger & Co. Second to the Remini,,>ton Arms Co. in bolt 
action centerfire market share, Ruger participates in the centerfire 
segment primarily with the M77 series and tvlini 14/.Vlini 30 series of 

"Mur;;ol, Ruy. Thx.Qfficial Authori.<ed Iiioturv ofRcmingwn AnnsJ;.\1_ l'"'2ria. IL Pri:m:dia Sp.:~iill 
lnten~st Pui::>licatiDns, J 998. 
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rifles. M77 bolt action ccntcdire rifles arc priced comparable to that 
of the Remington :'-v'fodcl 700. Althollgh regarded as solid pcrfonners, 
the tvf77 simply does not have the following of the f\1odel 700, nor the 
extensive depth in the market. Ruger has started their own line of 
t:artri<lges wi!h !ht:: Ruger C'ompad Magnums. This lim; of cartridges 
will primarily appeal to c1nTent purchasers of i\.'177 rifies and those 
thnt are loyal to Ruger. 1t is not believed that there is a viable market 
for this line of cartridges. Ruger also maintains a very healthy 
position in the repeating centerfire rifle category. Based on U.S. Ml 
Carbine, the Mini 14/Mini 30 series of a11loloading ri iles are by far the 
most po1rnlar in tl1eir class. Ruger spends more dollars in advertising 
than do any of the other manufacturers pmticipating i11 the U.S. 
domestic centedire rifle market As a result, the Ruger brm1d is 
widely recognized, aiding to pull product through the marketplace. 
AHhough perceived as a fair value for the price. Ruger relies heavily 
on advertising dollars to continue to pull product through into the 
hands of the consumer. 

c \Vinchcsrer ~ \.Vinchester ceased production in Hanford, CT in 2006 
bringing end to the fabled \.fodel 94 tever gm1 and the Model 70 bolt 
gun. lt was widely spcc.ulated that these models would return to the 
market place :11 some point. Wint:hcster TvJodel 70 ntles returned iii 
2008 built by F.N in Columbia, SC. The Model 70 is returning in five 
initial offerings priced in the $750-$1200 range. There is no news 
regarding the return of the Iv1ode1 94 at this time. 

o L\1arlin - Marlin Firearms participates in the centerfire rifle market 
primarily with Lheir family of Model 336 lever-acLion repeating rifles. 
Marlin entered the bolt action arena in 2008 with XL-7. The XL-7 is 
an openmg price point rifle that 'vill retail for under $300. Vlarlin also 
has a dominate presence in the relatively small single-shot center.fire 
rifle market with Harrington & Richardson (H&R). The Marlin brand 
is undnubtcdly associated with "middle of the road" (in comparison to 
Remin~ton and Ruger) offerings targeted toward the casual hunter 
with a limited budget or limited desire to spend a great deal of money 
on a huntmg rifle. 

o Savage Arms - Savage focuses marketing efforts toward reaching the 
value conscious consumer while developing a reputation of improved 
quality and accuracy. This :is reinforced by Savage CEO's statement 
in the 2008 product catalog, "For 2008, Savage ·wm emphasize overall 

SUBJECT TO PROTECTIVE ORDER - KINZER V. REMINGTON 



quality, innovat1Yc product features and value for the dollar.,,.~ Savage 
relies on tlieir bolt"action \fodel 10/f..fodd 11 platforms to carry the 
load. Regarded as ''no-frills" firearms, lacking high grade finishing 
and materials, Savage rifles do in fact carry a reputation for being an 
accuraLe product. This 1ciufon.:es Savage's position 011 the price/valui;:: 
scale. Regarding innovation, Savage introduced a new trigger system 
in 2003 bnmded the Accutrigger. The Accutrigger allows the end user 
to safely adjust trigger pull weights dov;'n to 1.5lhs. This trigger 
upgrade has been well received in the marketplace. This trigger has 
forced other makers info offering adjustable triggers and triggers 
leaving factodes at lower settings. 

o Browning - Browning participates in the centerfire rifle market with 
the A-Bolt bolt-action ccntcrfire. BLR lever action and B.A.R 
autoloading repeater. For 2008. Browning introduced a new X-Bolt 
bolt action rifle. The X-Bolt is positioned more direclly against the 
Remington line J\fodel 700 SPS and XCR rifles. Regarded as a 
premium brand, Brmvning accounts for only 9% of the U.S. domestic 
centerfu"e rifle market. Not lllllike Winchester, Browning has a very 
loyal customer base. Browmng consumers place gTeat emphasis on 
brand recognition and dealer advice. The "dealer advice" influence is 
not ~mpnsing as Rrowning follows ii dealer direct strategy to il li!rge 
extent 

u :Mossberg-Mossberg entered the bolt action segment in 2006 with the 
Model 100 ATR. "1v1ossberg is viewed as a low cost opening price 
point maker of fireanns with their core stren&,rth being pump actio11 
shotguns, 1V1ossberg lends "Tlus powerful combination ddivers a high 
level of accuracy unheard of in a value-priced centerfire rifle" 

C) Thompson Center-Primarily known for the1r line up of black powder 
and single shot rifles, TC entered the bolt action si;;grnent in 2007 witll 
the Icon. The Icon is a premium positioned product 111 the category 
and fits with TC attempted positioning of·'America's Master 
Gunmaker". 

Centerfire Bolt Acti~.m Rifles 

., 'iarngc Amis 2008 Pro<luc! Carnl·)g 
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Remington Segment Performance - BoJt-Action Ccntcrfirc Rifles 
Remington competes in the segment with four distinct product families. the 
Model 770 Sportsman, the Model 700 series, the Model Seven compact rifle, 
nnd the impmied Model 799 and 798. 2007 sales volume consisted of 2 l 4~11 
units or S89.4 [VIM in revenue. Overall volume mid reYenue changes from 
2006 to 2007 were (·7.4::VI units) \Vith an i..ncrnase for S4.6M.M in sales. 
Despite a reduction in volume, revenue dollars increased due to price 
increases initiated in 2007 with the majority of the dollar gain in the Model 
700 Regular category. 

~1:jJ.1,1{1r.f ~~r1~:.~:7:JU(t;-.L ~u~{~~Z1I; :;r~~~:1u].l_i.114:,_··: ·: .. ~}~it,, .. I.r~~·::·· 
l.!Eit Sales ~ 51,069 66,25'.C 75,319 55,032 530:27 6(1,732 
S:ilt:-> o;;ir!;;·,;"(sFv1M) r···~r:i: ;;n $1 n~~L _:il8,S7i.J"" :i: l4)ll(i . $ l nss "sT·> 973 ... 

··siaii(ifi"1Xfl~rg~l ($MM\T $1\(·52 $7/·85 £7,(,2(, $5.874 .... ${'.)~i~ ... :·····$0,5:i1 -· 
:~~-~!~iii1i:<lTi3f·;:i~;,)·-··+· 49% :1siJ:.,, 4ori;~ .:il% ~1% .l - 41% ___ ~~~ 

*Model 7 l C Spoi1o11l<ll1 

• ~fod~Pl~Spnrtsitian !ft:~tC_f f!:i __ n .... ~~!t~I l:-.:1:r;r··:·:t~~ , .y B~~~• ... 
U1:il :->ale,; I 4,19.'i I 3,700 4.ti8D 
Sn!~ Do!J arg (S,vt\Xi··· S98'J $801 $ ):fs!·· 
ti1au<lM<l Margm i:!>MJ\.{) 1 :5-4.1.5 .... . .. ~}25 :.... $435 

-~;(l;;(!;;;;:([ Maip1 (%)·····] .... .... ·····- ';2% . . .. '.i1_'!£_j____ 41 % 
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-y;;;Tt-saks_______ - 285i<) 36,77_,--- · 16:6-.Yi :11\9:ii---------~i-6:~-iiQ 32,i1·1---~ 

~;~'.;;:r~~~if~~~!:ft::~~,iM) .r.-:~$:V.'i)f38 •_ $$0}}(--~~:n1~t;'; -- 5t1~.~~~ --:JJj'.~~1~' • 
··~;taiiJaf.I_\1Ttlfii11-~~!~~~y-···· 487'i1 4llfi-----r---- 41~{·· -lfr}i,i 4W~V 

>!<¥F-....;.l :tt:b; ~Vlndd S.;\. ~n Si:ii~n!~;~----

~tlel:~~~~~:~~~:~_:_u~-id~kr __ Jm~:?.{:-- _-,l!~1 __ _ A~~~~ 1 ~ ~¢~;~JI~::~tjittLI 
Uni! s~1ii __2p6_5 _____ ~------,--~'2_3_5____ J .29 J 1.836 I 2-(G i lC:i 
Snkc;J.Jdlrns(:tM) ~:;4-, : S!,27.-1 S529 ---ff()(,7-~1 ---fi'4':! ·!s1n 

·-:.:,·[,;;;~hud 1'-·fargm (:!>Mi:ij---- $4 N ! $6\U !'.2l3 S-N6 i $6! ---$'~ 
swn(Erci'tv!argm (%) --- ------51 % !-- :\9% 40% - ------ 46'% _T _____ 43% 43% 

. :vrodel 1® · ~-;-----11@,t - 101)5 2illlii ---""iiiil'f-----:r-- ':if14i8 ' wns 
.-. Acti.i~i _____ Adnili'.iJ::_Acfoal ' -~~iu.-.) .! Jibsi::_c:]:, ·Biiri;Z~t · -

_____ _.,_ __ loz~~=--2_1_,,....,._lA97 • UlH : 1)36 

~i~~ji~J~fu\~2~_c_---_---_-_---_--::_-::_---· -- _, _____ $~fk--; ___ --~~~tffi~: ---~----

The Model 700 series, built in Ilion, is clearly the dominant player in the 
bolt-action centcrfire rifle category for Remmgton. Accounting for 
approximately 70% of all sales in the category, the ?vlodel 700 family 
continues to be the dominant bolt action rifle in the marketplace. Tl1e Model 
700 SPS and XCR stainless products continue to drive volume and margin in 
that category. Like the Model 700. the Model Seven is an l1ion plant based 
product. Model St::ven volumes have declined over the last three yt::ars as the 
market for sho1i magnum rifies has become saturated, 

lntrod u ced in 2001 as the Model 7 Hl, the Mayfield based line of scopecl bolt 
action rifles provided Remington significant market share in the ent1y level 
category in Chain stores and Mass Merchants. Jn lhe first year of 
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introduction, this product resulted in approximately a 7~/o market share gain 
that was purely incremental volume. In 2007, the model changed to the 
Mode1 770. The primary change was a ne\vly designed stock. an updated 
more durable 111agazi11e latch, and an advertised smoother camming action. 
The prici;: increased $10 from a MSP of S329 lo S339. This price increase 
demonstrates the elastic nature of the entry .level category and challenges 
faced in rnismg price ns shipments fell from 68M guns to 55;\;l guns. This 
decline was parti.ally offset with the Iviodel 715, and mi-scoped version, of 
which 4M units shipped in 2007 as well as the remaining lV!odel 710 
inventory that accounted Co1 another 5.4!Vf. 'vVith !he addition of the 715 and 
remaining 710, the total 2007 shipment increases to 64M, but still 4~vl guns 
below 2006. However, this was offset in 2008 lhrough volume price breaks 
at key accounts and agt:,rressi 1,;e promotions and consumer rebates Pro.1cct:cd 
2008 demand is ntilizing full production capacity in rvfoyfieJd. 

The Model 798 and 799 imported from Zastava round out our bolt action 
category, They provide custom.ers \Vith a controlled round feed I'vlauser 
action at an opening price point gun. However, adoption of these models by 
our customers has proved challenging. Customers recognize that these 
models were previously imported by two other importers under difterent 
model nmnes. Additionally, our imporled price forced pricing that ~vas 

equivalent to our Model 700 SPS that offers a greater value in the market 
pluce .. The Model 798 and 799 have been re-priced and margins have been 
impacted accordingly. 

Issues critical to the continued success within the bolt action category are: 
• Improving and mai_ntaining product quality 
• Timely fulfillment of orders 
• Ability to respond quickly to market oppmtunities and special 

makeup's 
• l'vfaintaining competitive positioning with respect to product cost and 

price-Cost leadershiµ 
• Product centered adve1tising on core products to continue to "pull'' 

product through the marketplace 

Competitive Outlook 
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The following section addresses the three principle categorie:-. of centerfire 
ril1es as stated earlier, Entry Level, Premium. and Specially specifically as 
they relate to bolt-action centerfire rifles from a competitive perspective. In 
the bolt-action centerf1re rifle categmy, Remingron competes primarily ·with 
RLiger, Savage, Wiuchesler, Brnwniug and Weatherby on various fronts 
within the category. 

Entry Level Centerfire ( < $500 retail) - Holt-Action Rifles 

Savage Arms 
Savage plays primarily in the entry level bolt action c.enterfire. category 
Primary product offerings are the Model 10/11/110/111 :series of fireanns. 
The Model l 0 and 11 are shmi actions \Vi th the 1 10 and 111 being long 
action. Available in wood and synthetic versions, with and without 
detachable magazines, the Model l Oi 11 arc knovvn not for their styling, but 
for their reputation for solid performance at a low price. Stainless versions 
are available in the Model 16 series of bolt gw1s. Savage also set the 
precedent for the scoped combo package guns, oflering consumers with a 
platform that is ready to shoot straight from the box. Scoped combos are 
available 111 wood and synthetic versions, with and without detachable 
magazirn:: boxes. \Vhile the Savage combo gum; compete with the Jvfod.cl 
770, they arc higher µriced than the 770. The price point of the Savage 
combo goes head to head with our 700 SPS offonng: but provides t±ie 
consumer the added value of a scope. 

Savage also competes in !he entry level with !he Stevens brnn<l. The Stevens 
200 is a no friHs clean barreled blued synthetic gtm and is reflective of the 
brand tag line, ''The Definition of Value". This offering competes most 
directly with the JV[ossberg and Marlin line ofho11 guns. 

Mossberg 
Mossberg entered the bolt action category with the l 00 ATR (All TeITain 
Rifle) in 2005. This was Mossberg's re-entry into the category after a 20 
year absence. The gun foannes a two position side safety, button rifled 
barrels, synthetic stock and clean barrel Typical for Mossberg. the gun has 
poor stock to metal fit and a loose bolt. It has been reported that Mossberg 
capacity is not much more than 20,000 guns per year. However, should 
capacity be installed, the IOO ATR will create direct competition for our 
Model 715 and 770, particularly at the large chain accounts. 
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Weatherby 
Weatherby's enlry level offering is its Japanese manufactured Vanguard 
S_vnlhetic and Vanguard Stainless models. Weall:u;rby is directly Large( ing 
Remington's Model 700 SPS line and SPS SS lines with these offerings. 
Boasting an accurncy guarantee, adjustable trigger, 11inged floorplate 
magazine and a price tag that is wt thin $5 of the !Viodel 700 SPS, the 
Vanguard line represents competition to Remington's core ri'fle business. 

Smith & Wesson 
At the 2007 NRA Show, Smith & Wesson unveikd their new i-BoJt bolt 
action rifle. This announced was approximately 30 days after the non
disclosure agreement ended between Smith & Wesson and Remington thal 
was in place when Remington out-sourced Model 700 receivers. The S&\:V 
receiver is strikingly similar the Model 700 in appearance. S& W advertises 
using a Thompson Center banel and a conswner adjustable trigger 
developed by Timney Triggers called the Tm-Set™ Trigger, and ships with 
a one piece Weaver@ rail attached. All i-Bolts are stocked i11 either black or 
camo synthetic stocks. S& W is reportedly strnggling with long guns. To 
further support these claims, they took a 7% price reduction on I-Bolts going 
into 2008 and fi.nthcr reduced price in May 2008. This line competes most 
directly with Mode] 700 SPS line. 

Tikka 
The Tikka T3 was in!rodur..:i;;<l as a price point oHering targeted direclly al 
Remington's core JV1odel 700 line. Tikka is a brand owned and operated by 
Sako F111land (a holdmg of the 13eretta Group). The new T3 is available in 
wood, synthetic and 8tainfoss synthetic models featuring detachable 
magazines and a guaranteed accuracy of a l" group prior to leaving the 
factmy. Fortunately present manufachiring capacities for the Tikka lines 
only approach 15·20M units annually However, should the Italians place 
further emphasis on engaging the lJ.S market, the Tikka rifle could pose a 
serious threat to Remin):.,rton. 

Remington 
The Model 700 SPS line of rifles represents the core of today·s Model 700 
line. The 700 SPS is annually over 30,000 guns within the 700 Regular 
hierarchy of approximately 90,000 guns. In 2007 the SPS line generated 
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over $14 :-Vlillion (29 .7%) in shipments out of a total of $4 7 ['vtillion for the 
700 Regular category ·with SPS Varmint is factored in, !he total number of 
SPS rifles shipped in 2007 is 52,000 rifies or nearly 60% total of the 1.fodel 
700 Regular line. The 700 SPS provides hunters with tremeudous value and 
is !he d1iving reason for ils su1.:cess.. Also available in the SPS line is tbt.: 
Buckrnasters~ edition. right and left han.d youth versions, as well as 
detachable magazine offerings. 

The fvfodel 700 ADL Synthetic still generates solid business as a special 
make item. primarily for Wal*Mart and Academy Sporting goods. 
Discontinued as a catalog item in 2005 when the 700 SPS was introduced, 
the ADL Synthetic still generates over 16,000 guns annually. 

The stainless steel category is like\.vise dominated by the !vfodel 700 SPS 
Slai.nless off eri11gs. In stainless steeL the SPS represents over 40% of the 
shipments with nearly 14,000 guns shipped in 2007. \Vbile the 700 SPS 
Stainless dominates the category due to its price/value relationship, it is 
interesting to nole 1hat higher priced Model 700 CDL Stainless Fluted 
occupies the second position with nearly accounti11g for over 21 % of the 
stainless shipments. This indicates that our consumers are willing to pay a 
higher price provided the cosmetics and/or perfonnance are justified. 

The second and most recent product offoring from Remington in the entry 
level category is the Model 770 Sportsman series of scoped combo package 
guns. Introthiced in 2001, as the Model 710, this line is economically pr1ced 
and cost t:ffoctivc lo mmiufacturc, affording Remington the opporlunily lo 
more effectively penetrate the trne etitry level bolt-action centerfire 
category. The Mode! 770 carries the reputation of!:he Remington brand with 
the price tag of the traditionally lower priced Savage package gun 

The sourced Models 798 and 799 from Zastava also fall into the entry level 
category. The \fodel 798 provides consumers a true Mauser action with 
controlled round feed rind is offered with blue finish in walnut and synthetic 
stocks. The 799 Mini·Mauser is the short action little brother with a 
Sako/A.R-15 style e"'tractor stocked in a laminate stock. Both models are 
sourced from Zastava in Serbia and imported as barreled actions and then 
stocked and checked in Mayfield, KY. This project was intended to be 
simply, "two screws and stock'' on Mayfield's part but has been nmch more 
labor intensive than originally planned. 
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Wholesale Pricing Comparison 
Entry Level. Centerfirc Rifles - Bolt Action 

-.. ·-~~. --·· 
NetWhi~e 

. Manufacturer l\lodel Price 

Savage 10111111Oil11 $412-$429 

Sange* 110/111 SCO(Jed $433-$456 

Savage 16/ll 6 SS $487 
Stevens 200 $238 
S&W i-Bolt $387-$445 

---~--

·Mossberg IOOATR $260-$288 

Weatherby Vanguard $422 
Weatherby Vanguard $495 

Marlin XL-7 $225-$245 
Tikka TJ $485 
Remington 700 SPS $419 

Remington 700 SPS SS $493 

Remington 798 Syn $369 
Remington 7981799 $463 

------ ... 

Remington 770 Scoped $305 
Remington 770 SS Scoped $363 
Remington 715 $243 
*Non-AccuTriggcr 

Premium Centerfire ($500 - S800) - Bolt-Action Rifles 

Ruger 
Ruger addt:u to their Jim: ofholt action rifle in 2007 with thi: ad<litioTJ of the 
\:fodel 77 Hawkeye line, replacing their lvlark II Standard and AJl-\Veather 
Grade. The M77 Hawkeye main ditforence is an upgraded contoured stock 
and new LC-6 trigger system The Huger M77 Mark TT series has been their 
mainstay and continues to offer a broad anay of product offerings in the 
premium category. Generally priced toward the lm>ter end of the catego1y, 
the Ruger 'fv177 competes heavily with th.e Remington Model 700. The 
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Ruger M77 features a thre\>position safoty and \.fauser [ype extractor for 
controHed round feeding. All models feature ti hinged floor plate magazine. 
Walnut stocked configurations are available in full size and compact models 
with blued fim:sh. Stainless steel versions are availttble with laminated or 
synthetic stocks as well. A~ previously nok<l, Ruger inlrn<luced their firsl 
proprietary rifle cartridge in 2007 and followed with two additional Ruger 
Compact Magnums in 2008. Ruger competes at the very upper end of entry 
level category and the lower end of the premi.um ccnterfire category with 
their core offerings. It is interesting to note that their mainstay Mark TT and 
rww Hawkeye have been priced identically. With lhi;;:ir array of offerings 
and price points. Ruger competes with both om SPS and CDL line of guns. 

·winchester 
\Vinchester closed their historic facility in llartford, CT in 2006 bringing an 
end to production of the Model 70. At the time of closing, the majority of 
the lV[odel 70 line wns relegated to Wal*Mati production with a lower end 
push foed rifle. Their reputation suffered in the yeats preceding closing due 
to poor quality. In October 2007, as widely speculated, Winchester 
a1Ulotmced the return of the Model 70. The Model 70 is produced in 
Columbia, SC <It the FN facility. The re-introduction is a return to classic 
r1Ae featuring a three~position ~afoty and Pre- '64 Mauser style claw 
extractor for controlled round feed. There are five total offerings and all 
feature hinged t1oor plate magazines and are available in full size and 
compact platfonns. New to the product line is their M.0.A. trigger system. 
This trigger is set at 3 Y4 pounds and offers consumer adjustability. 
Offerings range from Lhe Model 70 Sporter lo the Model 70 Super Grade. 
One version is available as stainless synthetic. The Model 70 line will 
compete directly with the Model 700 CUL and XCR line. 

Browning 
The Browning A-Bolt competes exclusively in the premium bolt-action 
centerfire rifle category. 'I11e wood stocked variant of the A-Bolt, the Hunter 
series is available in three grades, Hunter; \frdallion, and Gold Medallion 
with each increment in grade featuring higher quality wood and enhanced 
metal work. The synthetic variant, the Stalker series, is available in stainless 
steel and blued carbon steel versions. New for 2007 is the X-Bolt line. 
There are four total offerings with HunteL. Medallion, Composite Stalker 
and Composite Stainkss Stalker. The principle difference in the X-Bolt line 
is a newly designed consumer adjustable \rigger branded the Feather 
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TriggerrM, eight hok: scope base mounts, new stock design. and new rotary 
detachable magazine box. Both product li.ncs feature a 60 degree bolt throw, 
mtended to shorten the time to cyde a round and in the case of the A-Bolt a 
unique floor plate magazine that can also be used as a detachable magazine. 
The lines an; available in a wid..: range of calibers, inclmling lhe WSJvI and 
\:\iSSM caliber offerings. Browning's rifle competitors are the Remington 
Vlode1 700 CDL bolt-action centerfire ntles. 

Sako 
Sako Ltd. of Finland, a Bcretta holding:, competes in the premium bolt action 
categmy with the Model 85. The Model 85 was upgraded for 2008 with an 
a<ljllstabk trigger and a more pm;itive magazine latch. Additionally, all 
rifles are guaranteed to shoot I" or better at 100 yards. Providing controlled 
round feeding, the Model 85 is available in blued v.;alnut, stainless laminate 
and stainless synthetic versions. The Model 85 is positioned as a higher end 
rifle \Y1th suggested retails all in excess of $1500. These are quality rifles, 
but the Sako plant as previously mentioned has relatively low capacity. 

Kimber 
Kimber competes in the centerfire category with their line of Model 84 shoit 
action ri fk:s and 8400 WSM and long action rifles. The Kimber line is a 
control1ed round feed Mauser type action with three position bolt Jock safety 
with maLch grade triggers set at 3 1/. lbs. They are attractive guns and fit 
their premium brand image. They compete somewhat with our CDL line, 
but more with the Remington Custom Shop, Sako, and the new Winchester 
M.odd 70. 

Thompson Center 
Thompson Center entered the bolt action segment in 2007 with the Icon. 
Originally offered in short action only, which they refer to as a medium 
action, the Icon was available in 22-250 Remington, 243 Win, 308 \Vin, and 
30 TC. The first year offerings were available in polished blue in a three 
piece S&K laminate stock with detachable box magazme. The Icon featw-es 
a 60 degree bolt throw with milled integral scope base, two position bolt 
lock safety, and consumer adjustable trigger set at 3 ~!2 pounds. For 2008, 
TC added long action ot1erings in the Icon Classic line. The Classic is 
polished blue in a v0,;alnut stock They also added a line chambered in their 
original short action chamherings of stainless synthetic guns under their 
WeatherShci Id ni brand. It has been reported that capacity is limited at TC 
to approximately I0,000 guns per year in New Hampshire. Hm-,,,ever, since 
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being acquired by Smith & Wesson, it is reasonable lo believe that capacity 
has been increased by producing additional receivers in Massachusetts. The 
Icon is a direct competitor to the J\fodel 700 CDL and XCR line. 

Remington 
Introduced in 2004, the Model 700 CDL has beco.rne the core of tbe 
Remington premium category. The CDL has replaced the high gloss rifle 
sighted BDL as the rifle of choice. In 2008, there are only five remaining 
skus of the historic BDL offore<l in the most popular chamberings. The 
BDL accounted for 4,800 guns/$2.7 million shipped in 2007 The CDL 
prnvides customers a satin finished wahrnt stock with dean barrel a(.;tion 
with a matching satin finish. Three skus were Hdded in 2008 i11 a high polish 
blue finish; however orders for the high polish versions are less than 
anticipated. The COL is ofkred in both right ( 13 offerings) and left hand (6 
offerings) actions. The line accounted for 10.800 gun shipments, nearly $7 
million in 2007. In 2008, there has been a softening m this higher end 
Remmgton gun with current orders standing at 7,600 and shipments of 5,800 
rifles accounting for $3.6 tnillion invoiced. 

ln 2006, the \.fodel 700 cm' Stainless Fluted l .irnited Edition W<ts 

introduced to replace the Model 700 Limited Edition Classic that was 
discontinued in 2005. The Classic ran for 25 years '"'ith a unique 
chambering each year. The COL SF Limited was introduced in 2006 to 
commemorate the 1001

1< anniversary of the 30-06 Springfield. TI1e CDL 
Limited w<is n::..:eivcd with greaL l;;)nlhusiasm. The CDL Stainless Fluted 
standard line was created out of the demand for the Limited. The standard 
line maintains the same satin walnut stock with black fore end tip and 
stt1inless fluted barrel. Tl1e difference being the Lirni.ted has embellished 
floorplate with offering of the year and receiver is marked "Limited'' on the 
shooters left hand side. In 2007, we shipped nearly 7,0DO CDL stainless 
guns for over $5 million in shipments. 

The Model 700 XCR (Xtreme Conditions Rifle) introduced in 2005 is the 
core product in the premium stainless category. The XCR is finished with a 
patented PVD (Physical Vapor Deposition) finish that makes it essentially 
abrasion and corrosion resistant. The XCR staiis \Vith a 4 l 6 stainless barrel 
action to which nickel plating is applied. The nickel provides corrosion 
resistance, Next the PVD finish is applied lo provide abrasion resistance. 
The process produces the most durable and rugged finish available on a gun 
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today. This Remington patt.mted process 1s trademarked under the TriNyte~' 
brand name. The batrekd action is fitted in a synthetic stock with patented 
Hogue'i' overmolded grip panels, under license from Hogue. to help insure 
good purchase on the rifle in inclement weather. This line of rifles consists 
of 14 right ham.kd offering:,, a Rocky Mountain Elk FOLmdaLiou trade gun, 
and ne•v for 2008 4 left handed versions. In 2007, we shipped 7,300 XCR 
rifles acc01mting for $5.4 million. 

The Model 700 \fountain Rifle series features all the benefits of the regular 
\.fodel 700 models with the added benefit of a sknckr mountain conlollr 
barrel to reduce weight and improve portability. Available in four 
charnberings fitted in a laminate stock with stainless action. the Model 700 
\fountain Rifle is a light wcigl1t package perfect for spot and stalk as well as 
high cmmtty hunting. The rifle is ve1y mature in its life cycle but still 
maintains a modest following with nearly 1000 guns shipping in 2007 
accounting for $656,000, 

In 1983 Remington introduced the Model Seven, a compact sibling to the 
Model 700 series. Featuring the benefits of the legendary Model 700 action, 
the 1\.fodel Seven is a compact rifle intended for use in dense cover and also 
:1ppc<1Jing to smaller stature shooters. Available in popular shrni action 
calibers, including WSM chamberings, the Model Seven is available as a 
CDL with satin finish walnut and metal like the Model 700 CDL. With 
2008 beiug the 25 1

" Almiversary of the Model Seven there is a Limited 
Edition version available in 7mm-08 Remington. The Model Seven line 
accoun!.eJ hJr 2,800 guns shipped ill 2008 for a total of$ I. 7 million. 
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Wholesale Pricing Comparison 
Premium Centcrfire Rifles - Bolt Action 

. i . 
NetXVhlse I 

I . . . . I 
. MQdel · 

: ... 
Price · Maimfacturer i .. .. . ... 

Ruger lVI77 MKll $473 
Ruger M77 MKll Stainless $473 

Ruger !M:77 Hawkeye $473 
Winchester l\170 Sporter/Featherwt $650-$681 
w·inchester M70 Stainless/Sup Gr $746·$779 
Browning !A-Bolt Hunter $502 
Browning lX-Bolt Comp. Stalker $553 

Brownin_~---------- IX-Bolt Medallion $625 
----

Browning A-Bolt Stainless Stalker $730 
Sako Model 85 $900-1020 
TC j Icon Classic $712 
TC I Icon WeatherShield $693 
TC __ J_!~con l'ield $622 

-------·········· 
Remington 1700 CDL $636- $672 
Remington iwu BDL $615- $633 
Remington j700 CDL SF $728- $760 
Remington l7ooxcR $728~ $780 

Remington !700 Mountain LSS $710 
Remington !SeYen CDL $635- $681 
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Specialty Ccnterfire (Nkhe Markers)- Bolt~Action Rifles 

Ruger 
Ruger offers a limited number of skus that would qualify as specialty rifles 
in the M77 line. Offerings consist primarily of heavy targev'vannint barrel 
configurations .. along with a heavy magnum version intended for use on 
dangerous game. One unique offering in their line is their Frontier d:fle 
which places the scope mount forward of the receiver. Utilizing a long eye 
relief scope, this model provide~ the ultimate in long eye relief and 
reportedly provides very fast target acquisition. 

Browning 
Browning's primary focus with respect to bolt~action centerfire rilles is 
centered on the premium category. However, Browning does offer 
specialized fireanns in the A-Bolt Eclipse series. The Eclipse is available in 
both a sporter barrel and ::i heavy target/varmint banel. The speciali7.ed 
feature about these products is their laminated ·'thumbhole" target stocks. 
Browning also has a Mountnin Ti in their line at 5 Vi pom1ds. 

Savage 
While Savage competes heavily in lhc enLry kvcl category with nothing Lo 
speak of in the premium category they do offer a number of specialty niche 
type products. For the most tJart, these products have a halo effect for their 
core products. They offer three series of varmint rifles in tlleir Modcl 12, 
25, and 40. The !vlodel 40 is a Io>.ver pnced gm1 in 22 Hornet only. The 
Model 12 is offered in ten different configurations. The Model 25 is a mid
weight barrel offering in three different offori.ngs. The predator hunter has 
two options available in full camo guns in the Model 10 Predator. There are 
two target rifle in the Model 12 F-Class in 6.5 x 284 Norma and 12 F /TR in 
308 Win. Actions are also sold with right bolt left side eject and left hand 
bolt right huu<l eject. 

Remington 
Remington offers perhaps the broadest anay of specialized ccnlcrfire bolt
action rifles addressing both entry level and premium categories. We offer a 
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700 SPS Varmint in both right and left hand versim1s Featuring 26" heavy 
bane ls in a. synthetic stock with yented beavertail fore-end, the SPS Varmint 
represents exceptional value to the varmint or target shooter. 

Tlie Model 700 VTRTM (Vanninl-Targd-Rille) introduced in August of 
2007 has met with tremendous success. TI1e 700 VTR features a llnique 
baxrel with triimgular fluting and integral muzzle break. We currently have a 
desi{,rn patent pending on the barrel The barreled action is fitted into an OD 
green SPS style stock >vith black Hogue@ oYermolded grip panels. We 
booked onlers for over I OlvI guns in the firs! eight months of inlTOduction 
with four sk11s. There is a comprehensive three plan following this ban-el 
design. 

Nevi for 2008 is the Model Seven Predator foaturing full camo coverage. 
This offering is targeted towards the ~:rrowing predator hunting market. The 
Model Seven provides light weight portability and fast handling making it 
perfect for the coyote, fox, and bobcat hunter. Adding the foll camo to the 
gun '"'as 11ecessary though to penetrate this growing market The rifle is 
further set apart by its magnum contour ba!Tel to increase rigidity for 
enhanced accuracy but is also fluted for enhanced shelf appeal. 

The Model 700 Long Range series features a wide offering of heavy 
barreled rifles from high grade laminate thumbhole to Ara.mid Fiber 
(Kevlar@) composite stocks, The Model 700 VLS (Varmint Laminate 
Stock) features a heavy target ba1Te1 with matte blue finish, bedded iu a 
brown laminate stock. Offered in the similar stock with !he addition of a 
thumbhole is the Model 700 VL SS TH (Vann1nt Laminate Stainless 
Thumbhole) featuring a stainless steel hea:vy barrel. All varmint 
configurations are offered in popular short actim1 varmint calibers. 

The M.ode] 700 VSSF II and Sendero SF II are essentially the same ritles 
with the VSSF II chambered in short action vannint chamberings and the 
Sendero SF II in long action magnum chambermgs. These models feature 
polished stainless steel fluted barreled actions with contrasting black flutes. 
The are fitted in IIS Precislonil3> arnmid fiber reinforced aluminum bedding 
block stocks. 

The ultimate in light weight hunting rifles, the Model 700 Alaskan Titanimn 
was introduced to the line in 2001. Featuring a receiver of ligh! weight 
titanium alloy and a fluted bolt for additional weight reduction, the Model 
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700 Titanium with its Bell & Carlson® stock is one of the lightest 
production rifle available tnclay 

Wholesale Pricing Comparison 
Spedaltv Centerfirc Rifle - Bolt Action . --

•. f\-fauufocturer· I 
?'let Whl.se 

Model Prjce 
~- - . -J-----------~- ~-~- ---~~ 

Ruger J\177 MKII Target $567 

Ruger M77 Frontier $5()1 

Savage .Model l2 Line $618-$682 

Savage Model 25 Line $429 
Savage F-Cla~~_ Target $870-$923 

Browning Eclipse M-1000 $826-$910 

Browning Eclipse Hunter $886 

Browning Mountain Ti $1280-$1303 

Remington Model Seven Predator $540 --
U.emington 1 lH.odel 700 VTR $544 

Remington Model 700 SPS V $448 
Remington Model 700 VLS $<i43 
----------- --
Remington Model 700 VL SS TH $712 
Remington Model 700 VSSF II $868 
Remington Model 700 Sendero H $886 
Remington Model 700 Alaskan Ti $1460-$1543 

S.W.O.T. Analysis - Remington .Bolt~Action Centerfire 
Rifles 

Strengths 
• Dominant Brand Position 
• Fko<Jd Hange of Product Offerings A.cross the Category 

• Solid Reputation for Perfonnance 
• Competitively Pri.ced m the Market 
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• Attractive Margin Position 

\Vealmesses 
• r..:fanufacturing Ability to Respond to Changing !Vlarket Conditions 
• Need for Product Updates such as Adjustable Trigger 

Opportunities 
• Potential Exists to Capture Additional Market Share with ne\N Model 

700 Trigger 

• Jncremental Business Opportunities for Customer Specific Niche 
Products 

• Expansion of the VTR/HTR Line to Create New Interest 
• Manufacturing Improvements Underway to Improve Product Quality 

and Responsiveness 

Threats 
• General Softening of Market Could Result in Negative Impact to High 

Margin Specialized Products and Premium Category 
• Economic Factors Negatively 1 mpacting Disposable Income 
• Increasing Rav>' Material Costs 
• Manufacturers Dependent on Entry Level Business Making Price 

Concessions in Order to Maintain Volume Required to Cover 
Manufacturing Overhead 

• Access to Hunting and Shooting Areas 

Product Strategy 2009 - ''lodel 770 Sportsman 

Product lntrmluctitm~·- The entry level bolt action category is dominated by 
the chamberings that exist in tl1e line today. We are absent a chambering 
swtable for the varmint/predator h1mter and will develop a 770 chambered iu 
22-250 Remington This cartridge was selected hccam;c it can use the 
current bolt face, significantly reducing both development time and costs. 
Development time is needed to insure proper feeding from the magazine box 
as well as extraction. Irmoduction \Vill be based on functional evaluation as 
well as available capacity in Mayfield. 

:·-. . . . :·· .... ··: ... .. :. ·. -,-~-f~.~~ - . ·J.->:~.r.~>·· -.·· ·_>;·: .: :: ·-._· ! 
i .•.. ModeL. • ...... MSPl·NSP:ll:em··V<ibune. 
iif()::01~~?i~~:p:2~]-g-~~~- .. $339 : . $3o&JI3~IY1¥~:::·---- -~ 
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Pnuluction!Quality Co11trol - An essential criteria required in maintaining 
the competitive position of the !\:iodel 770 is to monitor and insure that the 
prke/value relationship remains in favor of the consumer and above the 
compcl1l10n. We are nol tl1c least cxpensivi.: prnducl in this expanding 
category of entry level bolt action rifles. In order to maintain and grow our 
position, we must produce a product that rep.resents value. A key element 
involved in this strategy is to address the smootlmess of the action as well as 
the force required to open and close the bolt. Mayfield and Elizabethtown 
arc working on this i:;suc. \.fanufacturing must continue to look for ways lo 
improve our cost position to maintain or improve margins without raising 
price. Alternate scope soun.:es represent one opportunity to potentiaHy 
reduce standard costs. 

Pricing l.onsiderations - No pnce increase is recommended for the Model 
770 in 2009. This recommendation is based upon current econornic factors 
and softening demand in the centerfire rifle market in general. 

Product IJeletivtts - No del.etions are planned for 20D9. 

Product Strategy 2010 & Bevond l\i1odel 770 
Sportsman 

The O\'ern.11 long-term strategy for the Model 770 will be to continue to 
deliver exceptional value at an affordable price. To be successful in this 
entry level category, it is essential the line stay lean in high volume offerings. 
that maximize effo:.:iency in Mayfield. 

Bolt Cammiug!Un~cttmming - Effort"> are underwiiy to improve the 
perceived value of the Model 770 by means of addressing the feel of the bolt 
unlocking 

Prod11cti01t!Qmdity Control~ It is important for Manufacturing to continue 
to focus on small incremental improvements on the Model 770 to improve 
manufacturing efficiencies that reduce costs while not sacrificing quality or 
performance. 

Pricing Considerutiom· - If Remington can hold pricing in this category 
while maintaining healthy margins, the long tenn competitive position in the 
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category V\!lll be better served. It is critical to remain cognizant of the fact 
that the l\:lodel 770 is positioned as value priced firearm. Tradilional pricing 
strategies can quickly change this product's position in the market as a price 
point fireann. 

Product Strategy 2009- ' 1Iodel 700 

The strategy for managi.ng the Model 700 brand differs vastly from that of 
the Model 770. With a relatively fixed level of production capacity and 
broad product mix spanning nearly the entire spectrnm of the market, the 
key to the future of the Model 700 is to foctrn strategies on ma.intaining 
produc!iou 1eve1s within the Ilion plant and protectmg profo margins. This 
can be accomplished through: 

• Special make up product opportunities allowing customers 
differentiated product through mixing and matching calibers and 
cosmetics with existing components 

• Concerted focus on consistency and quality in manufacturing to insure 
thal product entering the market place meets customer expectations 
and continues to set the stnndard for bolt-action centerfire rifles. 

• Revitalizing the current product line through cosmetic improvements. 
• The incorporation or new materials and technologies that jYrovide 

competitive adv;mtage in the market. 

• Efforts "in manufacturing lo improve efficiencies and reduce costs 
while maintaining the highest level of quality. 

• Improved predictability and accuracy in order fulfillment through line 
item effectiveness 

X-Mark Pro AdjustafJ!e Trigger 
The iv·fodel 700 and Seven are the dominant bolt actmn riiles in the category. 
In terms of accuracy, reliability, and durability they are t11e clear market 
leaders. The Achilles heel of these models has become the trigger. The 
introduction of the Savage AccuTrigger•l and the increased focus on the 
importance of good h·iggers by the outdoor media has forces all other 
makers of bolt guns to address factory setting of trigger pulls and ease of 
consrnner adjustability. A facro1y trigger in tbe range of 3 1/i to 4 pounds is 
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the standard for hunting guns today. With our processes, it has been 
determined that manufactunng cannot hold to this specification. Some of 
our guns do end up on dealers shelves at 5 Vi to 6 pounds. This is excessive 
when compared to a competitive gun that could be right next to at 3 1/1 

pound~. The competitive tngge1 s are also easily adj uslt:d al home by Lhe 
conswner while ours is gnnsmith adjustable. The trigger is our single 
greatest competitive disadvantage. Development of the externally adjustable 
X·l\fark Pro trigger addresses both concerns. This will allow the trigger to 
be set at final assembly just prior to pack at a crisp 3 1,12 pounds with a 
variam.:e of 4 ounces. The external adjltslment will also permil consumer 
adjustment of the trigger. Phase in of this trigger ·will start in the 4 !h quarter 
of 2008. All 2009 new products will be fitted with this trigger followed by 
Varmint rifles and VTR rifles. By 2009, all Model 700 and Seven rifles will 
be fitted with this trigger 

Mo<lel 700 XllR (Xtreme-Hunting-Rijle) ·· In the 2009 catalog we will 
introduce the .tvfodel 700 HTR line of hunting configured guns chambered in 
popular big game chamberings. This offering will feature a magnum barrel 
contour with the patent pending triangular Outing and no muzzle break. The 
barreled actions will he finished in a satin bead blast for a richer look and 
higher perceived value. \Ve will i;tock the gun in a XCR style synthehc 
stock with over molded grip panels. Barrel lengths wil1 be standard hunting 
lengths; 24" standard and magnum, and 26" on Remington Ultra Magnum. 
The muzzle break can be offered as a customer special upon request with a 
minimum run of 250 pieces. 

. -·--r -~fs-PT Nsi>·r··rsf'.\;;~~:--;~1~1J1~; 
700 HTR 243 Win ----····· I $649"T $585 1,300 Units - ... 

~7-0_0_H_'_fR_'_2_5_-0_6_R_e_m_ I $649 j S585 800 Units -------·-

700 HTR ?mn;~o8_R_e;~1 ! $649 ~ SSSS- J:Jf)O .. U~--- . 
700 HT~_P.Q.~i_n __ n ____ __J $64~ .. L~.?~?- l,9QOjJ_n_its __ 
700 ITTR 30-06 SPRG ! $649 j 5585 1,900 Units 
700 !JTR7mmRemMag -~.§§:_is6o3 1,400 Units 
700 HTR 300 Win Mag __ I $669 j S603 1,100 Units 

·:i(>O""i°fri~ 7rnm Rem L ltra tvl.agf$.669 \S603 800 Units .. 
---------············--------···············-------+----··········· ------------········ 

_?OO rrr:rz.~1~QJ:Ze111 µ_J:~!.·a Mag_J$669_j S6Q:?_ _ l)_?.Q. Uni~_s. 
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Pricing Cot1.~·idemtions - The key elements in pricing strategy for the Model 
700 are lo remain positioned competitively with respect to other product 
offerings within the category and to maintain margin positions. Internal 
factors taken into consideration for the upcoming year's pricing scenario are: 

• Changes in raw material costs 
• Changes in labor llild overhead rates 
• Capacity restraints/availability 
External considerations are: 
• Overall strength of the market 
• General condition of the domestic economy 

• Competitors strategies and past practices 
• lnventory positions within the trade 

Product Strategv 2010-J\Iodel 700 

The Model 700, while continuing to serve as the industly standard for 
modern day bolt-action centerfirc rifles, is a product in the mature stage of 
i!s product lift: cyck. FoL:us wilhin the calegory in tht: m:ar future will be a 
proacthce approach geared toward maintaining volumes at peak levels at 
attractive margins. This is accomplished primarily through incremental 
1mprovcmcnts ro the product line to keep it fresh in the eyes of the 
consumer. The VTR/XBR line is a perfect example that is generating 
significant i11Lercsl aud volurne. 

Stainless steel versions will be introduced in 2010. This will provide 
manufacturing with ample time lo understand what will be required from a 
process standpoint regarding the triangular barrel contom in stainless. This 
will allow Marketing and Sales to build and expand on a solidly built 
foundation. The 700 XCR will be maturing in its product lifecycle and the 
Sendero \Yill be due for replacement. The XHR Stainless line will fill both 
of these needs. We will introduce a hunting line featuring the mai.,rirnm 
contour barrel in stainless and a line fitted with 26'' varmint contours as a 
replacement to our Sendero line. fb.e 700 XCR replacement wiU maintain 
the patented TriNytc® finish starting with 416 stain le"·" steel, a layer of 
nickel for weather/corrosion resistance, and a final layer of PVD (Physical 
Vapor Deposition) for wear/abrasion resistance. Barrels will be clean 
barrels \'iith out integral munle break. Again, muzzle brakes will be offered 
as a customer special. 
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Moctel 700 Stainless XHR 
=~-~--------------_-----Mmiei-:·-------- - -T"fi.isP: ! r-~Ts]:l-- j;tv~;;. Vulufoe ; 
700 XI-IR SS 270 Win ~-! $729($656 l ,200 Units 
700 XHR SS 30-06 Rem --------- i $72·1n $656 1,200 Units -------

700 XHR SS 7 mm Re1}_~-i~1ag·------~49··; $6 7 4 __ 1,000 l!!::Lts --------! 

700 XHR SS 300 Win Mag • $749 i $674 1,000 Units 
700 XHR SS 71~-m Rem--Uitra Mag ! $749 i $674 7:fo Units 

~)-0"0"-xHR ss -~oh-R~m Ultra rv1_~s:LE~-~~T$6i4~J.A(fo_u_n-its-, - __ -_____ _ 

Model 700 Scndcru XHR 
r,,--,-----,,,,~,"'""'"-.,--,-,,. 5i~uci - ------ -I~~i-~i·---i~rw;~-;.~~;;~~---

r1oos~~~ci~;:~--xH:R 7mm Rem Mag • $839 $755 i 850 Units 
:·-700·5-;-~~~--XH_R_jifo~~f~g-'"- -------~ •• $8j·9-- --$755fi,ooo u·~,_-111-_ ts __ __, 

["76o--S-endero XHR 7m-~;--Rem Ultra--M-agll;83CJ $755 ! 750 Units 

L}_()g_§end~t·o~~HR 3(!Q_~~1~1~~~j_~j_01\_~_-_·_T~_~}J $755 LI,?~_Q Unit~------------_-~J 

Production/Qmility Cantrol - Focus nrnst be nrnintained on the part of 
manufacturing on monitoring and insuring the quality and integrity of the 
Model 700 brand. Emphasis must be placed on consistency and 
standardization within manufacturing processes_ Focus should also be 
placed on cost reducing measures which improve margins, but do not detract 
from Lhe perceived quahly oC the product. 

Pdci11g Crmsiderati011s - Pricing wil1 be reviewed annually in order to 
determine the most effective pricing strategy from year to year. Market 
dynamics and conditions are constantly changing, making meaningful 
forecasting rnodels for pricing marginally effective at best. Pricing 
strategies wi 11 likely continue to be dri vcn by necessity and opportunistic 
events and conditions. 

Product Strategv 2011 & Bexond 

2012 
New Center.fire Bolt-Actum Rifle (l'-BAR) --- While the Model 700 and 
Seven categories are still enjoying healthy volumes and profit margins, both 
prnducts arc vc1y mature in their life-cycle. The Model 700 will certainly 
continue to occupy and drive a significant portion of !he fotmc of the 
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Remington Anns Company. However, Remington mu.st be proactive and 
look Lo new technologies, materials, and manufacturing methods to design 
and implement a new product family that is cutting edge from an accuracy 
and performance perspective and more cost effective to manufacture than 
currcnl prn<lucts. Although cmrenl cc11lcrfire rilk order positions am solid 
with the Model 770 and Model 700. history in the autoloading shotgun 
mm:ket has taught us that displacement within the market is only as for away 
as the next major product innovation. Remington must be proactive in this 
regard. As the next generation of premium centcrfire bolt-action rifles, the 
C-BAR's <le:,;ign should lake the following into ..::onsideration: 

• Rifle must be capable of delivering sub moa accuracy from the 
factory. 

• Rifle must be equipped with an extraction system that provides the 
benefit of a "controlled round feed" design without sacrificing the 
strength of the Model 700 action, i.e. main.tains "three rings of 
steel." 

• Rifle must have a means to lock the bolt down when in the ·'safe" 
position to eliminate the bolt handle from opening when the rifle is 
carried yet sti11 aHow the rifle robe unloaded or the action opened in 
a safe manner. 

• Rifle must be equipped \'Vtth a fire control capable of extema1 
adjustment by the consumer for weight ofpu11 and must be capable 
of being set at the factory between 3lbs-4lbs consistently Trigger 
should be adjustable to 2lbs by the consumer. Single set trigger 
should be cons idcre<l as an Dptiun as well. 

• Rifle mu><t be Jcsii:,rneJ to cfor1inak concerns with bedding issues 
either through use of an integrated bedding system such as the TC 
Icon, or tl.ffough the use of a new concept receiver design such as 
the Sauer 202. 

• Rifle should feature a bolt to barrel lock up system to eliminate 
stresses between barrel and receiver and to ensure consistent 
headspace from rifle to rifle and ensure proper cartridge alignmenl 
relative to the bolt face and tbe bore. 

• Barrel to receiver union should be designed for strenf:,1.h, rigidity. 
and to minimize movement yet should be designed for 
manufacturability and barrel replacement with barrel 
i.nterchangeabllity by !he conswncr being a design characteristic for 
consideration. See Mauser 03 and Sauer 202. 
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• Bolt head must be removablehnterchangeahk depending upon 
cartridge bead size. See 2\fauser OJ and current Remington 770 
platform for concepts. 

• Bolt should feature 60 det,'Tcc throw, but must he designed to 
trnnslate smoothly through the action without any binding and 
should be designed to cock and cam into battery with equal or Jess 
force than is required in the current Model 700. 

• Bolt body should be designed for jewelling and bolt handle should 
be designed for interchangeability and elimination of brazing. Bolt 
handle on base model to feature similarities to current Model 700 
look. 

• Product should utiliz~ a magazine design that provides the 
tl.exibility of a detachable system, exhibits the clean lines of a 
lunged floor plate design and the infallib.le reliability of a blind 
magazine for dangerous game applications vv ilh the capability to 
"lock down'' the magazine box, especially for dangerous game 
models. 

• Rifle should be capable ofreliably single loading a round from the 
ejection port as well as loading the magazine through the ejection 
port 

• Rifle should be desigm:d for a "cump<ict "platform capable of 
handhng camidges ranging from 17 Remington Fireball up through 
shmt magnums and a long action platform designed to handle 
cartridges based off of the :10~06 SPRG case up through the 
Remington Ultra Magnum family as \•.rel! as a Dangerous Game 
action length capable of handling carll·idgcs such as the 458 Lott 
and 338 Lapua Magnum with appropriate consideration given to 
recoil dynamics of dangerous game car!Tidges. 

New Synthetic Stock-Remington crnTently purchases long gun stocks for 
the Sendero, certain varmint riOes, and Military/LE rifles. HS Preci~ion, our 
principle supplier, is also a competitor in that they also make custom and 
tactical type rifles off of the 700 action. They in fact won the last FBT sniper 
rifie solicitation. ln-coujunction \Vith being a competitor. they are also 
expensive and traditionally slow on delivery. Remington currently pays 
$121 each for th~ Senclero stocks or nearly 32% of the standard cost of the 
complete rifle which is $383. Opportunity exists to develop Olli' own line of 
stocks using similar type materials for weight reduction, strength, and 
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durability while combining the attributes of a solid heckling system. The 
followi11g attributes should be taken into consideration: 

• Utilize Arnmid fiber (Kevlar:'.BJ) material for strengtl1 and weight 
reduction 

• Light\veight bedding block for free floated bmn~l 
• Standard 'lwivel studs anchored to not pull out or break stock 
• Armor tough exterior 

• Ability to add hardware for adjustable length of pull and comb height 
• Significantly reduce cost and lead times positively impacting margins 
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Centerfire Repeating Rifles 

Thi.'. U.S. domestic market U.1r ccnterfire repeating rifles is estimated to be 
346M units annually with an estimated retail sales value of $112Ml\,I. 

Sales vohune and market share are estimated as follows: 

2006 Domestic Uepeating Centerfire Rifle l\'larket 
l<~stimnted Sales by .Maimfactm~er5 

BRAND UNITS (M} 

Marlin 69 

Ruger 45 

Browning 30 

Remington 18 

Renelli 12 

TOTAL 169 

Centerfire Repeating Rifle 
------------------ ·-····-----------------------------------------------· 

Repeating Rifle 

Benelli i : -·· -··-···-·> i · ___ ...... . 

Remington ~}tiTI~il { : 
Browrnng ! . . . !} I /,; <: 

Ruger -! •-•• </ •-i 

Manin ~i~~jl), :1 
0% 10% 20% 30% 40% 50% 

1 2C06 BATFE Cenkrfirc Rifle D:tta. t-..farlin mid Remington Actual Sales 
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Brand Share('% of Units) 

The cenlerflrc repealing rille category is comprised of three basic action 
types: Autoloadmg, Pump and Lever. A breakdown by action type is as 
fo.llows 

i------~-~--- --------------~-----

Centerflre Repeating Rifle Market by Action Type 

Autoloadirig 

Purnp 

0% 10% 20% 30% 40% 50% 

The overall ccntcrfirc repeating rifle market picture is nol a pretty one, 
especially for Remington. Volumes across the category have diminished, 
particularly in the purnp and autoloading riile categories in which 
Remington competes. Perhaps the most si6rnifican.t and overwhelming 
reason for this decline in market size is the popularity of bolt-action 
centerfire niles. This enviromnent has been created by the rising prices of 
repeating centerfire rifles and compounded by the increasing number of 
affordable bolt-action ccnterfirc rifles in the market. 

Remington Segment Performance 

Remington participates m the category with the Model 750 series of 
autoloading ccntcrfire rifles and Model 7600 pump action center fire rifles. 
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_ _ _______ ; .. ;; : ......... ~·'.urn!, •' Arllili! LA:~~iw11 ___ !•:l!1i*j ~ .: :. ii1ji.i1i~t __ 
ml Sc1les (tv·l) • J 3.91.h 9,510 • lJ.-l'i2 9,:%7 H\01'? I !)CU 
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It is apparent from the informal ion abovi:: that the category is challenged 
from Remington's perspective. With unstable unit sales volume year to 
year, Remington is faced with some very key imptm<lin!J, decisions with 
respect to the long tenn future of the product category. Primmy reasons for 
the decline in sales for the Model 750/7600 series are: 

• L'nfavorable general market conditions for the 750/7600 category with 
respect to consumer prcfen.mces geared toward bolt·action rifles 

• Favornhle pricing for boh·adion rifles appealing to the traditional 
repeating rifle customer 

• Dated design of the Tvlodel 750/7600 is not competitive with today's 
product offerings (i.e. uot capable of handling magnum ca1tridges) 

• Poor reputation for quality and reliability, pa1iicularly in the Model 
740/742/7400 series are impacting Model 750 

• Lack of capability to accept magnum calibers 
• Competitive offorings with updated styling 
• Competitive offerings with a reputation of reliability 

Competitive Outlook 

Autoloading Centerfire Rifles 

Brnwning The Browning BAR is the principle competitor to the M.odel 750. 
The BAR is a gas operated autoloading rifle atid is offered in an 
unbelievable 61 catalog sku ·s. Browning optimizes operation by offering 
the Short Trac for short action chambering and the Long Trac receiver and 
operating system for long action cartridges. The BAR is available in varying 
grades, ranging from the all-purpose synthetic Stalker series, to the high
grade Safari series equipped with high polished blued metal with fancy fine 
line ene,rraving and fancy walnnt. Caliber offerings range from .243 \Vin to 
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.338 Win Mag to WSM charnbcrings. They offer southpaws 9 rii1es as wdl 
as sy11t:hctic full camo and others with the BOSS system. All models feature 
detachable magazine boxes 
Ruger 
Rager participmcs i11 the auloloa<liHg ccokrlire segment primarily wilh the 
Mini-14/Jl..fini-30 series of carbine ri±1es. Based off of the military M-1 
carbine style. the !Vrini-l 4/Mini-30 series rifles are gas operated with a. 
detachable rotary magazine. Available in wood and synthetic stock 
co11figurntions and a choice of stainless or blued steel, the \fini-14 series of 
rines are chambered for .223 Remington and 6.8mm RemingtoTJ SPC and 
the Mini-30 chambered in 7.62x39mm. 

Remington 
The Remington Model 750 series of gas-autoloading center:fire rifles are 
offored in both synthetic and \vood versions. Both versions offer 22" barrel 
length models as well as 18 ~2" carbine models. Clrnmbered in short and 
long-act1011 calibers popular with deer hunters, the 750 features a rotary lock 
up with four lugs and detachable magazine boxes. While popular with deer 
h1mters in the U.S., the Model 750 is also popular in Europe with 
International sales comprising 35';.o of total unit sales. European volumes 
have been challenged dt1c primarily to Browning and lienclli, however our 
International Sales Department has done an outstanding job of continuing to 
sell our aging platform. 

Bene Iii 
The Bendli RI is a gas pislon operaLed auloloader available in Llaee 
configurations; high polish metal with wood, black synthetic stock or camo 
synthetic stock both \Vith satin finish metal. One of the most innovative 
features of the R l is interchangeable barrels available in 20'', 22" or 24" 
lengths. The RI features the ComfortTech recoil system \vhich has 
consumer appeal. It is interesting to note however that in our testing of this 
system at Elizabethtown revealed the system did not reduce recoil even dose 
to the advertised reduction. The rifle has modern Italian styling \Vhich 
appeals to the fa1ropean crowd and much of the under 40 US customers. 
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----------------

Wholesale Pricing Com(larison 
Autolmuling Center:fire Rifles 

i'\~fonnfatturel': 

Pump Action Centerfire Rifles 

Remington 
Browning's withdrawal of the BPR from the market leaves Remington as the 
sole source supplier of pump action centerfire rifles. The category as a 
whole however is not very popular \vith concentrated followings primarily in 
the Northeast U.S., particularly in Pennsylvania where hunting with 
autoloa<ling rifles is not legal. Total Model 7600 sales rnlume for 2 was l.ess 
than lOM units worldwide. \Vith a design very similar in nature to that of 
the 750 with respect to the receiver and fire con!rnl, the Model 7600 is 
available in the same basic configurations as the Model 750 

Wholesale Pdcing Compai·ison 
P A f C: f R.fl ump, cum .enter ire I es 

~· ·~~· 

NetWhlse 

J\ifa11ufacturer · i\'fodd Price 
Remington Model 7600 SYN $435 

Remington Model 7600 Wood S520 

SUBJECT TO PROTECTIVE ORDER - KINZER V. REMINGTON 

~ 
0 
0 
f,...l 
0 

°' 0 
\0 



Leve1· Action Centcrfire Rifles 

Remington does not i:-mrently pmticipate in the lever action centerfire ritle 
market, nor are there foreseeable plans to do so, particularly with the 
acquisition of Marli11. However. lever action ccntcrfirc rifles arc a close 
substitute product for pump action centerfire rifles and it is imp01tant to at 
least understand the cunent offerings available in the market place. 

Madin 
Marlin's basis in the lever action centerfire rifle category centers on the 
Model 1894 design. The Model 1894 design features an exposed hammer, 
rubular magazine fed action with side ~ject. The l'vlodel 1894 series are 
wood stocked configurations chambered for .44 Rem ?\fag, .44 S& W 
Special, and .357 Magnum. A stainless steel model is available as well. An 
l 894 Cowboy series is also in the lineup, targeted towards the Ccrwhoy 
Action shoottng market. 

Also based on the VlodeJ 1894 design is tbe J\.fodel 1895 Big Bore series 
chambered for .450 Mnrhn and .45/70 Govt. The ;\:Iodel 444 is essentially a 
line extension of the .t\fodel 1895 chambered for .444 Marlin Both the 
Model 1895 and Model 444 feature an exposed hammer, tubular magazine 
fed aclion wilh side ejecL All models foatme walnul stock and fore ends. 
One sku is available with a stainless steel barrel and action. 

A popular offering with deer lumters is the Model 336 series. Also bused on 
the Mode! 1894 design. the Model 336 series is chambered primarily in the 
popular and widely available .30/30 Wmchester. In 2006, "\;!ar1in introduced 
the XLR to take advantage of Homa<ly's Leverevulution spire point flex tip 
ammunition, This was followed in 2007 with a new chambering in the 
308 Marlin Express. Although the Model 336 is available primarily in 
wood stock confil,rtlrations. a camouflaged syntheric stock model is offered 
as well. The Model 336 is also offered in a stainless steel version. Marlin 
lever action rifles arc formidable competitors to the Remington Model 7600, 
especially in the Northeastern United States. 
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\Vhole!-mle Pricing Comparison 
Lcvc1· Action Centcdire Rifles 

-T~T 

· l\fanufacturcr .. Mo~cl .. ·• 

Marlin Model 336 
Marlin Model 336 XLR 
Marlin Model 336 Stainless 

Marlin Model 1895 
Marlin Model 1895 Stainless 
Marlin Model 1894 

Marli11 Model 1894 Stainless 

NetWhlse 
Price 
$298 
$540 
$429 
$409 -
$497 
$380 

$466 

S.W.O.T Analysis - Remington Repeating. Centerfire 
Rifles 

Strengths 
• Strong brand recognition 
• Familiar design leads to ease of use 
• Unique product offt~ring (Model 7600) 
• Pr1ct:<l cornpetitivdy 

\Veakncsses 
• Dakd Ji.:;sig:n concept 
• Product category is "out of favor" 
• Less than stellar reputation for functioning properly {Model 750) 
• Perceived as less accurate than bolt-action rifles 
• Unable to accept mat,'1mm cmtridges 

• 
Opportunities 

• Re-establishment in European market through a concerted focus on 
improving product quality (l'v1odel 750) 
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• Expansion of French market opportumt1es through introduction of 
standard lit1e item 'Witb 2-shot non-detachable magazine 

• Develop new auto loading system platform design 

Threats 
• Legislative pressures to eliminate or vastly restrict sale of pump and 

antoloading centerfire rifles to tl1e public 
• Continued pressure :from competitors further eroding m(trket share 
• Growi11g popularity of lmvcr price point bolt··action ritle'.'. acting as 

substitute product (Model 7600) 

Product Strategy 2009 - Centerfire Repeating Rifles 

Deye]oping a meaningful strategy for the existing Remington centerfire 
repeating rifle product family :is difficult at best. Current product offerings 
are well into the declining stages of the product life cycle. The overall 
spmting goods market for ptunp and autoloading rii1es i<> flat or slightly 
declining domestically. The sporting world market size for these products is 
less than 100;\it units annually. Both of these factors present challenges in 
dcvclop:ing a new product family. Remington has had an autoloading rifle in 
the line since 1906. From a historical perspective, Remington needs an 
autoloading rifle in the product mix. From ru1 International Sales 
perspective, the Model 750 accounted for 22% of their 2006 rifle shipments 
with 3,310 out of 15 ,266 rifles s111pped. h1te111at1onal is very profitable as 
there is immediately a 10~.-f, margin advantage due to Federal Excise Tax 
exemptions. 

Tht:reforc, the ne11.r term strategy for Remington':,; centerfirc n::peating rifle 
business \vill be to maximize the opponunity for sales of the Model 750 and 
Model 7600 through focused effcnts to target product toward niche 
oppmtunitfr~s. The Model 750 design is a design on t11e edge from a 
functionality standpoint and is not manufacturing friendly to assemble. This 
issue is one that must also be addressed with our next auto1oading rifle. 

Pricing Considerutions ~ Due to declining: sales and a softening market, no 
pricing recommendations arc recommended for either the Model 750 line or 
the Model 7600 lme. 
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Product JJeletiow; - No product deletions are planned for the Model 750 or 
Model 7600 for 2009 .. 

Product Strategv 2010 & Bevond Centerfire 
Repeating Rifles 

As sLaLd earlier. the near lt::nn strategy for Remington\; ce:1tcrfirc repeating 
rifle business ·will be to maximize the opportunity for sales of the Model 750 
and Model 7600 through focused efforts to target product toward niche 
opport1101t1cs. Through this strategy .. along V\iith efforts to :i1nprovc the 
quality of the Model 750, the focus will be on stabilizing order positions 
vvitbin the categmy on an annual basis, 

Pricing Considenitions - Unless opportunity presents itsdf, rationalization 
for price increases in the Model 750/7600 product lines w·ill be difficult to 
come by. ln all practicality, some level of increase is necessary in order to 
maintain mmgii:s. 

New Centerfire Autoloading Rifle {C.A.R.) - Despite a small sporting 
goods market, it would not be unreasonable to assume that \Vith a new 
product, Remington could secure l OM units in sales volume in year 1 and 
grow to exceed 15M units. 

Development of the nev.: rifle is currently EET stage. Guns have been 
assembled, passed all critical safety tests, and shooting from the shoulder is 
being conducted. This rifle is intended to he lmmchcd on the International 
Win;er Program in the summer of 2010 for delivery 1n the late 41

h quarter of 
2010. Gent:ral crili:ria for the C.A.R. are as follows: 

• Gas autoloading design utilizing recoil reduction technology 
• Must function ammo ranging from 243 Win tO 300 Win l\'1ag and 

Rcrnini:,rton Short A(;tion Ultra \fag i;artri<lgcs 
• Detachable box magazme. 2-shot non-detachable magazine option for 

In temati on al 
• Synthetic and wood versions available 
• Fire-control design utilizing patented Roller Sear engagement 

·~\foa~r•·······.·.····.·.·.············-------~---=:·········~ LM$rf~~f~.T~\~~~ ~~~i,;;1~~~·] 

~~·~t~1f.i1:~ ... 1\~l~() ... !:~~-~~.8 ... ~flr: ... ~ .J2.99 I S81Hll~Y2_Q_ units mH 
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Rimfire Rifle Market Summarv ., 

The U.S. domestic rimfire market is estimated to he 644M units sold 
ammally. 30% of rimfire ri±les sold in the L .S. are sold at Wal Mart. The 
retail ssks value of this market is approximately $99MM at an average price 
of $145 per unit Retail prices range from less than S 100 to oYer $1000 
across the category. 

The rim.fire rifle segment is dominated by the autoloading xifle, constituting 
nearly 70% of all sa ks m !he category. The rernaming 30!J·(. of the sales 
volnme is comprised of a mix prinrnri1y of bolt-action, lcvcr-sction, and 
pump-action rifles. 

Distribution takes place primarily tlu·ough mass-merchants with \Val-Man 
being the category leader with nearly 30% of total retail sales volume in the 
segment. 

Category leaders by a wide rnargm are Sturm, Ruger & Co. and Marlin 
Firearms. Product sales by these two manufacturers constitute 60% of the 
total rimfire rifle market. Total 2006 sales volume estimates by 
manufacturer arc listed below. 

2006 Rimfire Market 
(Estimated Sales Volume by Manufactm·er)6 

BRAND UNITS {M} 

Ruger 219 

Marlin 147 

Savage 85 

Imports 55 

6 Cornbinal illlaJysis DfBA'IT Produ~tit•n f ig\lres-2006, SAAlvff faccnry sh1prnruts ~ 2006, Rcminglmi and 
Marlin a~tudl s.il~s data 
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Remington 48 

Heury 45 

USRAC 25 

Browning _fQ 

TOTAL 644 

Compiled market data suggests the following brand share position by 
manufacturer as a percent of units sold. 

Remington 

~ 
'···----------····· 

Rimfire 

Browning 

US RAC-, 

Marlin 

As stated earlier the rimfire rifle market is cleady dominated by Ruger and 
i\ilarlin. Although Remington has gained some favor in the marketpla.:l! with 
the Model 597, early performance issues with respect to the magazine box 
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and freding, coupled with a retail price position close to that of the Ruger 
have caused the .\.fodel 597 to appreciably take market share from Ruger. 

Ruger's position stems almost entirely from longstanding market dominance 
of the rvlodel 10/22 auwloa<ling rimffre ri11:.::. Regarded widely as the 
standard for autoloading rimfire rifles, the I 0/22 has entrenched itself in the 
marketplace through broad distribution and \Videspread acceptance as a 
quality performer for the money. Ruger is further supported by the 
aftem1arket industry that produces barrels, stocks, trigger components, 
magazine boxes, and every other imaginable part. The availability of all 
these different accessories belps forther drive sales of base model rifles. 
Ruger furthi.:r rounds out their line with the 96 serie.s of lt:ver action rifles 
and the 77 series of bolt action rirnfirc rifles. Both the 96 and 77 are also 
chambered in the 17 IIMR a.long with the 22 Long Rifle. 

Marlin has established itself as the low-cost leader in the rim fire market with 
the Model 60 autoloading rimfire rifle. At a retail price of just over $100, 
the iv!odel 60 is often refoned to as ''the most popular 22 in the world." The 
tube fed Model 60 has a great reputation represenling tremendous value to 
the consumer. Complementmg the tube fed Model 60 is the Model 795 
series of magazine fod autoloading rifles m1d the Model 900 senes of bolt 
actions chambered in 22 Long Rifle and l 7 HMR Rounding out the line up 
is the 39A Lever Action. \Vith their rimfire rine assortment, M.arlin offers 
customers a complete line of rimfire offerings. 

RIJ\ilFIRE RIFLE INDUSTRY ANALYSIS 

The C.S. <lomesLic rimfirc riifo market as a whole is dominated by Lwo 

players, Sturm R11ger & Co., and Marlin Firearms, each with just over 32% 
share 111 units of the total market volume. TJ1ird is Savage Arms with 12.4% 
of the US. mark()t. The Rcminf:,rton Arms Co. is a distant fourth in the 
rimfire rifle market with a scant 8.1 % of the total market volume in units. 
Impo1ts also play a role in the U.S. rimfire rifle market. Fonner Communist 
Block countries, particularly the C?'ech Republic have made si!:,rnificant 
imoads into the U.S. w1th lower-cost rimfire rifles that at face Yalue, appear 
to deliver signific:mt value for the money spent. 

The price/value relationship plays a key role in the rimfire market. Low-cost 
rifles in this category appeal to the masses. Tn 2007, 54%., of the rimfire 
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rifles sold hy Wal*Mart. retailed at a price Jess than $150.00;. The result is 
an intense struggle by manufacturer's to protect their precious share of the 
market by maintaining competitiYe cost positions which translate into low 
prices at the retail co1mter. 

ln stark contrast to the highly co1npetitive ''low-end" rimfire market, there is 
a significant, albeit smaller poition of the market willing to pay premium 
prices for high-end rifles. Appealing generally to the rimfire "aficionados," 
product offerings chambered for 22 \Vinchestcr Magnum and the 17 
Hornady Mag11um as well as premium grade bolt-action rimfire rifles 
command higher prices and higher margins. 

l. Customer Profiles 

• If one \Vere to examine the rimfire rifle customer solely on a 
traditional demographics basis, one would find such a broad range of 
characteristics that it would be <lifficuH to categorize or classify a 
customer in any meaningful manner. For instance, other than being 
predominately male, the age, income, and geographic distributions 
would be so broad that targeting any one paiiicular attribute viould 
prove difficult at best. Rather, it is much more effective to categorize 
the customer based on the intended usage of the products. In the case 
of rin1fire rifles, it can reasonably be assumed that there are two 
distinct customer groups. These groups can be categorized as the 
"plinker" and the ';entlmsiast.'' 

o The ''plinker" by in large makes up the predominate sector 
of the rimfire rifle market. Typical end Lise would range 
from casual target shooting to occasiom1l small game 
hunting. Purchase decisions by the "plinker" would be 
influenced hy price, value, mid hrand recognition. The 
''plinker"' would often select a product based on the 
recommendation of a friend or relative, or through ample 
exposure to some advertising medium. The "pli:nker'' would 
expect accuracy required to consistently hit small targets 
such as cans, pie plates and small game:, with rdativcly fo·w 
malfunctions across a broad range of mnmunition offerings, 
especially the high volume price point ammunition. 

7 Confidential Wal*Ma1 J'C1S l)at,1 
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o The '"enthusiast" can be classified as a smaller yet more 
disc1·.iminating customer base. The ''enthusiast" may be a 
competitive or semi-competitive target shooter, or varmint 
hunter relatively well versed in firearms technology and 
ammunition capabilitii;;s. Accuracy cx.per.:taLions from this 
customer will typically be I Minute-of-Angle or less with a 
very low tolerance for malfunctions of any kind. While 
more discriminating in tastes a11d expectations, the 
"enthusiast" 1s less influenced by price point and more apt to 
make their purchase decision based on reputaLion, techriical 
write-ups and word of mouth throughout elite shooti11g 
circles. 

2. Bnmd Pe1·ception 

• Although no known comparative study is known to exist with respect 
to measuring brand perception exclusi vc to rim fire rifles, some 
conclusions can be drawn from general knowledge gained through 
discussions with consumers and the monitoring of internet message 
boards. Listed below is a summary of Remington's brand perception, 
along with the perception of the three dominant brands within the 
rimfire rifle category. 

0 Remington - Over the years, Remington has established the 
reputation of delivering exceptional value for the money. It 
is the belief of this 'Writer that Remington's brand perception 
is much stronger for centerfire rifles than it is for rimfire 
rifles at the present time. Remington's position in the 
rimfire market is ve1y weak as a result of the failure from a 
quah1y standpoint of the Model 522 Viper and early 
stumhles with the Model 597 which plagued the product 
with a reputation of unreliable feeding. 1n addition, 
Remington spends relatively few advertising dollars in 
comparison to other key players, attributing to shortfalls in 
brand recognition. 

o Ruger - Rugcr's 35<h, rimfiri;; market share, primarily with 
the rvlodel 10/22 is an enviable one. Priced moderately, 
Ruger products are not considered as low-cost, price point 
products, but as high on the p11ce/Value scale. The results 
are products that successful1y penetrate the "plinker" 
market, while maintaining acceptance within the 
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"enthusiast" sectors of the market Ruger rimfire maintains 
a very strong position from a brand recognition perspective, 
supported by their dominant position with respect to 
advertising expenditures. 

o Marlin - i·v1arlin is without a <lnuhl the low-cost leader in 
the rimfire rifle category. With 23% of the total market, 
\farlin has been ve1y successful m mass merchant retail by 
establishing the Model 60 as the most popular tubular 
magazine fed autoloading rimfire rifle. With entry level 
pticingjust over $100, the \1fodel 60 has proYen lo be v1::ry 
popular with the ''plinker" segment of the market. In fact it 
is a n::awnabk assumption that Marlin domi£1ates the 
''plinker'' scgrncnt Wh1le Marlin does offer some 
specialized bolt-action products to appeal more to the 
''ent1ms1ast's," they have positioned themselves well as the 
entry level rimfire leader. 

o Savage - While third in brand share, Savage is a distant 
third with just over 13% of the total rimfire market. Also 
regarded as a low-cost, entry level brand, Savage has not 
gained the following e1~joyed by Marlin. However, those 
who purchase a S<-Jvage as rn1 entry level rille scern satisfied 
with the product Perhaps Savage's shortfall stems from 
brand recognition in the rimfire rifle market 
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RemingtonSegment Performance - Rimfire Rifles 

Remington competes in the autoloading rimfire rifle segment with two 
product families. 2007 sales consisted of 4(HM units or $6.7MM itJ 
revenue. 2008 volume is forecasted to be up due to new products and chain 
store special make items. Saks dollars have decreased due lo material costs 
outpacing price increases in this price sensitive c<itegory. 
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'\'iode1 5 97 margins are greatly impacted by costing variances rolling from 
one year to the next as well as selling price. Both of these factors greatly 
impact margin. This is problematic for Remington Tntrndnccd in 1997, the 
Model 597 has reached a plateau n1 its product Hfe cycle much too soon. 
The Model 597 problem for Remington is one of complexity. With razor 
thin forecasted standard margins of 11 %), Remington must focus on 
increasing profitability while growing volume in the category. For a product 
which competes in a highly pi ice daslic market, this presents a formidable 
task. 

The Ilion based Model 552 Speedmaster, white boasting a healthier margin 
over the Model 597 of 27% comprises only a small portion of category sales. 
Appealing to more of a niche Inarket, the Model 552 is not a serious 
competitor in the autoloa<ling rimfire rifle market. While the moderate 
volumes of2M-3M units per year remain attractive. the growth prospects for 
this rifle, mature in its prodHcl life cycle are limited al best. 
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Competitive Outlook 

Principle competitors to Remington in the Autoloading Rimfire Rifle market 
are Ruger, lviarlin, and Savage. Listed below is a brief stunmary ofpnnciple 
competitive offerings from each of these three manufacturers. 

Ruger 
Ruger's principle competitive a11toloading rimfire product is the Model 
10!22. Featuring a 10-shot rotary magazine, the 10122 has established a 
reputation of tremendous value for the money and is widely considered to be 
the standard by which other auto loaders are judged against. The I 0122 is 
offered in wood, synthetic, and laminated stock yersions with both blued and 
stainless configurations. Heavy barrel target versions are available as is a 
l 0!22 Magnum chambered for .22 W tv1 R. 

Marlin 
Marlin's <lmninant product offoring in the auto loading rim.fire category is by 
far and away the Model 60 and its variants. Equipped with a 14~shot tubular 
magazine, the !Vfodel 60 is commonly referred to as the most popular .22 
rille in lhe world. Ernuomically priced and widely available, the Model 60 
is offered :in standard wood stocked, carbon steel models with stainless steel, 
synthetic s!ockc<l and camm.1flaged versions also available. Marlin also 
offors scoped versions of Lhe base wood-stocked Modd 60 and the stainless 
steel \voocl-stocked model equipped with a low-cost fixed 4X scope. The 
stainless steel !>Coped version has proven to be a popular item \vith 
Wal*Mart stores. 

Marlin also offers a clip-style magazine version in the Model 795. Equipped 
with a l O~shot magazine, the Mode1 795 features a synthetic stock and is 
anilable in standard carbon steel and stainless steeL 

Savage 
Economically priced, the Savage Model 64 series of autoloading rimfire 
rifles feature a detachable magazine box and are available i.11 wood, synthetic 
stocked versions with a choice of carbon or stainless steel actions. Like 
Marlin, Savage offers a scoped version of the Model 64 in wood and 
synthetic stocked configurations with carbon steel acti.ons. Not unlike the 
Marlin, the scoped Model 64 's feature an inexpensive fixed 4X scope. 
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Remington 
Remington·s mainstay in the autoloading rimfire rifle market is the Model 
597 family. Available in five .22LR and two .22WMR, the Model 597 
family CO!lSliluti:s Over 97% or Remington's salus volume lll the calegory 
.22LR versions feature a 10-shot detachable magazine box while the 
.22Wi\fR versions come equipped \Vith an 8-shot magazine box. All Model 
597 rifles are drilled and tapped for scope mounts, and are designed with a 
"last-shot hold open" feature which leaves the action in an open position 
after the final shot is f'ire<l. 

M.odcl_.22.I .. - The base 597 is chambered for 22 LR and fr:atures a gray 
synthetic stock \vith a blued action with iron sights. This configuration of 
the Modd 597 constitutes 70°/o of all sales within the product family. 

Model 597 Scop~_Q __ (;9mbo ... Chambered for 22LR the 597 Scoped Combo is 
equipped wi£h a cmbon steel act10n v,rith clean barrel and 3-9x32 scope. 

?vlodel 597 Blaze ·· The 597 Blaze features carbon steel barreled action with 
TrnGlo@ sights and a Mossy Oak@ blaze orange cmno stock. Chambered 
for .22LR 

Model.~2.IJ'..~-~ Blaze - The 597 Pink Blaze features carbon steel barreled 
action with TruGlo® sights and a Mossy Oak® Pink camo stock. 
Chambered for .22LR. 

Model 597 TVP- The Target Varmmt Plinker >vas introduced as a higher 
end target type autoloading rimfire. Features ambidextrous thumbhole 
laminate stock with free floated baffel. 22 LR only. 

~vlodel 597 '\-fab11mrr1 - Identical to the base Model 597 .22LR, only 
chambered for .22 \V?v1R. 

Model 597 LSS flB Magnum - features a brown laminate stock with 20" 
carbon heavy barrel. Chambered m 22 WMR. 

Initial versions of the 597 received a mixed reception due to early issues 
with malfunctions in foeding, a plastic magazine box and excessively heavy 
!rigger pull. Over the course of its life, the 597 has evolved to fcahne a 
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metal magazine, a ne\vly designed CJCctor to virtually eliminate jamming 
issues and manufacturing methods have been refined Lo improve the trigger. 

However, the ?viodel 597 has yet to reach its anticipated potential in the 
marketplal:e. Pri.:ed in betwci;;II the .'vfarlin Mudd 60 and 1l1e Rug;;-;1 10!22, 
the l\fodel 597 has difficulty in providing obvious product differentiation to 
draw the Model 60 prospective buyer up on the price scale. 111 addition, the 
Model 597 is relatively close in price to the perceived standard Model l0/22, 
providing easy rationalization for the undecided consumer to choose the 
category standard. Ruger. DLie to the low margin position of the Model 597, 
Remington must find ways to deliver distinct product differentiation to the 
shooting public, while adding profitability to the line. 

As stated earlier, Remington also offers the Model 552 Speeclmastcr 
autoloadin.g rimfire rifle. Equipped with a tubular magazine, the 552 
Speedmaster is tbe only domestic autoloading rirnfire rifle capable of 
shooting .22LR, .22 Long, and .22 Short ammunition. The Model 552 
Speedmaster features a polished blued finish and high,g1oss •vahmt stock 
and fore end with cut checkering. 

Wholesale t>ricing Comparison 
Autoloading Rimfire Rifles 

~--:-~~----:--:-------:--.-.T~----·-:"'.'----·~. ------~------.--. 
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S.\V.O.T. Analysis - J\'lodel 597 Autoloading Rimfire 
Rifles 

Strengths 
• Button rifled barrel produces an inheritably accurate product 
• Widely available through a broad range of distribution 
• Stale-of'.-thc-arL niarmfactming faciliL_y produces :i ennsislent prnd1u:t 

\Veaknesses 
• Early incidences of malfunctions have given the product a black-eye 
• Product is also plagued hy the poor reputation and product failure of 

the Model 522 Viper in the autoloa<ling rimfire rifle category 
• Low-margin position yields poor profitability 
• Low visibility in comparison to Ruger with respect to advertising 

exposure 
• Few aftermarket accessory items 

Opportunities 
• Past performance \vith special make opportunities have yielded 

significant volume and can result in improved margins 
• Special chain store offerings result in unique, profitable offerings 

Threats 
• Price pressure from Ruger and IV1ar1in to protect market share 
• Tncreased pressure from impo1is 
• 1ncreased costs of materialsiincreased costs of manufacturing 
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Product Strategv - 2009 

Model 552 Spcedmaster and 572 Field Master 
No new product mtroductions are planned for the 552/572. An emphasis 
shonld be placed on maintaining manufacturing quality to protect the small 
but prolitabk md1e market oppo11u11ily enjoyed by thi:s product. 

Model 597 
Jfodel 597 Next FLY Camo ··· New for 2009 will he a synthetic stocked 
carbon steel barreled action ,-vith TrnGlo@ rifle sights. The stock will be 
decorated in the Next® FLX camo pattern ta test market acceptance of this 
patwm. The Fl.X pattern is a digital hunting pattern. At distances closer 
tha11 3 feet, the pattern appears as a typical digital pattern. As the distance 
increases, the pattern blends together revealing sticks, leaves, and shadows. 

N SP tChaiti) tst Yr. Vohlme 
597 FLX Camo $ 170.00 3500 

Pricing Consideratfons - No price increase was taken in 2008 across the 
Model 597 line. Due to the difficult market conditions in 2008 which are 
anticipated to carry over into 2009, no price increase for 2009 is planned at 
this time. 

Product J)eletions - No product deletions are planned for 2009. 

Product Strategy -2010 & Be_yond 

Model 552 Speedmaster and 572 FieJdmaste1· 
There are no new products pia11ned for these items. Constderntion will be 
given to special make opportunities provided they meet a threshold 
minimum of500 units. 

Model 597 
The key to the continued success of the i\fodel 597 fiunily lies in 
maintaining or reducing manufacturing costs without sacrificing the quality 
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of product delivered to thi:: marketplace and m product differentiation. 
Points for consideration arc: 

• Cost reduction opportm1itics such as the elimination of the receiver 
dovetail cut and drilling and tapping of scope base holes on the 
receiver by redesigning tlie receiver with built in bases, similar to the 
Ruger l 0/22. 

• Pursuit of special make up opportunities that provide product 
differentiation to our customers, allowmg the 597 to fill voids left by 
the l 0/22 and Model 60 in niche market opportunities. 

• Mamtaining flexibility to respond quickly to changes in market trends 
in order to capitalize on opportunistic situations. 

• A R&D evaluation 1s underway to ddem1ine Ollr best path forwaTd for 
an AR styJ.ed 597. Temporarily named the H.-22. 

New Synthetic Stock- A new synthetic stock design is underway to update 
the looks of the 597. The synthetic stock design has not changed since its 
introduction in 1997. The new stock features updated styling and lines. The 
stock tool will be a modular design allowing for heavy barrels, standard 
barrels, standard length of pul1, youth length of pulL and thumbhole designs 
all off the same tool by changing inserts. 

Pricing Considerations - :tv1arket conditions will be monilored to determine 
if opportunistic price :increases may be available. 

l\fodel R-22 Autoloading Rimfire Rifle 

Interest has been expressed frorn several sources requesting an A.R-15 styled 
auto loading rimfire rifle. There is no current AR-15 styled product available 
from any manufacturer to fill this demand. There is a German manufacturer 
of the GSG-5 a 22 LR version of the Heckler & Koch lv!P-5. The GSG-5 
retails at approximarely $500 

Nordic Components located in Minnesota makes a kit that is essentially an 
upper and lower receiver shell that fits around a Ruger l0/22. This kit then 
accepts standnrd AR-15 accessory items; A-2 stock, pistol grip, nnd free 
float tube. This kit retails for $225 and still requires purchasing the stock, 
pistol grip and free float tube. Nordic expressed interest in developing a 
similar kit for Remington to build a complete Model 597. This kit would 

SUBJECT TO PROTECTIVE ORDER - KINZER V. REMINGTON 



provide entry into 1hc market with an A.H. -15 styled rifle hut would be rather 
expensive. 

July 17, 2007 there was a meeting in Elizabethtown to kick off an 
e.-..ploraLOry study to <letennine ieasilnhty of building au AR-15 sly led rille 
in Mayfield on the Model 597 frame. lt is essential that the internal vrnrking 
and functionmg of the gm1 remain virtually unchanged but the exterior allow 
attachment of standard AR- l 5 accessories as i,vcll as a Picatitmy rail for 
scope attachment. This option would require tooling to develop a new 
Mo<lel 597 receiver casting. 

Price and Volume .Estimates 
· · · Tr\:isi"' c. -.N.1s .. 1·5····.1e.~.-~.:.~_;·.+.c;.;;;;;t··-,,·····-·.n;'~.-1·~.;;c~;~.,.-.r\:.1h;:g;i;-.-.-.--. ~.1'.;_·u1.TE:.·:,~(- ··.: .. ·1 

l .. FE'l ]EST TEST t •·· . M(lJgjn • 1 
R-22 Rifle _1~:N9 : $:124-----1 ·s1·69 so J..1ci:<-fffri~~~=r~_iz~---~-o·"- -sftit):5,ooo : 

Marketin~ Cost Estimate 
Model 597 26550 -Sl06.28 
Less Stock- ($5.24) 
Less Receiver- ($7.54) 
Receiver Castin!:,.\· $15.00 
A2 Stock- $15.00 
f\2 Pistol Grip- $6.00 
Free Float Tuhe- $40,00 
Total Sl69.50 

l\'IANUAL ACTION RL"'\1FIRE RIFLES 

Manual action rirrrfire rifles can be categorized as pump action. lever action 
and bolt action fireanns, 

Remington Segment Performance 

Remington's presence m this market category is essentially non-existent. 
CmTently, the only product offered by Remington is the Model 572 
Fieldmaster pump-action rimfire, With volumes ranging between 1 M and 
1.5M units on an annual basis, this product is not a formidable competitor 
appealing to a small niche market. From a historical perspective, V>'hen the 
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54 J /581 series of bolt-action rimfire rifles were manufactured, Remington 
maintained approximately 10% of this market segment. 

Competitive Outlook 

As stated earlier. save the specialized lever-action rimfire rifles from Herny, 
rvlarlin and Winchester, the manual action category is dominated by the bolt· 
action r_ifle. Remington no longer possesses a core competency in the 
manufaclu.rc: of lever-action fircam1s, hence the following discussion vvill 
focus on the bolt-action category 

Bult-adion rimfire rifles can hr: categorized in three basic price categories 
- Low, Mid, and High. Listed below is a general discu:ssio11 of each of the 
three categories. 

Low Price (Le;>;,<; than $250) 
Low price bolt-action rimfire rifles account for approximately 60% of all 
bolt-action rimfire rifles sold in the U.S. domestic market Distributed 
primarily thrnugh mass merchant channels, these low price offerings are 
attTactive as entry level rilles, or rifles used for casual target shooting or 
hunting. 

Savage 
Savage ;\nns pm·ticipates in the bolt-action 22LR rimfire category with the 
single shot Mai-k-r series and the repeating ?viark-!1 series. Both arc priced 
right for the entry level market and are strong performers with the mass 
merchants. Savage also provides a 22 \-1agnum series iu the Model 93. 

The Mark-T single shot series is posit1oned toward instructional use and as 
youth firearms. Available in wood stocked full size and youth 
configurations, a stainless steel/laminated stock set up, and in a synthetic 
stocked youth camo version. 

The Mark-U repeater series is essentially identical to the Mark-I, only 
equipped with a single stack, i-emovable magazine. Also available in a 
variety of stock and action configurations, including heavy barrel varmint 
versions. 
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The Model 93 series magnum bolt-action rimfire ritks arc, like the Mark-11, 
available in vvood und synthetic stocked versiorrn with choices in carbon or 
stainless steel actions as well. Also available are beavy barreled v~m11int 
models. 

Marlin 
Marlin competes in the bolt-action rimfire market with products at the true 
entry level price poinr as well as with products priced at the top end of what 
we refer to as the "Low'· price point categmy. Product offerings are 
available in 22LR, 22 lVfagnum .. and in the 17 Hornady Magnum RimJ'irc. 
As one can see from the product offering descriptions below, Marlin has by 
far the greates1 breadth in product offerings in the bolH1ction rimfire 1ifle 
market 

The Model 915 series consists of two single-shot youth rifles, one •vith a 
blued action and one with a stainless action. Both are fitted with a low
grade hardwood stock. 

Next on the price scale are the j\.fodel 925 .22LR series and the Model 925M 
.22 Vlagmnn repeating rifles. Both equipped with a 7-shot detachable 
magazine box, the Model 925 series foatnres a lmv·gn1de hardwood <;lock 
and blued action. Both the .22LR and the ivlagnum versions are also 
available in a cumo version. 

Roundi11g out the entry level price point category for Marlin is the Model 
98 lTS .22LR anu 983TS .22 Magnu.rn. The 981TS fr:alurcs a synlhelic 
stock and tubul2.r magazine capable of handling .22.LR, 22 Long and .22 
Shott cartridges. The l'vlodel 983TS is equipped exactly like the 981 TS, 
except the tubular magazine on the 983TS only accepts .22 WMR 
ammunition. 

Marlin rounds out their rimfire line with 917 senes of bolt action rifles 
chambered in 17 FL'VfR. Specifications range from synthetic to wood to 
tlmmbhole laminate stocks. Barreled actions arc available in bot11 blued 
carbon steel and stainless. 
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Wholesale Pricing Comparison 
Low P1·iced Bolt-Action Rimfire Rifles 

! ~1~:!1~r~tttiF~;-r·----------- Model N<it'\Yhlse-..... · ............... "! 

________ -------! ____ ___________ ________ __ _ J _ JYk~----- _ 
Suvage Miu-kl Sin le Shot $125-$146 

, Sava e J\fark II Repeat~r __]_ ______ $133-$225 ____ _ 
!____ ~~y<lge i\fode_l_23 _____ J ____ $181:$217 

~- z~:~:~-~- -- -~--~----_-~1~;~~~~-r;is -----8~!: -------
Marlin Model 925 t ·ins --------------- • -------- ----------------1---------------------------
Marhn Model 925 Mag i $154 
Marlin Model 981 ! $135 
Marlin -- --~lode! 983 __________ --!- ii6}.:$2i2 

·····- ····----------------- ---------------··········~--------

;\farlin Model 917 $158-$252 -----

iWid Priced ($250-$500) 
Accmmting for approximately 25% of the bolt-action rimfrre r1fles sold in 
the U.S. domestic market, rifles in the mid priced category appeal to a more 
discriminating market. As a result, these rifles do command a higher price. 
Rifles in this price catego1y adopt some of the same feah1res found on 
popular bolt-action ccnterfirc rifles such as adjustable fire controls, h.igher 
grade wood and superior firnsh. Remington used to compete in this segment 
with the rv1odel 541 and 581 series of rimfire rifles. 

Ruger 
Based 011 the popular 1vl77 centedire r1fle series, the Ruger M77/22 shares 
many of the styling characteristics of its cenierfire counterpart, as well as 
the same three-position safety. First introduced 111 1980, the 77/22 has 
gained quite a foothold in the- mid priced bolt-action rimfire category. 
Models are available in 221.R. 22 Magnum and the new .17 Homady 
Magnum Rimfire. Available in walnut. laminated, and synthetic stocked 
configurations with both blued and stainless adions available. The Model 
77122 features the same rotary style magazine found in the 10/22. Another 
nice feature of the 77/22 line, although not a nmfire topic, was Ruger's 
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expansion of the 77/22 into a small centerfirc rifle- cai1ridge, the .22 Hornet 
The .22 Hornet offorings have proven very successful for RugeL 

CZ (Ceska Zbrojovka) 
In the mid 1990's importation of the CZ ZKf\·1 452 series of boll-action 
rimfire rifles began Manufactured as at very lov .. - costs i11 the former 
commu11ist block nation of Czechoslovakia, the CZ product is a no-frills 
albeit sturdy platform that has gained quite a following the U.S. Domestic 
market. BATT import reports indicate some I OM- J 6'v1 units are impotted 
1nto the U.S. on an annual basis. Available in European, Classic American, 
and Varmint configurations, the CZ rifles feature Turkish walnut stocks_ cast 
steel rni:eivers and hammer forge<l barrels with a low-luster matte finish. 

Wholesale .Pricing Comparison 
Mid Priced Bolt-Action Rhnfirc Ritles 

f'-i\tanufactn1·erJ - Modei 1 Net Whsfo ! - --- --J . Pr!~~-------
$459-$509 

~-----------c-=.z-, ----+i-z_h ___ ~-1-4-52-1-s.c....3_2_7_-$_4_59----j 

High Priced (Over $5fJfJ) 
The high priced segment of the bolt-action rimfirc market is the smallest 
category by far. However, prices commanded for rifles in this categoiy are 
far from the $100 price point, mass produced rifles. ln fact, there is a 
sii:,mific,;anl slcp change in price between the Mid Priced and High Priced 
bolt-action rimfire rifles. While the Mid Priced Rifles seldom approach the 
$500 retail mark. it is not unconnnon for the High Priced rifles to sell in the 
$800 - $1000 range. This price gap suggests that there is some untapped 
opportunity for a platform that draws potential buyers up from the Ruger and 
CZ rifles, while also drawing potential buyers down from the high priced 
platforms. Distribution in the High Price category takes place nearly 
exclusively through direct dealer relationships. 

Cooper Arms 
Founded by former Kimber employees, Cooper rifles while not as widely 
known are based on many of the same features as the Kimber line (Kimber 
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exited this category in 2008). ln fact, it has been said in some small circles 
that Cooper rif1es represent what Kimber bolH1ctto11 rimfire rifles ''used to 
be" implying that the scrutiny and attention to detail under which current 
Kimber product is manufactured has diminished. The Cooper 57 rifles are 
availahle in sponer and varmint con Cigurations with varying grades of woo<l 
and finish. 

Sako 
Operated under the umbrella of Beretta, Sako makes an entry in the High 
Priced bolt-action rimfire category with the Sako Quad rifle. The Quad 
features the ability to switch bam::ls in a bolt action receiver making it easy 
to switch from 22 Short, to 22 LR, to 22 WMR or 17 HMR. 

Anschutz 
Anschutz truly sets the standard for bolt-action rimfirc rifles. Well known 
and respected tl1roughout the world for world-class rifles, the Anschutz 54 
and 64 series stands in a class of its ovm. 

Wholesale Pricing Comparison 

M<ri~~;j~\1:!1oJ!~i~~!~1~~-] 
Coo er Arms 'fodcl 57 Classi.: [~~~-0~$1400 

Sako Quad ~ $1174-$1291 
Anschutz 54 Seri~~ ________ _l__S1200 - $1SOO-

Product Strategy - 2009 

Model 572 Fieldrnaster 
No additional offerings are planned for this category Consideration "\.v1ll be 
giyen to special make opportmuties provided they meet a thresh<Jld 
minimum of 500 units. 
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AR Modular Repeating Rifle 

Based on 2006 BATFE data, the AR category of rifles is est[mated at l 79M 
ritles with an estimated retail value of$ l 70Ml'vL 

Sales volume and market share are estimated as follows: 

' 2C06 BATFE Dat~ 

2006 Domestic AR Centerfire Rifle Market 
Estimated Sales hJ' Manufacturer8 

.Brand Units{M) 

Bushmaster 60.8 

DPMS 47.4 

Stag Arms 22.l 

Rock RiYer 17.5 

Anna lite 10.7 

Coll Defense 8.4 

Olympic 7.3 

Barrett 3.6 

Sabre Defense u 
Total 179 
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Market share by manufacturer is as follows 

AR Brand Market Share 

0% 5% 10% 15% 20% 25'!., 30% 35% 40% 

o Sabre Defense: 

r::;f%f!f)tl 

Ill Olympe 

• Col' Defense 

cArmalite 

E Rock River 

tl Stag ~m1s j 
•DPMS 

11 Bush.111.a.~.'.:'.~-

--~----------------------·----------------------~ 

Based on the 2006 BA TFE data, American Heritage Arms dominates the 
commercial AR categmy with Bushmaster and DPMS. With Remington 
entering the market in 2008 by partnering with both BFI and DPMS, it is 
reasonable to expect AHA companies to occupy three of the top five 
positions for market share in this category of rifles :in 2008. Provided 
capacity is made available fm Remington rifies, Remington will surpass 
both Rock River and Stag Arms to occupy the number three spol in total 
market share by end of2009. 
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2008 Remington Projected Performance 

---~~~~---------·--.-.-.-----~--- ----······----
?viodd R~ 15 VTR . . .. L ... JQ.f!.~J~()rccast .. · )99.~ .. f3.1_1t_iM~ 
-~'.!!:!_~--~ales (M) 9,978 8,000 

Sales Dolla~~--'(~i\-"1.) __ -+-----J>8,2 l 7 --------····---+----$_6~,3_5_6~-----i 
Standard IV_1<1DPn(IvIJ __ ... J1..J.~----· ........... ...... $1, !_~-~--------·· 
_StaJ1~ar<:L~1~~i11J01o) .............. __ Jl.:_0% 

-·,,;,i{;,i~i r{~25····· 
.. .. .· ...... ·., ~~~"-f--~~---· 

Unit Sales (M) 
S<J1£:~ __ _Q~)1_1<11·s_(\;l) __ -+---

_§_t_<1_~~l1-~_t\.1ll[gin_(]\i1) ____ _ 

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

2 008 Ft)teci1;'(! . . . ... ··'--'"'--'---~}()() 8 _T311gjft)t 
4,000 

····-~-~,:~_5_1 ____ ..... 
$_1)Q} __ ---------:---
28.4% Standard Margin(%) 

L..--------"'---'--'---~-----------------··------'------~-------' 

Currently, Remington is poised to deliver nearly 14 ,000 modula1· repeating 
rifles to the hunting market place in 2008. For Remington, this essentially 
represents 100% incremental business for Remington rifles '"'ith minimal 
cannibalistic impact to BFl and DPMS. However, with the current high 
demand for AR 8ty1e rifles, both partner companies are somewliat c<ipacity 
constrnined with I3FI impacted the greatest. 

Competitive Outlook 

Ren1[ngton entered into this market to target and focus on all the features 
that make the AR platform a great h1.rnting rifle. Of the AR gun makers, 
only four make rifles targeting the huntmg segment; BFL DPMS, Rock 
River, and Stag. To fu1ther separate these makers, only BF1 cuffently bu11ds 
a rifle, in the opinion of this writer that appeal to a hunter that is not already 
an AR aficionado. Si.nee Remington is targeting the hunter, this section will 
only focus on hunting specific makers and models. 

Bushmaster-Bushmaster competes in th.is segment with Predator, 
Vanninter. and the new for 2008 450 Bushmaster. The Predator rifle is 
configured very simd.ar to the Remington R-15 with the only differences 
being a slightly heavier barTcl wnlour, 20" barrel, and a two-stage trigger. 
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The BF! Predator is priced higher than the Remmgton R-15 and has not 
caused any known co11flict in the market. Decked out in foll camo, the 
.Predator rifle is intended to appeal to the coyote, fox, and bobcat hunter for 
its rapid target acquisition, fast follow up shots and in field reliability. 

Bushmaster also offers a Varminter rifle to appeal to the target/varmint 
hunter relying on the outstandi11g accuracy potential of this rifle to hit small 
targets at extended distances. This rifle features a two stage trigger with a 
24" barrel and black fttmiture. 

The 450 Bushmaster developed in-conjunction with Hornady, is a hunting 
cm1ridge designed to fit in the smaller A.R-15 platform. It requires a larger 
bolt face and modified magazine box with a single stack follower. This 
cartridge launches a 250 grain bullet at 2,200 fps generating sufficient 
energy for deer sized game out to 200 yards. The rifles are build with either 
an 18" or 20" barrel and feature black furniture. 

DPMS-DPMS chambers rifles in popular hunting cartridges in both their 
AR-10 style and AR-15 rifles: 204 Ruger. 223 Remington, 243 Win, 260 
Remington, 308 Wm, 300 Remington Short Action Ultra Mag, and 338 
Federal. Their chamberings cert<Jinly appe<1I to the hunting market, hmvever 
the styling and finishing of their rifle appeals more to a c1im:mt AR style or 
tactical type shooter. 

Rock River Arms-Rock River markets both a Va1111inter and Predator rifle. 
Both rifles me configured well for !heir inl..:udcd end use with !he exception 
of only being available in a traditional tactical black finish. Rock River 
could provide additional competition in i:h1s market if they elect to decorate 
their guns in branded camo pattern. With Remine,.<ton entering the market 
with decorated guns, it is reasonable to expect other makers to follow suit. 

Stag Arms-Similar to Rock River, Stag offers a black Varminter rifle with a 
24" stainless barrel. The innovative offering in the Stag line is their left 
handed offerings. Stag catalogs seven different right handed rifles and 
offers another seyen mirror image left handed rifles. Stag is the on.ly known 
maker ofleft handed AR rifles. 

Remington-Remington entered the rnarket in 2008 \'iith the R-15 VTR 
;\1odular Repeating rifle. There are three basic configurations chambered in 
204 Ruger and 223 Remington. Remington is known first and fore most as a 
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hunting company and entered this market with the hunter in mind. '11ie rifles 
were all specified by hunters for hunters. Remington stm1ed with a branded 
camo pattern for concealment went with a slightly reduced barrel contour to 
reduce weight, added traditional S\vivel studs for sling/bi-pod attachment, 
and fitted a single stage hunting type trigger. The initial si.x. offering 
targeted the predator hunter. 

Remington added to the line of modular repeating rifles mid-year 2008 with 
the R-25 based off of the AR-10 platform. Chamberings included 243 Win, 
7mm-08 Remington. and 308 Win. These offeri·ngs target the deer hunting 
segment that comprises over 80% of all big-game h11nting. The R-2:5 is 
configured identical to the R-15 only on the larger AR-10 platform. 

Wholesale -Pricing 

I Manufacturf.':r __ .·_,_·._·. ______ ._._._.·_N_._;1_ .. _.·ot_ .• _·._,_1_•·.·t:_.,_._i_ •. _ •. _._·· .... .•·_ .. _:_·.······-·····-N·-···_'_e_·_·~-· --~-~::is_.·_e __ ._ ... _·· ___ 1,. [--- - -(~olt __________ A Rl 5 $844 - -
l Armalite -----------------"-t T_1_5_A_4 __ _,.... __ $_7_09~~--j 
;-----------················· -------···········----

~---§_!~g_:~_t'_m_s_f--__ Modcl 3 $645 
· DPMS Panther Lite $580 ,___------+------------

Predatol' $990 
---------------{---------------------············-------:---

R-15 $836 

Model R-15 VTR Modular Repeating Rifle 2008-2010 

Overview 
The Model R-15 VTR Modulm· Repeating Rifle was introduced in October 
2007 at the annual New Products Seminar and Remington World Wide Saks 
\foeting. There are three introductory offerings chambered in both 204 
Ruger an<l 223 Reminglm1 for six total guns. The Rcminglon R-15 is 
specified with the hunter's needs in mind. We \vill focus on and target the 
b.1mtmg market w1th our fi.tture offerings. lnitial offorings provide the hunter 
with Advantage 1vlax~l ca.mo, lighter weight 0.680" muzzle OD, l 8" or 22" 
fluted banel for fu11her \Veight reduction, dished crown, single stage hunting 
trigger, standard swivel studs with dual front studs, optics ready rail, 
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universally accepted S round magazine box, with two offerings configured 
with [1xed stocks and carbine length with collapsihk stock, 

R-15 VTR Predator Une 
-----------------------,------~---· 

Chambering !\-ISP '\ISP FCST 'tvfargin 

2009 S[iring Program, Launched August 1, 2008 
Remington \vill introduce the R-15 Vanninter in August 2008. The 
Vanninter will feature a 24'. satin stainless triangular heavy barrel with OD 
green stock and camo furniture. All other features will remain the same. A 
second Varrninter version with a thmnbhole stock and 24" barrel will also be 
i11troduced. These offerings are intended for target, and prairie dog, ground 
hog, and ground squirrel type hunting Thc;;ic two models arc the perfect 
match to compliment the predator hunting versions. 

A limited edition Byron Sourh Signature Series Predator ):,'1m will also be 
introduced at the 2008 SHOT Show. This gun will offer upgraded features 
like the black ambidextrous ergo grip, Yankee Hill fore-end tube, and two
stagc competition style trigger. The retail value of these upgrades is 
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approximately $300. Volume of this gun is set at a minimum of250 guns 
with a $100 royalty paid per gun. 

R-15 VTR Va1·mi11ter Line 
Chambering --1\:isr--· -\is·-r-~-F-C-,S-T-~--i\1_a_q-.,,i-n-- Total 

---+-------~-----.. lvlarg:in 
223 Remington $105-~-$955 500 L__112Q .. _._,__S_~\QQ2__ 
223 Rem--T=H---$-1-05_9_~----s955'"" 200 ' Sl50 $30,000 

Total 2000 $105,000 ·------'----------------
B !!:~-~-South Signature Series ...... 

nbering !vlSP ! \ISP FCST Margin Total 

________ 1S~_mi1~gt-~!i .... _._j.1}9.~I~j-i}6I~-----~----------_-i_5_o __ -j38_o ____ -____ -___ --_---$_-~_j~_:~~~ --

2008 NRA Show lntroduc.tion~May 16-18, 2008 
Remington launched a line of big-game hunting guns at the 2008 NRA 
Show in Louisville, Kentucky This show is the ideal audience for 
launching this style of rifle. The constituency comhincd with close 
proximity to Fmt Knox should help insure a successful mid-year 
introduction. We wiH introduce a line of hunting guns configured similarly 
to the R- l 5 VTR Predator. The initial offerings will be offered in 243 Win .. 
7mm-08 Remington, and 308 Win. These chambcrings require the AR-IO 
lm:vcr and will be branded as the R-25 line ofrines 
R-25 Hunting Line ________ ---

1 Chambering MSP ' ~SP FCST Margin __________ T ___ ota __ 1 ___ rv ___ 1_a ___ r __ b_'_l_._n ____ _ 1243-wm· ---------- $1149 -~--------$775 12so $172 s21s,QQ~-----

I ~~~~Reii~~~~~~:~-T :;;~ ~~~~-----:---~~~g--; ~!~~:~~~ 
i------""' -----~---------·----1----"-------l 

1 Total 5000 $860,000 
-----~----_._____----~------~-~-------- --·-'----'-'-'---'---__J 

2009 Introductions 
In November 2001, Remington Ammunition initiated a project with the 5th 

Special Forces group to introduce a new cal'h·idge to provide improved 
terminal baJJistics over the 5 .56111111 in a M 16/ AR 15 platfonn. The parent 
cartridge for this development work was the 30 Remington. 111e 30 
Remington loaded length fit the platform with a redesigned bolt face due to a 
larger rim diameter than the 5 .56. L Jtimately, the 6.8mm Remington SPC 
was introduced. This cartridge was developed for military usage and thus 
given a military designation versus a commercial name_ Lnforl11nately, the 
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30 Remington was not the optimLml case to base this cartridge. 
Development is underway using the 450 Bushmaster necked down to 30 
caliber. Initial testing indicates a 125 grain bullet will essentially equal 308 
Win performance. This cartridge could fill the roll of both a great medium 
sized big gairn: ~artridge as wdl as for mili!ar:y/LE purposes. 

2010 Introductions 
In 2010, we will continue the expansion of the Remington AR line of 
cartridges into a varmint .22 cal and a crossover cartridge in a .25 cal. The 
22 caliber version will offer enhanced performance over the 223 Remington 

while fitting into the AR-15 platform and the 2 5 caliber will offer better 
terminal ballistics for longer range predator hunting as well as the 
oppmiUnity for deer hunting with the same rifle. 

R-J 5 VTR Huntin Liue 
Chambering MSP \fSP 

224 Rem AR 
250 Rem AR 

S859 $775 
--~~ 

$859 $775 
-···------------.-----

Total 

FCST Margin Total 

.... ----~--- ...... I\.)argli~---· 
2500-~·. -·· ~_130 .. ~325,000 

150f) __ _$..1.}5_1 --- .. ~.1_95,000 
2500 $520,000 

----~---· 

\Ve also have the opporlunity to re-launch/re-brand the Remington Shott 
Action Ultra Mag'llum line of cartridges i.n the AR- I 0 platform.. There are 
royalty issues to work out with Ric Jamison as well as re-launching the 
cartridges as the Rerning1on Ultra Short Action or abbreviated the Rem USA 
line. Once the royalty issue is resolved, other firearrns manufacturers could 
chamber for the Rem USA line royalty free directly be11efiting our 
ammumtion business. The industry as a whole has taken focus off of short 
mags and stopped promoting since the Jamison case was settled. A high 
performance shmi mng with no royalty attached will find its \11:ay into other 
producer's guns. 

R-25 Hunting Line 

SUBJECT TO PROTECTIVE ORDER~ KINZER V. REMINGTON 



I (:,11~1~1b~i·l11g tvfSP 

1-----------------------+---
?mm Rem $894 

------------ ,. ·--------------------
_\TSP FCST Margin Total 

~i~~ 
$806 1500 $160 $240,000 

USA ____ __,________ ___________________ ~-~ 
300 Rem USA $894 $806 

Total 
~------~~---------------·---····------

2000 $160 $320,000 

3500------=:----~:==-------- :$:566,ooo 
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