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Doors Open on SHOT 2012 
T he 34th Shooting, Hunting, and Outdoor 

Trade Show opens this morning. The 
SHOT Show, the largest and most com-

prehensive trade show for professionals involved 
with the shooting sports, hunting, and LE 
industries, is a premier exposition of fire-
arms, ammunition, LE, cutlery, outdoor 
apparel, optics, and related products and 
services. It attracts buyers from all 50 
states and more than 100 countries.

“Last year was an extraordinary year 
for our industry,” says Steve Sanetti, 
president and CEO of the National 
Shooting Sports Foundation. “Sales 
were up, crime was down, and public 
support for firearms ownership and the 
shooting sports is at a record level. With 
everyone working together, conveying the 
same positive messages about our singular 
industry, we will continue to succeed.” 

Based on pre-registration figures, the 2012 
SHOT Show looks to be a barn burner. “The 
34th annual NSSF SHOT Show is on track to 
be another record-breaker, with increased 

attendance, more new exhibitors, and more innovations 
to help attendees maximize their time,” says Ed 
Several, senior vice president of Reed Exhibitions, 
which runs the show for the NSSF. Wider aisles, more 

varied food stands, increased seating areas, 
free Wi-Fi, and improved cellular service  
to support the SHOT Show Mobile App 
are among the improvements. “The 
SHOT Show team is proud of the  
collaboration between the NSSF and 
Reed Exhibitions, Freeman, and the 
Sands/Venetian to ensure the industry 
continues to grow.” 

The day concludes with the State of 
the Industry dinner, sponsored by Out-

door Channel. The sold-out evening 
includes a cocktail reception, dinner, State 

of the Industry presentation, and industry 
awards. After the presentations, comedy 
superstar Larry the Cable Guy will “git-r-
done” in the laugh department.

NewS
*gerBer ChangeS  
itS BranDing
The knifemaker rethinks its pack-
aging, making it more consumer- 
and retailer-friendly. See Page 8

*Shot Show auCtion 
to raiSe funDS
Glock and Winchester guns will be 
sold to raise money for the Hunting 
Heritage Trust. See Page 12

*3-gun Coming on 
Strong
The fast-growing shooting sport 
appeals particularly to younger 
shooters. See Page 20

*BianChi launCheS 
new holSter line
Kenda Lenseigne’s line of women’s 
cowboy-action holsters rides tall in 
the saddle. See Page 24

FeATUReS
*weatherBy BringS 
the mark V home
Production of the flagship rifle 
returns to California. See Page 76

*moSSBerg fleXeS 
itS muSCle
The new modular FLEX shotgun is 
debuting here at the SHOT Show. 
See Page 84

*nSSf releaSeS mSr 
ownerShiP Data 
an ambitious survey collected 
data from people who shoot and 
own MSrs. Learn what the nSSF 
found out. See Page 88

Blackhawk helps Shooters 
find the Perfect holster
Since November, Blackhawk has 
been making it easy for handgun 
owners to find the right holster—fast. 
Simply select the brand, model, and 
application (hip, ankle, shoulder, or 
inside-the-pants) from a series of 
drop-down menus, and the holster 
selector will direct you to the 
appropriate holster. The sim-
ple, three-step process allows 
customers to be quick on the 
draw, picking the proper hol-
ster in only a few minutes.

Blackhawk’s Holster Selector 
is available at Blackhawk.com, on 
Blackhawk’s Facebook page, and at 
in-store kiosks at select retailers. 

“We see it as an extreme value to 
our dealers,” says Tim Brandt, public-
relations manager for Blackhawk’s 

parent company, ATK. “When cus-
tomers are at the store or before they 
go to the store, they’ll know exactly 
which model they need. It will help 
our dealers move product as well.” 
Booth #14551. (800-322-2342;  
blackhawk.com)

having the proper holster can be just as 
important as having the proper gun. 
Blackhawk is making that selection process 
easier, with a website feature that allows users to 
choose holster specifics and accoutrements from a 
variety of menu options. 

Comedian larry the Cable guy will headline 
this year’s State of the industry dinner. 

New PRODUCT 
RePORTS
SHOT daily scopes out the finest 
new rifles P. 26, shotguns P. 38, 
handguns P. 48, boots P. 64,  
and other great new gear and 
accessories for 2012 P. 100.

Navy SEALs 
to Appear 
at 2012 
SHOT Show
richard “dick” Marcinko 
(a.k.a. demo dick, a.k.a. Shark 
Man of the delta) will be a 
daily guest at the deSantis 
Gunhide booth from 11 a.m. to 
4 p.m. Marcinko commanded 
naval counter-terrorism units 
SEaL Team Six (which he 
formed) and red Cell. He will 
have copies of his best-selling 
autobiography, Rogue Warrior, 
on hand to sign. Booth #11162.  

Chuck Pfarrer, a former 
assault element commander 
of SEaL Team Six, will be at 
the Mako Group’s booth to 
sign his new book, SEAL 
Target Geronimo: The Inside 
Story of the Mission to Kill 
Osama Bin Laden. Booth 
#10263.

NSSF
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Vanguard Launches 
Lifetime Warranty
I t’s one thing to build quality products. It’s another thing entirely to convert customers to your brand. 

Since its founding in 1986, Vanguard has grown from a single manufacturing facility to a 72-country 
global presence. Along the way it has earned a reputation for well-built, yet affordable, optics. The 

next step, says national sales manager Thomas Delhey, is to take it up a notch by offering a no-fault, no-
hassle Premium Lifetime Warranty for its flagship product purchases in the United States and Canada.

“Vanguard will fully repair or replace qualifying 
Vanguard optics, should they ever fail to perform 
to 100 percent satisfaction,” he says. “We’ve all 
experienced the accidental mishaps. We’ve got you 
covered now, even if it was your fault. No hassles. 
No questions asked.” 

Customers in the U.S. are responsible for $10 to 
cover postage and handling for a speedy return of 

repaired optics or shipping of replacement glass. 
Canadian customers should return the product to 
the store where they bought it for replacement.

Flagship products include Endeavor ED and 
Spirit ED binoculars and Endeavor spotting scopes. 
Other sporting optics remain covered under their 
original warranties. “This program is part of our 
commitment to creating truly standout optics at 
industry-changing, affordable prices,” he says.

The company is betting that the warranty will 
entice customers to give Vanguard’s top-of-the-
line optics a try. “Vanguard, while widely known 
and respected for hard cases and shooting accesso-
ries, remains in a critical period for brand awareness 
building for our sporting optics,” says marketing 
executive Jody Lamb. “We’ve only been in the 
optics business for a few years and, naturally, some 
very brand-loyal consumers are watching closely to 
see how we do. There is a reason there are many 

optics companies but only a handful of long-trusted, 
big-name brands in the outdoor/shooting commu-
nity. Our quality rivals and/or outperforms our 
competition, but nevertheless it’s a matter of getting 
the word out. We’re confident in the performance 
of our flagship optics and dedicated to 100 percent 
customer satisfaction. The best way to prove this is 
to back them with a no-fault warranty.”

Lamb says that as word has spread about the 
company’s optics “it’s become very clear that more 
outdoorsmen would give our optics a chance if they 
knew how dedicated we are to their satisfaction.”

Lamb stresses this warranty is also good business 
for dealers. “We’re seeing more and more dealers 
carry the line, all the while earning impressive mar-
gins. At the same time, we know that sometimes a 
very brand-loyal customer may express hesitation 
about trying optics manufactured by the company 
they know made its initial reputation manufacturing 
hard cases and shooting accessories. But we’ve 
found that once consumers do a side-by-side com-
parison of our flagship optics to similarly priced 
optics, they’re impressed and quickly choose 
Vanguard. This Premium Lifetime Warranty is just 
one more competitive advantage for dealers to share 
with consumers.” Booth #14825. (800-875-3322; 
vanguardworld.com)

Endeavor spotting 
scopes are also 
included in the new 
warranty program. 
The company is  
betting that the  
lifetime warranty 
program will entice 
customers into  
giving its top-shelf 
optics a try.

The new lifetime warranty from Vanguard 
Optics covers top-of-the-line  
products such as the Spirit Ed 
binocular, shown here in its 
10x42 configuration.

Sellmark 
Relocates and 
Expands
Last fall, Sellmark, a Texas-based manu-
facturer of shooting accessories such as 
riflescopes, laser sights, rangefinders, 
flashlights, and boresights, announced 
that it was moving into a new 
33,000-square-foot office located in 
Mansfield, where it will be able to unite its 

sales, marketing, and technical support 
departments with its shipping warehouse. 

“This move will streamline production, 
provide better customer service, and help 
us to continue to grow our business,” says 
CEO dianna Sellers. “The site can be 
expanded to 200,000 square feet of office 
and warehouse space, so we can continue 
our growth for years to come.”

One of the main reasons behind the 
move is a rapidly growing workforce: 
Sellmark has doubled the number of its 
employees in just two years and plans to 
add another 20 percent within the next six 
months.

In addition to housing its expanded 
workforce, Sellmark plans on growing its 
law enforcement and military product 
range to include more Generation 3 night 
vision, digital, and thermal systems. With 
this expansion, the new facility will also be 
able to handle the increase in sensitive 
material and technology being produced. 

Growth in this area will lead to an 
increase of u.S. production of products—a 
high priority for the company. The new 
facility will also be ITar (International 
Traffic in arms regulations) compliant, 
allowing research and development, pro-
duction, and distribution of defense- 
related articles. 

“We are happy to see our dream real-
ized,” says Sellers. “In such difficult eco-
nomic times, we are thankful to the City of 
Mansfield for working with us, and we look 
forward to being part of this great city for a 
long time to come.”

Founded in 2000, Sellmark’s products 
are now found in more than 52 countries. 
Booth #1548. (817-225-0310; sellmark.net) 

texas-based Sellmark has moved into its 
new offices in Mansfield, combining its 
offices with its shipping warehouse.
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Gerber Sharpens Its Image
New brand and advertising programs look to change how consumers 
purchase knives and multi-tools By Slaton l. White

L ast fall, Gerber Legendary Blades, which can boast of more than 70 years 
of experience in developing innovative products, unveiled a new logo. 
Along with the new logo, it also announced a brand repositioning and an 

advertising campaign. The new look, feel, and attitude are designed to support 
the company’s growth strategy and continue Gerber’s industry leadership. 

Any rebranding campaign is 
fraught with peril. All one need do is 
say, “New Coke.” But Gerber took a 
good, long look at the outdoor indus-
try and its consumers and concluded 
that stasis was the real enemy.

“Competition for consumer dollars 
is fierce, and quite honestly we feel 
the current knife and tool purchase 
environment does not engage con-
sumers or meet expectations that are 
being delivered across other indus-
tries,” says Corey Maynard, Gerber’s 
vice president of marketing. “With 
the current economic environment, 
consumers are cash strapped and are 
continuously getting more selective 
about what they buy. In this case, 
we’re not only competing against 
existing companies such as Buck or 
Leatherman, but we are also compet-
ing against consumers spending their 
hard-earned money on a new watch, 
a shirt, an iPhone, a gym member-
ship, or possibly dinner and a movie.” 

According to Maynard, the issue 
was, “If someone is going to spend 
$25 to $150, how do we make con-
sumers see more benefit in buying 
Gerber than anything else? How do 
we provide an overall purchase expe-
rience that is as engaging as buying 
an iPhone from the Apple store?” 

That’s a tall order, as Maynard read-
ily acknowledges. “This is a significant 

challenge, but we are working with 
our retailers to include elements such 
as digital displays, QR codes, trade-in 
initiatives, and numerous other ele-
ments to continuously improve the 
consumer purchase experience.”

Maynard understands that one rea-
son Apple sells so much is that its 
retail experience is light-years ahead 
of its competition. So, just how does 
Gerber intend to improve the buying 
experience of its customer base?

“The current purchase experience 
is, in a word, difficult,” he says. “As a 

simple example, imagine walking in to 
the greeting cards section of a super-
market and not having cards divided 
by occasion—no birthday section, no 
anniversary section, no seasonal 
(Christmas, Valentine’s Day) section. 
Now, imagine this greeting card sec-
tion being behind glass, or in packag-
ing that you can’t open so you can’t 
read the message inside the card. 
Finally, imagine that you have to wait 
seven minutes—the average wait time 
for our category—for a store associate 
to come over and ask if you need help. 
This is exactly what our consumers 
face; it’s not something that is going to 
make consumers, whether they are a 
policeman, hunter, or wife looking for 
a gift for her husband, comfortable 
with the purchase experience.” 

Maynard says the first task is to 
change the current purchase environ-
ment by working with its retailers to 
reconfigure the store so that it is 
divided by usage. “The first question 
anyone should ask when buying our 
products is, ‘What are you going to 
use it for? Is it hunting, camping, or 
general use around the house?’ Our 
packaging will be designed to tell 
people exactly what the product is 
designed to be used for, and we are 
working with retailers to organize 
the store by each of these activities to 
provide direction for consumers.” 

In this case, the company will focus 
its products, marketing, and retail 
support among distinct user groups, 
including Outdoor, Essentials, 
Hunting, Survival, Tactical, Industrial, 
and Military segments. In addition, he 
says, Gerber will work with retailers 
to get products in front of more con-
sumers. This includes working with 
retailers to get products in high-traffic 
locations such as end caps or closer to 
the cash register, as well as placing 
product closer to other products asso-
ciated with its core end-user activities.

A Bite of the Apple 
“For example, take the growing tacti-
cal segment,” he says. “Many of our 
core retailers have specific shooting 
ranges within their store that include 
all types of firearms, tactical clothing, 
and numerous other products. But 
there are no knives, tools, or other 
mission-critical gear available within 
these sections. We are working with 

Top: Gerber’s 
Bear Grylls fine-
edge ultimate 
Knife takes 
advantage of a 
huge surge in 
interest in sur-
vival tools. 
Bottom left: 
Gerber’s new 
hunting knife 
with sheath.  
Bottom right: 
Gerber Instant 
clip folder.

Gerber’s Bear Grylls multi-tool. as the company moves forward with its 
rebranding efforts, it will focus its products, marketing, and retail support 
among distinct user groups, including survival, military, and outdoor segments. 



10 ■ Shot BuSineSS Daily ■ day 1, January 17, 2012

f e at u r e

customers to select a specific mix of tactical items 
as well as create displays to merchandise products 
in the proper locations of stores to maximize sales 
within targeted consumer segments.” 

Finally, he notes, the manufacturer is working 
with key retailers to educate associates on how to 
sell the brand as well as any type of products with-
in the category. In addition to customized retailer 
training initiatives, Gerber will work with training 
programs such 3Point5.com or CyberScholar to 
enhance associate training initiatives to improve 
the consumer purchase experience. 

If Gerber looks to Apple for inspiration, it has 
no doubt noted that Apple’s packaging is in a class 
by itself. Maynard admits that packaging is easily 
the most important consumer communication 
vehicle; he also says previously Gerber came up a 
bit short in this department. 

“First and foremost, the Gerber brand was hid-
den on existing packaging,” he says. “While many 
existing consumers were able to search out Gerber, 
they were finding us by our orange packaging, not 
by the small three-quarter-inch-high logo that was 
hidden in the corner of the previous packaging. 
We’re proud of our heritage and our reputation 
for quality, and we want to make sure that when a 
consumer is looking at the wall of product we’re 
easy to find. To do that, we’ve increased the size of 
the Gerber logo on new packaging by more than 
one thousand percent.

“Second, it was our belief that our previous pack-
aging lessened the perceived value of our products. 
We know we need to bring incremental consumers 
into the category—customers who had no allegiance 
to Gerber, Buck, or any other company. In order to 
do that we needed to make sure that when they 
arrived in the store, the Gerber brand was seen as a 
premium option. Although we have a significant 
percentage of the overall products in a store, our 
belief was that our packaging was not supporting the 
premium level of our products or brand heritage.” 

The Complete Package
As for packaging, Gerber has improved in three key 
areas—materials, colors, and clutter. The clamshell 
plastic of old made the packaging (and the Gerber 
product inside) seem less premium than competi-
tors such as Kershaw, Leatherman, or Victorinox, 
all of which have recently moved to a trapped blis-
ter packaging. In fact, research has shown that 
Natralock packaging (rather than typical clamshell) 
increased purchase intent by 35 percent. In addi-
tion, Natralock was viewed as more durable, con-
temporary, and eye-catching. It was also viewed as 
higher quality and more environmentally friendly. 

That done, Gerber decided to change the packag-
ing color from orange to black to increase the line’s 
overall perceived value. (At least one ammunition 
manufacturer has done the same thing in its premi-
um line.) To reduce clutter, Gerber moved informa-
tion deemed secondary to the purchase process to 
the back and made sure the front only included 

information that drove the purchase process.
Now it was time to rationalize the packaging. 

“Our packaging had little size discipline, which 
hurt a retailer’s ability to merchandise,” Maynard 
says. “Over the course of time, we had evolved to 
over 50 different sizes of packaging. After a thor-
ough evaluation, we were able to move nearly 90 
percent of our products into just three sizes of 
packaging. This size consolidation allowed us to 
work with retailers to reconfigure their stores. In 
the majority of cases, that resulted in a 10 to 25 
percent increase in the pegs for Gerber product. 
The most likely result here is increased sales per 
store and increased profitability for our retailers 
and—hopefully—the Gerber brand.”

Although Gerber took inspiration from Apple’s 
packaging acumen, it ultimately decided to retain 
trap blister packaging for products sold to mass 
retailers. “We looked at nearly every type of pack-
aging, including Apple’s, and are incorporating 
many of those elements into alternative styles of 
packaging, such as boxed product, promotions, or 
higher priced items,” Maynard says. “But, for our 
standard packaging sold in mass retailers, the 
majority of our product will remain in peg-able 
trap blister packaging. This is done to meet the 
needs of many of our retailers to minimize theft of 
our products, a big issue in the knife and tool cate-
gory. And, though we want people to be able to try 
the product before they buy, we also want to make 
sure we deliver the product in secure packaging 
that minimizes the liability issue created if a cus-
tomer cuts himself while inside the store. 

“The ultimate goal,” Maynard says, “is to not 
only significantly change how retailers merchan-
dise and sell Gerber products, but how they sell 
our category. We’re confident that these efforts 
will help move the needle not only for Gerber but 
also for the industry as a whole.”

The rebrand initiative will be supported by an 
overarching advertising campaign declaring 
Gerber products and users “Unstoppable.” 
Developed by the Oregon-based advertising firm 
Mutt Industries, Gerber’s “Unstoppable” cam-
paign seeks to position Gerber and its consumers 
as problem solvers: They are unafraid of trials and 
are willing to embrace trouble. In addition to the 
rebrand, Gerber has launched a revamped website 
designed to offer a more interactive experience 
with the brand. The new site focuses on individual 
consumer segments while adding a new easy-to-
use e-commerce function. 

“Our ability to continue investing in key  
business-building activities—particularly new 
products and our brand—during the current eco-
nomic environment has been extremely impor-
tant,” says Gerber president Jason Landmark. 
“Coupled with our ability to bring a higher level 
of insight, innovation, and execution to our retail, 
distributor, and institutional customers, we fully 
expect to expand our footprint and the distance 
between us and other players in the market.” 
Booth #13614. (800-950-6161; gerbergear.com) 

Gerber’s headlight is also a part of the Bear Grylls survival line. as part of the rebranding effort, 
Gerber is developing new, more attractive packaging as well as improved training programs to help 
dealers better understand the line. and that should help dealers move the products more efficiently.

Darn tough 
and then 
Some 
Hunters pay a lot of attention to their boots, and 
they’ll spend extravagantly to get the perfor-
mance they demand—whether it’s for sitting all 
day in a treestand in December or sidehilling a 
talus slope in mountain goat country. But when 
it comes to socks, far too many foolishly draw 
the line and go cheap—to their infinite regret. 

To hunt hard, you need quality socks. That’s 
what initially drew me to Darn Tough 
Vermont—or, rather, the challenge issued to me 
by a company rep: “Try ’em; you’ll like ’em.”

“No question, socks can make or break a trip 
into the backcountry,” says account representative 
Tom Kupfer. “They’re as critical to the success of 
a hunt as quality optics. A bad pair of socks is 
simply a recipe for misery—all you’ll come home 
with is blistered feet and a battered ego.” 

The key component is a fine-gauge moisture-
wicking, antimicrobial Merino wool. The socks 
also feature high-density knitting, the result of 
which is durability and extra cushioning—without 
added bulk. Other design elements include a 
ribbed ankle for superior fit, as well as a sculpted 
heel, an elastic support knit in the arch that keeps 
the socks in place no matter how off-camber the 
trail, and a reinforced heel and toe to provide 
extraordinary long life.

So much for the specs. The ones I wore—the 
full-cushion boot sock with Scent-Lok (a nice 
feature when you pull off a rubber turkey 
boot)—did everything the company said it 
would. The only thing the sock couldn’t with-
stand was the mauling my dog gave a pair one 
night after she had eviscerated her chew toy. 
From big game to turkeys, these socks rock. 

Kupfer feels that retailers should really pay 
attention to this brand. “Why are Darn Tough 
Vermont socks important to a retailer? I’ll tell 
you why. The word is out that there is a sock 
out there that lasts season after season, hunt 
after hunt, and is so comfortable you’ll forget 
you’re even wearing them. Isn’t that what a 
hunter wants from a sock? Nothing’s worse than 
socks that inhibit a hunt, falling down every five 
steps, bunching up, or getting stifling hot.”

Kupfer also notes that hunters ask for Darn 
Tough Vermont socks by name because of their 
reputation for quality and the made-in-USA 
tag. “A whole lot of pride goes into every pair,” 
he says. Darn Tough will have both its hunting 
and tactical lines at the SHOT Show. SRP: $19 
to $29. Booth #6308. (802-485-6078;  
darntough.com)  —Slaton L. White

Socks from darn Tough 
are made with a fine-
gauge moisture-wicking 
Merino wool that can 
stand up to hard use. a 
sculped heel and an 
elastic support knit help 
keep the sock in place.
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Glock and Winchester Are  
2012 SHOT Show Guns
SHOT Show auction to raise funds for the Hunting Heritage Trust 

T he 2012 SHOT Show auction, one of the most comprehensive and 
exciting in SHOT Show history, is celebrating firearms marketing 
landmarks and features one-of-a-kind items in tribute to America’s 

sporting traditions. Benefiting the Hunting Heritage Trust, this year’s SHOT 
Show auction features a highly collectible 25th Anniversary Glock from the 
collection of Glock founder Gaston Glock, a traditional Winchester Model 
1892 Takedown rifle engraved by Baron Engraving in recognition of their 
own 25th Anniversary, and two one-of-a-kind Ross Tyser knives.

The distinctive and historic Glock 
17, hand-engraved in Austria, is 
known as the “Glock Statue of 
Liberty Gun.” It features an intricate, 
hand-engraved tribute to the Statue 
of Liberty. This theme was selected 
to recognize the company’s 25th 
Anniversary and coincides with the 
125th Anniversary of the Statue of 
Liberty. The high bidder will also 
receive a hunting trip with Glock 
spokesperson R. Lee “The Gunny” 
Ermey, as well as a framed drawing of 
the original Glock 17. Booth #12254.

In celebration of its 30th 
Anniversary of partnership and pro-
motion for the industry, Baron 
Engraving has prepared an exquisite-

ly engraved Winchester Model 1892 
Takedown rifle as the 2012 SHOT 
Show rifle. This M92 rifle, cham-
bered in .38-40 Win., has been hand-
engraved by Rob Bunting of the 
Baron Custom Engraving Shop uti-
lizing the unique single-line shading 

style of the legendary Lynton 
McKenzie. This uncommon engrav-
ing technique allows the fine detailed 
cuts to reflect light from any angle, 
with each perspective seemingly 
changing the design of the leaf-style 
scroll. The rifle features full engrav-
ing coverage on the receiver as well 
as detailed handwork on the lever, 
hand jewelling of the bolt, and a 
gold-plated hammer, trigger, and 
barrel band. Booth #15929.

The Ross Tyser Damascus 
Heritage Edition is a double-edged 
384-layer 1084 and 15n20 Damascus 
blade in a twist pattern. Overall 

length is 10¼ inches, and the handle 
is stabilized palm. Booth #15147.

The Tactical Master is a double-
edged ATS-34 blade with a liquid-
nitrogen quench. Overall length is 
10¼ inches; the handle is green can-
vas micarta, and the knife comes with 
a form-fitted green Kydex sheath. 
Booth #15147.

Each of these collector’s items is 
available exclusively for auction on 
GunBroker.com. Bidding began last 
month and closes at 2 p.m. Friday, 
January 20, 2012. You may bid at 
GunBroker.com or at the GunBroker.
com booth (#15147). 

One of the highlights from this year’s SHOT 
Show auction is this traditional Winchester 
Model 1892 Takedown rifle. It has been hand-
engraved by rob Bunting of the Baron Custom 
Engraving Shop, using Lynton McKenzie’s 
unique single-line shading technique. 

Other featured items at the SHOT 
Show auction that are sure to be hits: 
a 25th anniversary Glock known as 
the “Glock Statue of Liberty Gun,” 
from the collection of Glock founder 
Gaston Glock; a one-of-a-kind ross 
Tyser Tactical Master knife with a 
double-edged aTS-34 blade.
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Otis Receives 
PM100 Award for 
Innovation
Many companies have embraced automation. 
But the ADAM robot is charting a whole new 
course

T he Black River runs for 125 miles in northern New York, from the foothills of 
the Adirondack Mountains to the eastern end of Lake Ontario. This part of the 
Empire State is dairy country, and the tannin-stained river is dotted with many 

bucolic villages, one of which is Lyons Falls, home to about 500 people. Given the 
rural character of the area, you could be forgiven if you didn’t realize that the town was 
home to a sophisticated, world-class manufacturer, a family-run, 170-employee compa-
ny that has twice been recognized for innovation. 

Otis Technology manufactures gun-cleaning sys-
tems for hunters and shooters, as well as the U.S. 
military and the law enforcement community. Last 
summer it was a proud recipient of a Progressive 
Manufacturing 100 Award for its use of information 
technology to create a competitive advantage. Past 
honorees of the award include such blue-ribbon 
firms as 3M, Johnson & Johnson, and Chevron.

“Receiving this PM100 award for the second 
straight year is a tremendous honor for Otis,” 
said director of operations Harold Philbrick. 
“Implementing so many new technologies along 
with lean strategies has ultimately allowed us to 
improve our ability to respond to our customers’ 
needs.” The year before, Otis was honored in the 
managing automation category.

For years, Otis Technology relied on manual 
labor to move materials and finished goods within 
its plant. Having employees walk miles each day 
with carts full of assembly parts wasn’t exactly con-
sistent with the company’s “lean” philosophy.

So, Otis sought out an automated way to move 
materials and finished goods from place to place 
within its plant. The company implemented an 
automated storage/retrieval system (AS/RS) as the 
first step. But there were still holes in the trans-
portation process between the work centers and 
the AS/RS system. Otis needed to eliminate non-
value-added tasks and reallocate employees to  
value-added activities.

The ADAM (Autonomous Delivery and 
Manipulation), a mobile robot from RMT 
Robotics, was just the ticket. Otis uses the ADAM 
to automatically connect the multiple production 
processes in its facility.

When a call for materials is received from a sta-

tion operator, the ADAM Commander employs a 
dispatch algorithm to select the appropriate 
ADAM vehicle for the task and then wirelessly 
sends the dispatch instruction to the selected 
ADAM vehicle. Given the destination and task, 
the ADAM vehicle is free to autonomously navi-
gate through the facility to the destination using 
an infrared guidance system. Unlike conventional 
Automated Guided Vehicles (AGVs), the ADAM 
does not require wires, targets, or markers. It uses 
a map that is stored in its memory.

Upon arriving at its destination, the ADAM is 
manually unloaded and then assigned delivery loca-
tions by the operator via an onboard keypad scan-
ner interface. The operator can select from any des-
tination in the building from a pick list, or choose 
to send some of the load to a first destination and 
the remainder to a second destination.

Otis completed the ADAM project in a little more 
than one year. In the process, transportation went 
from two employees to three robots, which in turn 
increased profitability and inventory accuracy.

With the combination of automation and lean 
production, Otis has been able to make manufac-
turing and warehousing operations more efficient, 
decrease inventory levels, shrink lead times, and 
create optimal flow in the warehouse. 

“The ADAM allowed us to automate the waste 
of moving materials in manufacturing, so employ-
ees could focus on the value-added activities the 
customer is willing to pay for,” Philbrick said.

As a result, Otis has improved on-time deliveries 
from 85 percent to 99.92 percent. The end result is 
a healthy, 21st-century competitive company, and 
that’s good news for retailers and consumers alike. 
Booth #14213. (800-684-7486; otistec.com) 

The adaM robot, from 
rMT robotics, uses dig-
ital, wireless technolo-
gy to travel the floor of 
Otis Technology’s man-
ufacturing plant and 
complete tasks that, in 
previous years, would 
have been done by 
people. It might look 
like something out of 
science fiction, but the 
results are very real—
including improved task 
accuracy and an 
increase in Otis’ on-
time deliveries.

McKean Named 
Zeiss Writer of 
the Year
Carl Zeiss Sports Optics has named Outdoor 
Life’s andrew McKean winner of the 2011 
Carl Zeiss Outdoor Writer of the year award. 
The award was presented last night at the 
company’s annual SHOT Show writers 
party. In addition to a plaque recognizing his 
contributions to the hunting and shooting 
sports, McKean also received the new Zeiss 
30mm Conquest duralyt 3–12x50 riflescope 
with an illuminated no. 60 reticle.

“andrew McKean is an extremely gifted 
writer whose passion for hunting and the 
outdoors is evident in his articles, blog post-
ings, and television appearances,” said 
Michael a. Jensen, president of Carl Zeiss 
Sports Optics. “He provides great tips and 
tactics for hunters while bringing attention 
to the importance of conservation and land 
management here in america. andrew also 
has a deep understanding of optics and 
helps convey technical information in a way 
that is accurate and easy to understand.”

 McKean lives in northeastern Montana’s 
Milk river Valley, where he hunts whitetails, 
mule deer, elk, antelope, upland birds, 
waterfowl, and predators. He grew up hunt-
ing on his Missouri farm, and after college 
worked for newspapers and magazines in 
Montana and Washington. The former edi-
tor of Rocky Mountain Fishing & Hunting 
News, McKean is the author of Hunting the 
West and has won numerous regional and 
national awards for his writing. 

Following his career with Montana Fish, 
Wildlife & Parks, McKean joined Outdoor 
Life in 2006 as Hunting Editor. He recently 
assumed the duties of Editor and continues 
to contribute articles on hunting and con-
servation. The father of three children, 
McKean is a hunter-education and bow-
hunter-education instructor and Cub Scout 
leader. He has hunted around the world 
with a rifle, shotgun, and bow for big game, 
birds, predators, and small game.

Established in 2003, the award is in its 
ninth year. Previous winners include Wayne 
van Zwoll, david Fortier, david Petzal, ron 
Spomer, John Barsness, Terry Wieland, Craig 
Boddington, and John Zent. Carl Zeiss has 
also honored Bill Mcrae and Jim Carmichel 
with Lifetime achievement awards.

Outdoor Life’s andrew McKean was named 
Carl Zeiss outdoor Writer of the year for his 
coverage of hunting and conservation.
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Changing Perception One Stock at a Time

S ynthetic stocks aren’t exactly new to the firearms commu-
nity. But while many hunters and shooters have readily 
embraced the possibilities they create, synthetics still 

haven’t found widespread acceptance in the industry. 

“A lot of it is perception,” says 
John Chvala, co-owner of Advanced 
Technology International (ATI). 
“Not all plastics are the same. The 
reality is that some stocks are made 
from plastics that should never have 
been used on a firearm. And, unfor-
tunately, when people have had bad 
experiences with inferior materials 
like that, they end up being turned 
off by all synthetics.”

Chvala says that the best way he’s 
found to overcome that perception is 
by demonstrating to retailers the dif-

ference in quality between various 
synthetic materials. 

“When we meet with retailers and 
they pick up a product that’s been 
made with high-quality materials, 
they can immediately feel the differ-
ence,” Chvala said. “Just like that, 
they’re passionate about the product. 
Then, when they go to sell it to the 
consumer, that passion comes 
through because they know they’re 
selling a quality product, and they 
know that customer is going to be 
happy with it.”

For some customers, however, it’s 
not necessarily a question of quality, 
but rather tradition. Some hunters 
and gun owners have always had 
wood stocks, and believe they always 
will. For them, Chvala says that it 
isn’t a matter of trying to convince 
them that synthetics are superior to 
wood, but rather showing them how 
the design features that are possible 
with synthetic stocks can help solve a 
problem for them. 

“I don’t try and sell the material,” 
Chvala explained. “I sell the func-
tionality. If you can provide your 
customer with something they need, 
and they can tell it’s high quality, 
then all of a sudden materials 
become less of an issue.”

From its Akita adjustable stocks, 
which can be adapted to fit different 
size shooters with the push of a but-
ton, to the new Dark Earth color 
option, specifically designed for 
sportsmen who want a stock that can 
blend in to their surroundings with-
out completely sacrificing aesthetics, 
ATI is focused on ensuring that func-
tionality is built into every one of its 
products. 

“I want to build a product I’m 
proud to put my name on,” Chvala 
says. “As far as I’m concerned, that’s 
the best sales approach.”

It just might also be the most 
effective way to change perception. 
Booth #620. (800-925-2522; ati 
gunstocks.com) —Christopher Cogley

Synthetic stocks, such as those  
manufactured by ATI, provide  

valuable functions, like the ability to 
adjust to different size shooters.  
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Fit for Service
Variety and fit are Woolrich’s Elite Series’ secret 
weapons in concealed-carry clothing

S ince its beginning in 1830, Woolrich has established itself as one of the nation’s 
premier clothing companies. Today, the company boasts a catalog full of popular 
and well-tested traditional sportswear items. Access to these garments gives 

Woolrich’s Elite Series line an advantage that few other tactical clothing companies have. 

“One of the most frequent comments we hear 
about the Elite Series is how good the clothing 
fits,” says Jerry Rinder, vice president of Woolrich 
Elite. “We start with tested, durable, comfortable 
clothing and build in tactical elements, not the 
other way around.”

In addition to the practical benefits, Elite’s 
access to the sportswear designs brings added 
value on the tactical side as well. On first look, you 
might not recognize that the clothing in your hand 
is tactical in design. “Take the new Elite Discreet 
Carry Twill jacket, for example,” Rinder says. “In 
the sportswear catalog, this is the Dorrington–one 
of our most popular jackets. We’ve taken that gar-
ment and added tactical features like internal hol-
ster pockets and an electronic accessory tunnel, 
and we reshaped the outer pockets.”

The end result, the Discreet Carry Twill jacket, 
is visibly a near carbon copy of the Dorrington. 
Two people standing side by side in the jackets will 
look the same, but only one will have the ability to 
comfortably conceal all the tactical tools he or she 
desires. 

“We looked at this from the perspective of a 
low-visibility executive-protection team,” Rinder 
says. “If you have a detail of four or five guys, they 
can’t all show up in the same pants and shirts—no 
matter how low-key they are. They would be spot-
ted in an instant.”

To address this concern, Rinder says, the com-

pany dips into the outdoor sportswear product line 
every six months to pull out items to use as a base 
for the Elite Series. “This gives us a rolling selec-
tion of garments that look and fit like normal 
clothing off the rack. Then, we add unique tactical 
features that create outstanding concealed-carry 
products. No one else can do that.”

Elite Series designers also solicited opinions 
from operators in the field as to what they sought 
in low-key tactical clothing. The results were sur-
prising, to say the least.

“We were told that clothing was just as impor-
tant a consideration as a firearm or knife,” Rinder 
says. “It doesn’t matter how many features a tacti-
cal garment has. If it makes the person wearing it 
stand out, it’s dangerous.”

This year, Woolrich’s Elite Series has expanded 
the concealed-carry line to include performance 
polos and soft-shell jackets. The original designs 
are all from Woolrich’s sportswear line.

“A lot of what we do to enhance tactical utility is 
done with the fabrics,” says Brian Miller, Elite’s 
merchandising manager and designer. “As a com-
pany, we have more than 180 years of expertise 
dealing with fabrics, dyes, stitching, and every 
other little detail that makes clothing fit. We don’t 
do bags, belts, or flashlights. Our business is cloth-
ing, and that shows in the product.” Booth 
#13162. (800-996-2299; woolricheliteseries 
tactical.com) 

Woolrich’s Elite Series line of concealed-carry clothing is based on 
successful Woolrich casual designs. Protection team members 
can vary their dress (with soft-shell jackets, short- and long-sleeve 
button-downs, and polo shirts) in order to keep a low profile.



f e at u r e

3-Gun Coming on Strong
It’s one of the fastest growing shooting sports in the country, and it  
appeals especially to younger customers By Slaton L. White 

I had just finished my second run and felt pretty good about 
hitting every target, until I realized I had placed dead last. No 
big deal, I thought. After all, this was my first 3-Gun compe-

tition. Then I watched my host, 3-Gun National Champion 
Taran Butler, race through the same course, shaving nearly 50 
seconds off my time. 

When I mentioned how slow I 
was, he said, “Look, this is a cool 
game, but it’s not really about how 
fast you pull the trigger, but how you 
manage target-to-target transitions 
and calling your shots. You hit every 
target, and you were one of only 
three competitors to hit the  
hundred-yard shotgun target. You 
know how to shoot. You just need to 
learn how to shoot while you move. 
That’ll help get you through the 
course faster.”

One thing I did notice after I 
placed the last shot: This is a fast-
moving sport that really gets the 
blood flowing. That’s one reason  
3-Gun appeals to younger shooters, 
who don’t have the patience for more 
sedentary shooting games like 5 
Stand or Trap. This sort of thing 
could be a manna-from-heaven prop-

osition for a firearms dealer, because 
participants compete with three fire-
arms—a semi-auto handgun, a semi-
auto shotgun, and an AR-platform 
modern sporting 
rifle. 

“If it were me 
behind the coun-
ter,” Butler said, 
“I’d get him a 
Glock 17. This 
model dominates 
the competition 
right now because 
it’s so affordable. 
Other good choices 
would be a 
Springfield XD, 
Smith & Wesson 
M&P, or a CZ75.”

As for the shot-
gun, Butler recom-

mends the Benelli M1 or M2 Super 
90 with at least an eight-round mag-
azine. He also says you should sug-
gest custom work to make the gun 
easier to load and shoot.

The one area where Butler is truly 
fussy is his choice of MSR. He pre-
fers a custom-built model because of 
the improved performance. “It’s a 
game where accuracy and seconds 
count,” he says. “You want a mid-

length or full-
length gas system 
with a 16-inch- to 
18-inch-long barrel. 
You’ll need a good 
compensator—I 
recommend 
Precision Reflex—
and a good adjust-
able gas block. I 
also prefer stocks 
sourced from Vltor 
Weapon Systems 
[Booth #20451].”

Butler says the 
scope he prefers 
over all others for 
his MSR is the 

Trijicon TR24. “It has pretty much 
won every 3-Gun match in the coun-
try at one time or another. Another 
reason it’s hard to beat is that it’s very 
affordable.” 

One of the other competitors at 
my match was Trijicon’s marketing 
director, Tom Munson. The optics 
manufacturer has long supported  
3-Gun, and he said he sees even 
more growth potential.

“It’s going gangbusters now,” he 
said. “You’re gaining people all the 
time.”

He, like Butler, also notes that 
“though older, more experienced 
shooters have dominated the sport,  
3-Gun definitely appeals to a young-
er crowd, and we’re seeing a lot of 
younger shooters coming into the 
program.”

Munson agrees with Butler on the 
popularity of the AccuPoint TR24. 
Another who cites the superiority of 
the TR24 is Chad Adams, vice-presi-
dent of 3-Gun Nation, which owns 
and operates 3GN Tour, N3GA, and 
3GN TV. “Taran Butler is one of the 
best 3-Gunners in the country, and 

The bonus for 
firearms retailers 

is that 3-Gun 
competitors 

always 
need extra 

equipment. The 
list is nearly 

endless. 
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his rifle game is high on his list of 
incredible skills. Butler’s ability to 
run an AccuPoint using the Bindon 
Aiming Concept of both eyes open 
translates into speed very few com-
petitors can ever match. And that’s a 
big reason why he’s a dominant force 
in the sport of 3-Gun and a favorite 
to win on the 3-Gun Nation Tour.” 

For in-close pistol work, Butler 
also prefers a Trijicon product. “The 
Ruggedized Miniature Reflex [RMR] 
is the top choice. The sight was 
developed to improve precision and 
accuracy with any style of firearm or 
caliber,” he says. 

Munson says the RMR now has 
eight brightness levels, including a 
Super Bright setting, so shooters can 
quickly customize their aiming point 
to match existing conditions. “The 
sight is very rugged,” he says. “It fea-
tures a military-grade housing cast 
from aircraft-grade aluminum alloy 
and a hard-coat anodized finish. It 
also has easy-to-use adjusters with 
audible clicks, allowing for quick and 
precise windage and elevation cor-
rection.” Booth #10473. (248-960-
7700; trijicon.com)

Munson also believes retailers 
should take a close look at this grow-
ing sport. “If I were a retailer,” he 
says, “I would get an MSR and load 
it up with stuff. I can guarantee you 
will get full retail. You should also 
have a staffer who competes because 

then he can explain the required 
accessories in detail, with first-hand 
knowledge.” 

Butler says rules can vary from 
region to region, and a retailer needs 
to know which sets are in play in his 
area. For example, he says, 
“International MultiGun Association 
rules call for one hit in the A Zone 
[head] or two anywhere in the body 
to get your points. United States 
Practical Shooting Association scores 
in a different manner—you need two 
hits anywhere on the target.”

Furthermore, USPSA also requires 
the use of standardized targets and 
courses, while the more free-flowing 
IMSA allows the match director con-
siderable latitude in setting the course 
and the types of targets that will be 
used. Butler says a dealer should know 
which type of matches prevail in his 
area, so he can recommend the proper 
equipment. “No matter which match 
the guy attends, the rifle and shotgun 
will stay the same, but the handgun 
will change. For most USPSA match-
es, the .40-caliber seems to work bet-
ter; at IMSA matches, the 9mm will 
definitely run better.”

Sound complicated? Well, it is, 
until you gain a broader understand-
ing of the sport. The upside for a 
retailer, Butler says, “is that there is 
always more stuff to get. Extra maga-
zines, shellshot caddies—the list is 
endless.” 

Top: The author shooting a customized Benelli M1 Super 90. Bottom: The 
author moves through the handgun portion (using a Glock) of the course of 
fire as 3-Gun National Champion Taran Butler times his progress.
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Gore Develops New 
Waterfowl Camo 
Pattern 
Gore Optifade camo is migrating from big 
game to waterfowl

T he best never rest. It’s a tired cliché, but that doesn’t make it any less true. And it’s 
certainly the driving force behind the innovative camo patterns from W. L. Gore 
& Associates. Gore launched Gore Optifade Concealment nearly four years ago. 

Developed by a group of experts, including an animal-vision scientist and a leader in 
military concealment, the pattern was the first to consider how a hunter appears in the 
eyes of his prey. The intriguing result utilizes a micro and a macro pattern that not only 
reflects the way deer and other ungulates perceive color, but also plays off the ratio of 
positive to negative space and other visual elements of these animals to create an effect 
that allows the hunter to blend with the animal’s perception of the environment. The 
most important element of the system is that the design breaks up the symmetry of the 
human body, so if a hunter is detected, the animal will not be able to identify the hunter 
as a predator.

The first two patterns were optimized for hunt-
ing big game in open country and forests. For the 
2012 SHOT Show, Gore is debuting Gore 
Optifade Marsh. The pattern will be available on 
gear from Sitka and will be in retail outlets by the 
summer.

“Our aim is to create the most scientifically 
advanced technologies to help hunters maximize 
their performance in the field and improve the 
outcome of their hunt,” says David Dillon, 
Gore’s hunting category leader. “Gore Optifade 
is the only concealment technology based 
on the science of animal vision. We are 
thrilled to now offer that technology 
to waterfowlers.”

To develop the waterfowl 
pattern, Gore worked with 
the same panel of experts 
who helped create the origi-
nal pattern: animal vision 
scientist Dr. Jay Neitz, 
retired Army Lieutenant 
Colonel Tim O’Neill, 
Ph.D., and Guy Cramer, 
founder and CEO of 
HyperStealth Bio 
Technology Corporation. 

Like the other patterns, the 
Gore Optifade Marsh pattern is 
digital concealment, not mim-
icry. Rather than trying to 
make the hunter look like 
something, the pattern’s intent 
is to make the hunter appear to 
be “nothing” to the animal. Specifically, the pat-
tern takes into account how waterfowl see. 

Dillon notes that the designers had to take into 
consideration a number of key factors. “First, they 
needed to understand that waterfowl have a large, 
almost panoramic, field of vision; second, their 
visual acuity is very good, though not superior to a 
human’s. However, they have low-contrast sensi-
tivity; in other words, an inability to see edges 
very clearly. They also have relatively poor depth 
perception. Finally, waterfowl have a fourth photo 
receptor that allows them to see some colors that 
humans cannot see. Because birds are particularly 
sensitive to color and continuity with the sur-
roundings, the Marsh micro pattern is critically 
important and is as detailed as possible to confuse 
bird vision.” 

In addition to considering the animal’s vision, 
Dillon says the pattern also takes into account 
engagement distance and positioning of the ani-
mal in relation to the hunter. “Although most 
patterns are designed as though the bird is on the 
ground looking at the hunter, Gore Optifade 
Concealment takes into account that the birds 
are usually in flight above the hunter. They’re 
also in constant motion.” 

Lastly, he notes that waterfowl hunting is done 
in a high-contrast environment. “Skylight from 

the horizon, or light reflected from the water 
surface, will shine through gaps in rushes, 

creating concentrated light spots,” he 
says. “Our pattern is high contrast 

to be consistent with the envi-
ronment; as such, it includes 
elements that are lighter in 
color and elements that are 
darker in color. And because 
birds are overhead and in 
motion and not viewing the 
hunter horizontally, the 
macro pattern is more ver-
tical than it is in patterns 

designed for ground prey.” 
Sitka Gear, which has been 

manufacturing gear for serious 
hunters since 2005, will incor-
porate the Gore Optifade 
Marsh pattern on its first line of 
waterfowl hunting gear for the 
2012 hunting season. Initially 
focused on big-game hunting in 

the Mountain West, Sitka’s system grew to 
include forest/treestand gear in 2010.

“Sitka is pleased to introduce our total system 
approach to performance hunting apparel to 
waterfowl hunters,” says founder Jonathan Hart. 
“Whatever the terrain or prey, Sitka aims to keep 
every hunter concealed, comfortably protected, 
and focused to enhance his chances of success.”

Sitka waterfowl gear featuring Gore Optifade 
Marsh pattern includes the Dakota Vest, Duck 
Oven Jacket, and Delta Wading Jacket—all of 
which utilize Gore’s proprietary Windstopper 
Liner for enhanced comfort. Sitka will also offer 
the Hudson Insulated jacket, the Pantanal Parka 
and Bib, and a hat and gloves. Booth #10370. 
(800-431-4673; gore-tex.com). Booth #10328. 
(877-748-5264; sitkagear.com) 

Sitka’s duck Oven jacket uses 
the new Gore Optifade Marsh 

pattern that makes it harder for 
waterfowl to spot a hunter.

Brite-
Strike 
Crosses 
Lines
T here used to be a clear distinction. 

There were products that were 
designed specifically for the military. 

There were other products created for law 
enforcement. And different products  
altogether were made for consumers. 
Today, however, those lines are becoming 
increasingly blurred, and companies are 
finding new levels of success by develop-
ing products that can cross over into mul-
tiple categories. 

“Our focus is on creating products that help 
make things better for military and law enforce-
ment, but the more we looked at the products we 
were making, the more we realized that the appli-
cations for those products are almost limitless,” 
says retired Brigadier General Ronald J. Johnson, 
Brite-Strike’s COO. “They’re lighting solutions 
that work equally well for a wide range of people.”

As a way to demonstrate the multiple applica-
tions of its products, Brite-Strike took its Blue-
Dot tactical flashlights, which were created for 
military and law enforcement personnel, and 
showed sportsmen how the compact flashlights, 
combined with the interchangeable red, green, and 
blue lens covers, would allow hunters to get into 
the field without spooking game, and read maps 
without sacrificing their night vision. Brite-Strike 
also adapted its military perimeter-alert system 
into the Camp Alert Perimeter Security System 
(CAPSS) that helps protect campers against bears 
and other intruders while in the woods. 

In 2012, Brite-Strike is broadening its potential 
customer base with the introduction of its All 
Purpose Adhesive Light Strips with Active 
Illumination Reflective Technology (APALS-AIR). 
Johnson says that the light strips with adhesive back-
ing, originally developed for the military, have end-
less possibilities when it comes to consumer applica-
tions—from bicycle helmets and treestands to dog 
leashes and trick-or-treat costumes. 

“The ‘problem’ is figuring out all the applica-
tions that are possible with products like these, 
and then being able to get consumers to see all the 
different ways they can use them,” Johnson says. 
Booth #8003. (508-746-8701; brite-strike.com)

—Christopher Cogley 

Brite-Strike’s flashlights were originally used only 
by military and police officers, but business has 
boomed as the consumer base has broadened. 
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Bianchi Launches New 
Signature Holster Line
Miles in the saddle have taught Kenda Lenseigne a 
thing or two about holster design By Slaton l. White

Kenda Lenseigne has spent her entire life on the back of a horse. All in all, not a bad way to pass your time on 
this orbiting bit of galactic dirt. The native of Washington State started riding competitively at four years of 
age, but her career began in Texas when she became an apprentice in the Cutting Horse business. She ended 

up in California, where she was introduced to a discipline that would change her life—Cowboy Mounted Shooting. 
She found she had natural aptitude for the sport, so much so that she quickly qualified for the World Championship. 
Soon thereafter she won the World Ladies Limited Champion Title as well as the Reserve World Champion Cowgirl. 
In 2009, having relocated to her home state, she won an Overall World Champion Title (the first woman to do so). 
Six months later, in April 2010, she again made history by becoming the first woman to win the Overall at the 
National Championship.

Given her stature, it really 
shouldn’t come as a surprise that she 
has now joined with Bianchi to create 
a line of cowboy holsters. The Kenda 
Lenseigne Signature Series includes 
four performance-based rigs in a 
variety of distinctive materials and 
finishes, including embossed snake 
print and real cow hair.

“I’ve spent a lot of miles in the sad-
dle,” she says. “That experience has 
taught me what works—and what 
doesn’t. And what I wanted most was 
a holster that would hold the gun 
securely, but allow me to draw quick-
ly.” Lenseigne notes that Cowboy 
Mounted Shooting requires a partici-
pant to change guns halfway through 
the course, which places a premium 
on secure storage and quick draw.

“You need the holster to be super 
slick for a fast gun change,” she says. 
“That helps you trim time, always an 
important consideration. At the same 
time, you need the holster to hold the 
gun securely. Bianchi had the tech-

nology to do this for me. The lining 
of each holster grips the gun securely, 
but still gives me quick access.”

In essence, she needed the holster 
to perform at the level of an Olympic 
sprinter. “Bianchi set the bar high. 
They deliver a classic look, which is 
important to competitors, but inside, 
it’s a modern, high-tech tool.”

The Getaway, Path Blazer, Cattle 
Driver, and Smokechaser (which 
launched late last year) make up the 
Kenda Lenseigne Signature Series 
line. Each is designed from the 
ground up for high performance and 
classic good looks. The holsters fea-
ture a strong-side 10-degree cant and 
a cross-draw 20-degree cant to allow 
for a quick draw and re-holster. A 
hidden tension screw offers the abili-
ty to make custom adjustments, and 
the holsters are made from heavy-
weight 12- to 14-ounce leather. Steel 
reinforcement with a wide-open top 
design keeps the holster open for 
easy and instinctive reholstering 

while in the stage.
The belt, also made from heavy-

weight full-grain leather, is a two-
piece design featuring an elongated 
back support, ideal for mounted 
shooting. It is available either 
straight or with a 1.5-inch drop 
front. The drop front is made to 
position the holsters comfortably and 
securely while on the course and 
should be especially popular among 
female competitors. The black rigs 
use nickel-plated buckles; tan hol-
sters use solid brass buckles.

“What also sets these rigs apart 
from the competition is the unique 
use of inserts and materials not typi-
cally found on cowboy rigs,” says 
James Dawson, category director for 
Bianchi. “Each model has a special-
ized look. The Smokechaser features 
Kenda’s personally selected snake-
print lambskin and floral design, 
while the lawman-inspired Path 
Blazer features full-grain basketweave 
inserts. The Cattle Driver includes 

real cow-hair inserts on the holsters 
and a belt in a choice of brown/white 
or black/white. And finally, for those 
looking for a more subtle approach, 
the Getaway comes in a plain finish, 
black, or tan.”

Dawson also notes the holsters 
contain key features that have helped 
Lenseigne perform at such a high 
level. “She worked closely with our 
engineers to come up with a holster 
line specifically manufactured for 
mounted shooting competition, but 
the design flair she brings to these 
premium models are sure to make 
them winners, in and out of the 
arena.” 

Each holster is hand-fitted for 
Single Action Army revolvers with 
3.5- or 4.75-inch barrels and is 
offered in both right-hand and left-
hand models. Belts are available in 
even sizes 24 to 46. SRP: $105 to 
$168. 

“What I really like about these 
holsters,” Lenseigne says, “is that 
they combine old-fashioned classic 
looks with cutting-edge design.” 

Who can argue with that?
Kenda Lenseigne will make daily 

booth appearances (1 p.m. today 
through Thursday; 11 a.m. Friday), 
which includes shooting demos. She 
will also be available to sign hats and 
posters. Booth #12762. (800-347-
1200; safariland.com) 

Kenda Lenseigne (left) wears her 
Smokechaser for high performance 
and good looks. The Cattle driver 
(above) features a strong-side  
10-degree cant as well as a cross-draw 
20-degree cant to allow for a quick 
draw and re-holster. a hidden tension 
screw offers the ability to make cus-
tom adjustments. The holsters are 
made from heavyweight leather.

f e at u r e
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Something 
For Everyone
Rifle manufacturers are serving up 
a wide range of new products this 
year, including bolt-actions, semi-
autos, and lever-actions. You won’t 
have to look far to find something 
that should appeal to nearly every 
customer By Chris Christian

T his year’s crop of new rifles is noticeably larger, and more 
diverse, than that of recent years. As has been the case  
during the last few years, the AR-derived modern sporting 

rifle (MSR) is well-represented. But manufacturers are adding 
calibers beyond the traditional 5.56mm, and among the new 
models are more 6.8mm SPC, 7.62x39mm, and a pair of rela-
tively new .30 calibers that provide the same magazine capacity 
as the 5.56mm.

On the bolt-action scene, new tac-
tical models make an appearance, but 
traditional hunting models are also 
on display, including an innovative 
new bolt-action design from Merkel. 
Rimfire fans won’t be disappointed, 
especially with the new lineup from 
CZ-USA.

Lever-action buffs will want to 
check out two new models from 
Winchester—the upgraded models in 
the Marlin line, and the classic 1886 
offered by Cimarron.

There’s a lot to look at this year, 
and there’s something for everyone.

Advanced 
Armament Corp.
The recently introduced .300 AAC 
Blackout round is designed to pro-
vide a .30-caliber package for law 
enforcement, tactical, and military 
use. It can be employed as a silenced 
subsonic round or as a higher-veloci-
ty supersonic round, using 220- or 
125-grain .30-caliber bullets. For 
2012, AAC will introduce a compact 
bolt-action rifle—threaded for sup-
pressors—to handle it.

The AAC Micro is chambered for 
the .300 AAC Blackout (7.62x35mm) 
in a compact bolt-action that features 
a factory-threaded barrel with a 1:8 
twist rate, a receiver-mounted 
Picatinny rail for optics, externally 
adjustable X-Mark Pro trigger, and 

an adjustable cheek riser on the 
stock—which has sling swivels. 
Booth #14268. (770-925-9988; 
advanced-armament.com)

Anschutz
The new Anschutz Model 1780 D FL 
big-bore hunting rifle is designed to 
produce the same precision accuracy 
and reliability under the harshest con-
ditions as the company’s famous biath-
lon rifles. Utilizing the same cam 
cocking design of its other centerfire 
rifles, the new rifle features a two-row 
six-lug bolt mated directly to a cold-
hammer-forged 22.1-inch barrel for a 
60-degree bolt throw. The black matte 
high-strength anodized aluminum 
receiver (drilled and tapped for a 
Weaver-style rail) is mated to the 
Turkish walnut stock via a hand-fitted 
aluminum bedding block. Other fea-
tures include an adjustable match-
quality Anschutz trigger assembly, a 
detachable box magazine, and fast-
acquisition iron sights (three yellow 
dots on the rear sight with a fiber-
optic front post). Available calibers 
include .308 Win., .30/06 Sprg., 8x57, 
and 9.3x62. Booth #10246. (205-
655-8299; steyrarms.com) 

ArmaLite
For 2012, ArmaLite adds two calibers 
to its popular M-15 SPR Mod 1  

CZ-USA
The CZ 455 rimfire bolt-action is 
intended to consolidate all the 
receivers of the Model 452 line 
into one uniform base rimfire 
platform while adding the ability 
to interchange barrels, rimfire cal-
ibers, and stock configurations. 
all 455 models feature an action 
machined from bar stock, an 
adjustable trigger, a detachable 
magazine feed, cold-hammer-
forged barrels, and a standard 
11mm optic-mounting dovetail. 
Four new models enter the 455 
model line this year.

The CZ 455 FS features a full-
length Mannlicher walnut stock, a 
20.6-inch barrel, and adjustable 
iron sights. available in .22Lr 
($499) and .22 WMr and .17 HMr 
($524), it ships with a single five-
round magazine. The 455 Varmint 
(walnut stock) features a heavier 
and stiffer barrel for enhanced 
accuracy. available in .22Lr 
($456) and .22 WMr and .17 HMr 
($483), it also accepts all acces-
sory barrels available for the 455 
platform.

The CZ 455 Varmint with SS 
Evolution Stock features a Sky 
Blue/Gray laminated stock. While 
the bolt is on the righthand side, 
the SS Evolution stock is 
designed to be fully ambidex-
trous, including cheek piece, tear-
drop pistol grip, and palm swell. 
The barrel is free-floated. The 
base rifle is available in .22Lr 
($522), but also accepts all cur-
rently available accessory barrels 
in all rimfire calibers.

The CZ 455 Precision Trainer 
.22Lr ($899) was designed to 
produce the same look and feel 
as a full-size tactical rifle while 
allowing economical rimfire train-
ing. The Precision Trainer features 
a MCS-T4 Manners composite 
stock and a heavy .886-inch-
diameter barrel. available in 
Coyote Tan, the stocks can be 
ordered with custom weighting/
fill to match the weight of your 
current tactical rifle. 

The CZ 527 bolt action is a true 
micro-length Mauser action 
designed specifically for small-
based .223-sized rounds. It fea-
tures the Mauser controlled-feed 
hammer-forged barrel, detach-
able magazine, integral 16mm 
scope base, and the fully adjust-
able CZ single-set trigger system.

The new addition to the 527 
line for 2012 is the CZ 527 Varmint 
Target ($885) in .223 rem. or 
.204 ruger. With a 24-inch barrel 
and aluminum stock-bedding 
block, it features a newly 
designed Kevlar composite stock 
with a wide forend, vertical grip, 
and hooked butt. Booth #16351. 
(800-955-4486; cz-usa.com) 

Bushmaster Firearms: The 
.300 aaC Blackout Carbine has a 
16-inch barrel and is chambered for 
the .300 aaC Blackout round. 
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system that features the one-piece 
upper receiver/rail system with 
detachable side and bottom rails. New 
this year are the 6.8mm SPC and the 
7.62x39mm. Both feature a 16-inch, 
free-floated, double-lapped, chrome-
lined chrome-moly barrel that is 
threaded 5/8-24 to accept most sup-
pressors. Equipped with a flash sup-
pressor, the 6.8mm has a 1:11 twist 
rate; the 7.62x39 has a 1:10 twist rate. 

The remaining features are identi-
cal and include a front-sight-base gas 
block with a Picatinny rail top that 
sits .293 inches lower than the 
receiver top, a forged flattop upper 
receiver with an 8-inch hand guard, 
and a Picatinny rail with laser-
engraved rail-slot numbering. Both 

upper and lower receivers are forged 
from 7075-T6 aluminum alloy. The 
trigger assembly is a tactical two-
stage; the first stage measures 3.5 
pounds, the second stage is 5 
pounds. A collapsible buttstock pro-
vides a maximum extended overall 
length of 36 inches (it’s 32.75 inches  
collapsed). Both are shipped with one 
10-round magazine, a sling, a black 
carrying case, and an owner’s manual. 
Booth #11771. (309-944-6939; 
armalite.com) 

Bushmaster 
Firearms
New from Bushmaster for 2012 is a 
compact AR chambered for the .300 
AAC Blackout round. The .300 AAC 
Blackout Carbine ($1,471.39) is built 
upon the AR action and features a 
16-inch barrel with a 1:7 twist rate, 
an AAC Blackout muzzle break, a 
Magpul ACS stock and MOE grip, a 
four-rail rifle-length free-float tube, 
and a Magpul Enhanced trigger 
guard. An upper-receiver Picatinny 
rail allows optics to be mounted. 
Booth #14229. (800-998-7928; 
bushmaster.com)

Cimarron Firearms
The Winchester 1886 was one of the 
most popular rifles of the Old West, 
and one of the strongest lever-action 
designs ever made. This year, 
Cimarron introduces its 1886 
($1,620.52), made by Armi Sport in 
Italy. The rifle features a traditional 
case-hardened receiver and a rifle 
buttplate and is chambered for the 
.45-70 Gov’t. It will be available in 
either a 22- or 26-inch octagonal 
barrel. Booth #16527. (830-997-
9090; cimarron-firearms.com)

DPMS Firearms
The new 5.56mm Tac 2 (RFA3-
TAC2) is an enhanced version of the 
current Panther Tactical (RFA2-
C16L). Designed to meet the 
demand for full-length hand guards 
and sight radius on a compact car-
bine, it features a collapsible Magpul 
ACS buttstock, MOE grip and trig-
ger guard, a 4150 chrome-lined 
lightweight barrel, a Panther flash 
hider, BUIS, a full-length gas system, 
and the new M111 modular free-
float rail system. The A3 upper pro-
vides a full-length Picatinny upper 
rail, with shorter rail sections on the 
right, left, and bottom.

The 5.56mm Tactical Precision 
Rifle (RFA3-TPR) is intended to 
provide a lighter-weight full-size pre-
cision rifle. The A4 upper features 
the M111 rail system, AAC Blackout 
flash hider, and a bead-blasted 416 
stainless HBAR. A B5 Systems 

ArmaLite: The M-15 gets two new calibers: 
6.8mm SPC and 7.62x39mm. Features include  
a Picatinny rail with laser-engraved rail-slot  
numbering and a two-stage trigger.
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SOPMOD stock, Magpul MOE grip, 
and trigger guard are standard.

The Lite LR-308 (RFLR-308LRL) 
is a lighter-weight .308 Win. rifle. It 
features a 24-inch 416 stainless light-
weight fluted barrel, a carbon free-
float tube, a full buttstock, and a 
Picatinny rail on the receiver, with a 
short Picatinny section just ahead of 
the float tube.

The Compact Hunter will be avail-
able in all calibers currently offered in 
the DPMS Hunter line, but provides 
a lighter and more compact hunting 
rifle for smaller-framed shooters. It 
features a 16-inch Teflon-coated 
stainless-steel barrel, a carbon-fiber 
free-float tube, a Hogue pistol grip, 
and an adjustable B5 SOPMOD butt-
stock. A Picatinny rail on the receiver 
allows easy mounting for optics.

The new .300 AAC Blackout car-
tridge enters the DPMS line with 
two new .300 Blackout models. Both 
feature a collapsible buttstock and an 
M111 modular four-rail free-float 
system, and are suppressor ready. 
Those looking for economical, yet 
realistic, practice will want to check 
out the two dedicated A-22 LR 
upper-assembly models entering the 
DPMS line this year. Chambered for 
.22LR, they’re adaptable to any exist-
ing mil-spec lower unit and slip into 
place. The 7075-forged upper receiv-
ers include a functional dust cover. 
The bolt system is a Melonite-plated 
stainless-steel bolt. One version fea-
tures a round carbon handguard with 

a receiver Picatinny rail; the other is 
a classic A-2 model. Both are shipped 
with one 10-round Mad Dog 
Industries magazine. Booth #14229. 
(800-578-3767; dpmsinc.com) 

Kel-Tec
RFB stands for Rifle, Forward-
ejecting, Bullpup. The patented duel-
extractor system maintains full con-
trol of the case from the moment it 
leaves the magazine until the empty 
case is extracted and ejected via an 
ejection chute that sends it above the 
barrel forward of the shooter. This 
system results in a truly ambidex-
trous 7.62x51 bullpup rifle.

The original version featured an 
18-inch barrel with an overall length 
of just 26.1 inches. For 2012, Kel-Tec 
will introduce the same rifle in a 

Century  
International  
Arms
a new romanian-made recoil-
reducing buttstock (designed 
to reduce felt recoil by up to 50 
percent) will be available on 
the Century arms WaSr rifle. 
The WaSr equipped with this 
stock is chambered for the 
7.62x39mm and features a 
synthetic forearm and hand 
guard. It also has a 16.25-inch 
barrel with traditional aK-47-
style sights. Its empty weight is 
7.6 pounds, and it ships with a 
30-round double-column  
magazine.

The recoilless Buttstock will 
also be available separately to 
mate with existing rifles. Booth 
#15931. (800-527-1252;  
centuryarms.com)

Advanced Armament Corp.: The aaC Micro, 
chambered for the .300 aaC Blackout, is a compact bolt-
action that features a receiver-mounted Picatinny rail and 
an externally adjustable X-Mark Pro trigger.  
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24-inch Sporter version ($2,000) that stays within a 
modest 32-inch overall length. It will be suitable for 
all sporting uses, from high-power rifle competition 
and long-range target shooting to hunting. In addi-
tion to a plain matte-black finish, the new 24-inch 
barrel version will also be available in Coyote Tan 
and OD Green Cerakote T finish. Booth #7506. 
(321-631-0068; keltecweapons.com)  

Legacy Sports 
International
New from Howa this year is a redesigned trigger 
system for Howa rifles and an accessory kit that 
allows detachable magazines of five or ten rounds 
to be used with the M-1500 series of bolt-action 
rifles. The Howa Actuator Controlled Trigger sys-
tem (HACT) is a completely redesigned trigger 
and sear unit that creates a two-stage trigger. This 
allows the shooter to take up designed trigger 
slack/creep to arrive at a crisp let-off point of 
between 2.5 to 3.8 pounds. It will be available on 
all Howa M-1500 rifles that were previously 
equipped with Howa’s three-position safety trigger 
group.

The new detachable magazine accessory kit 
($98) is manufactured by ATI and is distributed 
exclusively by Legacy Sports. It is designed to fit 
the Howa M-1500 and Weatherby Vanguard bolt-
action rifles. It will also fit older Smith & Wesson 
and Mossberg M-1500s. It will turn a four-round 
internal box magazine into a high-capacity detach-
able magazine. The kit includes one magazine (five 
or ten rounds) and a new floor plate/trigger guard 
assembly. Some fitting may be required on the 
stock on models other than the Howa M-1500, 
imported by Legacy Sports.

For 2012 the kit will be available only in the 
short-action calibers .204/223 or the .243/7mm-
08/.308. The .22-250 will be introduced later in 
the year. Additional magazines ($52) are sold sepa-
rately. Booth #3036. (775-828-0555; legacy 
sports.com) 

Marlin Firearms
For 2012, Marlin will be revamping its production 
line and reducing its overall product line offerings in 
order to concentrate on producing its high-demand 
items. According to Marlin, the manufacturer will 

continue to offer 19 different catalog rifles while 
temporarily suspending 11 models. Those suspend-
ed items will return, along with new products, once 
the production-line updates are complete.

While that is underway, shooters can look for 
several line extensions this year. The Models 
336W, 336W Scoped, and 336Y will be upgraded 
from their present hardwood stocks to a durable 
natural laminate using a contrasting black glue.

The popular Marlin X7 bolt-action .223 Rem. 
will be offered in two line extensions: the X7 
Synthetic .233 Rem. ($391.03), featuring a black 
synthetic classic stock, 22-inch button-rifled car-
bon-steel sporter-weight barrel, Pro-Fire adjust-
able trigger, and a bare drilled-and-tapped barrel 
with sling swivel studs, and a X7 Varmint .223 
Rem. ($396.95) that features the same Pro-Fire 
trigger assembly and black synthetic stock, but 
shifts to a 26-inch button-rifled heavy-steel barrel.

In the rimfire line, the venerable .22LR Model 
60 will have its traditional hardwood stock 
replaced with a new brown laminate stock. It will 
be available in a blue finish ($196.83) and a stain-
less-steel finish ($249.60). Booth #14229. (800-
544-8892; marlinfirearms.com) 

Merkel
The Merkel RX Helix is a new bolt-action 
design that incorporates a linear bolt system 
which cycles in half the length of a conven-
tional bolt-action. The RX Helix linear 
motion of the bolt handle is transmitted to 
the bolt head at a ratio of one-to-two by 
way of a new gearing system to provide 
smooth and fast cycling. It retains the 
strength and safety of six locking lugs on 
the rotary bolt head as well as a fully 
enclosed action housing with integrated 
Picatinny rails to accept Weaver-style optics 
mounts. Iron sights are also included. The 
RX Helix features a manual cocking lever 
on the tang and a direct trigger system. In 
addition, it is a true takedown rifle and can 
be easily dismantled for cleaning or trans-
portation without tools.

It will be available in a basic black con-
figuration or in four design upgrades: 
Arabesque, Wild Boar, Spirit, and Deluxe. 
An all-carbon-fiber version with a carbon-
wrapped barrel is also available. The RX 

Helix will be offered in three action 
lengths: Mini (.222 Rem. and .223 
Rem.), Standard (.243 Win., 6.5x55 
Swedish, .270 Win., 7.64, .308 Win, 
.30/06 Sprg., and 8x57), and 
Magnum: 9.3x62, 7mm Rem. Mag., 

Cimarron Firearms: The 
Winchester 1886 was one of the 

most popular rifles of the Old West, 
and one of the strongest lever-

actions ever made. This version, 
chambered for the .45-70 Gov’t., 

has a case-hardened receiver 
and an octogonal barrel.

Marlin Firearms: The stocks on the Model 
336 lever-action line will be upgraded from 

hardwood (shown) to a durable laminate that 
will feature a contrasting black glue. 
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and .300 Win. Mag. SRP: starts at 
$3,995. Booth #10246. (205-655-
8299; steyrarms.com)

O.F. Mossberg & 
Sons
Chambered in 5.6 NATO (.223), the 
MMR Hunter features an A2 stock 
and an A4 flattop upper that includes 
a Picatinny rail for optics. Other fea-

tures include a free-floating 20-inch 
barrel, a single-stage trigger and a 
five-round magazine. Available in 
Mossy Oak Treestand or Brush camo. 
SRP: $922. The 715T is a tactical .22 
that features an M4 Flattop design. 
For 2012 it will be available in camo 
versions. SRP: $361. Booth #12734. 
(203-230-5300; mossberg.com)

Remington 
Bolt-action rifles dominate 
Remington’s new 2012 centerfire rifle 
offerings, and retailers will see a num-
ber of new commemorative models, 
practical long-range rifles, and a new 
tactical model. The Model 700 50th 
Anniversary 1962-2012 ($1,399) is a 
limited offering of the Model 700 
BDL, in 7mm Rem. Mag. It features 
a satin-finish Grade B walnut stock 
with cut fleur-de-lis checkering and 
installed sling swivel studs, a carbon-
steel 24-inch-barreled drilled-and-
tapped action, satin-blued finish, black 
vented recoil pad with white-line 
spacers on the recoil pad, grip cap and 
forend tip, and a commemorative 
laser-engraved hinged floorplate. In 
addition, the X-Mark Pro trigger 
assembly is externally adjustable to 3.5 
pounds.

The 50th Anniversary Model 700 
CDL SF Limited Addition 7mm 
Remington Magnum ($1,213.81) 
commemorates the introduction of 
the 7mm Rem. Mag. cartridge. It 
features a satin-finished American 
Walnut stock with installed sling-
swivel studs, a 24-inch satin-finished 
stainless-steel drilled and tapped bar-
rel, and the X-Mark Pro trigger.  

The 100th Anniversary Model 700 
CDL 375 H&H ($1,450) commemo-
rates one of the most versatile mag-
num rifles rounds ever created. It 
features a satin-finished American 
Walnut stock with a rear sling swivel 
stud and front barrel band. The 
22-inch matte-finished barrel wears a 
New England Custom Gun rear 
adjustable sight and a hooded front 
sight. The hinged floorplate is steel.

The 2012 Rocky Mountain Elk 
Foundation limited edition gun is the 
Model 700 XCR II RMEF. It is 
chambered for the .25/06 Remington 
and features a 24-inch barreled 
action finished in black TriNyte fin-
ish. The adjustable X-Mark trigger 
system is standard. The Realtree 
AP-HD finished Hogue stock has 
overmolded grip panels as well as 
sling swivel studs and a SuperCell 
recoil pad. 

Those requiring long-range accu-
racy at a popular price will want to 
check out the new Model 700 SPS 
Long Range ($739.07). Available in 

.25/06 Rem., 7mm Rem. Mag., .300 
Win. Mag., and .300 Rem. Ultra 
Mag., it features a drilled-and-tapped 
26-inch heavy varmint-contour barrel 
(0.82 OD), with the X-Mark adjust-
able trigger group. The Hogue 
Varmint stock has a vented semi-bea-
vertail forend and overmolded grip 
panels. A rear sling swivel stud and 
dual forend studs allow the conve-
nient use of both sling and bipod.

The Model 700 Mountain Rifle 
($1,123.47) receives a makeover this 
year that reduces the weight to 6.5 
pounds. It features a Bell & Carlson 
Aramid fiber reinforced stock. Sling 
swivel studs are standard. The 22-inch 
lightweight mountain-contour stain-
less-steel barrel and action also fea-
tures a hinged magazine floorplate 
and the X-Mark adjustable trigger 
system. It will be available in 7mm-08 
Rem., .308 Win., .25/06 Rem., .270 
Win., .280 Rem., and .30/06 Sprg.

The new Model 700 SPS Tactical 
Blackhawk ($849.99) is the proven 
Model 700 bolt-action mated to a 
20-inch heavy-contour barrel (0.85 
OD) that features the innovative 
Blackhawk recoil-reducing stock. In 
addition to a built-in recoil reduction 
system, the collapsible stock offers 
six adjustable positions that allow a 
length of pull from 11.25 to 15.25 
inches. The buttstock includes a full 
pistol grip with rubberized inserts. 
The rifle is drilled and tapped for 
optics, and comes with sling swivel 
studs. Available calibers include .223 
Rem. and .308 Win.

On the rimfire front, Remington’s 
magazine-fed semi-auto 597 line 
expands with two new models. 
Chambered for .22LR, the 597 
Heavy Barrel ($249) features a 16.5-
inch heavy barrel with 5-R rifling for 
maximum accuracy. The stock is an 
OD green synthetic, and the rifle 
comes with a 1-inch Weaver-style 
scope rail.

The new 597 Heavy Barrel A-TAC 
Camo ($349) is also in .22LR. It offers 
identical features to the 597 Heavy 
Barrel, but adds an A-TAC camo- 
finished synthetic stock. In addition, 
the muzzle is threaded for the stan-
dard American suppressor ½x28 
thread pattern. Booth #14268.  
(800-548-8572; remington.com) 

Ruger Firearms
Polymer magazines will now be 
available for the recently introduced 
Ruger Scout Rifle. They will be 
available in 10-, 5-, and 3-round 
capacities. Booth #11840. (928-541-
8893; ruger.com) 

Stag Arms
The increasing popularity of 3 Gun 
and Multi-Gun competitions has 
prompted Stag Arms to bring out a 
specialized competition model that 
will be available in both righthand 
and lefthand models. The Model 3G 
and 3GL (lefthand) utilizes an A4 

Weatherby: 
The .338 Lapua 
MaG Trr is part 
of the Threat 
response Line.  
It has an  
ergonomic full-
pistol grip and a 
fully adjustable 
(length-of-pull, 
cast, and comb 
height) stock to 
allow for individ-
ual fitting.

Remington: 
The Model 700 
BdL (left) cele-
brates its 50th 
anniversary with 
a limited edition 
in 7mm rem. 
Mag. The Model 
700 XCr II rMEF 
(right) is cham-
bered for the 
.25/06.

Stag Arms: Fueled by the increase in 
3-Gun competition, the Model 3G utilizes 
an 18-inch stainless-steel fluted heavy 
barrel with a rifle-length gas system.
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flattop design and features an 18-inch 
stainless-steel fluted heavy barrel with 
a rifle-length gas system and Stag 
Arms Super 3Gun compensator. A 
modular, free-floating Samson 
Evolution hand guard allows the 
attachment of rail sections and slings 
at points where needed without the 
need for a full quad rail. Other fea-
tures include the Geissele Super 
3-Gun competition trigger and 
Magpul’s collapsible ACS buttstock 
and pistol grip. The rifle is available 
with optional Dueck Defense Rapid 
Transition Sights (RTS), offset iron 
sights designed for close-range shots 
on guns featuring optical sights. SRP: 
$1,459, $1,659 with the optional 
RTS. Booth #20349. (860-229-
9994; stagarms.com)

SIG Sauer
Four new semi-auto rifle models 
(some with several variants) join the 
SIG lineup in 2012. The 551A1 is 
chambered for 5.56x45 NATO and 
features classic Swiss styling, with the 
original Swiss folding stock, ambi-
dextrous controls, and a rotary diop-
ter rear and hooded front sight. The 
gas-piston operating system features 
a two-position gas-regulator adjust-
ment and a 16-inch 1:7 twist 
chrome-lined barrel; it’ll be available 
in a 10-inch SBR variant. A SWAT 
variant also features a 1913 quad rail.

The 556XI is chambered for 
5.56x45 NATO and features a four-
position gas-piston-operating action, 
a user-removable 16-inch chrome-
lined barrel in a 1:7 twist, an extend-
ed charging handle that is reversible 
for right- or lefthand use, a low- 
profile M1913 quad rail, the original 
Swiss folding stock, ambidextrous 
selector and magazine-release con-
trols, and SIG flip-up front and rear 
sights. In addition, it accepts all mil-
spec AR/M4/M16 magazines. The 
556XI will also be available in a 
10-inch SBR variant.

The new SIG716 offers many of 
the same features as the above, but is 
offered in 7.62x51 NATO. The 
16-inch chrome-lined barrel features 
a 1:0 twist rate, a four-position gas-
piston system, ambidextrous controls, 
M1913 quad rail, and SIG flip-up 
sights. It incorporates a Magpul ACS 
stock and MIAD grip, with integral 
sling points machined into the lower 
receiver and rail. It will also be 
offered in a 12.5-inch SBR variant.

In a departure from its gas-piston 
operating systems, SIG will intro-
duce its first direct gas-impingement 
rifle in the new Model M400. It 
incorporates some of the enhance-
ments of SIG’s 516 platform into a 

traditional Stoner design. It features 
a 16-inch 1:7 twist chrome-lined bar-
rel, ambidextrous controls, integral 
sling points machined into the lower 
receiver, and an upper/lower tension-
adjustment device. It will be offered 
in several variants, including a tradi-
tional A3 configuration with a 
removable carry handle with either a 
poly or M1913 rail, enhanced vari-
ants with Magpul furniture in black, 
FDE, or OD finishes, a Sight Ready 
Platform (SRP) with a lightweight 
contoured barrel, and a 20-inch tar-
get version with MOE rifle forend 
and an extended charging handle. 
Booth #12240. (603-772-2302;  
sigsauer.com)

Smith & Wesson
Designed by J.D. Jones, the .300 
Whisper was created to put a .30 cal-
iber bullet into an existing AR-15/
M16 system with nothing more 
required than a properly chambered 
barrel. The .300 Whisper is a .221 
Remington Fireball case necked up 
to accept a .30-caliber bullet. The 
.221 Fireball is nothing more than a 
shortened .223 Rem., and case diam-
eter and case head dimensions are 
identical. The overall length, with a 
.30-caliber bullet, is the same as a 
.223, so you can stack as many .300 
Whisper rounds into a mil-spec 
AR-15 magazine as you can 
5.56/.223 rounds.

When loaded with 200+ grain bul-
lets, the .300 Whisper operates at 
subsonic velocities, making it a per-
fect choice for suppressed weapons. 
With bullets in the 110- to 125-grain 
weight range, it is supersonic and 
produces ballistics that are virtually 
identical to the .30/30 or the 7.62x39 
Russian. With proper bullets, it is a 
legitimate 200-yard deer load.

For 2012, S&W will add the .300 
Whisper the M&P rifle series. The 
new M&P 15 .300 Whisper (which 
S&W notes will also chamber the 
.300 AAC Blackout) features a 
16-inch 4140 chrome-moly steel bar-
rel with a 1:7.5 twist, and a Melonite 
finish. The barrel is threaded 5/8-24 
to accept most suppressors, and is 
equipped with an A-2-style flash 
hider. The forged 7075 aluminum-
alloy upper and lower receivers are 
covered in Realtree APG camou-
flage. Additional features include a 
single-stage trigger assembly, a 
chrome-lined gas key and bolt carri-
er, six-position collapsible CAR butt-
stock, forward assist, and an integral 
one-piece trigger guard. It is offered 
in an optics-ready A4 configuration 
and ships with a 10-round magazine, 
even though the .300 Whisper func-
tions well with any mil-spec 
5.56/.223 magazine.

Those who already own a mil-spec 
AR-15 lower will find the M&P 15 
.300 Whisper also available as a sepa-
rate black tactical upper unit featur-
ing a 10-inch free-float quad rail and 
a Yankee Hill Phantom flash hider. 

Booth #13731. (800-331-0852; 
smith-wesson.com)

Weatherby
Weatherby introduced the Mark V 
action in 1958, and the first models 
were built in its South Gate, 
California, facility. During subse-
quent years the Mark V action has 
been built in various factories, 
domestic and international. From 
2012 on, the Mark V action will be 
built at Weatherby’s Paso Robles 
headquarters. The first two  models 
from the new facility will be cham-
bered for the .338 Lapua Magnum in 
the Accumark and TRR lines.

The Mark V .338 Lapua Mag 
Accumark ($2,300) features a hand-
laminated, raised-comb, composite 
Monte Carlo stock with a matte gel-
coat finish, and sling swivel studs. 
The button-rifled and free-floated 
barrel is a blued, chrome-moly 
26-inch No. 3 contour (.705-inch 
muzzle diameter) with a target 
crown. An Accubrake brings the total 
length to 28 inches. Additional fea-
tures include a factory-tuned fully 
adjustable trigger, CNC machined 
T-6 aluminum bedding plate, and a 
Pachmayr Decelerator recoil pad.

The .338 Lapua MAG TRR 
($2,900) is part of the Weatherby 
Threat Response line. It features the 
same barrel, Accubrake, and bedding 
block as the Accumark, but is sup-
plied with an ergonomic full-pistol 
grip, and a fully adjustable (length of 
pull, cast, and comb height) stock to 
allow individual fitting. The fully 
adjustable trigger is set at 3 pounds. 

Two new models join the popular 
Vanguard Series 2 line in the RC 
(Range Certified) series. To gain this 
label the guns are tested at the 
Weatherby range. All RC guns are 
guaranteed to shoot sub-MOA with a 
specified Weatherby factory load, or 
other premium ammunition brands; 
a test target is included with the gun.

The new Vanguard Series 2 RC 
($1,099 to $1,149, depending upon 
caliber) features a pillar-bedded com-
posite stock with a raised Monte 
Carlo cheekpiece and a non-slip 
black spiderweb finish. The 24-inch 
cold-hammer-forged barrel has a 
bead-blasted blue finish. The trigger, 
which has a three-position safety, is a 
match-grade two-stage design that is 
adjustable down to 2.5 pounds. The 
rifle will be available in 13 popular 
calibers, ranging from .223 Rem. to 
.338 Win. Mag.

The Vanguard Series 2 RC 
Varmint ($1,099) features the same 
trigger group, an aluminum bedding 
plate, three-position safety, 24-inch 
barrel, and an accuracy guarantee 
with a signed target. The difference 
is in the stock. It is a hand-laminated 
composite with a raised Monte Carlo 
comb, but adds a Beavertail forearm 
to better fit a sandbag rest and incor-
porates vents to dissipate heat. 
Available in .223 Rem., .22-250 

Winchester: Cowboy action 
shooters should check out the Model 
1892 Large Loop Carbine (right),  
available in four popular calibers. The 
Model 70 75th anniversary Super 
Grade (left) will be offered in .30/06 
with a 24-inch free-floated barrel.
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Rem., and .308 Win. Booth #12729. (805-227-
2600; weatherby.com)

Winchester Repeating 
Arms
Two new bolt-action variations and a pair of inter-
esting lever-actions highlight Winchester’s new 
rifle offerings for 2012. To recognize the 75th 
Anniversary of the Winchester Model 70 bolt-
action, this year sees the addition of a 75th 
Anniversary Super Grade Edition model 
($1,999.99). It will feature a Grade IV/V full fancy 
walnut stock with a shadowline cheekpiece. The 
receiver and floorplate will be adorned with special 
75th Anniversary engraving, as will the solid steel 
grip cap and trigger guard. Offered in .30/06 Sprg. 
only, it will feature the pre-’64 style controlled-
round feed with the claw extractor, cold-hammer-
forged 24-inch free-floated barrel with a recessed 
target crown, the MOA Trigger System, and a 
Pachmayr Decelerator recoil pad.

The new Winchester Model 70 Alaskan bolt-
action features a satin finish Monte Carlo walnut 
stock with cut checkering. A folding adjustable rear 
sight with a hooded gold bead front come standard 
on 25-inch barrel that features a recessed target 
crown. It will also provide the pre-’64 style con-
trolled-round feed with claw extractor, the MOA 
Trigger System, and a Pachmayr Decelerator recoil 
pad. It will be available in .30/06 Sprg., .300 Win. 
Mag., and .338 Win. Mag. SRP: $1,269.99.

Those who love lever guns, and equally love the 
convenience of a takedown model, will want to 
look at the new Winchester Model 94 Trails End 
Takedown ($1,459.99). Chambered for .30/30 Win. 
and .450 Marlin, it easily disassembles into two 
parts for storage or transport. It features a walnut 
stock and forearm with satin finish in a straight-
grip style. The 20-inch barrel and the receiver are 
blue steel. A Marble Arms front sight and a semi-
buckhorn rear sight are stan-
dard. The .450 Marlin version 
also features a thick Pachmayr 
Decelerator recoil pad and 
barrel porting to help 
reduce muzzle jump. 
Overall length for both 
is 38 inches.

Cowboy Acton shooters 
and all fans of fun guns will 
want to check out the new 
Winchester Model 1892 
Large Loop Carbine 
($1,259.99). It will be avail-
able in the popular Cowboy 
Action calibers of .357 
Mag., .44 Rem. Mag., .44-
40, and .45 Colt. The Large 
Loop Carbine features a 
Grade 1 walnut stock and 
forearm in a satin finish, 
with a straight grip and 
steel contoured carbine 
buttplate. The large loop 
has smooth radius edges to 
make fast cycling easier. 
Overall length is 37.5 
inches. Booth #11929. 
(801-876-3440;  
winchesterguns.com) 

DPMS: The 5.56 Tac 2 
(rFa3-TaC2) is an enhanced 
version of the current Panther 
Tactical. It features full-length 
hand guards and a collapsible 
Magpul aCS buttstock.
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A Lot to See
From basic to exotic, and from general to task- 
specific, this year offers a varied crop of new 
smoothbores By Chris Christian

T his year sees a varied selection of smoothbores that cover 
just about any shotgun use. A redesigned Citori over/under 
and a new over/under and a single-barrel trap gun from 

Ithaca will appeal to fixed-breech fans, while CZ-USA offers two 
new side-by-side models at attractive prices.

The trend toward task-specific 
models at popular prices continues, 
with new waterfowl and turkey mod-
els from a number of companies. 
You’ll also see a steady mix of 
20-gauge chamberings in the turkey 
lines. A number of new Youth models 
make an appearance, and while they 
may be intended for the field, many 
self-defense experts would cheerfully 
take those compact models in 
20-gauge for home defense. Fans of 
recoil-operated shotguns will want to 
take a look at the re-introduced 
Browning A-5. Whether it’s a basic 
field gun, high-tech competition gun, 
or a sturdy home defense gun, there’s 
plenty to see this year.

Benelli USA
A refined 12-gauge waterfowl gun 
and an ultralight 28-gauge semi-auto 
highlight Benelli’s new 2012 offer-
ings. The new Benelli Super Black 
Eagle II (SBE II) Performance Shop 
Waterfowl Edition ($2,899) is a high-
ly tuned 12-gauge semi-auto with a 
3.5-inch chamber designed for seri-
ous waterfowl enthusiasts. It features 
Benelli’s Inertia Driven operating 
system and a polished trigger system 
for a crisp trigger pull. 

The 28-inch barrel is Crio-treated, 
with lengthened and polished forcing 

cones, and fitted with a Hi-Viz 
Comp front bead with a variety of 
colored fiber-optic inserts to allow 
the shooter to tune the sight for 
varying light conditions. Rob 
Roberts Custom Triple Threat inter-
changeable choke tubes are standard, 
and each barrel is pattern-tested with 
Federal Premium Black Cloud 
ammunition to ensure consistent pat-
terns. Additional features include the 
Benelli ComforTech stock covered in 
Realtree Max 4 camo, a large bolt-
cocking handle and enlarged/extend-
ed bolt release for easier manipula-
tion with gloved hands, and a para-
cord sling that can provide 50 feet of 
550-pound paracord in an emergen-
cy. Empty weight is 7.3 pounds.

The newest member of the Benelli 
Ultra-Light family is a trim 28-gauge 
that tips the scales at a petite 4.9 
pounds. The Ultra-Light 28 Gauge 
($1,759) uses Benelli’s Inertia Driven 
system with a 2+1 capacity and fea-
tures a featherweight two-piece blued 
alloy receiver, a 26-inch Crio barrel 
topped with a carbon-fiber raised-
vent rib, a mid-rib bead, and a red-

bar front sight. Benelli Crio choke 
tubes in Cylinder, Improved 
Cylinder, and Modified are supplied. 
The stock is walnut with a 
WeatherCoat finish and is fitted with 
an AirCell recoil pad. Booth #13356. 
(800-264-4962; benelliusa.com)

Browning Arms
A new version of the 725 Citori  
over/under 12-gauge, the return of 
the A-5 recoil-operated shotgun in a 
significantly upgraded model, and an 
innovative new interchangeable 
choke tube system are the big news 
at Browning this year. The venerable 
Citori 725 receives a makeover with 
a new lower-profile receiver, but 
using the same proven full-width 
hinge pin and tapered locking-bolt 
design. Additionally, it now incorpo-
rates the new FireLite mechanical 
trigger that provides reduced take 
up, shorter overtravel, and a crisper 
break.

It will be factory-set at 3 to 3.5 
pounds on the Sporting model, 4 to 
4.5 pounds on the Field model.

The Influx II super-soft, yet very 
slippery, recoil pad, which does not 
snag on clothing, uses internal direc-
tional deflection guides to shift the 
comb downward and away from the 
cheek, for softer shooting. Both new 

Citori models will also use the new 
Invector DS (Double Seal) choke-
tube system.

The new Sporting model 
($3,139.99) will feature a gloss oil-
finish Grade II/III walnut stock with 
a close-radius pistol grip, a trim 
forend, and a silver-nitride-finished 
receiver with gold-accented engrav-
ing. Browning’s Triple Trigger 
System allows shooters to fine-tune 
the length of pull and switch between 
three different trigger shoes to suit 
the index finger of the shooter. 
Available barrel lengths are 28, 30, 
and 32 inches. Other features include 
Browning’s Vector-Pro lengthened 
forcing cones and a tapered ventilat-
ed rib with a Hi-Viz Pro-Comp 
fiber-optic front sight and an ivory 
mid-rib bead. It will ship with five 
extended DS choke tubes. The aver-
age weight is 7.5 pounds.

The Citori 725 Field ($2,469.99) 
features a gloss oil-finished walnut 
stock with a close radius pistol grip 
and a trim forend with cut checker-
ing. The silver nitride receiver has 
high-relief engraving.

It will be offered in 26- or 28-inch 
lightweight-profile barrels, each of 
which bears a ventilated rib. Average 
weight is 7.3 pounds. It ships with 
three DS choke tubes.

This year will see the re-introduc-
tion of Browning’s classic A-5 
“humpback” recoil-operated 
12-gauge, but the familiar humpback 
profile is about the only thing the 
new A-5 shares with its predecessor. 
The receiver is a lightweight alumi-
num alloy with an anodized bi-tone 
finish. Available in barrel lengths of 
26, 28, and 30 inches (3-inch cham-
bers), each is a lightweight profile 

CZ-USA: Top to bottom: redhead Target, ringneck 
Target, and 712 aLS (adjustable Length Stock). The 712 aLS 
makes use of an aTI stock to give a length-of-pull range of 
between 12 and 14 inches, ideal for young shooters.

Cimarron Arms: The 1881 is a classic side-by-side 
12-gauge designed for Cowboy action or hunting. all models 
have a Turkish walnut stock and forend.
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mounting a ventilated rib. The new A-5 has 
Vector-Pro lengthened forcing cones and is 
threaded for the new DS choke system. The recoil 
operating action is a hand-honed Kinematic Drive 
that handles a wide range of loads.

The Hunter Model features a gloss-finished 
walnut stock with 22 lpi checkering. The Stalker 
model is offered in a synthetic stock; Mossy Oak 
Duck Blind and Infinity camo finishes (with Dura-
Touch Armor Coating) are available. All stock 
models are shim-adjustable for length of pull, cast, 
and drop at comb. Average weight is 6.75 pounds 
for the Hunter, 7.3 pounds for the synthetic ver-
sions. SRP: starts at $1,399.99.

The new Invector DS (Double Seal) Choke 
tubes are an innovative design that features longer 

internal parallel surfaces, a thin-wall construction 
that reduces the muzzle flare at the muzzle, and a 
proprietary brass alloy band at the base of the tube 
that seals out gas and powder fouling, which can 
migrate into the threads between the barrel and 
tube. It will be available in 4-inch long Extended 
($59.99) and a 3.25-inch Flush Mount ($39.99) 
models.

Booth #12740. (801-876-2711; browning.com)

Cimarron Arms
The Cimarron 1881 shotgun is a classic side-by-
side 12-gauge designed for hunting or Cowboy 
Action competition. It features authentic frontier 
styling, 3-inch chambers and manual ejectors, and 
is threaded for interchangeable choke tubes. It will 
be available with 20-, 22-, 26-, 28-, and 30-inch 
barrels. All models utilize a Turkish walnut stock 
and forend. SRP: $740, standard; $908, deluxe. 
Booth #16527. (830-997-9090; cimarron-firearms.
com) 

CZ-USA
Five new model variations of existing designs enter 
the CZ shotgun line this year. The 712 Target 
12-gauge ($660) is built on the proven gas-operat-
ed aluminum-alloy 712 action with target-grade 
enhancements for the price-conscious shooter. 
Chambered for 3-inch shells (with a gas system 
that will reliably handle 2.75-inch target loads), it 
features a 30-inch chrome-lined barrel with a 
fiber-optic front sight on a 10mm stepped rib. 
Magazine capacity is 4+1, and interchangeable 
choke tubes in F, M, and IC are included.

The 712 Adjustable Length Stock 12-gauge 
($562) is the basic 712 action with the polymer 
ATI adjustable stock that provides a 12- to 14-inch 
length of pull to allow easy fitting to shooters of 
differing stature. The 28-inch barrel features a 
fiber-optic front sight. Magazine capacity is 4+1, 
and interchangeable choke tubes in F, M, and IC 
are included.

The Redhead Target 12-gauge ($1,299) is built 
on the Redhead over/under model and features a 
boxlock frame system, a single selective mechani-
cal trigger, coil-spring operated hammers, auto 
ejectors, a 3-inch chamber, chrome-lined barrels, a 
polished silver receiver with polished blued bar-
rels, and a Turkish walnut stock. This new Target 
version adds additional features that include a 
30-inch barrel with a 10mm stepped rib, a 
Schnabel forend, a smooth rounded heel, 14.75-
inch length of pull, and a Monte Carlo buttstock 
with cast-off for right-handed shooters. It comes 
with five flush-mounted interchangeable choke 
tubes (C, IC, M, IM, and F).

Fans of side-by-sides will want to check out two 
new versions of CZ’s Ringneck SXS. The Ringneck 
Straight Grip 20-Gauge ($993) features 26-inch 
barrels chambered for 3-inch shells, a Turkish wal-
nut stock with a straight English pistol grip, a case-
hardened receiver, polished blued barrels, a single 
selective mechanical trigger, and extractors rather 
than auto ejectors. The Greener Top Cross Bolt 
system and bottom-locking action make for a 
strong action. Five interchangeable, flush-fitting 
choke tubes (C, IC, M, IM, and F) are included.

The Ringneck Target 12-Gauge ($1,143) pro-
vides the same features, but in a 12-gauge with 
3-inch chambers, a full-sized target grip, and 

Legacy Sports: Left to right: Escort Extreme 
Max 12-gauge semi-auto in advantage camo, 
Escort youth 20-gauge semi-auto, and Escort 
Extreme Max in realtree camo. all come with 
3-inch chambers and a smart-valve gas system. 
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30-inch barrels. Designed for the shooter who 
wants a longer sighting plane, CZ-USA notes that 
it is an excellent choice for SxS events, which are 
becoming popular in many Sporting Clays matches. 
Booth #16351. (800-955-4486; cz-usa.com) 

Franchi USA
Lighter weight, in both semi-auto and over/under 
designs, characterize Franchi’s new offering this 
year. The Franchi Affinity ($849 to $949) is a new, 
lightweight Inertia Driven semi-auto that will be 
available in 12-gauge (6.9 pounds; 28-inch barrel) 
or 20-gauge (5.8 pounds; 26-inch barrel). It is con-
structed with an aluminum-alloy receiver with 
steel inserts to ensure a steel-to-steel lockup. 

Chambered for 3-inch shells, Franchi notes it 
handles all loads from target (light 1 1/8-ounce in 
12-gauge and 7/8-ounce in 20-gauge) to full mag-
nums. The synthetic stock is available in Black 
Synthetic, Realtree Max-4, or Realtree APG, and 
each includes an adjustable length-of-pull shim kit. 
The barrels sport a raised-vent rib with a red 
fiber-optic front sight. Interchangeable choke 
tubes in Full, Modified, and Improved Cylinder 
are available.

The Franchi Instinct L ($1,149) will appeal to 
over/under fans seeking a lightweight 12- or 
20-gauge. The 12-gauge is available in 26- or 
28-inch barrels (6.9 pounds), the 20-gauge in 28 
inches (5.8 pounds). The barrels are chrome-lined 
and proofed for steel shot, with a raised-vent rib 
and a red fiber-optic front sight. Full, Modified, 
and Improved Cylinder choke tubes are supplied. 
The stock and forearm are select-grade Turkish 
walnut with cut checkering and a satin-oil finish. 
Each gun ships with a hard-shell fitted case.

The new Franchi Instinct SL ($1,349) is an even 

lighter over/under. It provides the same barrel 
lengths, and a vent rib/red front fiber-optic sight 
(with three standard extended choke tubes sup-
plied), as offered by the Instinct, but the weight is 
reduced to 5.5 pounds in the 12-gauge, 5.1 pounds 
in the 20. The receiver is a combination of pol-
ished and brushed silver aluminum alloy, with dis-
tinctive engraving. The stock and forearm are 
select-grade AA Turkish walnut in the Prince of 
Wales style, with cut checkering and a lustrous oil 
finish. It ships with a fitted, hard-shell case. Booth 
#13356. (800-264-4962; franchiusa.com)

Ithaca Gun Company
A new single-barrel trap gun, a new over/under, 
and some effective home defense additions to the 
venerable Model 37 pump shotgun Home Defense 
line make up Ithaca’s new offerings for 2012. 
During its 74 years in production, the Model 37 
pump has been used by innumerable law enforce-
ment agencies. It was a favorite of U.S. Navy 
SEALs during the Vietnam era. This year it will 
see additions to the Ithaca Tactical line that 
include models with the Choate MK5 pistol-grip 
stock, straight pistol-grip-only configuration, or a 
side-folder stock. These three new models all 
share a fixed barrel with a 3-inch 12-gauge cham-
ber and bottom ejection. They are offered in two 
finishes (black matte or Cerakote) in a five-shot 
model with an 18.5-inch barrel or an eight-shot 

Remington: The Model 870 Express Tactical 
12-gauge (left) has a barrel length of 18.5 inches  
and utilizes an adjustable Blackhawk Spec Ops II  
buttstock that offers a built-in recoil-reduction  
feature. The VersaMax Tactical (right) features a  
22-inch barrel and a 3-inch chamber. 
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with a 20-inch barrel. 
The new Larrabee is a dedicated 

single-barrel break-top trap gun. 
Available in 12-gauge with a 3-inch 
chamber in 30-, 32-, or 34-inch bar-
rel configurations, it features a 
receiver and a mono block that are 
machined from a solid block of billet 
4140 steel. It also uses a unique sol-
derless barrel attachment system. 
The Larrabee will be offered in three 
grades (depending upon engraving) 
and ships with three interchangeable 
choke tubes. SRP: starts at $1,799.

The new Phoenix over/under is 
based on the legendary 
“Knickerbocker,” which was intro-
duced in 1922. It will be available as 
a 12-gauge with 3-inch chambers. 
barrel lengths are 28, 30, 32, and 34 

inches. It features the same machin-
ing process (from a solid 4140 steel 
billet) that characterizes the 
Larrabee, and the barrels are 
attached via the front dovetail to  
create a free-floating unit. The 
Phoenix will be available in different 
engraving grades, and ships with five 
interchangeable choke tubes. SRP: 
starts at $2,499. Booth #2240. (414-
294-4113; ithacagun.com) 

Legacy Sports
New for 2012 is an upgraded version 
of the Escort Waterfowl 12-gauge 
semi-auto. Available in both right- 
and left-hand versions,  the Escort 
Extreme (SRP: $790) has a 3-inch 
chamber and the Escort ExtremeMax 

(SRP: $873) has a 3.5-inch chamber. 
Each will be available in Realtree 
Max4HD and APHD camo.

Additional new features include 
non-slip grip pads on the forend and 
pistol grip and a Hi-Viz MagniSight. 
The latter is a magnetic Hi-Viz sight 
that can be quickly attached to pro-
vide enhanced sight acquisition 
under low-light conditions.

Standard features include a 28-inch 
vent rib chrome-moly-lined barrel 
proofed for steel shot; a fiber-optic 
front bead; the smart valve gas system 
to allow the use of 2.75-inch shells in 
the 3- and 3.5-inch chambers; the fast 
loading system that allows one-hand-
ed loading, a magazine cutoff; a syn-
thetic stock with black nylon recoil 
pad; 4+ magazine capacity; and sling-

swivel studs. Each gun is shipped 
with interchangeable choke tubes in 
Skeet, IC, Mod, Improved Mod, Full, 
and a MR Hevi Shot extended water-
fowl choke tube.

The same features will be found in 
the new 20-gauge Youth Camo 
model ($640), chambered for 3-inch 
shells, with a 22-inch barrel, three 
interchangeable choke tubes, and a 
Trio recoil pad. Booth #3036. (775-
828-0555; legacysports.com) 

O.F. Mossberg  
& Sons
The new 12-gauge 500 Classic pump 
action features a high-gloss walnut 
stock and forend as well as a jeweled 
bolt cover and elevator with a gold 

Winchester: The Super X Pump line (SXP) will now see a 12-gauge 3.5-inch version in 
three different model variations. all feature hard-chrome chambers and bores, the Invector 
Plus choke tube system, and a drop-out trigger for easy cleaning. The SXP Turkey Hunter 
(right) features a 24-inch barrel with Truglo open sights. The synthetic stock has textured 
gripping surfaces to improve the grip in wet conditions.
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trigger. Other features include an 
“old-style” red butt pad and 
Pachmayr spacer as well as a 28-inch 
vent-rib ported barrel. Comes with a 
set of Accu-Set chokes. SRP: $431. 
Booth #12734. (203-230-5300; 
mossberg.com)

Remington 
Remington’s gas-operated VersaMax 
12-gauge has earned high marks for 
handling, reliability, and the ease with 
which it digests everything from light 
targets loads to heavy magnums. For 
2012, Remington incorporates that 
package into a tactical version. The 
VersaMax Tactical ($1,399) features a 
22-inch barrel and  a 3-inch chamber. 
Threaded for interchangeable choke 

tubes, it is shipped with a IC and a 
Tactical ProBore tube. The barrel is 
equipped with a ventilated rib and a 
fiber-optic front sight. The receiver is 
drilled and tapped, and a Picatinny 
rail is included. Additional features 
include a recoil pad, an oversize bolt 
release button, and a bolt handle. 
Capacity is 8+1.

The venerable Model 870 pump 
has likely been used by more law 
enforcement and military agencies 
than virtually any other shotgun in 
history. A new 870 Tactical model 
enters the Remington line this year. 
The 870 Tactical 12-gauge ($638.33) 
features an 18.5-inch plain barrel 
with front bead. Shell capacity is 6+1. 
The key new feature is the a 
Blackhawk Spec Ops II buttstock.

The buttstock features a built-in 
recoil-reduction system and is adjust-
able for length of pull over seven 
increments. Featuring right- or left-
hand sling mounts on the receiver 
and buttstock (with the buttstock 
being adjustable for position), the 
stock allows the use of quick-detach-
able slings. An enhanced pistol grip 
improves control, and a larger inter-
changeable grip is available as an 
accessory. A Supercell Recoil Pad is 
included.

Booth #14268. (800-548-8572; 
remington.com) 

Stoeger Industries
A 12-gauge home-defense shotgun 
and a trim 28-gauge make up 

Stoeger’s 2012 new products Joining 
the personal-protection market, the 
new Stoeger Double Defense over/
under ($539) is available with 3-inch 
chambers in both 12- and 20-gauge. 
Both are equipped with 20-inch bar-
rels, and the stock and barrels are fin-
ished in black matte. Measuring a 
short 39.5 inches in overall length, 
both guns feature fixed-choke barrels 
in Improved Cylinder, internal ham-
mers, a single trigger, and an ambi-
dextrous tang-mounted safety. The 
vent rib is topped with a green fiber-
optic front sight. It is equipped with 
two forward-mounted factory-
installed rails for lights or laser sights, 
with a third rail supplied for the top 
of the receiver.

A 28-gauge joins Stoeger’s lineup 
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of Condor over/under shotguns. The new Condor 
28-Gauge ($429) is built on a blued, box-lock, 
break-top action with extractors, and a single trig-
ger with a tang-mounted safety. It will be available 
in 24- or 26-inch vent rib barrels, with a bead 
front sight, and includes screw-in choke tubes in 
Improved Cylinder and Modified. The stock and 
forearm are A-grade walnut with a hand-rubbed 
oil finish. Booth #13356. (800-264-4962;  
stoegerindustries.com) 

Weatherby
Eight interesting new model variations of 
Weatherby’s existing SA-459 semi-auto and 
PA-459 pump action join the Weatherby smooth-
bore lineup this year. Turkey hunters (or those 
looking for a handy home defense shotgun) will 
want to check out the new SA-459 Turkey gun. 
Available in 12- and 20-gauge ($699), these gas-
operated semi-autos feature a 21.5-inch barrel 
chambered for 3-inch shells. They are threaded 
for interchangeable choke tubes and are shipped 
with an extra Full extended tube. (Accessory tubes 
in different chokes are available.) The receiver fea-
tures a mil-spec Picatinny rail for mounting optics 

and a LPA-style ghost ring rear sight (adjustable 
for windage and elevation) is standard, as is a 
front blade sight with a fiber-optic insert. The 
pistol-grip stock and forend are covered in 
Mothwing Camo Mimicry Spring pattern; metal-
work is finished in a black matte. Sling swivel 
studs are installed. The PA-459 Turkey ($499) is a 
pump version of the SA-459 and is equipped with 
identical features. 

The PA-08 Turkey ($399) features a traditional—
non-pistol grip—synthetic stock, and the butt and 
forend are covered in Mothwing Camo Mimicry 
Spring pattern. Sling-swivel studs are installed. It is 
chambered for 3-inch 12 gauge shells. The 22-inch 
barrel is threaded for interchangeable choke tubes. 
A white blade front sight is standard.

In many areas of the country, hunters who wish 
to mix fur with feathers in their freezer are required 
to use a shotgun for both birds and deer. In some 
areas, the shotgun for deer is a personal preference, 
and when ranges are under 150 yards, few would 
argue with the effectiveness of a 12-gauge sabot 
slug when it comes to bringing home the venison. 
For 2012, Weatherby introduces two new combo 
shotgun versions of their PA-08 pump-action that 
can handle both chores at a wallet-friendly price.

The CNC-machined PA-08 action is construct-
ed of aircraft-grade aluminum alloy, with a 
chrome-plated bolt in the operating action. A 
drop-out trigger system allows easy cleaning. 
Based upon this action, the PA-08 Slug Gun 
Combo will be available in two models: the 
Upland ($549), which sports a walnut stock, and 
the Synthetic ($499), which sports an injection-
molded black synthetic stock.

The PA-08 Slug Gun Combo models feature 
3-inch chambers and weighs approximately 7.25 
pounds. The stocks are equipped with sling-swivel 
studs. The new PA-08 12-gauge Waterfowler 
($399) is built on the same action and is available 
with a 26- or 28-inch barrel. The barrels are 
chrome-lined and feature a vented rib. They are 
threaded for the Multi-Choke system (IC, M, and 
F included) and chambered for 3-inch shells. The 
injection-molded buttstock and forend are finished 
in Mothwing Camo Mimicry Marsh pattern.

Lastly, for younger or smaller-framed shooters, 
there is a new Youth Upland model ($449) in the 
PA-08 pump line. Available in 20-gauge, with a 
22-inch vent ribbed barrel and a 3-inch chamber, 
this model features lengthened forcing cones, a 
walnut stock, and a gloss black metal finish. It is 
threaded for the Multi-Choke system, and is 
shipped with tubes in IC, M, and F. Length of pull 
is 12.5 inches and empty weight is approximately 
5.75 pounds. Booth #12729. (805-227-2600; 
weatherby.com)

Winchester Repeating 
Arms
Line upgrades to Winchester’s Super X3  
semi-auto and Super X pump-action lines high-
light their new 2012 product offerings. New  
in the Super X3 line are the Black Field and Black 
Field Compact models. Both will feature satin oil-
finished walnut stocks with classic cut checkering 
and matte black receivers of high-strength alumi-
num alloy. The barrels feature 3-inch chambers 
with a chrome-plated bore and chamber, and are 
threaded for the Invector Plus interchangeable 
choke tube system. Both models will be offered in 
12- and 20-gauge in either 26- or 28-inch barrels. 
The Black Field has standard stock dimensions, 
while the Compact model has a 13-inch length of 
pull to fit smaller-framed shooters. SRP: $1,069.

The Super X Pump line (SXP) will now see a 
12-gauge 3.5-inch version in three different model 
variations. All feature a hard-chrome chamber and 
bores and the Invector Plus choke tube system.

The SXP Waterfowl Hunter ($579.99) will be 
offered in 26- or 28-inch barrel lengths with a 
synthetic stock featuring textured gripping surfaces 
and covered in Mossy Oak Duck Blind Camo. The 
SXP Black Shadow ($499.99) comes with the same 
barrel lengths and a black matte synthetic stock. 
The SXP Turkey Hunter ($599.99) features a 
24-inch barrel with Truglo open sights. The  
synthetic stock has textured gripping surfaces  
and is covered in Mossy Oak Break-Up Infinity 
Camo. Booth ##11929. (801-876-3440;  
winchesterguns.com) 

Weatherby: The 
Sa-459 Turkey model 
sports a pistol-grip stock 
and comes in Mothwing 
Camo Mimicry  
pattern. The shotgun is 
available in 12- and 
20-gauge versions.
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Ruling the Roost 
Personal defense continues to drive this market. And although the 1911 
remains the big dog, some interesting competition and rimfire models 
are making an appearance By Chris Christian

T he dominant theme in this year’s new crop of handguns 
really hasn’t changed all that much from what we’ve seen 
the past couple of years. Personal defense still rules the 

roost. You can see that by the number of new model launches 
from a number of companies. In addition, new caliber offerings 
in proven models appear from Springfield Armory and Kahr, 
while Colt joins the lightweight pocket .380 market. 

Although striker-fired polymer 
guns are strong, the 1911 is still big, 
with new models from Dan Wesson 
and Para USA. Old West single-
action fans, especially movie buffs, 
will find some interesting new replica 
models from Cimarron, and SIG 
Sauer is reimagining the P226 as the 
MK25.

Those who enjoy double-action 
revolvers—and the low cost of rim-
fire ammunition—will definitely 
want to check out Ruger’s new eight-
shot SP101.

Century 
International Arms
Two new 9mm handguns, manufac-
tured in Turkey by Canik 55, will 
begin importing into the United 
States this year.

The Stingray-C pistol is built on 
an operating action similar to the 
CZ-75. Chambered for 9mm, it fea-
tures a 3.5-inch barrel, an overall 
length of 6.75 inches, and an acces-
sory rail on the dust cover. It pro-
vides DA/SA function with the capa-
bility to carry it cocked and locked. 
Finished in black matte, it has an 
ambidextrous slide release and thumb 
safeties, and a loaded chamber indi-
cator. A windage-adjustable rear sight 
completes the package. It can be had 
with 10- or 13-round magazines and 
ships with two.

The TP-9 pistol is a polymer-
framed double-action striker-fired 
9mm. It features a 4-inch barrel with 
an overall length of 7.25 inches, and 
a dust-cover rail; it’s also equipped 
with a click-adjustable rear sight. It 
ships with two 18-round magazines, 
a cleaning rod, and a plastic case. 
Booth #15931. (800-527-1252;  
centuryarms.com)

CZ-USA
Two new versions of the CZ P-07, 
and new competition-ready models 
from the CZ Custom Shop, highlight 
the 2012 offerings from CZ-USA. 
Although its name is Duty, the P-07 is 
a midsize semi-auto with a 3.8-inch 
barrel and lightweight polymer frame. 
Available in 9mm (16+1 capacity) and 
.40 S&W (12+1), it’s proven a popular 
choice for civilian concealed carry. Its 

Omega Trigger System allows shoot-
ers to operate the gun as a traditional 
DA/SA with a de-cock lever or shift 
to a manual safety in the same manner 
as the venerable CZ-75 series. A 
reversible magazine release makes it 
southpaw friendly. This year it will be 
available in the OD Green model, 
with an olive drab frame and black 
polycoat upper. (SRP: $489)

The P-07 with threaded barrel 
($528) features an extended barrel 
that is threaded ½x28 to accept most 
sound suppressors made for the U.S. 
market. Finished in black polycoat, it 
features elevated sights that will clear 
a 1-inch diameter suppressor; an 
enlarged rear sight provides a positive 
sight picture over the suppressor.

The CZ Custom Shop produces 
competition-ready handguns based on 
the CZ-75 and the CZ SP-01 under 
the Shadow series. All models feature 
swept high-rise beavertail frames, a 
competition hammer, an extended fir-
ing pin, a drop-free magazine break, 
reduced weight springs, an ambidex-
trous extended manual safety, and two 
18+1 extended magazine base plates. 
There is no firing-pin block (for a 
better trigger pull). SA trigger weight 
is set at 3.5 to 4 pounds; the DA pull 
weight is 7 to 7.8 pounds. 

Four new Custom Shop models will 
be introduced in 2012. The CZ 75 
Shadow CTS LS-P 9mm ($1,450) is a 
DA/SA long-slide version of the 75 
Shadow with a 5.4-inch barrel. A fully 
adjustable Champion rear sight com-
bines with a black front. It features a 
black frame and blued slide for a two-
tone appearance. The CZ 75 Shadow 
T 9mm ($1,180) is an upgraded DA/
SA 75 base model with the addition of 
black rubber grips, adjustable 
Champion rear sight, fiber-optic front 
sight, and a black polycoat finish. The 
CZ 75 Shadow 9mm ($1,053) features 
the full package of Custom Shop 
competition features in a DA/SA 
package equipped with the Shadow 
fixed rear sight and fiber-optic front 
sight. It is finished in black polycoat. 
The CZ 75 Shadow T-SA 9mm 
($1,180) is a highly tuned version of 
the CZ 75 in a single-action-only 
mode. It features the full Shadow 
competition package with Champion 
adjustable rear, fiber-optic front sight, 
crisp single-action trigger pull with-

CZ-USA: Clockwise from top: CZ 75 CTS, CZ 75 P-07 in Od Green, CZ 
75 Shadow, and CZ  P-07 threaded (to accept a suppressor). The P-07 is 
a midsize semi-auto available in 9mm and .40 S&W. 
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out the firing pin block, a flat alumi-
num trigger with overtravel stop, 
competition springs, and Custom 
Shop aluminum grip panels. Booth 
#16351. (800-955-4486; cz-usa.com)

Cimarron Firearms
Well-known for replica firearms that 
have proven very popular with 
Cowboy Action shooters, Cimarron 
expands that line this year. But it also 
adds a classic 1911 .45 ACP and a 
big-bore derringer.

The new Cimarron Thunderstorm 

($606.15) is designed for the Cowboy 
Action Mounted Shooter and is com-
petition-ready out of the box. The sin-
gle-action six-shot .45 Colt is built on 
the Model P platform and features 
either a 3.5- or 4.75-inch barrel with 
the Model P grip that features check-
ering to eliminate shifting in the hand 
while mounted shooting. A wide front 
sight and deep rear notch provide fast-
er target acquisition while a knurled 
hammer designed for easy one-hand 
cocking prevents the thumb from slip-
ping off. It will be offered in stainless-
steel and standard blue finishes.

The Cimarron Hollywood line 
gives movie buffs the opportunity to 
own the handguns inspired by some 
classic Westerns, but built from 
modern materials (by Pietta of Italy). 
The Man With No Name Single 
Action (from A Fistful of Dollars and 
For a Few Dollars More) is a Model P 
in .45 Colt with either a 4.75- or 5.5-
inch barrel ($810.55). The Man 
With No Name Conversion—the 
1851 appearing in The Good, the Bad, 
and the Ugly—completes the set. It 
has a 7.5-inch octagon barrel and is 
chambered for .38 Special/.38 Colt 

($810.55). The Holy Smoker (from 
3:10 to Yuma) is a 4.75-inch .45 Colt 
($810.55). The Rooster Shooter 
(inspired by the original True Grit) is 
a 4.75-inch barrel available in .45 
Colt, .44 WCF, or .357 ($845.11). 
The Wyatt Earp Buntline (from the 
movie Tombstone) is chambered for 
.45 Colt. It has a 10-inch barrel. A 
sterling silver medallion is hand-
inlaid into the walnut stock and a 
walnut display case is available 
($862.01).

The 1911 .45 ACP may not be con-
sidered a Western classic, but the new 

Cimarron Firearms: Clockwise 
from top left: The rooster Shooter, 
Titan derringer, and the Wyatt Earp 
Buntline. The rooster Shooter and 
the Wyatt Earp Buntline are part of 
Cimarron’s Hollywood collection, 
which features single-action revolvers 
that have appeared in popular 
Western movies.
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Cimarron M1911 .45 ACP captures 
the original look and specifications of 
this venerable warhorse. It features the 
correct historical markings and the 
original 1911 frame with the Type 1 
smooth mainspring housing, a WW1-
style lanyard magazine, and double-
diamond-checkered walnut grips. It 
will be available in the original Parker-
ized finish ($599), a high-luster blued 
finish, or a nickel finish ($838.60).

Derringers were popular hideout 
and backup guns in the Old West, 
and the new Cimarron Titan 
Derringer ($490) is a potent one. 
Built exclusively in the U.S. for 
Cimarron by Cobra Firearms, it is 
chambered for the .45 Colt/.410. It 
features a two-round capacity, a 3.5-
inch barrel, and Rosewood grips. It 
has an empty weight of 16.4 ounces, 
and will be available in polished, 
brushed, or black stainless steel. 
Booth #16527. (830- 997-9090; 
cimarron-firearms.com)

Dan Wesson 
Two new 1911 handguns: a compact 
in 9mm or .45 ACP and a full-size .45 
ACP enter the Dan Wesson line this 
year. The DW ECO is a single-stack 
Officer’s size 1911 chambered for 
9mm ($1,623) and .45 ACP ($1,662). 
Both feature a 7+1 capacity. The gun 
is built on an aluminum-alloy frame 
with undercut trigger guards and 25 

lpi checkering. The mainspring hous-
ing is also aluminum with 25 lpi 
checkering and has a rounded bottom 
for easier concealment as well as an 

Ed Brown high-rise grip safety. The 
forged-steel slide carries Tritium night 
sights with a tactical ledge rear sight 
on the 3.5-inch slide. The barrel is a 

flush-cut ramped bull barrel (with a 
target crown). The recoil system uses 
a one-piece guide rod and a flat recoil 
spring rated for 15,000 rounds. The 

Colt 
Manufacturing
Celebrating its 175th anniversary, Colt joins the lightweight pocket-
pistol .380 aCP market with an updated version of the classic Colt 
Mustang. The new Colt Mustang Pocketlite is a single-action design, 
with a thumb safety and firing-pin-block safety. It also features an 
aluminum alloy frame with a CnC machined stainless-steel slide and 
barrel. Capacity is 6+1 .380 aCP, and with a loaded magazine the gun 
weighs under one pound. The overall length is 5.5 inches. Booth 
#12529. (800-962-2658; coltsmfg.com)

Colt Manufacturing:  
the Colt Mustang Pocketlite  
is a single-action .380 aCP. it  
features a thumb safety and  
a firing-pin-block safety. loaded 
weight is less than one pound.
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trigger pull is set at 4 pounds. Empty 
weight is 25 ounces.

The DW Specialist is a full-size 
(5-inch barrel) single-stack .45 ACP. 
Capacity is 8+1. Available in a matte 
stainless-steel finish ($1,558) or with 
a matte black Duty finish ($1,870), it 
features a forged slide and frame. 
The slide wears a Clark-style serrat-
ed rib with Tritium dual-colored 
night sights stacked in a straight-
eight pattern and consisting of a tac-
tical ledge rear sight with a single 
rear amber dot and a green front 
with a white target ring. The frame 
has a standard 1913 Picatinny rail, an 
undercut trigger guard with 25 lpi 
front strap checkering, a recessed 
slide stop, an ambidextrous thumb 
safety, an extended magazine release, 
and G10 VZ Operator II grip panels. 
Two 8-round magazines with bumper 
pads are included. Booth #16351. 
(800-955-4486; cz-usa.com)

Eagle Imports
Both the Bersa and the American 
Classic lines receive upgrades this 
year. Along with a new Bersa poly-
mer-framed compact, we’ll see the 
reintroduction of the Bersa .32 ACP. 
The Bersa BP CC9 is Bersa’s first 
polymer striker-fired pistol.
Chambered for 9mm, it features a 
3.3-inch barrel, 8+1 capacity, and a 
dust-cover accessory rail. It will be 

Kahr Arms
The Kahr CM series debuted in 2011 with the 9mm model. It incorporat-
ed many of the features of the CW model into a smaller 3-inch barrel 
package, with some new features that resulted in a lower price point. 
For 2012, Kahr brings the same gun out in a  bigger bore.

The new CM4043 ($517) is chambered for .40 S&W and has a 3-inch 
barrel. Overall length is 5.47 inches. It uses a conventionally rifled barrel 
instead of the polygonal barrel on Kahr’s PM series, and is 
shipped with one five-round stainless-steel flush-floor-plate 
magazine instead of the two provided with the more expen-
sive PM models.

The CM4043 features a black polymer frame with 4140 
steel inserts molded into the frame, a machined 416 stain-
less-steel slide with a matte finish, and Kahr’s safe-cam 
action double-action trigger that incorporates a passive  
firing-pin block. a pinned-in-place polymer front sight 
mates with a drift-adjustable rear sight in the popular  
three-dot pattern, and the slide locks back after firing the 
last shot. Booth #15949. (508-795-3919; kahr.com)

Kahr Arms: the CM 4043 is 
chambered for the .40 S&W and 
has a 3-inch-long barrel. it utiliz-
es Kahr’s safe-cam action  
double-action trigger. in addition, 
the black polymer frame features 
4140 steel inserts molded into 
the frame.
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available with a matte black slide 
($429) or a nickel slide ($440).

The Bersa Thunder .380 Combat 
is an updated version or the venera-
ble Bersa .380 Thunder with a 7+1 
capacity ($353). The Bersa Thunder 
32 is a reintroduction of the previ-
ously offered .32 ACP. It offers a 
10+1 capacity and will be available in 
black matte ($325), duo-tone ($331), 
and nickel ($344). The Bersa .380 
ACP Thunder will now be offered 
with a Laserlyte laser sight and will 
be shipped with a custom nylon case 
and a holster ($420).

The American Classic 1911 line 
will now see a duo-tone finish on the 
American Classic II ($646), the 
Commander ($661), and the Amigo 
($736). Booth #2610. (732-493-0333; 
bersa.com)

Heritage 
Manufacturing
Two new models in Heritage’s 100 
percent American-made single-action 
handgun line make an appearance 
this year. The nine-shot Rough Rider 
features interchangeable cylinders to 
handle .22LR and .22 WMR rounds. 
It will be available in a fixed-sight 
version with a 4.75- or 6.5-inch bar-
rel ($289.99) and a 6.5-inch adjust-
able-sight model ($349.99). All fea-
ture a high-luster blued finish and 
Cocobolo grips.

The 45/410 Rough Rider 
($499.99) is a six-shot single action 
that will handle both .45 Colt and 
2.5-inch .410 shells. The barrel 
length is 4.75 inches, and it features 
a non-glare black satin finish, rose-
wood target grips, and a fiber-optic 
front sight. Booth #2803. (305-685-
5966; heritagemfg.com)

Kriss USA
The new Swiss-made Sphinx 3000 
Special Duty Pistol (SDP) is designed 

to meet the needs of law enforcement 
and military. Chambered for 9mm 
with a 15+1 capacity, it features an 
upper frame (dust cover) machined 
from aeronautic-grade hard-anodized 
aluminum with machined full-length 
guide rails (the slide rides inside the 
frame). It also has an integral recoil 
buffer and a Mil-STD 1913 rail. The 
lower frame is polymer and incorpo-
rates a three-component grip made 
from hard and soft materials. Three 
interchangeable grip sizes (small, 
medium, and large) are available. The 

slide is machined from steel with front 
and rear cocking serrations, and it is 
coated with TiAIN for corrosion resis-
tance. In addition, the slide wears fixed 
Defiance sights that feature a a fiber-
optic/Tritium day-night green front 
sight with a Tritium two-dot red rear 
sight. Adjustable sights are an option.

The operating action is DA/SA 
with an ambidextrous decocking 
lever or manual safety. An internal 
firing-pin safety, drop safety, hammer 
safety, and integrated slide-position 
safety are standard. Booth #20617. 
(757-821-1089; transformational 
defenseindustries.com)

Para USA
Para USA is exiting the rifle market 
this year. Although the manufacturer 
will continue to service the rifles it has 
sold, it has eliminated production in 
order to concentrate on new handgun 
products. The new Black Ops series of 
single-action 1911-style pistols is 
designed for tactical operators work-
ing in covert assignments. Built in the 
tradition of Para’s Limited series, they 
feature a new frame with integral light 
rails and are equipped with the aggres-
sive gripping surface of the G10 grip 
panels. All are constructed with a 
stainless-steel slide and frame, and all 
surfaces, including the match-grade 
barrels, are finished with Para’s new 
all-black bonded PK2 finish. 

Kriss USA: The new Swiss-made Sphinx 3000 
Special duty Pistol is chambered for 9mm. The 
upper frame is machined from aeronautic-grade 
hard-anodized aluminum; the lower frame is built 
with a polymer. 
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Three models comprise the Black 
Ops series. The 14-45 Black Ops 
($1,299) is chambered for .45 ACP 
(14+1 capacity) and features a 5-inch 
match-grade barrel with a full ramp, 
fixed Trijicon night sights, a compe-
tition-style trigger with overtravel 
adjustment, a skeletonized hammer, 
ambidextrous slide release, a beaver-
tail-grip safety with a speed bump, 
and a firing-pin-block safety. Empty 
weight is 41 ounces; overall length is 
8.5 inches, and the height is 5.5 
inches. It ships with two 14-round 
Expert magazines.

The 1911 Black Ops ($1,299) is a 
classic single-stack .45 ACP that fea-
tures a 5-inch ramped match-grade 
barrel, fixed Trijicon night sights, a 
competition trigger with overtravel 
adjustment, a skeletonized hammer, 
ambidextrous slide-release levers, a 
beavertail-grip safety with a speed 
bump, and a firing-pin-block safety. 
Empty weight is 40 ounces. Overall 
length is 8.5 inches; height is 5.5 
inches. It ships with two eight-round 
Expert magazines.

The 1911 Black Ops Limited 
($1,299) is another single-stack .45 
ACP and features a 5-inch ramped 
match-grade barrel, a fully adjustable 
rear sight with a fiber-optic front 
sight, a competition trigger with 
overtravel adjustment, a skeletonized 

hammer, ambidextrous slide-release 
levers, a beavertail-grip safety with a 
speed bump, and a firing-pin-block 
safety. Empty weight is 40 ounces; 
overall length is 8.5 inches; height is 
5.5 inches. It ships with two eight-
round Expert magazines.

For those who require “covert” 
deep concealment in a big-bore pack-
age, Para introduces the Stealth 
($1,339). The same black bonded 
PK2 finish used in the Black Ops line 
is applied to a new .45 ACP model in 
the Carry Safe line. The Stealth is 
built on a lightweight black anodized-

alloy frame (with 30 lpi checkering on 
the front strap) and a stainless-steel 
slide. The 3-inch fully-ramped cone-
style barrel results in a 24-ounce 6+1 
capacity big bore with an overall 
length of 6.5 inches and a height of 
4.75 inches. The trigger system is 
Para’s Light Double Action (LDA), 
with a spurless hammer for conceal-
ment. G10 grip panels, ambidextrous 
slide release, Carry Option grip, and a 
firing-pin-block safety complete the 
internals. The slide wears fixed 
Trijicon night sights. It ships with two 
six-round flush magazines. 

The new Classic 14-5 with Light 
Rail ($929) is aimed at the home 
defense market. It’s built on a steel 
slide and frame and incorporates an 
integral light rail on the dust cover, 

with a black PK2 finish. This single-
action .45 ACP offers 14+1 capacity 
and features a 5-inch fully ramped 
barrel, fixed sights with a two-dot rear 
and a fiber-optic front, a competition 
trigger with overtravel adjustment, a 
skeletonized hammer, a single-side 
thumb safety and slide release, a bea-
vertail-grip safety with a speed bump, 
and a firing-pin-block safety. The grip 
panels are ultra-thin, high-impact 
polymer. It ships with two 14-round 
magazines and has an empty weight of 
41 ounces. Overall length is 8.5 inch-
es, and the height is 5.5 inches.

Lastly, the classic single-action 
14-45 will now be available in a 
stainless-steel frame and slide with a 
brushed stainless finish. The 14+1 
capacity .45 ACP is has a 5-inch fully 
ramped match-grade barrel, a fixed 
rear sight with a fiber-optic front 
sight, single-side controls, a beaver-
tail-grip safety with a speed bump, 
and a firing-pin-block safety. The 
trigger is competition-style, with 
overtravel adjustment and a skeleton-
ized hammer. It ships with two 
14-round magazines. Booth #11755. 
(704-930-7600; para-usa.com) 

Ruger Firearms
Customers asked for it, and this year 
Ruger will build it. New for 2012 is 

an eight-shot Ruger SP101 cham-
bered for the .22LR. The double-
action stainless-steel satin-finish 
revolver has a 4.2-inch barrel, a fully 
adjustable (windage and elevation) 
square notch rear sight, a fiber-optic 
front sight, and a half shroud on the 
ejector rod. One-piece rubber grips 
with engraved wood side panel inserts 
complete the package (SRP: $675).

In the personal-protection line, 
Ruger adds a LaserMax centerfire 
trigger-guard-mounted laser to the 
polymer-framed semi-auto LCP .380 
ACP ($443) and the LC9 9mm 
($525). The laser features an ambi-
dextrous on/off switch and is adjust-
able for windage and elevation. It can 
be easily removed and reinstalled with 
the included Allen wrench. Booth 
#11840. (928-541-8893; ruger.com) 

STI International
The new Spartan IV (4.15 inches) 
and Spartan III (3 inches) are tradi-
tional 1911 pistols and are available 
in 9mm and .45 ACP. They are built 
on standard-width steel frames and 
feature a single-side extended thumb 
safety, a high-rise beavertail-grip safe-
ty, an STI square-style hammer, the 
STI trigger system, rear cocking ser-
rations, and a bull barrel. The 
Lawman 4.15 is built on a forged-
steel standard-width frame with a 
fully ramped and supported barrel 
and a match-grade barrel bushing. 
The Lawman 3.0 is built on a forged 
aluminum-alloy frame with a fully 
ramped and supported 3-inch bull 
barrel. Offered in 9mm, .40 S&W 
and 9mm, the Lawman models fea-
ture a finely checkered front strap 
and a checkered flat mainspring 
housing, a single-side speed thumb 
safety, a high-rise beavertail-grip safe-
ty, a lowered and flared ejection port, 
front and rear cocking serrations, a 
Commander-style hammer, and the 
STI trigger system. Sights consist of 
STI’s TAS low-riding adjustable 
model with the STI competition 
front sight. Finished in a polished 
blue, the grip panels are STI’s black 
G-10 Mycarta. Booth #7306. (512-
819-0656; stiguns.com)

SIG Sauer
Two new major product launches, a 
new frame design, several upgrades 
to existing models, and a new carbine 
package that can turn many existing 
SIG handguns into a stable long-
range platform highlight the 2012 
offerings from SIG Sauer. The new 
P224 is the classic SIG design in a 
true sub-compact package. It will be 
available in 9mm (11+1 capacity), .40 
S&W, and .357 SIG (10+1), and can 
be had with either a DA/SA or DAK 
trigger system. 

The P224 will be offered in four 
versions.The SAS SIG Anti-Snag 
features a dehorned slide and frame, 
one-piece ergonomic grips, and 
Siglite night sights. The Equinox 

Dan Wesson: 
Clockwise from top: The 
Specialist, ECO, and 
razorback. The ECO is 
an Officer’s-size alumi-
num-alloy-frame 1911. 
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offers the same configuration as the rest of the 
Equinox series, but with a two-tone accented 
Nitron stainless-steel slide, a Tru-Glo 
Tritium fiber-optic front sight with a Siglite 
rear sight, Hogue black-diamond grips, and 
nickel-plated controls. The Nickel variant 
features a nickel slide and controls over a 
black hardcoat anodized aluminum frame 
with custom Hogue black G-10 grips and Siglite 
night sights. The Extreme model features Hogue 
black and gray Piranha grips and Siglite night 
sights.

The second major product launch is the new 
P938. This is the SIG P238 up-sized to han-
dle the 9mm. This single action-only hand-
gun provides a 6+1 capacity with the standard 
magazine (a 7+1 extended magazine is avail-
able) with an ambidextrous thumb safety. It 
will be the most compact 9mm offered by 
SIG Sauer and will be offered in five variants. 
The Rosewood model features a Nitron-coated 
stainless-steel slide over a hard-anodized-alloy 
frame with rosewood grips and Siglite night sights. 
The Blackwood has a natural stainless-steel fin-
ished slide over a black hard-anodized aluminum 
frame with black diamond-wood grips and Siglite 
night sights. The Extreme offers a nitron-coated 
stainless-steel slide over a hard-anodized-alloy 
frame, Hogue’s G-10 black-and-gray Piranha 
grips, and Siglite night sights. The SAS model has 
a fully dehorned slide and frame, a natural finished 
stainless-steel slide over a hard-anodized black 
frame, walnut stippled grips, and Siglite night 
sights. The Equinox has a polished two-tone 
Nitron slide over a hard-anodized-alloy frame, the 
TFO front sight with the Siglite rear, and black 

Diamondwood grips.
The new frame 

design is the 1911 
Fastback. This 1911 SA frame is 
designed for concealed carry with a 
SIG proprietary rounded frame and 
mainspring housing. It will become 
available in both full-size and carry 
(Commander-size) guns. Two variants 
in both sizes will appear this year. 
The Nightmare features a black 

Nitron stainless-steel frame and slide, Hogue 
Double Diamond black G-10 grips, low-pro night 
sights, and stainless finished controls and grip-
panel screws. The Rosewood is a reverse two-tone 
all-stainless construction, with Hogue Rosewood 
Double Diamond grips, and low-pro night sights.

The new 1911 Ultra is the smallest 1911 yet 
produced by SIG. The .45 ACP features a 6+1 
capacity, a stainless-steel slide over an alloy frame, 
and 26 lpi front-strap checkering. Two variants 
will be offered: the Nitron with an all-black finish 
with black Diamondwood grips, low-pro night 
sights, and a skeletonized trigger and the Two-
Tone that features a natural-finish stainless-steel 
slide over a black hard-anodized-alloy frame, rose-
wood grips, a skeletonized trigger, and low-pro 

night sights.
The P238 .380 ACP will be offered with ambi-

dextrous safeties on the Scorpion, Black Diamond, 
and Desert models. All feature Siglite night sites. 
In addition, the SIG Custom Shop is now offering 
ambidextrous safety installation and grip replace-
ment on existing P238 guns.

In the P250 Sub-Compact platform, three new 
releases appear this year. The .45 ACP version has 
a 6+1 capacity with the same function as the rest 
of the P250 series. A .380 ACP locked-breech ver-
sion will have a 12+1 capacity (15-round maga-
zines should be available in the near future). A 
Sub-Compact Rail model will feature a medium 
frame with a 1913 rail. The initial launch will be 
as a 9mm, but the grip module assembly will soon 
be available for P250 owners of 9mm, .40 S&W, 
and .357 SIG guns that have the small grip module 
without a rail.

The MK25 is the new designation for the P226 
9mm model variant that is issued to the Navy 
Special Warfare Group (SEALs). Like the original 
firearm, it features phosphated internal action 
parts, Siglite night sights, and classic two-piece 
polymer grips. It ships with three 15-round maga-
zines. It now includes a M1913 rail and an 
engraved anchor on the slide. It will be packaged 
with an FDE grip band and a certificate of authen-
ticity.

Lastly, SIG will introduce a new Adaptive 
Carbine Platform (ACP) that is designed to turn 
most SIG handguns into a stabilized longer-range 
platform that will accept all M1913 rail compatible 
accessories (lights, optics, and lasers) while leaving 
the shooter with full access to all handgun con-
trols. The unit is machined from aircraft-grade 
aluminum alloy and features M1913 rail sections 
at 3, 6, and 9 o’clock, with a full rail at the 12 
o’clock position. It can be quickly installed or 
removed, and features an integral handstop, QD 
sling swivel and is compatible with most suppres-
sors. It will be available in a basic platform as well 
as a loaded (ACP-L) version that includes the SIG 
mini red dot and a single-point bungee QD sling 
as well as an LE/NFA restricted variant with a side 
folding stock. Booth #12240. (603-772-2302;  
sigsauer.com) 

Springfield Armory
The XD(M) Compact has proven to be a popular 
seller in the original 9mm and .40 S&W calibers. 
For 2012, Springfield Armory will introduce a .45 
ACP version. Built on the same polymer frame, 
the XD(M) Compact 3.8-inch .45 ACP features a 
forged-steel slide with a 3.8-inch Melonite fin-
ished barrel with a fully supported ramp. The 
front and rear fixed sights are dovetailed and drift 
adjustable for windage, in the popular three-dot 
pattern. The finish is black and bi-tone. The trig-
ger pull is factory set between 5.5 and 7.7 pounds.

The standard stainless-steel magazine (two sup-
plied) has a 9+1 capacity, but can be easily 
increased to 13+1 via the use of Springfield 
Armory’s Mag-X-Tension, three of which are sup-
plied in the XD(M) package. The XD(M) Gear 
package includes a carrying case, two magazines, 
three Mag-X-Tensions, a belt holster, magazine 
loader, double-magazine carry pouch, and three 
interchangeable backstraps. Booth #10966. (800-
680-6866; springfieldarmory.com) 

SIG Sauer: The MK25 is the new designation for 
the P226 9mm issued to navy SEaLs. It now 
includes a 1913 rail, three 15-round magazines, 
Siglite night sights, a phosphated internal action, 
and two-piece polymer grips.
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The Light Touch
Boots, whether for hunting, military, or law enforcement applications, 
continue to shed weight By Peter B. Mathiesen

M ilitary and law enforcement contracts grew yet again last year, creating an increase in 
domestic boot production. Although manufacturers struggled with unstable fuel costs, 
pricing failed to rise significantly. But one trend continues—boots are definitely getter 

lighter. Here’s a look at what’s hot in footwear for 2012.

Bogs
The new low-cut Eagle Cap hiker is 
an 8-inch lace-up rubber boot, part 
of the new 365 Hunting series from 
Bogs. Using 4mm of Channel Air, 
plus 2mm of Airmesh, the boot dis-
places moisture for all-day comfort. 
The full-length lacing allows the 
hunter to walk in mud without the 
risk of walking out of the boots. Like 
all Bogs, the Eagle Cap is 100 per-

cent waterproof and insulated to 
withstand below-freezing 

temps. Sizes: 4 to 14, whole 
only. Available in Mossy 

Oak New 
Break-Up. 
SRP: 

$130. Booth #10132. (541-485-2070; 
bogsfootwear.com)

Converse
Converse’s Velocity Ultralight’s  
sturdy construction delivers an ath-
letic feel, and this tactical boot’s light 
weight makes it an ideal platform for 
physical fitness training, garrison 
wear, and urban combat. The foun-
dation is a slip-resistant rubber out-
sole that delivers excellent traction 
with an EVA midsole that provides 
shock absorption. The ballistic nylon 
upper and side air vents deliver 
improved breathability in hot condi-
tions, while a nylon mesh lining 

wicks moisture to keep feet dry and 
comfortable. The Velocity Ultralight 
is 100 percent non-metallic and 
comes in 8-inch desert tan suede, 
sage green suede, and black full 
grain. All versions use side zippers 
(the desert tan can be ordered with-
out) for easy on-and-off. A composite 
safety toe is optional. Men’s sizes 
include 7 to 12, 13, 14. SRP: 
$120.99. Booth #10179. (314-754-
0382; warson brands.com)

Danner
Inspired by Danner’s award-winning 
Pronghorn hunting boot, the new 
Ridgemaster will be crafted by hand 
in Danner’s Portland, Oregon, facto-
ry. A brown nubuck leather and 
lightweight 1,000-denier nylon upper 
is matched with a leather toe and 
heel wrap to ensure durability and 

Bogs: The new 
low-cut offering 
from Bogs Footwear 
is the Eagle Cap 
hiker, an 8-inch 
lace-up rubber boot 
in Mossy Oak new 
Break-up that’s part 
of Bogs’ new 365 
Hunting series. It’s 
100 percent water-
proof and insulated 
to withstand below-
freezing temps.

Georgia Boot: Perfect for people on their 
feet all day, Georgia Boot’s FLXpoint boots use a  

direct-injected polyurethane midsole and a  
contoured, removable Comfort Core insole to 

cushion feet from the shock of walking (spreading 
the force of each step to the outsole). 

Lowa: The 10-inch 
uplander GTX is ideal for 

western upland bird 
hunting. Stabilizers 

provide extra 
ankle sup-

port. 
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abrasion resistance. A Gore-Tex lin-
ing provides breathable, waterproof 
protection. Vibram’s field-proven 
Rivot TFX outsole delivers sticky 
traction over very rugged and uneven 
terrain.

The Ridgemaster is built upon the 
lightweight and stable Terra Force 
platform, which features a cushioned 
polyurethane footbed with an addi-
tional layer of open-cell construction 
for air circulation. The boot is avail-
able in both uninsulated and insulat-
ed versions, with 400 grams of 
Thinsulate Ultra insulation. Sizes: D 
6 to 16 and EE 6 to 15, with half 
sizes to 12. SRP: starts at $285.95. 

Booth #10770. (800-345-0430;  
danner.com)

Georgia Boot 
FLXpoint boots are made with a 
direct-injected polyurethane midsole 
that takes the stress and strain away 
from the wearer’s feet and body. An 
extra-thick, contoured, removable 
polyurethane Comfort Core insole 
spreads out walking shock to the out-
sole. The boots are ideal for anyone 
who has to stand to do their job. 
Sizes: D 7 to 12, EE 8 to 13. SRP: 
$134.99. Booth #11170. (877-795-
2410; georgiaboot.com) 

Irish Setter
With its hand-sewn construction, the 
Havoc big-game hunting boot deliv-
ers comfort and flexibility right out 
of the box, with no break-in, and 
without sacrificing stability and sup-
port. The exterior uses premium S.B. 
Foot full-grain leather made at the 
company’s tannery in Red Wing, 
Minnesota, and is combined with 
scuff-resistant nylon to reduce 
weight. A Gore-Tex liner is used for 
waterproofing and breathability, 
while the CuShin padded tongue 
gives increased comfort at the top of 
the boot, where some feel discomfort 
when hiking in steep terrain. 
Available in Mossy Oak’s Infinity 

Muck Boot: designed for aTV  
riding, the Terrain’s outsole is sup-
portive, yet flexible enough to easily 
control the pedals of your four-
wheeler. The upper keeps crud out 
and your scent in.

Irish Setter: The hand-sewn 
Havoc boot is wearable right out of 
the box. Gore-Tex keeps it waterproof.
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camo pattern. Sizes: D 8 to 14, EE 8 to 12, 13, 14. 
SRP: $160 to $200. Booth #10047. (800-738-
8370; irishsetterboots.com) 

LaCrosse
With a 115-year heritage in the rubber-footwear 
industry, the 4X Burly marries lightweight water-
proof protection with comfort—all at a competi-
tive price. The contoured, Ankle-Fit design 
ensures the heel is locked comfortably in place, 
while additional rubber in the heel, toe, and shin 
provide added protection. 

Quad Core technology includes four layers of 
cushioning and support, with a three-layer sponge 
rubber midsole, a dual density molded PU, and a 
sponge rubber footbed. A full-length injected 
insole board provides torsional rigidity. 

Consisting of three styles, the 4X Burly is avail-
able with Realtree APG, Mossy Oak Infinity, and 
Realtree AP camo patterns as well as in two levels 
of Thinsulate Ultra Insulation. Sizes: 6 to 15, 
whole only. SRP: $109.95 to $129.95. Booth 
#10770. (800-323-2668; lacrossefootwear.com) 

Lowa
Lightweight and nimble, the 10-inch Uplander 
GTX shafted boot is ideal for rugged use in the 
field or backcountry and is a perfect boot for 
Western upland bird hunting. It is constructed 
with a premium quality split-leather upper and a 
guaranteed waterproof Gore-Tex lining. 
Developed by Lowa, in partnership with Vibram, 
the Vialta outsole is combined with a bi-injection 
special performance PU midsole.

Full-length plastic stabilizers between the mid-
sole and outsole provide superior ankle stability 
and torsional control in rough, rocky terrain. 
Sizes: D 7.5 to 12, 13, 14, 15. SRP: $285. Booth 
#10232. (203-353-0116; lowaboots.com) 

Muck Boot
The Terrain is a neoprene boot designed for the 
ATV-riding hunter. The outsole is supportive, yet 
flexible enough for the wearer to easily control the 
pedals of an ATV while keeping the foot firmly in 
place on metal-grate surfaces. Protective rubber 
overlays and a reinforced ankle area contribute to 
the boot’s supportive design. The tall upper is fin-
ished with a “dirt skirt” to keep mud and debris 

out and to seal the hunter’s scent inside.
The Terrain uses a durable and lightweight rub-

ber outsole that’s laminated to the 4mm neoprene 
upper. Cradled in a micro-fleece liner to absorb 
moisture, the Terrain features a premium, breath-
able Airmesh lining that wicks away moisture for 
all-day dry comfort. The CR foam bootie is vulca-
nized and all rubber pieces are hand-wrapped to 
form a durable outer shell. Finished in New Mossy 
Oak Infinity or black and gray. Sizes: 7 to 15, 
whole only. SRP: $254.95. Booth #10951. (877-
438-6825; muckbootcompany.com)

Wenger Footwear
For casual wear and light hiking, the Albion is 
feather light and highly flexible. The upper is an 
ultra-light mix of suede and breathable nylon. 

The outsole and midsole use a Vibram Q169 
Skeleton Trek for grip, mounted on a  
compression-molded EVA midsole for shock 
absorption. Sizes: D 8 to 12, 13. SRP: $90. Booth 
#10840. (415-465-5900; wengerfootwear.com)

Wolverine
Wolverine’s new V-Frame Insulated Waterproof 
9-inch Espen boot was designed for cold and 
snowy days afield. Providing durability, warmth, 
and traction, and molded to an abrasion-resistant 
mesh waterproof leather upper, the new V-Frame 
exoskeleton offers stability. With wide pads on the 
ball of the foot and deep lugs made of two distinct 
compounds, the outsole excels in icy conditions.

Using articulated hardware for increased lacing 
control and a divided loop eyelet at the ankle, it 
locks in a custom fit around the foot. The Espen 
uses 400 grams of 3M Thinsulate Ultra Insulation 
and is available in Brown/Mossy Oak or Real 
Brown. Sizes: D 7 to 12, 13, 14, and EW 7 to 12, 
13. SRP: starts at $150. 

Two other new releases from Wolverine are 
worth noting. The Wolverine Blake is a classic 
upland hunting boot with a waterproof full-grain 
leather upper with a reinforced heel counter for 
extra stability. Durable Goodyear Welt construc-
tion allows the boot to be resoled. The boot is 
lined with wicking wave mesh and a waterproof 
membrane to keep feet dry. A wedge outsole with 
low lugs provides dependable traction, and the 
leather midsole molds to the foot over time. A 
removable air cell footbed offers extra cushioning, 
and an antimicrobial sock liner combats odor. 
Sizes: 7 to 12, 13, 14; EW 7 to 12, 13. SRP: $240.

The Women’s Wolverine Panther boot accents 
serious hunting-boot features with a playful pop of 
color. A waterproof full-grain leather and 
1,000-denier nylon upper is adorned with pink-

flecked laces, and a bright pink Dri-Lex lining 
wicks away moisture during active hunts. A padded 
collar keeps the fit comfortable. An OrthoLite 
footbed with NXT odor control breaks down 
sweat with powerful, natural enzymes. A rubber 
lug outsole provides traction on uneven terrain, 
and 200 grams of 3M Thinsulate keep feet warm. 
The Panther is available in Dark Brown/Mossy 
Oak or Dark Brown/Real Brown in women’s sizes 
5 to 10, 11. SRP: $135. Booth #10540. (800-545-
2425; wolverinebootsandshoes.com) 

Rocky
The rocky athletic Mobility system features three levels of protection 

based on climate and the user’s activity level. The Level One boots 
weigh less than 1 pound and are modeled after rocky’s popular military 
C4T style. 

Level Two footwear is constructed with Cordura uppers and Gore-
Tex fabric. The boots are also insulated with PrimaLoft Eco insulation, 

which keeps feet warm even when wet. 
Level Three boots are built for the most extreme weather 

conditions. They feature a hidden lacing system and have 
up to 1,000 grams of PrimaLoft Eco insulation. 

all three levels use a ripstop Gore-Tex water-
proof exterior with hidden laces and an ultra-
lightweight rubber outsole. Sizes d and EE 8 to 
12, 13. SrP: $194.99. Booth #11340. (740-753-

1951; rockyboots.com) 

Wolverine: designed for winter wear, the 
Epsen’s deep lugs provide superior traction in icy 
conditions. Thinsulate ultra Insulation keeps the 
wearer warm, and articulater hardware on the 
laces secures a custom fit.

Under Armour
under armour’s new H.a.W. boot offers 
perfect comfort with its lightweight combi-
nation of full neoprene rubber upper, tech-
nical air-mesh lining, and internal “memory 
foam” heel pad and molded sole. an easy-
to-grab rear strap makes pulling the boot 
on a breeze.

The OrthoLite sock liner improves all-day 
comfort in the field, while the waterproof 
exterior, coupled with an aggressive trac-
tion outsole, keeps you moving, rain or 
shine. The H.a.W. is available in classic 
Mossy Oak Bottomland. Sizes: 6 to 13, 
whole only. SrP: $129.99. Booth #11044. 
(888-727-6687; alwayslethal.com) 
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Remington unveils 
limited-edition Model 700
Special 50th Anniversary Model will be  
available in 7mm Rem. Mag. By Slaton l. White

I t’s 1962. John Glenn becomes the first American to orbit the Earth in Friendship 7; 
the Rolling Stones perform for the first time at London’s Marquee Club; and 
Walter Cronkite first sits in the anchor chair for the CBS Evening News. Oh, yes, 

there was also something known as the Cuban Missile Crisis.

But the big event, really, was another first—
Remington’s introduction of the Model 700 
bolt-action rifle.

Arguably one of the greatest rifles in 
American history, some 5 million Model 700s 
have been sold during the past 50 years, and it 
currently is available in more than 40 calibers. 
But one caliber, above all, is special to this 
rifle—the 7mm Remington Magnum, which 
was also introduced that year. 

To celebrate the occasion, Remington will 
offer a special limited-edition Model 700 BDL 
in 7mm Remington Magnum throughout the 
year. For dealers, it’s an opportunity to sell cus-
tomers a prized piece of American history.

What makes the Model 700 so special?
“In a word, performance,” says John Fink, 

Remington’s senior product manager for 
rifles. “The rigid cylindrical-designed receiv-
er is milled from a solid bar of steel, which 
provides uniformity and strength, and the 
renowned ‘three-rings-of-steel’ design pro-
vides ultra-reliable performance.” (By this he 
means the counterbored bolt face encloses 
the cartridge head with an unbroken ring of 
steel, which then fits inside of the barrel 
chamber. That, in turn, is surrounded by 
the receiver. It’s clearly a design that has 
withstood the test of time.) 

“When you boil it down, the Model 
700 is quite simply the strongest rifle—
and the strongest action—in the market-

place today. It is a simple rifle, but one that deliv-
ers great out-of-the-box accuracy. It’s a design 
shooters around the world have come to trust. So, 
is it any wonder that many custom gunsmiths start 
with a Model 700 action?” 

When the Model 700 was introduced, he says, “it 
became the new standard for bolt-action rifles. So, 
we’re commemorating that in 2012 with a 50th-
anniversary version of the Model 700 BDL. To 
create this rifle, we took an original 1962 stock out 
of our inventory and had it digitized [so it could be 
replicated on modern machinery]. We wanted the 
look to resemble the original as closely as possible. 
That’s why we also opted for a satin finish. Most 
people today, when they think of the BDL, think of 
high gloss, but in 1962 the gun had a satin finish.” 

The anniversary version utilizes grade B walnut, 
which is one grade higher than is typically found on 
the gun. The commemorative rifle will also boast a 
special floor plate denoting its unique status. “The 
guns that dealers and customers will see will have a 
lot of figure—a lot of grain—to them, which will 
really set them apart from anything else on the 
shelf,” he says. “We’re also doing a 24-inch barrel 
to complement the cartridge that is being offered in 
this special edition—the 7mm Rem. Mag.” 

In many ways that cartridge was as responsible 
for the success of the Model 700 as the rifle itself. 
“The two really complement each other,” Fink says. 
“Remington, being both a firearms and an ammu-
nition company, put a lot of development work 
into both. The 7mm Remington Magnum is one 
of the most popular belted magnum cartridges in 
the world today, and we are extraordinarily proud 
of that. It’s an exceptionally versatile cartridge, 
capable of handling bullets as light as 140 grains 
and as heavy as 175 grains. It can handle just 
about any game animal in North America.”

When you heft the rifle, you’ll notice the com-
pany paid attention to the little things that make 
this model so special. Consider the high-relief 
checkering. It looks just like the checkering found 
on the 1962 model, but instead of a pressed pat-
tern, it has been laser-etched. “The idea,” says 
Fink, “was to give the rifle the look and feel of the 
original.” SRP: $1,399. Booth #14229. (800-243-
9700; remington.com) 

John Fink, remington’s 
senior product manager for 

rifles, used the 50th anniversary 
Model 700 BdL on a Kansas deer hunt last 

fall. above: commemorative floor plate.

Revision Wins 
Innovation 
Award
you’d have to be living under a rock, like the 
GEICO cavemen, not to know that world-
wide there is an unprecedented level of 
demand for innovation in defense and secu-
rity. To help spur that innovation, the orga-
nizers of defense and Security International 
(dSEI)—Europe’s premier exhibition for land, 
maritime, and air applications of defense 
and security products and technologies—
created the dSEI Innovation Challenge.

Open to companies, organizations, and 
individuals globally, the challenge seeks 
new ideas that will make a significant con-
tribution to defense or security capability. 
Initial screening of the entries is done by 
the united Kingdom’s Ministry of defense 
Center for defense Enterprise. The six 
finalists are then required to make person-
al presentations to a panel of judges 
selected by dSEI.

all in all quite a hurdle, but one that 
revision Military, a manufacturer of ballis-
tic and laser eye protection, successfully 
cleared. Last fall its new Batlskin Modular 
Head Protection System won the presti-
gious challenge, besting 50 innovators in 
the process. The company, which began 
with eyewear, has expanded to face and 
head protection and continues to develop 
its capabilities for integrated, perfor-
mance-enhanc-
ing soldier sys-
tems.

“It’s an honor 
to be recognized 
as dSEI’s lead 
innovator,” says 
revision CEO 
Jonathan 
Blanshay. “With 
the Batlskin 
Head Protection 
System, we’re 
not just acces-
sorizing the hel-
met; we’re 
deconstructing 
and redesigning 
the helmet sys-
tem as a whole, while reinventing manu-
facturing processes with lighter-weight, 
higher-performing materials. We’re also 
minimizing blast and blunt-force trauma 
with a sophisticated helmet liner.”

Blanshay also says that the front 
mount, visor, and mandible guard provide 
added modularity and protection. “It’s an 
integrated full-system approach that we 
believe will revolutionize soldier head 
protection.”

The first fully integrated and fully modu-
lar solution of its kind, the Batlskin Head 
Protection System is designed to provide 
industry-leading protection from blunt 
force, blast, and ballistic threats. Entirely 
scalable and modular, this equipment pro-
vides soldiers with the unique ability to 
quickly armor up (and down). Booth 
#26011. (802-879-7002; revisionmilitary.
com)

Revision’s Batlskin 
gives soldiers the  
ability to quickly armor 
up or down. 



f e at u r e

Truglo Sets Its Sights on Crossbows
T ruglo is one of those rare com-

panies that has proven effective 
at manufacturing products for 

both the firearms and the archery 
industries. Now the company that was 
founded on its fiber-optics technology 
has set its sights on the newest hunt-
ing craze that’s sweeping the nation.

“It’s staggering how many cross-
bows are being sold right now,” says 
Aaron Dusek, Truglo’s regional man-
ager. “As a company, anytime you see 
a section of the market exploding like 
the crossbow category is right now, 
you’re definitely going to try to get 
at the forefront of it.”

As a way to do that, Truglo is offer-
ing several new crossbow sights and 
scopes for 2012. Included in Truglo’s 
new crossbow lineup is the Trajectory 
Compensating Dual Color Open Red-
Dot sight. The sight provides four 
descending dot patterns, in two colors, 
that allow hunters to match the sight 
with the trajectory of their crossbow. 
The manufacturer is also introducing 
its new Triton 30mm Tri-Color sight 
in a crossbow option. This new sight 
provides three choices of reticle colors 
with descending diameter MOAs. The 
sight also features a remote power 
pressure switch that allows it to be 
turned on with minimal movement. 

According to Dusek, Truglo’s tran-

sition into the crossbow category was 
a relatively seamless one because of 
the company’s experience in both 
archery and firearms. He said it’s that 
same combination of these two pop-
ular forms of hunting that he believes 
makes crossbows so attractive to both 
archery and firearms hunters.

“The crossbow is a great transition 

for hunters in general,” he says. “It 
allows archery hunters to explore 
another method of hunting, and a 
gun hunter can pick up a crossbow 
and be very comfortable using it.”

Dusek says that appeal isn’t just 
good for business, it’s good for the 
industry. 

“The bottom line is that crossbows 

have the potential to get more people 
hunting,” he says. “We feel that we 
need to stand together not as gun 
hunters or archery hunters or cross-
bow hunters, but as hunters in gen-
eral. We’re all in this together, and 
we all need to support each other.” 
Booth #11723. (972-774-0300;  
truglo.com) —Christopher Cogley

Truglo’s Triton 30mm 
Tri-Color sight (right) 
provides three choic-
es of reticle colors 
with descending 
diameter MOAs. The 
Trajectory Compen-
sating Dual-Color 
Open Red-Dot sight 
(below) provides 
four descending dot 
patterns in two col-
ors to help match the 
sight to trajectory.
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Blackhawk’s Tactical Approach 
to the Women’s Market
Clothing line borrows concepts from the men’s line, but specifically  
tailors to females By Rob Staeger

M en and women have completely different morphology,” explains Pat Christianson, market development 
director for apparel, footwear, and accessories at Blackhawk. “For instance, women have wider hips. You try 
to put on a men’s pant that will fit your hips and your waist, and you’ll have to either take it to the tailor, or 

fold all that extra material around your waist into a belt.”

With women averaging 15 to 20 
percent of the people in the field in 
the military and law enforcement 
arenas, Christianson says, “we felt 
that if we truly wanted to bring 
products to LE and the military that 
really performed, we couldn’t leave 
women out of the game. 

“Blackhawk has a history of trying 
to deliver the best performance prod-
ucts to the operator,” she says. “People 
are really trusting that the product is 
going to perform in very risky situa-
tions. More and more, we have 
women belonging to Special Forces, 
law enforcement, and the military. 
They are using everyday products that 
are not made for them, but are made 
to conform to a man’s body. People 
are saying, ‘You’re trying to tap into a 
new market,’ and it’s true. But it’s not 
because we’re after the money; it’s 
because we want to bring to this seg-
ment products that can perform.”

Christianson notes that products 
that fit better will make wearers feel 
more comfortable, and allow them to 
perform their duties more efficiently. 
“If you need to run after a bad guy 
and your pants or your shirt get in 
the way, you’re losing a couple of 
seconds. It’s all those elements of 
performance that make it make sense 
for us to look into this segment, 
which really has not been fully taken 
care of.”

One big obstacle to proper fit for 
women, Christianson says, is depart-
mental guidelines. “For some police 
departments, uniforms for men and 
women have to be the same. That’s 
why, traditionally, everybody has just 
ordered the men’s uniforms. And 
then they just have two or three 
female officers wear the men’s sizing 
and just suck it up.”

The Little Details
To outfit women, Blackhawk is 
beginning with a very focused line, 
but with plans to grow it carefully. 
“We’ve taken the best-selling lines 
on the male side and designed the 
garments so that externally they look 
the same as the men’s, but internally 
they fit women,” she says. “There’s 
more space around the hips. In addi-
tion, the legs and arms are re-sized 
to fit a woman. The result is that the 
garments may externally look the 
same, but internally are different.

“We also put some prints inside the 
shirt,” says Christianson. “We want to 
convey little messages to our female 
users on the inside of the garments.” 

For example, some of the pants 
have a silicon strip on the waist, to 
grab the shirt and keep it tucked—
recognizing that it’s important to 
look neat and professional as an offi-
cer of the law. “When you’re climb-

ing over walls and jumping through 
windows, you don’t want your shirt 
slipping outside your pants.”

However, instead of a black strip, 
as it is on the men’s garment, the 
women’s strip is purple. “It’s just a 
little detail that tells our consumer 
that we have thought about her, and 
that we care,” says Christianson. And 
printed on it is an inspirational 
quote, such as “Be bold.”

“It’s just these little details that tell 
the female consumer that our gar-
ment is different—that we didn’t just 
size down the male garments and put 
a female label on them.”

Blackhawk is also introducing a 
casual-looking pant and shirt to facil-
itate concealed-carry. “Call it con-
cealed-carry, call it off-duty, call it 
undercover,” says Christianson. “It’s 
just more of a lifestyle type of prod-
uct. We have a pair of pants for 
women that look like regular kha-
kis—they don’t have big cargo pock-
ets on the sides.” They’re perfect for 
wearing during court appearances, or 
on days in the office when you know 
you won’t be doing fieldwork.

The shirt, named the Strenia (after 
the Greek goddess of strength), is a 
female rethink of Blackhawk’s popular 
1700 shirt, designed for concealed 
carry. “The print of the fabric helps 
hide the outline of the gun when you 
carry it concealed inside your belt, or 
even if you have it in a holster. The 
shirt’s meant to be worn outside the 
pant. You’re not supposed to tuck 
your shirt in, but when you’re moving 
there’s enough room around the shirt 

In addition to 
its athletic 
shirt (far left), 
Blackhawk 
will release 
several “life-
style” options, 
including the 
Strenia shirt 
(middle and 
left). The 
Strenia claims 
the popular 
men’s 1700 
shirt as its 
main inspira-
tion. Like the 
1700, the 
Strenia is  
tailored for 
concealed-
carry. The 
shirt’s print 
pattern helps 
to hide the 
outline of a 
firearm 
beneath it. 

Blackhawk will release athletic wear 
that is specifically targeted to 
women, including a sports bra and 
short-tights.  
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so that the gun is still concealed.”
The shirts also have a hidden pocket behind the 

visible one. “We try to always give you additional 
features. You can hide a passport or a little bit of 
money. It’s a zipper behind the pocket you can see.”

Blackhawk is bringing the two outfits—for duty 
and off-duty wear—to market in March. They’re 
also releasing some athletic wear as well—shorts, a 
sports bra, and a technical top. In July, Blackhawk 
will release cooler-weather gear—jackets and the 
long-sleeve version of the concealed-carry shirt.

“Initially we are targeting law enforcement,” says 
Christianson. “We’re definitely going to be market-
ing heavily to them. But that doesn’t mean we won’t 
be offering them to all our customers. Anybody can 
buy these garments. But the majority of the market-
ing dollars will go into our LE channel.

“Our core consumer is military and LE; we 
don’t want to move away from them too fast, but 
we want to grow the line and take tiny steps to 
make a bigger market,” says Christianson. “So 
our first step is to continue bringing innovation 
into the tactical space, and then more and more 
into the concealed-carry market. That will help 
us capture the broader consumer.

“I come from a sports background,” says 
Christianson, who acknowledges that there are les-

sons to be transferred to the law 
enforcement and tactical consum-

er. “I understand how an 
athlete wants to cut down 
a second from their per-
formance and win the 

gold medal. It’s a very 
pure, grand goal. I 
worked in that 

industry and helped 
people shave seconds off 

their run. Now it’s exciting 
to have the opportunity to 
shave seconds off the perfor-
mance of a police officer as 
they protect and serve.” 

In a race, that second 
means the difference 
between a gold and silver 
medal. In law enforce-
ment, that second could 
mean you and the person 

you’re protecting can go 
home at the end of the 
day, instead of winding up 
in a hospital or worse. 
“There’s a lot of passion 
for me here—and for 
Blackhawk as well. It’s 
honor and pride, and 
being American. It’s just 
such a bigger purpose. 

“There are a lot of 
Navy SEALS who work 
at Blackhawk. We have to 
pass that test before we 
go to market. If there’s 

something that looks great but doesn’t have a 
purpose, they send it back to the drawing board,” 
she says. It’s an approval system that ensures the 
on-the-job functionality of every product and 
piece of apparel. “We really have to pass that lit-
mus test with people who’ve been doing it.

“That’s what motivates me and my team to con-
tinue looking for innovation. We’re conscious that 
we’re not just making a pretty shirt—we’re helping 
someone save a life, and save their own life and go 
home tonight,” says Christianson. “That drives us. 
That’s why our products are a little bit different.” 
Booth #14551. (800-322-2342; blackhawk.com) 

The women’s line 
isn’t just a rehashing 
of men’s styles. The 
line accommodates 
the contours of 
women for a more 
comfortable, practi-
cal fit. The designs 
include a re-sizing of 
the shoulders and 
arms on shirts for 
easier movement. 

The Odd Couple
Levy’s Leathers specializes in guitar straps  
and rifle slings By Slaton l. White

I n its own way, it was a Battle Royal. In the mid-1970s, leather and polyester were fighting tooth and 
nail for the hearts and minds of a generation that believed it was destined to change the world. As 
Dennis Levy, founder of the company that now bears his name, says, “It was a time when long-haired 

hippies roamed free, and the elite of the counter-culture preferred to be festooned in leather adornments: 
leather belts, leather barrettes, floppy leather hats, wide leather watchbands, leather pouches, and purses.”

Many of them also bought double-knit polyes-
ter suits, which aged so poorly that the product 
had to be reinvented as “fleece” many years later. 
But that’s another story. 

Drawn by the siren sound of the times, in 1973 
Levy wandered back to the family’s ancestral 
home in Nova Scotia. He brought with him $200 
(Canadian) worth of leather-working tools and 
set up shop, fittingly, between a tavern and a 
health-food store, as Levy’s Handcrafts Limited.

Over the years the product line changed with 
the times. These days, Levy’s Leathers Limited, 
which employs 200 people in two state-of-the-art 
facilities in Manitoba and Nova Scotia, focuses 
on two key areas: guitar straps and gun slings. An 
odd pair, perhaps, but a niche market that assures 
the company of continued success. 

“We actually make more than 365 kinds of gui-
tar straps,” Levy says. “We also make super-gig 
bags for guitars, keyboards, horns, and a variety 
of other instruments.”

Sportsmen, however, know the company for its 
equally wide range of shooting accessories: gun 
slings, gun cases, cartridge belts, and knife sheathes.

“Getting from watchbands to guitar straps and 
rifle slings had more twists and turns than your 
average clairvoyant could anticipate,” Levy says. 
“But our mission was to create a profitable compa-
ny. Our success is due to adherence to two simple 
principles: hard work and an unwavering respect 
for the customer.” To that end, he says, “As 
employees, we all work together to make sure that 
if you need guitar straps in Hong Kong by Friday, 
or gun slings in Peoria by Tuesday next, we’ll 
jump through the necessary hoops and dance the 
dance that’s required to make sure they get there.”

Why jump through the hoops? “It’s simple, 
really,” he says. “Without customers, there’s 
nothing to do. Adherence to these principles has 
resulted in an active customer base of more than 
5,000 accounts. Our customers buy products they 
are they are proud to sell, made by people I am 
proud to be associated with.”

As an example he cites the general manger of 
the Nova Scotia plant, Jerome MacPherson. 
“Jerome started by sweeping floors and doing odd 
jobs after school and weekends. He quit working 
at the IGA grocery store across the street, next to 
the bowling alley, to experience the joy of work-
ing long hours in an un-air-conditioned room, 
pounding out leather watchband parts and key 
fobs with a hand-held cutting die and a 12-pound 
hammer. That was more than 30 years ago. He 
still sports an unusually strong right arm.”

Maybe he’s too modest, but Levy probably 
should have added a third key ingredient: quality 
products, which is what sets his company apart 
from the competition. 

“The first thing you notice is the quality of the 
leather,” Levy says. “Whether it’s top-grain vege-
table-tan carving leather, supple garment leather, 
or plush-nap suede, we use only the best available 
hides. Look closely and you’ll notice that the 
workmanship is also first rate. All of our slings 

are made in our Nova Scotia factory by employ-
ees who have, for the most part, been with us for 
25 years.”

All of this raises the question, just what is the 
appeal of a leather sling? Function? Fashion? 

“Foremost in our minds when designing a sling 
is function,” Levy says. “Will the sling hold up in 
the rugged outdoor conditions that hunters find 
themselves in? Our oil-tanned slings are a prime 
example of this. Hand-oiled at our factory, these 

slings are virtually impervious to the harsh weather 
conditions found in the Canadian North. ‘Fashion’ 
may not be quite the right word, but a rifle is a 
beautiful marriage of craft and art. Talk to any 
gunsmith and you realize how important the look 
of the gun is. They are artists, and it is important 
to design a sling that complements the gun.”

With a name like Levy’s Leather, the company 
obviously focuses on leather. And yet, the line 
does contain some poly straps—a concession, 
Levy says, to the realities of the sling market. 
“We bring the same dedication to high quality to 
our poly slings that we do to our leather slings, 
but at a much more affordable price,” he says. 
Finally, since guitar straps and rifle slings are an 
“interesting” combo, one wonders whether the 
product mix is driven by customer demand, per-
sonal interests, or the simple recognition of a 
great business opportunity.  

“Think about it this way,” says Levy. “Both guns 
and guitars have a history of using leather to make 
a strap to keep the implement from falling to the 
ground. In addition, all of the leathers and synthet-
ics used in making gun slings can be used to make 
guitar straps. So, why not?”

Why not, indeed? But whether the customer is 
running his fingers up a fret board or climbing a 
steep timbered-choked draw for a bull elk, it’s 
really all about connecting to those passions. And 
that’s something Levy, and the people who work 
for him, learned a long time ago. Booth #2938. 
(800-565-0203; levysleathers.com) 

Top-grain leather and 
fine craftsmanship set 
Levy’s rifle slings apart 
from the competition. 
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Weatherby Brings the  
Mark V Home
The goal is ultimate flexibility. In addition, Weatherby has reorganized 
its sales and marketing departments By Slaton l. White

I t’s been a busy year for Weatherby, and 2012 should be even 
busier. Last fall, company president Ed Weatherby 
announced that production of the flagship Mark V rifle was 

coming home to Paso Robles, California. “By going in-house, 
we can more easily oversee and control all aspects of craftsman-
ship, production, quality control, and shipping,” he says. “The 
Mark V has always been the heart and soul of the Weatherby 
brand. It’s only fitting that our first-born rifle is coming home.”

Weatherby introduced the Mark V 
action in 1958, and the first Mark V 
models were made in the company’s 
facility in South Gate, California. 
Over the years, Weatherby has built 
the Mark V action in various facto-
ries located in the U.S., Germany, 
and Japan. Since 1991, the rifle has 
been built in Brainerd, Minnesota.

Weatherby says one of the reasons 
the company “is bringing the Mark 
V home is that it allows us much 
more flexibility in mixing and match-
ing models.” It also allows the manu-
facturer to build models according to 
demand, a far more cost-efficient 
process than committing to the large 
inventory (and lead times) required 
when the home office and the factory 
are a continent (or an ocean) apart. 

“We’ll have a lot more flexibility, 
too, and we’ll have a lot more con-
trol,” he says. “We’re really excited. 
We haven’t had the Mark V under 
our own roof since the late 1950s.” 

Another development is a new pro-
gram aimed to let Weatherby cus-
tomers know just how good the 
products are. For 2012, all Vanguard 
Series 2 RC and Mark TRR RC 
rifles will come with a SUB-MOA 
guarantee as well as a factory-shot 
target signed by Ed Weatherby.

“RC stands for Range Certified,” 

says marketing manager Mike 
Schwiebert. “Vanguard Series 2 RC 
[including Varmint and TRR ver-
sions] and Mark V TRR RC rifles 
are tested at our modern indoor 
range. The range technicians mount 
premium optics and then test-fire 
each rifle to determine the most 
accurate load using the Oehler 
Research 83 Ballistic Imaging 
System. After testing, the rifle is 
cleaned and packed with the actual 
target, which is signed by Ed 
Weatherby.” 

Singular Status
Each rifle will sport a special RC 
engraved floor plate to denote its 
singular status. “Our meticulous 
Range Certified process provides 
absolute assurance of the rifle’s accu-
racy potential,” says Weatherby. 
“Likewise, RC takes our Mark V 
Threat Response Rifle to an even 
higher level.”

All RC models are guaranteed to 
shoot SUB-MOA (a three-shot 
group of .99-inch or less) with speci-
fied Weatherby factory or premium 
ammunition. 

“The advantage to retailers is that 
the customer buying the gun doesn’t 
have to buy 10 different cartridges to 

figure out which shoots best in his 
rifle,” says marketing manager 
Schwiebert. “We’ve done all of that 
work for him. He’ll know exactly 
what loads he needs to shoot MOA. 
In the long run, this saves the cus-
tomer time and money.” 

According to Schwiebert, the 
Vanguard Series 2 RC, RC Varmint, 
and TRR RC each offer multiple 
accuracy-enhancing features. 
“Highlighting the RC model is a  
pillar-bedded composite stock with a 
Monte Carlo raised cheekpiece and 
non-slip black spiderwebbing. It also 
features a 24-inch Number 2 contour 
cold-hammer-forged barrel with a 
matte bead-blasted blued finish.”

The RC Varmint has a hand-lami-
nated Monte Carlo composite stock 
with a beavertail forearm. A 
Pachmayr Decelerator pad on the 
buttstock helps reduce felt recoil, and 
vents are strategically placed to dissi-
pate shooting-generated heat and 
promote repeatable accuracy. The 
22-inch Number 3 contour cold-
hammer-forged barrel has a matte 
bead-blasted blued finish. The barrel 
is free-floated and topped with a 
recessed target crown. In addition, a 
CNC-machined aluminum bedding 
plate provides a solid, stable platform 
for the barreled action.

A part of Weatherby’s Threat 
Response rifle line, the Vanguard 
Series 2 TRR RC has a hand-lami-
nated Monte Carlo composite stock 
with an aluminum bedding plate, a 
beavertail forearm, and a Pachmayr 
Decelerator recoil pad. Other high-
lights include a 22-inch Number 3 
contour barrel (.740 muzzle diame-

ter) with a recessed target crown. 
Dual swivel studs allow use of a 
bipod and sling. 

Creep-Free Match 
Trigger
Other features common to each 
Vanguard Series 2 RC model include 
a new two-stage Match Quality 
Target Trigger. The trigger has an 
auxiliary sear for a creep-free consis-
tent let-off and pre-set sear engage-
ment at .008-.012. Pull weight is 
adjustable to 2.5 pounds. A new 
three-position safety is standard.

Designed specifically for long-
range tactical situations requiring 
pinpoint accuracy, the Mark V TRR 
RC has a hand-tuned, fully adjustable 
trigger factory set at 3 pounds with 
sear engagement at .008-.014. The 
action is hand-honed to assure com-
plete lug contact with the receiver.

Other key features include a 
26-inch Krieger Custom Cut-Rifled 
Number 3 contour free-floated bar-
rel and a hand-laminated stock with a 
CNC 6061 T-6 aluminum bedding 
system. To allow customizing for 
individual shooters, the three-posi-
tion buttstock is adjustable for length 
of pull, drop at heel, and cant of the 
pad. The stock also has a Number 6 
slide for bipod attachment. A drop-
box magazine provides plus-one 
capacity.

Weatherby’s Mark V TRR RC is 
also available in a package including 
a Leupold Mark 4 4.5–14x50mm 
LR/T M1 riflescope with illuminated 
TMR reticle and BDC dial. The 
scope comes mounted on the rifle 

The Weatherby Mark V Trr rC is 
available in a package that includes a 
Leupold scope, Harris bipod, Talley 
mil-spec rings, and a Weatherby 
Magnum aluminum case.
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with Talley mil-spec Picatinny rings and a one-
piece base. A Harris Model L bipod and 
Weatherby Magnum aluminum rifle case complete 
the package. 

Full Steam Ahead
The Vanguard Series 2 RC is available in calibers 
ranging from .223 Remington to .338 Winchester 
Mag., including the .257 Weatherby Mag. and 
.300 Weatherby Mag. Caliber options for the RC 
Varmint are .223 Remington, .22-250 Remington, 
and .308 Winchester. The Vanguard Series 2 TRR 
RC is offered in .223 Remington and .308 
Winchester. Mark V TRR RC caliber options are 
.300 Winchester Mag., .300 Weatherby Mag., .30-
378 Weatherby Mag., .338 Lapua Mag., and .338-
378 Weatherby Mag.

SRP for each Vanguard Series 2 RC model is 
$1,099; $4,100 for the Mark V TRR RC (the spe-
cial package, including Leupold scope, is an addi-
tional $2,500). 

All this may be a lot for a retailer to digest, but 
Weatherby has also reorganized internally to bet-
ter promote its products.

“Recently we divided sales and marketing into 
two separate areas with two separate people in 
charge of each area,” says Weatherby. “This allows 
us to have better focus on each area, specifically in 
marketing, where we’re going to be emphasizing 
building the Weatherby brand to make it stronger 
than ever. I think we have a great lineup of prod-
ucts, the strongest I’ve seen in a long time, and 
everything we do will be designed to add value and 
build on the Weatherby brand.”

Weatherby acknowledges that there has some-
times been too much of a lag between when a 
product is announced and when it finally reaches 
the shelves. 

“That’s about to change,” he says. “In the past 
we’ve probably announced a new product too 
early, before we had all of our ducks lined up. But 
we’re now committed to making the announce-
ment when we know we’re going to have the prod-
uct. As a result, the product will hit the shelves at 
the same time our marketing and advertising 
efforts are under full steam.” Booth #12729. (800-
227-2016; weatherby.com) 

Weatherby president Ed Weatherby takes a break 
while bird hunting in Colorado. The company 
recently reorganized for more efficient operation.

The Under Armour 
Philosophy
It’s all about the edge By Slaton l. White

I t is now, 16 years later, a famous story. Kevin Plank, who had been special teams captain for the 
University of Maryland football team, was wearied by the number of times he had to shuck the 
sweat-soaked cotton T-shirts he wore under his Terrapin jersey. He noticed that his compression 

shorts, however, stayed dry during intense workouts. That observation led to the “Aha!” moment: 
“Why can’t I wear a T-shirt made of moisture-wicking materials?” With that in mind, Plank set about 
to create that T-shirt.

The rest, they say, is history. And although the 
Baltimore-based company is known primarily for 
its athletic wear, it has moved boldly into the 
hunting arena, first with base layers and now out-
erwear and footwear. I had the opportunity to 
hunt with senior product line manager Mark 
Estrada in Minnesota last fall, and at lunch, as we 
warmed up over thick soup (after braving 35 mph 
winds in swaying ladder stands), we talked about 
the Under Armour philosophy. 

“It’s all about performance,” Estrada says. “The 
brand was founded on a performance T-shirt. It 
was all about outperforming the competition—
getting that winning edge—and I think that car-
ries through everything we do. And gaining that 
edge obviously has a great tie in to hunting.”

The company’s approach is to create pursuit-
specific hunting wear. For instance, Estrada says, 
“Our new whitetail collection is built around 
scent control; to that end, we use a proprietary 
odor-absorbing technology—UA Scent Control.”

Estrada says Under Armour will aggressively 
promote the new line. “We built our brand 
around the concept of performance, and we’re 
taking that same approach here and will make the 
‘case against carbon.’ Our products outperform 
carbon, and we’re going to let hunters know it.”

Big-game clothing will display a run-and-gun 
attitude. “It’s about hunters who climb for elk in 
steep, timbered terrain. It’s about hunters who 
stalk mule deer or antelope in sagebrush flats and 
rolling prairie. Here, the emphasis will be on 
outerwear that is not only lightweight and very 

packable, but will have superior ventilation quali-
ties as well. But maybe the most important aspect 
will be fit. While our whitetail line is built with a 
looser fit for the hunter who will sit in a stand all 
day, the run-and-gun gear will have a tighter fit 
known as ‘game-day fit.’ It’s a fitted construction, 
similar to our UA CompFit football jerseys.”

In essence, the clothing reinforces the idea of 
pursuit and maximum effort. Estrada knows fit is 
all-important to Under Armour’s core audience of 
athletes. To them, fit is fashion, and fashion is an 
important reason why they buy Under Armour. 

Estrada also says the company has worked very 
hard to create a look that separates Under Armour 
from the rest of the crowd. “We felt everything 
looked the same. So, we sat down and asked our-
selves, ‘How far can we push the envelope?’”

Pretty far, judging by the outerwear we wore 
on the hunt. Even the blaze-orange caps had a 
distinctive, aggressive look.

“We know that young hunters want to look 
good, whether they’re in a treestand or hanging 
out with friends,” Estrada says. “At the same time, 
though, the gear has to perform in the field.”

To support dealers, Estrada says Under 
Armour will have POP signage and floor displays 
designed to drive sales. The company will also 
put its money where its mouth is. According to 
Estrada, Under Armour will focus heavily in 
2012 on the launch of the scent-control clothing 
campaign. The “Case Against Carbon” is one 
way to put the competition on edge. Booth 
#11044. (888-427-6687; underarmour.com) 

Scent Control was specially 
engineered for under armour 
using agion active odor elimi-
nation technology (agion-tech.
com). The synthetic lava- 
based zeolite technology uses 
silver-based antimicrobials to 
create a dual-function odor- 
control material that remains 
effective even after 50 washes.  
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An American Legend 
Focuses on the Future
Under new stewardship, Winchester Ammo  
continues to lead the industry By Slaton l. White

L ate last year, Tom O’Keefe became president of Winchester Ammunition. SHOT Daily sat down 
with him recently to see how the change in the executive suite has affected this industry icon. The 
short take-away is this: On O’Keefe’s watch, don’t expect this manufacturer to rest on its laurels. 

SHOT Daily: Winchester has played a leading 
role in American ammunition manufacturing for a 
long time. Why do you think the company has 
been able to maintain its position?
Tom O’Keefe: Winchester has maintained a 
leading role among ammunition manufacturers for 
more than 145 years because of its emphasis on 
tradition, excellence, and innovation. Since 1866, 
the Winchester brand has contributed to many of 
history’s most memorable events. From the taming 
of the American West to the battlefields of World 
War II, Winchester was there. Our customers 
know they can count on Winchester ammunition 
products, shot after shot.

In addition, we are continuously improving our 
processes because we want to meet our customers’ 
expectations 100 percent of the time. Whether it’s 
ammunition for law enforcement agencies, the 
military, hunters, or sport shooters, our employees 
significantly contribute to the excellence found in 
Winchester products. 

Finally, Winchester continues its leadership in 
strategic new products. Just last year, we launched 
Blind Side steel waterfowl 
ammunition, one of the most 
revolutionary shotshell products 
in our company’s history. Our 
PDX1 Defender ammunition 
products for personal defense 
are also extremely innovative 
and are available in the shot-
shell, rimfire, centerfire rifle, 
and centerfire handgun catego-
ries, making it the most com-
prehensive lineup in the indus-
try. We continue to be aggres-
sive when it comes to launching 
new products. 

SD: What does Winchester 
need to do in the future to 
maintain its position?
TO: Maintaining our status as an industry leader 
means building upon our legendary brand, contin-
uous focus on our customers, launching strategic 
and innovative new products, and making quality 
products at an affordable price. Generations upon 
generations have come to rely on “The American 
Legend” for quality products, and we’re extremely 
fortunate to be a part of their experiences in the 
field, on the range, and beyond. 

SD: What are the big challenges you see on the 
horizon? 

TO: It is difficult to cite future challenges, wheth-
er specific to our industry or the general economy. 
However, it is extremely important that Winchester, 
as well as other manufacturers, continue to encour-
age youth and other members of the general public 
to experience the outdoors and shooting sports. For 
decades, Winchester has been deeply committed to 
this goal through its support of many industry orga-
nizations and events. 

SD: Winchester is currently relocating a portion 
of its manufacturing operations. What is the status 
of the transition and how does this impact the 
organization? 
TO: Winchester Ammunition did relocate its rim-
fire operations to Oxford, Mississippi, in 2005. 
Last year, the decision was made to move center-
fire rifle and centerfire handgun manufacturing to 
Oxford. The new 500,000-square-foot facility is 
now complete. The relocation and installation of 
our equipment is very well planned and will be 
executed accordingly, as we are extremely mindful 
of our customers’ product needs. Winchester is 

proud to be investing in its busi-
ness with this decision. Our 
employees in the East Alton, 
Illinois, and Oxford locations 
are dedicated to building upon 
our more than 145-year history 
as a brand. This transition is a 
positive one. It is a commitment 
to the continuation of manufac-
turing quality products and it 
positions Winchester well into 
the future.

SD: There was a time when 
cartridges were like country 
singers. Once established, they 
stay around a long time. These 
day 1s, the industry seems to be 

developing new cartridges at an incredibly rapid 
rate. Will these new cartridges have the legs of 
such famous products as the .270?
TO: Winchester is certainly dedicated to launch-
ing innovative new products, but the products 
need to be sustainable—meaning, we make prod-
ucts available that will truly benefit our customers 
over the long term. As technologies become more 
advanced and we become more sophisticated in 
our manufacturing capabilities, it’s fair to antici-
pate current-day 1 new products having sustain-
able lifespans. Winchester has long been thought 
of as the leader in caliber and cartridge develop-

ment; our lineup of products is living proof, and 
we’re not slowing down. 

SD: Lead seems to have become a big interna-
tional issue. Do you see any fallout in the domestic 
market?
TO: We at Winchester recognize that some of 
our customers, because of specific regulations or 
legislation, must shoot lead-free ammunition in 
their respective area. It’s important to us at 
Winchester that we offer products to this custom-
er base so they can continue to have meaningful 
experiences, whether hunting in the field or shoot-
ing on the range. 

SD: Retailers and consumers alike complain 
about the high cost of ammo. Is there anything 
that Winchester can do to alleviate the situation? 
TO: Winchester offers a wide lineup of products 
that include various technologies and components 
and are offered at differing price points. Our orga-
nization is committed to identifying innovative 
processes that afford cost savings in both the short 
and long term. Many levers can impact our busi-
ness—fluctuating commodity prices is just one 
example. It’s extremely important that we offer 
products at affordable prices so that hunters and 
shooters (from the novice to the expert) can con-
tinue spending time afield and on the range. We 
are continuously investing in new equipment and 
processes to improve production efficiency, keep 
prices in check, and offset increasing labor and 
material costs.

SD: You’ve put a great deal of time and effort 
into the design of your packaging. What’s the 
thought process behind this? 
TO: Shopping for ammunition can be a challenge, 
given the many available bullet/load types. That’s 
why Winchester Ammunition has spent a consider-
able amount of time and resources redesigning the 
packaging for our entire line of ammunition prod-
ucts. Without question, our new packaging main-
tains the integrity of the legendary Winchester 
brand as well as the horse and rider logo, but we’ve 
added clarity to the design and added new features 
to make choosing ammunition much simpler. 
Calibers and load specs information are listed on 
the front, end, and back panels; usage icons (e.g., 
whitetail, elk, bear) are identified on the end panels; 
and ballistics information and cartridge anatomy 
are available on the back panel. This helps custom-
ers understand the intended use for each load, as 
well as the features and benefits of each product. 

Five
MinuTeS
WiTH…

Tom O’Keefe,
President of  
Winchester Ammunition

“Winchester 
has long been 

thought of as the 
leader in caliber 

and cartridge 
development; our 
lineup of products 

is living proof, 
and we’re not 

slowing down.”
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Bushnell Goes Ballistic
T hese days, binoculars can’t just be binoculars anymore. 

They have to be something more. Case in point: Bushnell’s 
Fusion 1600 ARC (Angle Range Compensation) laser 

rangefinding binocular. This model not only helps a hunter find 
game, but it also helps him determine where to hold for the 
most accurate shot. 

I used a pair of 10x42s on an elk 
hunt in Oregon’s Blue Mountains last 
fall, and found that there was a lot to 
like. On the bino side, the Fusion 
features BaK-4 prisms with a PC-3 
phase-corrective coating for superior 
resolution and clarity as well as the 
red Vivid Display Technology 
(VDT), which enhances the display 

readout in all lighting conditions.  
But that’s not all.

“We also have a digital accelerome-
ter, which is just a fancy way of saying 
it’s an inclinometer that tells a hunter 
the degree of slope down to minus 90 
degrees and up to plus 90 degrees,” 
says Jordan Vermillion, Bushnell’s 
product director of sports optics, who 

accompanied me on the hunt.
Flatlanders may not be interested 

in this feature, but to anyone who 
hunts in the mountains, where elk 
are usually found, this is a shot saver.

Bowhunters perched 20 feet up in a 
stand that sits near a steep gorge or 
valley will also find it useful.

“The Fusion works for both bow-
hunters and rifle hunters,” 
Vermillion says.

“Just toggle the mode switch to get 
the proper setting. You’ll know which 
is which because of the icons we 
use—bow or rifle.” Vermillion also 
points out another invaluable feature 
for rifle hunters: a bullet-drop calcu-
lator. “We worked with Sierra Bullets 
and looked at 2,000 caliber and grain 
combinations,” he says.

Don’t worry—the result is not some 
ballistic chart nightmare. All you need 
do is go to the Bushnell website and 
click on the Ballistic Charts icon. Find 
the brand of ammo, then the caliber 
and grain. The chart will give you a 
centerfire ballistic setting that ranges 
from A to H; blackpowder hunters 
will use settings I and J. Peer through 
the lenses and toggle the mode switch 
until the proper letter comes up. It’s 
that simple. One other point: 
Although the VDT will tell you the 
degree of slope, the bullet-drop dis-
play incorporates that figure into its 
readout. No further math required.

When you use the binocular, keep in 
mind the laser rangefinder is located in 
the right lens, so make sure your eyes 
line up properly or you won’t see the 
display. I speak from experience here—
when 30 elk move through a timbered 
draw, you can get a little excited trying 
to find the branch bull.

According to Vermillion, the 
Fusion 1600 is capable of providing 
10 to 1,600 yards of ranging perfor-
mance (accurate to plus/minus one 
yard) as well as a variable sight-in 
performance of 100, 150, 200, or 300 
yards. “This is not a one-trick pony,” 
he says. “In addition, by combining 
two accessories—a binocular and 
rangefinder—into one compact unit, 
we’re not only providing enhanced 
value, we’re creating a tool that 
requires less movement on the part of 
the hunter—and that’s critical when 
hunting elk or other sharp-eyed big 
game.” Vermillion also emphasizes 
one other advantage of the Fusion. 
“It completely takes the guesswork 
out of figuring range, bullet drop, 
and degree of slope,” variables that 
have bedeviled hunters since we first 
threw spears at woolly mammoths.

The good news for a retailer—and 
a hunter—is that the price of all this 
performance is surprisingly reason-
able at around $900. Though the 
10x42s I used have been out for two 
years, if you stop by the booth, you’ll 
see the latest incarnation—a 12x50. 
Booth #12519. (800-423-3537;  
bushnell.com) —Slaton L. White 

Bushnell’s 
Fusion 
1600 arC 
laser range-
finding bin-
ocular not 
only helps 
a hunter 
establish 
the correct 
range but 
also figure 
in bullet 
drop as 
well.

Innovation Is Key at Real Avid
M ost business owners would likely agree that truly innova-

tive products can be extremely beneficial to the success 
of a company. But understanding the 

importance of innovation and being able to 
achieve it are often two entirely different 
things. One company at this year’s SHOT 
Show, however, has developed a formula 
for achieving innovation that has proven 
consistently effective. 

“The way we see it, our job as a 
company is to create products that 
solve problems in a way that no one 
else has ever done,” says Howard 
Tripp, co-founder of Real Avid. “If we 
can do that on a regular basis, then 
we’ll continue to be relevant to our 
customers and to the industry.” 

From Real Avid’s gun and bow tools 
that provide all the important imple-
ments in one package to its Revelation 
knives that feature built-in LED lights 
to make it easier to field dress game in 
the dark, it seems obvious that the 
Minnesota-based company has a firm 
grasp on what it takes to stay relevant 
in an increasingly competitive market.

“It’s really simple: Significant 
growth only comes from innovation,” 
Tripp says. “That principle is driving 
our company. We aren’t a knife com-
pany, or a gun tool company, or a bow 
tool company. We’re an innovation 

company. That’s 
what we do.”

It’s a philosophy that Tripp 
says his customers have respond-
ed extremely well to. 

“Retailers are absolutely 
starving for truly innovative 
products,” Tripp says. “They 
know that when a customer comes 
into their store, if he sees the same 
products, he’s going to stop com-
ing in because he already has 
everything he needs. But if he 
sees something that works better, 
or is faster or more efficient—in 
other words, something that 
solves a problem he has when he’s 
in the field—then he’s going to 
get it, and he’ll probably keep 
coming back to that store look-
ing for more innovative prod-
ucts.”

Tripp says it’s that continuous 

need for innovation that 
fuels Real Avid and drives 
its product development. 
And with the products 
the company is launching 
at this year’s SHOT 
Show—from a new line of 

Multi-Cutters that feature 
more convenient and practi-

cal tools to its Zip Wire system, a 
whole new twist on easy-to-access, 
portable gun-cleaning kits—it seems 
clear that Real Avid has every inten-
tion of continuing to prove just how 
effective it can be to solve problems 
with innovative ideas. Booth #2117. 
(800-286-0567; realavid.com)    
—Christopher Cogley

Many of the products real avid is showcasing at the SHOT Show—
like the Zip Wire gun-cleaning kit and the Multi-Cutter pictured 
here—exemplify the company’s focus on innovation.
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Mossberg’s new Modular 
Shotgun Debuts at Shot
W hether it’s a nod to our fathers and their 

hot rods or the product of a stickers-and-
stars educational system, we’re a genera-

tion that loves to brand our gear as unique. Design 
something that combines that drive to be different 
with ultimate versatility and infinite adaptability, 
and you’ve created what could be called the perfect 
product. In the gun world, there’s no greater exam-
ple of the combination of utility and individuality 
than the modern sporting rifle. Now shotgunners 
can get on the AR-style bandwagon with the easy 
adaptability and quick customization of the new 
Mossberg FLEX line of shotguns and accessories, 
which Mossberg introduced last night at a press 
conference at the SHOT Show.

Much like the modern sporting rifle, the FLEX 
system is based upon a single FLEX-fitted receiver 
that features an innovative Tool-less Locking 
System (TLS), allowing for the near-instant  
swapping of stocks, forends, and recoil pads. This 
patented system offers FLEX owners one-gun  
versatility that goes from home-defense weapon to 
hunt-ready shotgun in less than a minute.

“We think the consumer will understand and 
appreciate the ability to use one shotgun system 
for multiple applications,” says Tom Taylor, 
Mossberg’s vice president of sales and marketing. 
“They will also appreciate the fact that the system 
can be used for multiple shooters and situations, 
such as family members of different stature, differ-
ing layers of clothing depending on weather or 
other factors, and/or varying needs for when wear-
ing tactical protection and body armor.”

The backbone of this unique modular system is 
a proprietary mated receiver/stock connection that 
tightly and securely locks in place with a tool-less 
release latch. With just a lift and twist, users can 
instantly change stocks from a current selection of 
six models, including three full stocks of different 
lengths (12, 13, and 14 inches) and a four-position 
adjustable hunting stock. For the military and law-
enforcement minded, the full stocks can be 
swapped for a six-position adjustable tactical stock 
or a cruiser-style pistol grip.

To help minimize felt recoil and further adjust 
length of pull, three different recoil pads can be 
switched out with a simple push of a button at the 
rear of each full stock, creating a gun that grows 
with the shooter or changes for specific shooting 
and hunting applications. Push the forend release 
latch and change the standard slide to a tri-rail 
tactical grip—complete with pressure-pad cut-outs 
for adding light or laser switches—and the 
Mossberg FLEX is ready for anything from 

breaching doors to crowd control.
“There were many challenges with how a tool-

less conversion system would work,” says Taylor. 
“For example, what parts would be tool-less, how 
could you keep it simple, and what materials 
would be used to ensure that the system met the 
same rigid standards as all Mossberg firearms. The 
system had to feel just as strong as any shotgun. 
After significant design, engineering, testing, and 
market research, the FLEX System was born.”

Because the FLEX is designed to go from the 
field to the front lines, Mossberg early on engaged 
the military in the concept and design process. 
Input from Mossberg’s M/LE specialists, com-
bined with the company’s strong knowledge base 
in the sporting arms business, helped create an 
adaptive shotgun that shares the versatility and 
reliability of an MSR-style rifle. 

Customizing a shotgun to fit the consumer’s 
style and needs doesn’t just end with the FLEX 
concept. The system is based on an original 
Mossberg receiver design, allowing the company’s 
extensive line of replacement and special-purpose 
barrels to add a near-infinite variety of versatility 
to what is already a multi-use shotgun.

To help support the anticipated consumer inter-
est in the project, Mossberg is launching the FLEX 
with a forward-thinking marketing campaign. 
Starting here at SHOT, and continuing throughout 
the year in print and broadcast advertising, expect 
to see a lot of the company’s signature blue-and-
white colors accompanied by the tagline “FLEX 
your Mossberg.” Mossberg also expects the FLEX 
system to spark business in other sectors of the 
industry as companies recognize the potential for 
new and innovative accessories, much in the same 
way designers and manufacturers have flocked to 
the MSR platform.

“We feel that the aftermarket industry will 
embrace FLEX, as many companies will see the 
flexibility and functionality of the patented system 
and approach Mossberg for partnering opportuni-
ties,” says Taylor.

With more than 100 design and utility patents 
to its credit, O.F. Mossberg and Sons is known for 
being an innovative leader within the firearms 
industry. Building on the Mossberg tradition of 
innovation, the FLEX system offers consumers an 
easily convertible gun that could be used to hunt 
waterfowl in the morning, shoot sporting clays in 
the afternoon, and stand by the bedside as a home 
defense gun at night. SRP: $593 to $887. Booth 
#12734. (203-230-5300; mossberg.com)  
—David Draper

The author testing the 
new Mossberg FLEX in 
South Carolina. The 
modular shotgun  
features an innovative 
locking system that 
allows the near-instant 
swapping of stocks, 
forends, and recoil 
pads. 

Celerant 
Software 
Improves 
Retailer 
Efficiency
Two years ago, retail software leader 
Celerant Technology, best known for pro-
viding point-of-sale support through its 
Celerant Command retail system, took a 
big step toward improving the efficiency 
(and profitability) of firearms retailers by 
teaming up with GunBroker.com, the 
world’s largest online auction site for fire-
arms and accessories. 

GunBroker.com, often referred to as the 
eBay of the firearm industry, enables retail-
ers to optimize turnaround by providing an 
easy and unique way to sell firearms 
online. Integration with Celerant 
Command’s e-commerce system allows 
retailers to sell these products directly 
from their inventory, in real time.

For 2012, Celerant takes another big step 
forward in real-time productivity and effi-
ciency through a redesign of its existing 
point-of-sale (POS) screen. 

“In addition to researching and creating 
new modules, our developers strive to 
enhance our existing offerings,” says presi-
dent and CEO Ian Goldman. “The newly 
redesigned POS screen has been designed, 
programmed, and re-coded with advanced 
features for increased flexibility and ease 
of use.”

Goldman says the redesign was based 
on ongoing customer feedback and devel-
oping industry trends in improving the 
retail experience. 

“The new POS screen allows retailers to 
maintain a high degree of operational 
awareness at the store level through price 
optimization, customer satisfaction initia-
tives, employee management and tight 
inventory control.” he says.

“POS transactions are completed in real 
time and are available at once throughout 
the enterprise. System flexibility enables 
the system to be used in multiple business 
models and allows for customized screens 
to meet individual requirements.”

He also says the POS software has an 
intuitive graphic user interface, permitting 
employees to be easily trained on the sys-
tem. This speeds up employee adoption 
(and reduces employee frustration) while 
reducing user errors. It also lowers opera-
tional costs.

retailers will find that the menu items 
and customer data are more accessible on 
the new screen. 

“additional options have been added to 
generate green receipts, view images per 
line item, and provide a simpler method of 
entering discounts,” says chief technology 
officer robert Goldman. 

as a preferred partner of the national 
Shooting Sports Foundation, Celerant 
Technology provides nSSF members with 
a 25 percent discount off initial retail 
software. Booth #616. (718-605-7733;  
celerant.com) 
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Uncle Mike’s  
Donates Holsters  
to Haiti
Partnering with a charity, the LE manufacturer 
helps Haitian authorities keep the peace

At first glance, it would seem an odd partnership. Forward Edge International is a 
private, religious organization that seeks to alleviate the suffering of those affect-
ed by poverty, disaster, and sickness. Uncle Mike’s Law Enforcement designs and 

manufactures holsters, belts, gear bags, and other accessories for the law enforcement 
community. So, where’s the connection?

Haiti.
Following January 2010’s devastat-

ing earthquake, Forward Edge 
International established a partner-
ship with Haitian law enforcement to 
support police officers in disaster 
relief zones. Upon establishing the 
partnership, Forward Edge found 
that 90 percent of the Carrefour 
Police Department carried firearms 
in their pockets or waistbands. That 
was because there was a complete 
lack of funding for duty gear.

Recognizing a need for a safe, 
secure firearm-carrying system, 
Uncle Mike’s Law Enforcement 
donated 50 of its standard retention 
holsters to the Carrefour Police 
Department. Carrefour is a residen-
tial suburb of Port-au-Prince that was 
particularly hard hit. With an 80 per-
cent unemployment rate, the 
Carrefour population remains in sur-
vival mode, making conditions unpre-
dictable and officer preparedness 
essential. The Standard Retention 

Holster gives officers quick access, 
backed by an adjustable tensioning 
device to ensure firearm security.

Pride and 
Professionalism
“Recently, when I visited Haiti, I 
noticed increased professionalism and 
safety among the Carrefour Law 
Enforcement,” said Scott Campbell, 
Forward Edge International Haiti 
Coordinator. “The holsters give the 
officers a sense of pride and profes-
sionalism during this time of volatility.”

Because of the success of this pro-
gram, Uncle Mike’s Law Enforcement 
has recently donated 90 SlimLine 
Pro-3 holsters to Carrefour Law 
Enforcement. One of the leading 
duty holsters on the market, the 
Pro-3 is ergonomically designed, and 
its patented three-point locking sys-
tem keeps the firearm solidly secure. 
Booth #12519. (800-423-3537; 
unclemikesle.com) 

Hawke’s  
Game Plan
It’s a game plan designed to succeed in a 
challenging economic environment: Offer 
consumers a benefit-rich product, but at an 
attractive (read: value) price. Last year 
Hawke Sports Optics did just that with its 
EV (Extreme View) optical system in the 
Panorama scope family. EV delivers a 20 
percent wider field of view, which speeds 
target acquisition. Outdoorsmen embraced 
the line, so much so that the manufacturer 
is expanding product offerings for 2012.

“The Panorama family was hugely suc-
cessful for us in 2011,” says general manager 
Jim Jordan. “Consumers have given us an 
overwhelming response to the current prod-
uct line, and have expressed interest in see-
ing additional models that suit other specif-
ic needs. The expansion of the line for 2012 
is in direct response to their requests.”

In addition to the already popular 10X 
½-mil-dot non-aO models and MaP 6a aO 
models, Hawke will be introducing 
Panorama models that feature the 10X 
½-mil-dot with an adjustable objective. In 
addition, to satisfy increased demand, the 
popular L4 dot illuminated reticle will now 
be available in 3–9X and 4–12X with a 
50mm objective lens.

“Panorama scopes feature full-floating 
glass-etched reticles with unobstructed 
aiming points,” says Jordan. “They are also 
virtually unbreakable. In addition, the reti-
cles are dual-color illuminated—red for eve-
ning and nighttime shooting, blue for day-
time. In the off position, the reticle is a stan-
dard black. With five brightness levels for 
each color, as well as the off position, a 
hunter is virtually assured of having the 
right setting for any shooting situation.”

The company intends to make it easier for 
dealers to sell the line by educating con-
sumers. “Our branding strategy for the 
Panorama in 2012 revolves around making 
the consumer aware of the features and 
benefits that make the product unique and 
desirable,” Jordan says.

The basic idea, then, is to have consumers 
know enough about Panorama to ask for it 
when they walk into a store, which should 
make the selling job a whole lot easier. The 
manufacturer also wants to make sure 
dealers will have enough product on hand. 

“We are in the process of doubling our 
warehouse and office space,” Jordan says. 
“We are also rapidly expanding our staff to 
meet the rapidly growing demand for the 
Hawke Sport Optics brand.” Sounds like a 
winning game plan. Booth #13609. (877-
429-5347; hawkeoptics.com)

a member of the 
Carrefour Police 
department 
wearing a holster 
provided by uncle 
Mike’s. until uncle 
Mike’s stepped in, 
officers carried 
sidearms in their 
pockets and 
waistbands.

 uncle Mike’s Slimline 
Pro-3 holster is ergo-

nomically designed for 
improved fit, and a 

patented three-point 
locking systems keeps 

the firearm solidly 
secure until needed. 

hawke’s Panorama scopes feature the 10X 
½-mil-dot with an adjustable objective. 
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Survey Says...
NSSF leads the way with research on  
modern sporting rifles By Brian McCombie

O ver the last three years, a major campaign of the National Shooting Sports 
Foundation has been to educate the sporting community and the main-
stream press about the popularity and realities of AR-platform rifles, which 

we prefer to call modern sporting rifles (MSRs). As the National Shooting Sports 
Foundation launched this campaign, though, it soon became apparent that very 
little hard research existed—from a user/consumer point of view—about the 
increasingly popular MSRs. 

To remedy this situation, NSSF research 
launched an ambitious project to collect hard data 
on MSR owners. The NSSF wanted to know 
how these owners actually use the rifles and their 
attitudes about MSRs. First, the NSSF gathered 
input from a panel of industry leaders and experts 
from manufacturing, retailing, law enforcement 
and the military to make sure the right questions 
were asked of MSR owners. Then, in September 
2010, a survey of MSR owners was conducted on 
behalf of the NSSF by Sports Marketing Surveys.

The information from the survey and other 
sources has been compiled into “Modern 
Sporting Rifle (MSR) Comprehensive Consumer 
Report 2010: Ownership, Usage and Attitudes 
Toward Modern Sporting Rifles.” The complete 
survey and a description of the methodology 
used can be viewed at nssf.org/MSR/facts.cfm.

“This detailed report enabled retailers and 
manufacturers to profile MSR consumers and 
understand their specific demographic makeup, 
buying behavior and usage of this product,” says 
Jim Curcuruto, the NSSF’s director of industry 
research and analysis. “As any retailer will tell 
you, the more you know about your customer, 
the easier it is to sell and up-sell to them.”

Curcuruto noted that before this survey 
there simply was not a reliable data source for 
this unique customer. “The NSSF, with the 
help of several key industry personnel, con-
ducted this comprehensive study to fill a giant 

hole and to give NSSF members knowledge 
that allows them to make better-informed busi-
ness decisions,” he says. 

The survey data reveals that MSR owners are 
among the most passionate of all gun owners. 
Most of them shoot their rifles often—and 
wish they had time for even more shooting. 
Most also use their MSRs for target shooting, 
own multiple MSRs, and enjoy accessorizing 
them. It’s no wonder MSRs were among the 
hottest sellers during the firearms sales boom 

from late 2008 through early 2010.
The NSSF has led the way in educating 

sportsmen and the public about MSRs. 
Sometimes incorrectly referred to as “assault 
rifles” or “automatic rifles,” MSRs do resemble 
military firearms such as the M4—but the simi-
larities are only cosmetic. In truth, MSRs func-
tion like any other semi-automatic sporting 
firearm, firing one round with each pull of the 
trigger. Since the 19th century, civilian sport-
ing rifles have evolved from their military pre-
decessors, and the MSR follows that tradition.

“NSSF research continually reports data on 
industry indicators and releases several topic-
specific reports annually,” says Curcuruto. 
“NSSF members may access additional 
research by logging in at nssf.org/members and 
clicking on ‘Industry Research.’” For specific 
inquires, contact Curcuruto at 203-426-1320 or 
jcurcuruto@nssf.org. 

MSR Ownership 
At a Glance
» the typical MSR owner is 35-plus years old, 
married, and has some college education. 
» 60 percent of MSR owners that responded to 
the study own multiple MSrs, with the average 
owned being 2.6.
» 30 percent of all MSR owners purchased their 
first rifle in 2009 or 2010. 
» 99 percent of all MSR owners owned some 
type of firearm prior to their first MSr purchase.
» nearly half (44 percent) of MSR owners are 
current or former military or law enforcement 
members.
» 51 percent of MSR owners have a shooting-
range membership.
» eight out of every 10 MSR owners purchased 
their MSr new.
» 39 percent of all MSR owners purchased their 
most recent MSr at an independent retail store, 
with the average purchase price being $1,083.
» three out of every four MSRs most recently 
purchased were chambered in .223/5.56mm.
» MSR owners consider accuracy and reliability 
to be the two most important things to consider 
when buying a MSr. 
» 84 percent of MSR owners have at least one 
accessory on their rifle, and they spend an aver-
age of $436 on aftermarket accessories and cus-
tomization.
» 71 percent of MSR owners use a scope or red-
dot as their primary optic. Older owners prefer 
scopes; younger owners prefer red-dot optics.
» one-third of MSR owners use a 30-plus-
round magazine most often in their MSr. 
» the three most-owned accessories were a 
rifle sling (81 percent), soft carrying case (70 per-
cent) and mounted riflescope (68 percent).
» 25 percent of those who own three or more 
MSrs describe their MSrs as heavily acces-
sorized (four or more accessories).
» MSR owners use “budget” factory loads 42 
percent of the time, while premium loads 
account for 25 percent, reloads 21 percent and 
import ammo 12 percent.
» 25 percent of MSR owners shot more than 
1,000 rounds out of their MSr’s in the last 12 
months.
» 43 percent of owners buy 500 or more rounds 
of ammunition at one time. 
» Recreational target shooting (8.9 out of 10) 
was the no. 1-rated reason for owning a MSr in 
terms of importance. Home defense was next 
(7.7/10), followed by collecting (6.28/10) and 
varmint hunting (6.23/10).
» 95 percent of owners say they have used  
their MSrs in the last 12 months, and 29 percent 
of owners shoot their MSrs more than once per 
month.

The nSSF’s com-
prehensive survey 
of MSr owners 
was done, in large 
part, to give the 
sporting commu-
nity and the press 
some hard facts 
about the 
ar-platform’s 
widespread  
popularity. 
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Taking the Initiative
Hunting Works for America is a new NSSF  
educational program designed to spread the truth 
about traditional ammunition By Brian McCombie

D espite a lack of scientific evidence, anti-hunting groups like the Center for Biological 
Diversity and others have mounted a steady attack on traditional lead-based ammunition. 
They’ve made inflammatory claims that traditional ammunition threatens wildlife popula-

tions and that people eating hunter-harvested game may be affected by lead. 

“Hunters are the original conserva-
tionists and wildlife’s greatest cham-
pions,” says NSSF president and 
CEO Steve Sanetti. “If traditional 
shot posed an adverse impact on 
wildlife populations, the environment 
or human health, we would be the 
first in line to ensure reasonable 
measures were taken to address the 
concern.” But, as Sanetti notes, “the 
science isn’t there.”

Even so, threats to traditional lead-
based ammunition and hunting con-
tinue to be very real. Proposed bans 
on traditional ammunition could 
greatly reduce hunting opportunities 
across the nation. Less hunting would 
hurt more than the manufacturers and 
retailers in our industry. Locally, such 
bans could truly damage the many 
businesses that depend on hunters and 
shooters for their livelihood. 

To counter these threats, and to dis-
seminate the truth on these issues, 
NSSF helped launch the Hunting 
Works for America initiative. Hunting 
Works for America promotes the 
already strong economic partnership 
between the hunting and shooting 
communities and local economies. 

The partners, who represent business-
es of all kinds, will advocate for public 
policy that supports jobs, economic 
prosperity, and hunting. Hunting 
Works for America serves as a vehicle 
to facilitate this dialogue and to tell 
the story of conservation and jobs. 

“Our initial work, in just three 
states, has generated media values 
into the millions of local and region-
al impressions,” notes Mark Thomas, 
NSSF’s managing director of market-
ing communications. 

In the fall of 2010, Hunting Works 
for America launched state initiatives 
in Arizona, Minnesota and North 
Dakota. Consider, for a moment, the 
economic importance of hunting to 
these three states:

In Arizona, hunters support 4,263 
jobs, more than many of the state’s 
largest employers. The $211.5 million 
in annual spending by Arizona hunt-
ers equals nearly one third of the cash 
receipts from cattle production, the 
state’s top agricultural commodity. 

Minnesota has nearly 600,000 
hunters afield every year, totaling 
some 8.4 million hunter days. These 
hunters support over 14,000 

Minnesota jobs, generating $365 mil-
lion in salaries and wages.

North Dakota sees 139,000 hunt-
ers every year. On average, each 
hunter spends $729 annually on their 
sport, for a total of $103 million. 
That spending creates 3,000 jobs in 
the state. 

Hunting Works for America part-
ners in these states to get the word out 
that hunting is an important economic 
engine. Partners represent a wide 
range of businesses, from motels and 
gas stations to restaurants, grocery 
stores, chambers of commerce and 
firearms and sporting goods retailers. 

“These business people go to their 
local Rotary Clubs and their civic 
organizations and talk one-on-one 
with people informally, to share the 
message that hunting’s very important 
economically—and here’s why,” says 
Thomas. “At their business establish-
ments, many of our partners have 
Hunting Works signage, newsletters 
and brochures that also get out the 
message.” The three-state program, 
says Thomas, has been so successful 
that he expects another eight to ten 
Hunting Works for America states to 

launch within the next couple of years.
NSSF members who would like to 

become involved can do so in one of 
two ways. “In those states that are 
already active,” says Thomas, “simply 
go onto the Hunting Works website 
and send them an e-mail. They will 
get back to you as soon as possible. If 
you live in a state that doesn’t have a 
Hunting Works chapter, and you 
think it needs one, contact me. We’ll 
get the ball rolling.” You can reach 
Thomas at mthomas@nssf.org.  

Hunting Works for america high-
lights the relationship between 

sportsmen and local businesses.

Educating the Public and Media on Traditional 
Ammunition
nSSF is educating both consumers and the 
media about the truth behind traditional lead-
based ammunition. a great place for retailers 
and their customers to start is with the very 
readable fact sheet, “Facts on Traditional 
ammunition.” (nssf.org/factsheets/ 
 traditional-ammunition.cfm)

Grassroots education also occurs through 
Hunting Works For america partnerships, 
which nSSF has helped launch. The Hunting 
Works partners—over 300 local businesses 
and organizations in arizona, Minnesota, and 
north dakota—have been informed about the 
various attacks against traditional lead-based 

ammunition. They continue to share the truth 
about this ammunition with their local constit-
uents, explaining that proposed bans on tradi-
tional ammunition could really damage local 
economies that count on hunter dollars.

In addition, nSSF has been meeting with 
national, regional, and state outdoor commu-
nicator groups to get them to understand the 
facts about traditional ammunition.

The Hunting, 
Fishing, and 
Recreational 
Shooting Sports 
Protection Act
anti-hunting groups have tried 
to attack traditional lead-
based ammunition by arguing 
that the Environmental 
Protection agency (EPa) 
should regulate it under the 
federal Toxic Substances 
Control act (TSCa) of 1976. 
Those attacks prompted 
representatives Jeff Miller 
(r-FL) and Mike ross (d-ar), 
co-chairmen of the 
Congressional Sportsmen’s 
Caucus, to introduce bipartisan 
legislation (H.r. 1558) to clarify 
the long-standing exemption 
of ammunition and ammuni-
tion components under TSCa.

The Hunting, Fishing, and 
recreational Shooting Sports 
Protection act is fully support-
ed by the national Shooting 
Sports Foundation. The act 
also calls for lead fishing tack-
le, similarly under attack from 
anti-hunting groups, to be 
exempt from the TSCa.

“We’re encouraging all hunt-
ers, shooters, and gun owners 
to contact their united States 
senators and representatives 
and urge them to support this 
very important legislation,” 
says nSSF senior vice presi-
dent and general counsel 
Lawrence G. Keane. “This is a 
common-sense measure that 
will clarify that Congress has 
not given the EPa authority to 
regulate ammunition and its 
components under TSCa. It 
has broad, bipartisan support, 
and we expect it to move 
quickly through the legislative 
process.” 
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Model for Success
The 2011 NSSF Shooting Sports Summit squarely hit 
the Ten Ring  By Brian McCombie

The National Shooting Sports Foundation (NSSF) hosted the 2011 Shooting Sports Summit 
last June in Louisville, Kentucky. This important event brought together more than 175 
“thought leaders” from throughout the firearms industry and the hunting and shooting 

sports communities, all of them dedicated to preserving and promoting shooting and hunting. 

“It was a very successful summit,” 
says Melissa Schilling, NSSF manag-
er, recruitment and retention. “We 
had a great mix of industry and orga-
nizations, plus retailers.”

Since the first Shooting Sports 
Summit in the 1990s, these gatherings 
have attracted key decision makers 
and opinion leaders from the firearms 
industry, conservation community, 
and state wildlife agencies. Past sum-
mits sparked ideas that led to many 
worthwhile programs to protect our 
hunting and shooting heritage.

The 2009 summit set the bar very 
high. At that summit, stakeholders 
concerned with the future of hunting 
and target shooting worked with 
members of NSSF’s Task Force 
20/20, a diverse group of manufac-
turers, state and federal agencies, 
hunting and shooting organizations, 
nongovernment organizations, 
media, shooting ranges and retailers. 
Their efforts culminated in an 
aggressive goal: to increase participa-
tion in hunting and shooting by 20 
percent over the next five years. 

To achieve this 20 percent increase, 
several “Models of Success” would be 
developed through cooperative efforts 
between the NSSF and state agencies 
to increase hunting and target shoot-
ing participation. States managing 
these programs will have demonstrat-
ed the potential for large-scale success 
in attracting new hunters and target 
shooters, plus bringing back lapsed 
participants into both activities.

“We were really looking for those 
‘big ideas,’” Schilling says, “ones that 
could reach large numbers of people 
within their respective states. If those 
ideas were successful, we could then 
roll them out to the other states to 
boost their shooting sports and hunt-
ing participation.”

At the 2011 Shooting Sports 
Summit, four Models for Success 
were presented. 

Arizona: In 2010, the Arizona 
Game and Fish Department part-
nered with the NSSF to increase 
First Shots participation at public and 
private ranges. The program included 
regional advertising online and in 
newspapers that promoted NSSF-
sponsored First Shots events, which 
introduce newcomers to target shoot-
ing and, in the process, help retain 
them as participants of the sport.

Surveys distributed at several of 
these First Shots events found that 
51 percent of participants were first-

time shooters, and 86 percent of par-
ticipants said they would be more 
likely to continue shooting as a result 
of the experience.

Nebraska: To help take advantage 
of the positive changes made in 
Nebraska to encourage more youth 
hunting (including the creation of 
apprenticeship licensing), the Nebraska 
Game and Parks Commission and the 
NSSF launched a statewide marketing 
campaign to encourage adult hunters 
to take children hunting. The effort 
included statewide advertising online, 
in newspapers and in magazines.

Compared to 2008 and 2009, 
Nebraska deer permits for youth 
increased nearly 50 percent in 2010; 
youth permits for spring turkey 

hunting more than doubled. 
Minnesota: The Minnesota 

Department of Natural Resources 
worked to promote more youth hunt-
ing in two ways. First, the MDNR 
created more awareness of the 
apprentice license program through a 
media campaign. Second, the MDNR 
worked to encourage previous 
apprentice license holders to take the 
next steps: completing the state’s fire-
arms safety course and then purchas-
ing an adult hunting license. 

Direct mailings and other media 
informed these previous apprentice 
hunters that they could now take the 
firearms safety course online. It 

worked. Among those who went on 
to get their firearms safety certificate, 
one-third did so outside of tradition-
al classroom settings. More than 80 
percent of those who completed their 
safety certification were satisfied with 
training, location, time, and instruc-
tors.

Oregon: In 2010, Oregon’s 
Division of Fish and Wildlife and the 
NSSF launched a statewide marketing 
campaign to boost hunting through a 
direct mailing to lapsed big game and 
other hunters, as well as statewide 
advertising in newspapers, magazines, 
and online. ODFW’s advertising cam-
paign encouraged readers to visit the 
agency’s extensive online hunting 
map. (The map was developed previ-

ously via a Hunting Heritage 
Partnership grant awarded to the 
agency by NSSF.) A huge success, the 
Oregon Model helped generate more 
than 9,000 additional hunter days.

“The Oregon Model program real-
ly boosted Oregon’s economy, too,” 
says Schilling. “The 9,383 new hunt-
er days that were created added $1.4 
million to that state’s economy, based 
on past research that finds that hunt-
ers spend approximately $157 per 
day out in the field. That program 
also added $53,000 to state agency 
revenues. It was quite a successful 
project.”

“While not every pilot program 
that we funded yielded the results we 
had hoped for,” says Chris Dolnack, 
NSSF senior vice president and chief 
marketing officer, “these four state 
agency projects have demonstrated 
success in increasing hunting and tar-
get shooting participation. These are 
programs that can be implemented 
nationwide for years to come. Best of 
all, state wildlife agencies can choose 
the Model of Success that best fits 
their state’s needs, demographics, and 
budget.”

In addition to the Models for 
Success presentations, the summit 
also provided the ideal forum for 
new ideas to be shared. Leaders from 
all corners of our sports were able to 
make their voices heard, sharing 
thoughts on how we together can 
meet the challenges that lie ahead for 
hunting and shooting participation. 

New-media expert Brian Solis, a 
summit keynote speaker and best-
selling author of the book Engage, 
discussed one of those challenges: 
how we as an industry can use tech-
nology and today’s social-media com-
munity to engage new, existing and 
lapsed hunters and shooters.

A majority of summit participants 
were ahead of the learning curve on 
that important message. Using poll-
ing technology, attendees provided 
instant input on several issues. On a 
question concerning social media, 69 
percent of Summit attendees said 
they were already using social media 
to increase interest in hunting and 
target shooting.

The NSSF hopes to have another 
summit in 2013. “We’re in the pro-
cess of reviewing venues and agendas 
now,” says Schilling. “We encourage 
NSSF members to inquire about the 
summit as it gets closer, and, of 
course, to attend. We all have a com-
mon interest in increasing the cus-
tomer base. If we all pitched in in 
some way, I really think we could 
easily hit our target goals and 
increase hunting and target shooting 
participation.” 

The 2011 Shooting Sports Summit 
featured thought leaders from all cor-
ners of the industry, including former 
governor of Minnesota Tim Pawlenty 
as keynote speaker (left), and a  
presentation by the nSSF’s director 
of industry research, Jim Curcuruto.

These are programs that can be implemen
ted nationwide for years to come. Best of 
all, state wildlife agencies can choose the 
Model of Success that best fits their state’s 
needs, demographics, and budget. 
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The Power of the Ballot
The NSSF urges members to move up to Voting 
Member status  By Brian McCombie

You are a member of the National Shooting Sports 
Foundation—but have you ever thought of becoming  
a Voting Member? If so, you are definitely not alone. In the 

last few years, a record number of corporations, companies and 
organizations have become full-fledged Voting Members. Voting 
Members are extremely important to the future of NSSF, as they 
help to guide and direct the organization in many ways. 

“Voting Members are the leaders of 
the industry,” says Chris Dolnack, 
NSSF’s senior vice president and chief 
marketing officer. “They make the 
greatest commitment by paying the 
highest level of dues, they vote for our 
Board of Governors, and they provide 
guidance to the organization to help 
set the course for our policies.”

In addition to voting for NSSF’s 
Board of Governors, Voting Members 
gain other benefits. For example, they 
have the exclusive membership privi-
lege of participating in the annual 
Congressional Fly-In, where they can 
join NSSF officials in Washington, 
D.C., to meet with key federal law-
makers face to face to help advance 
the industry’s legislative priorities.

Some other exclusive government-
relations benefits of Voting Member-
ship relate to international trade. That 

includes participation on the Import-
Export Committee; receipt of an 
import/export-related e-newsletter; 
and attendance at the committee’s 
annual meeting at the SHOT Show, 
which features guest speakers (the 
managing director of the State 
Department’s Directorate of Defense 
Trade Controls [DDTC] was on this 
year’s agenda).

Voting members are also entitled to 
attend NSSF-organized ATF quarterly 
meetings and receive emailed updates 
on legislative and regulatory activity 
and political analysis and strategies. “It 
is the proverbial ‘inside baseball’ infor-
mation you won’t find in Bullet Points 
or NSSF Member News,” said 
Lawrence G. Keane, NSSF senior vice 
president and general counsel.

Voting Members receive other very 
significant privileges beyond the 

already-substantial NSSF member 
benefits. “Voting Members are recog-
nized in a number of ways,” Dolnack 
says. “For example, they receive a 
greater discount on their SHOT 
Show booth space, they can pre-order 
State of the Industry tickets, they are 
eligible for a significant dicount if 
they wish to regularly advertise in 
NSSF’s Range Report magazine, and all 
of our industry research is included in 
their membership dues.”

Voting Members can receive the 
complete NSSF member list once a 
year, says Bettyjane Swann, director of 
NSSF’s member services department. 
That list of members includes more 
than 6,800 manufacturers, distribu-
tors, retailers, sportsman’s organiza-
tions, and publishers within the fire-
arm and shooting sports industry.

Employees of Voting Member com-
panies and their immediate families 
may also apply for the Voting 
Member Scholarship Program. In 
2011, the scholarship fund totaled 
$25,000, with the top individual 
scholarship providing $3,000 to help 
in the pursuit of a college education.

Once a potential Voting Member 

has filled out an application (see 
below) and sent it to the NSSF, that 
application is reviewed by Swann and 
the membership committee. Then, 
every application goes before the 
NSSF Board of Governors. 

“First and foremost, Voting 
Members are fully committed to our 
mission of promoting, protecting and 
preserving our industry,” says Swann. 
“If that’s what they believe in, we 
want them on board!”

Interested in becoming a Voting 
Member? Applications can be made 
any time during the year. A down-
loadable pdf application is available on 
the NSSF website at nssf.org/join. 
This application also includes an 
explanation of Voting Member terms 
and conditions, and presents the cur-
rent dues structure.

For additional information, contact 
Bettyjane Swann at 203-426-1320 
x237, bswann@nssf.org. 

Voting Members choose NSSF’s 
Board of Governors, giving them a 
greater voice in the organization.



day 1, January 17, 2012 ■ Shot BuSineSS Daily ■ 95

f e at u r e

Leupold Tactical 
Proves Its Mettle
Tested by the best, the Mark 4 
ER/T goes to the head of the class

T actical gear of all sorts is hot property these days. That 
should come as no surprise to any sentient being; a quick 
look at headlines from around the world amply demon-

strates the need to supply high-quality tactical equipment to 
those entrusted to maintain the peace. 

Last year Leupold Tactical 
Division unveiled a tactical scope, 
the Mark 4 ER/T 6.5–20x50mm 
M5A, as part of the M2010 Sniper 
Weapon System. Obviously a prod-
uct such as this needs to deliver 
superior performance in the field, 
where it counts. It also needs to be 
durable enough to hold up under 
repeated use in tough conditions.

One way to find out how good a 
scope performs is to bring together 
some of the best shooters in the 
world and let them use it in a com-
petitive forum. Leupold did just that 
when, as an event sponsor, it provid-
ed 25 of the 32 two-man teams with 
the Mark 4 at the 2011 International 
Sniper Competition held last fall at 
Georgia’s Ft. Benning.

This is a competition that gives 
the world’s best snipers a place to put 
their skills to the test on a level play-
ing field. It is also a demanding test 
of the equipment they use.

Leupold engineers and product 
specialists were onsite to oversee all 
technical details of the optics in use. 
“Our objective was to observe our 
optics used firsthand by the sniper 
community and get feedback,” says 
Leupold Tactical product line man-
ager Ray Brock. “The snipers were 
excited to see new developments in 
optics that meet their needs.” In 
addition, Brock noted that Leupold 
Tactical Optics undergo arduous 

environmental and impact testing  
to ensure they meet the highest qual-
ity standards for durability and 
dependability.

Clear Glass
So, how did the Mark 4 do?

“The scopes were well received,” 
says Chris Estadt, Leupold Tactical 
military business development direc-
tor. “The shooters were amazed at 
how clear the glass was as well as the 
functionality of the new feature sets. 
We are looking forward to their con-
tinued feedback.” 

Supported by a team of dedicated 
engineers, the Leupold Tactical 
Optics staff works with American 
warfighters, law enforcement person-
nel, and competitive shooters to 
design and build products that meet 
their needs. Currently, there are 
more long-range Leupold Tactical 
Optics in service with the U.S. mili-
tary than any other brand. 

Based on the feedback, Leupold 
should be proud of it product. It is.

“It was a privilege to be part of the 
International Sniper Competition 
and demonstrate the commitment 
Leupold Tactical has made to devel-
oping new optics for military and law 
enforcement professionals,” says 
Kevin Trepa, vice president of 
Leupold Tactical. Booth #11962. 
(503-646-9171; leupold.com) 

Leupold Tactical division supplied 
world-class snipers with the Mark 4 
Er/T 6.5–20x50mm M5a scope and 
then stood by as this elite group put it 
to work. 

Aimpoint Protects 
African Hunting Heritage
aimpoint, known for its electronic red-dot sighting technology, 
recently announced that it has established a sponsor relationship 
with the Southern african Wildlife College. The college, based in the 
Limpopo Province of South africa, offers formal training programs 
for regional wildlife and conservation officers. Since its inception, the 
college has trained more than 5,200 students from 26 countries 
throughout africa.

although the training currently offered at the college focuses on 
management of protected areas and natural resources, both hunting 
and conservation organizations have identified the urgent need for 
proper training for the Professional Hunters (PHs) who act as guides 
for visiting sportsmen. The support that aimpoint is providing will 
help to facilitate the establishment of a newly created Professional 
Hunters training and certification course at the College. This new 
program will accept its first group of students in June 2012.

“By offering training to PHs, trackers, and their support personnel, 
we will help to ensure a healthy future for the hunting industry in 
South africa, and even more effective management of the region’s 
wildlife resources,” says Theresa Sowry, CEO of the Southern african 
Wildlife College. “a curriculum has been drafted, and the basic 
groundwork has been put in place to offer a two-year Professional 
Hunter’s course. Students will attend 18 months at the college and 
then move on to a six-month apprenticeship with an established and 
approved hunting outfitter. In addition to field craft and safety, there 
will be a strong emphasis on ethics and sound wildlife management 
principles, as well as an understanding of the direct role that hunting 
plays in conservation.” 

Wildlife management is a success story in South africa. The 
healthy game-ranch industry has resulted in a greater wildlife popu-
lation and diversity than was present at the turn of the 20th century. 
This success exists largely due to revenues generated by the hunting 
industry. as one of the premier hunting destinations of the world, 
South africa has a large and very well established hunting industry 
which employs more than 40,000 people and generates more than 
3.8 billion rand (u.S. $470 million) in revenue annually. 

Professional Hunters represent the front lines in protection of the 
region’s wildlife, as the PHs provide employment and support to resi-
dents in remote areas, and work closely with wildlife officers to fight 
poaching and protect endangered species. Booth #14573. (877-246-
7646; aimpoint.com)

aimpoint’s partnership with Southern african Wildlife College seeks 
to promote the training of a new generation of Professional hunters.
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Through the Glass, Clearly
A re-energized Zeiss sees a bright future  
By Slaton l. White

T o peer through a Zeiss riflescope is to see another world, one bright with possi-
bilities, even when last light is draining from the sky and you’re trying to locate 
that big bull you know is standing just inside the cover of thick timber. If you’re 

using the Victory Diavari FL, no matter how deep the gloom, you’ll spot him.

What many hunters don’t know is that this 
world-renowned company has been building 
world-class optics since 1846. It has 25,000 
employees and is a leader in microscopy, semicon-
ductor manufacturing technology, surgical systems, 
eyeglass lens construction, camera lens design and 
construction, and industrial measurement technol-
ogy. Revenues exceed $4 billion. 

No matter how you measure it, Carl Zeiss is big. 
And yet, its Sport Optics Division, while providing 
superb sporting optics (riflescopes, binoculars, 
spotting scopes, and laser rangefinders) has often 
played little brother to the rest of the company. 
That is about to change.

The First Step
Two years ago, Richard Schmidt was installed as 
the new worldwide president of Carl Zeiss Sports 
Optics (CZSO). A sales and marketing executive 
known for his leadership skills and team-building 
abilities, Schmidt is, the company believes, the 
right guy at the right time. The board certainly 
warmed to his management philosophy. 

“I like to surround myself with experienced sales 
and marketing executives,” he says. “I recruit peo-
ple who really know their markets and their cus-
tomers and provide the leadership tools and 
investments to make them successful. Then…I let 
them run.”

Immediately upon assuming the reins, Schmidt 
put that philosophy to work, hiring industry- 
leading sales and marketing executives, consumer 
optical-product engineers, and the best product 
specialists from all corners of the sports-optics 
industry. Most important, Schmidt committed to 
heavy investment in product research and develop-
ment. “The idea,” he says, “is to create award- 
winning new products that can drive revenue and 
generate consumer excitement.” 

The Second Step
One of the most important benefits of Schmidt’s 
grand strategy has been a recommitment to the 

Sports Optics Division; a key appointment was the 
recent recruitment of an industry veteran to lead 
the division’s new direction. Michael A. Jensen, 
who has 30 years of sales and marketing experi-
ence with such brands as Swarovski, SIGARMS, 
and Marlin (and was most recently vice president 
of sales at the Freedom Group), was appointed 
president of the Sports Optics Division last fall. 

“Quite honestly, when Carl Zeiss Sports Optics 
approached me, I wasn’t interested in a boutique 
brand, regardless of how iconic the Zeiss name 
was,” says Jensen. “However, when the five-year 
plan was presented to me, with two years of 
investment backfill already in the pipeline, I knew 
I was looking at one of those rare lifetime oppor-
tunities. At that moment, it was clear where my 
future was headed.” 

Jensen quickly put together an aggressive, sea-
soned management team that he believes will carry 
Zeiss through five years of rapid growth. “People 
make this industry run, not brands, and I feel I 
have the best people in the industry,” he says.

Jensen also notes that the new sales structure 
“will engage our dealers at a level never seen 
before. Our targets are clear, and we have the 
products to back it up. I am also investing in sales 
programs and sales strategies, marketing, television 
shows, sponsorships, and conservation efforts. 
With my deep industry contacts, I am building 
unique strategic alliances to benefit our dealers 
and customers.”

This isn’t just idle talk. In 2012, Zeiss will 
launch four new family classes with dozens of 
products in these classes. And there’s more on the 
way in 2013.

“The last two years of R&D investments are 
now bearing fruit,” he says. “The positive energy 
around here is incredible. My staff feels it, the 
sales force feels it, and the dealers feel it. In fact, 
recent surveys show our dealer support is growing 
exponentially. If we do our job and stay focused, 
consumers will see it and feel the difference as 
well. They will want to be a part of our family, and 
we welcome them.” Booth #13913. (800-441-
3005; zeiss.com/sports) 

Left to right: Michael a. 
Jensen, president, Zeiss 
Sports Optics division 
(u.S.); Frank Michel, 
head of riflescope pro-
duction; and richard 
Schmidt, worldwide 
president, Carl Zeiss 
Sports Optics, as they 
inspect scope compo-
nents at the Zeiss 
Sports Optics factory in 
Wetzlar, Germany.

Federal’s New 
Shotshells 
Support WWP  
Shooters now have another reason to hit 
the range. Federal ammunition’s Top Gun 
target loads now support the Wounded 
Warrior Project. Each special box contains 
a random mix of red, white, and blue hulls. 
These patriotic hulls are great for every-
thing from backyard shooting to the high-
est levels of clay target competitions. a 
portion of the sales for this product will 
assist injured service members transition-
ing back to civilian life. The 12-gauge 
2¾-inch no. 8 shotshells deliver consistent 
performance for all types of clay target 
shooting. They are available in stores now.

an on-box royalty program sends pro-
ceeds from every sale of the patriotic Top 
Gun product directly to support the 
Wounded Warrior Project. The organization 
honors and aids individuals who suffered 
service-related injuries on or after the events 
that occurred September 11, 2001. Shooters 
of all levels can all help to meet the needs 
of injured troops by purchasing this product. 

“We’re proud of those who serve and pro-
tect,” says brand director rick Stoeckel. “We 
wanted to do something for the men and 
women who have made such a huge sacri-
fice for their country and our freedom. For 
every box sold, money will go directly to the 
Wounded Warrior Project.” Booth #14551. 
(800-322-2342; federalpremium.com)

a portion of the sales of each box of 
Federal ammunition’s top Gun target loads 
will benefit the Wounded Warrior Project.

Jerry Miculek and 
Patrick Flanigan at 
Mossberg Booth
Pro Shooter Jerry Miculek (below) and 
Extreme Shooter Patrick Flanigan will make 
daily appearances at Mossberg (Booth 
#12734) during the SHOT Show. 
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The Del-Ton Dream
When you start small, the sky’s the limit

Tony Autry had a dream. Was there any profit in selling firearms-related goods on the Internet? “I 
always enjoyed playing around with guns, and I especially liked the modularity and simplicity of 
the modern sporting rifle platform,” he says. So, in 2000, he began selling various items on eBay—

spare parts, mainly. He experienced some success, but still kept his day job in telecommunications. But 
both he and his wife, Kassandra, wanted to strike out on their own. 

Though neither had any training in website 
design or construction, they decided it was time to 
see if the dream could be realized. “We bought a 
book,” says Kassandra. Obviously, they read it 
because they managed to launch Del-Ton.com 
(Del for Delmer, Tony’s father, who had joined the 
venture, and Ton for Tony). It was a basic site, but 
they quickly found they were on to something. 
That same year they began buying upper assem-
blies, which Tony and Delmer built in their shop.

“I have no idea how many I built,” says Tony. 
“Over time, probably several hundred. I have 

always been mechanically inclined and detail-
minded, and I got pretty good at it!” 

The following year, growing pains forced the 
Autrys to build a 1,000-square-foot steel building 
to accommodate the expanding business. Two 
years later, Tony’s mother, Betty, came on board to 
answer the phones. 

“We saw a real increase in the business when 
Betty began answering the phones full-time,” says 
Kassandra. “She is very friendly and helpful. It’s 
amazing how such a simple thing like this helped 
our business grow so much.”

That growth helped cement the importance of 
being customer-centric and making certain the 
customer is happy. “By being more available by 

phone, and thus more responsive, we got the best 
feedback you can get from customers—increased 
sales,” says Tony.

In 2007, Del-Ton moved into a 4,500-square-foot 
building in an industrial park in Elizabethtown, 
North Carolina. Del-Ton quickly outgrew that 
building, so in 2009, the Autrys moved into a 
10,800-square-foot building in the same industrial 
park. But even that wasn’t large enough, so Del-
Ton is leasing the 4,500-square-foot structure back 
again as a stopgap measure until an additional 
building can be constructed some time this year.

In a few short years, Del-Ton Incorporated has 
evolved from a gun enthusiast’s spare-parts busi-
ness on eBay to a busy manufacturing and distri-
bution company building its own custom-branded 
rifles, rifle kits, and upper receivers, as well as car-
rying a full line of accessories, optics, parts, and 
upgrades for the MSR and other firearms. The 
Del-Ton website now carries more than 1,600 
products—a number, according to Tony, that is 
sure to expand. 

“Our goals for 2012 are to increase sales to law 
enforcement, build our dealer network, and con-
tinue to improve our products and service to our 
customers,” he says. Sounds like a dream come 
true. Booth #25407. (910-645-2172; del-ton.com)

del-Ton Incorporated has grown from a home-based spare-parts business to a manufacturer and distrib-
utor of rifles and rifle kits, as well as accessories, optics, parts, and upgrades for MSrs and other firearms.

The key to del-Ton’s 
success is an unrelent-
ing focus on customer 
service. as co-founder 
Tony autry says, “We 
got the best feedback 
you can get from cus-
tomers—increased 
sales.” These sales have 
led to expansion, requir-
ing the company to 
seek new and larger 
buildings to house the 
growing business.

Look for 
the Red 
Cap
Brand names are important, both to con-

sumers and to manufacturers, and the lat-
ter spends a lot of time and money to 

keep a trusted name top in the mind with the 
former. The products could be soap, toothpaste, 
bolt-action rifles, or in the case of Minnesota-
based Wildlife Research Center, scents and 
odor-elimination products.

“We’re totally focused on scent and human-
scent elimination,” says communications direc-
tor Ron Bice. “That’s what we do, and we do it 
well.”

Now entering its 30th year in business, 
Wildlife Research Center continues to produce 
cutting-edge products, such as Scent Killer, its 
line of odor-elimination products. “No one 
understands the fight against human odor like 
we do,” says Bice. “Not only do we produce 
superior products, but we’ve put in place a pro-
gram to let the consumer know he is buying a 
superior product.”

That’s the philosophy behind the red cap 
found on Scent Killer products. “Think of the 
red caps as our seal of approval,” Bice says. “It 
lets the consumer—as well as a dealer—know 
he is getting genuine Scent Killer products. 

As Bice notes, to a deer, the nose knows. 
“Wildlife Research Center understands that a 
deer’s most powerful defense is its nose,” he 
says. “Deer avoid hunters countless times each 
year, and most of the time the hunter doesn’t 
even know it. After being spooked by human 
odor, deer may avoid the area for weeks, and a 
mature buck may even avoid the area for more 
than a month. Scent Killer products dramatical-
ly reduce your chance of being detected, which 
results in more opportunity.”

“Hunting time is so important, a customer 
should go with the name he trusts,” Bice says. 
“Whether it’s clothing wash, body wash, cloth-
ing spray, or any of the other popular Scent 
Killer products, they can be easily and quickly 
identified by the red caps.”

Bice also notes that the uniform red cap ben-
efits dealers as well. “Any time a consumer can 
recognize a trusted name quickly, that means 
the cash register will ring faster. That’s certainly 
a win-win for all.” Booth #1010. (800-873-
5873; wildlife.com)

Wildlife research Center has been making odor-
elimination washes and soaps for three decades, 
like the Scent Killer shampoo (far left), deodor-
ant (second from right), and other products. 
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Sinclair 
International 
The third-generation F-Class bipod 
includes many new features long-dis-
tance shooters have requested. The 
major enhancement is a precise ele-
vation-control system. In addition, 
the new bipod weighs nearly a full 
pound less than its predecessor 
because the arched one-piece frame 
is now made of 7075 T6 aluminum.

Adjustable legs with new laser-
etched graduations allow a shooter to 
easily return to a favorite height set-
ting. Vertical height adjusts from 5.5 
inches to 10.25 inches, and the leg 
heights are independently adjustable—
an important feature when shooting 
on uneven ground. Booth #805. (800-
717-8211; sinclairintl.com)

Zippo Outdoors
Zippo Outdoors, maker of the world-
famous windproof lighter with the 
lifetime guarantee, is introducing 
black and camo versions of its hand 
warmer. The new versions are the 

same size as the existing high-pol-
ished-chrome hand warmer, and will 
function at the same level. The black 
hand warmer is available in a matte 
finish; the camo version wears 
Realtree AP. Each warmer features a 
platinum-catalyzed glass fiber burner 
that lights quickly and burns reliably. 
The result is radiant heat without a 
flame, and each unit is capable of 
producing up to 10 times as much 
heat as most disposable warmers for 
up to 12 hours, using just 0.4 ounces 
of fuel (lighter fluid). SRP: $19.95, 
black; $29.95, camo. Both are backed 
by one-year guarantees. Booth 
#14810. (814-368-2700; zippo.com)

LensPen-Parkside 
Optical
Foggy lenses on glasses, binoculars, 
and riflescopes are more than a mere 

ShOt 
ShOw 
2012

New
Products

Zippo Outdoors is introducing 
black and camo versions of its 
famous hand warmers. Each 
model can provide warmth for 
as long as 12 hours.

Sinclair International’s new and 
improved F-Class bipod can be easily 
adjusted from 5.5 inches high to 
more than 10 inches. 
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from becoming magnets for dust. 
SRP: $64.95. Booth #2333. (800-
546-8049; sentrysolutions.com)

Crimson trace 
Corp.
The new Glock Gen 4 Lasergrips 
(fits full-size, compact and subcom-
pact 9mm and .40 caliber pistols) are 
zeroed at the factory and offer a 
four-hour battery life as well as the 
most powerful laser permitted by law. 
The low-profile Lasergrip is fully 
compatible with the recently 
launched Lightguard tactical light, 
turning any Glock into the ultimate 
in low-light defensive handguns. 
These Lasergrips feature the smallest 
laser diode ever offered, with full 
windage and elevation adjustability 
and a master on/off switch. The new 
units fit seamlessly over the Glock’s 
backstrap and require no gunsmith-
ing to install. 
   Because the laser utilizes Crimson 
Trace’s patented instinctive activation 
system, the user simply picks up the 
gun in a normal firing grip and the 
pressure sensor in the grip module 
instantly activates the laser to project 
a bright dot on the target. SRP: 
$279. Booth #16731. (800-442-
2406; crimsontrace.com)

Safariland
The new Protech APV (All Purpose 
Vest) QR (Quick Release) Carrier 

incorporates the same features of the 
standard APV tactical vest, but adds a 
quick-release system. The vest is 
designed around the BALCS (Body 
Armor Load Carriage System)/
SPEAR (Special Operations Forces 
Equipment Advanced Requirements) 
ballistic shape used by the U.S. mili-
tary for high speed and mobility. The 
ballistic panels are interchangeable 
with the standard APV tactical vest 
and the recently introduced APV LV 
(Lo-Vis) covert vest, to offer mission 
flexibility for any operation without 
compromising protection.

The quick-release mechanism 
allows the front and rear of the vest 
to be released through a single pull 
of a deployment handle located in 
the center upper torso on the front 
carrier. The carrier also features 
dual-side closure systems that  
give an operator the option of  
either inserting mini side plates into 
the outer cummerbund for added 
protection or removing the cummer-
bund altogether and utilizing the 
elastic strapping closure system for a 
more low-profile application. 

Other features include external 
auxiliary (dump) pouch with optional 
detachable M4 magazine pouches, 
adjustable shoulders for a custom fit, 
and a 360-degree modular attach-
ment system. Booth #12762. (800-
347-1200; safariland.com)  

Gerber Legendary 
Blades
A unique multi-tool that takes versa-
tility to a whole new level, the 
Gerber Steady combines the tried-
and-true features of a traditional 
multi-tool with the added benefit of 
a field-ready tripod. Compatible with 
camera or smart phone, the Steady 
offers 12 components in all, includ-
ing a fine-edge blade, a serrated 
blade, three screwdrivers, pliers, a 
bottle opener, wire cutters, and of 
course, the adjustable camera/cell 
phone tripod mount. Overall length 
is 6 inches. SRP: $65. Booth #13614. 
(800-950-6161; gerbergear.com) 

annoyance; they can cost a hunter 
the shot of a lifetime. FogKlear from 
LensPen gives lenses strong anti-fog 
protection, applied via a natural fiber 
cloth. Each FogKlear cloth offers 
more than 200 anti-fog applications. 
And FogKlear does all the work 
itself—no liquids, sprays, or tissues. 
Along with the original LensPen, 
and the LensPen MiniPro, FogKlear 
is a key component of the OutDoor-
Pro Kit, and is environmentally 
friendly. SRP: $8.95. Booth #1750. 
(877-608-0868; lenspen.com)

Browning
New in Browning’s diverse line of 
flashlights for the avid outdoorsman 
is the updated Tactical Hunter 
Control Point model that now has a 
20 percent brighter Luxeon Rebel 
LED light. The light also benefits 
from a longer run time of up to 60 

hours. It features all-aluminum con-
struction with an O-ring seal for 
water resistance, advanced digital cir-
cuitry for maximum power, and a 
Control Point rotating selector 
switch on the tail cap. It also offers 
five brightness levels and three flash-
ing modes (fast strobe, normal 
strobe, and S.O.S). The light is avail-
able in black or Mossy Oak New 
Break-Up camo. SRP: $74.99 to 
$84.99. Booth #15129. (801-876-
2711; browning.com)

Battenfeld 
technologies
Keeping a scope perfectly aligned is 
critical to long-range accuracy, espe-
cially when using a bullet-drop-com-
pensating model. That’s because a 
scope that’s off the vertical by only a 
couple of degrees can cause a signifi-
cant decrease in accuracy, especially 
on longer shots. Wheeler 
Engineering’s Anti-Cant Indicator 
ensures that the scope is always held 
nearly perfectly vertical to the rifle, 
helping to assure maximum accuracy. 

Crafted from anondized, machined 
aluminum, the Anti-Cant Indicator is 
available in both 1-inch and 30mm 
models. It easily attaches to a scope 
tube in the same fashion as a ring. 
The indicator is easy to view from all 
shooting positions, and when not in 
use it folds in for protection. Booth 
#15335. (573-445-9200; battenfeld 
technologies.com)

Sentry Solutions
The Armorer’s Kit Deluxe builds on 
the proven concept that choosing the 
right lube, rather than how you 
clean, is what boosts the performance 
and reliability of firearms. The kit 
contains a complete range of Sentry 
Solutions oil-free products, including 
Smooth-Kote (a self-cleaning, dry 
lubricant and bore treatment), 
BP2000 powder, Hi-Slip Grease, 
Tuf-Cloth, Tuf-Glide, Marine Tuf-
Cloth, and Marine Tuf-Glide, along 
with lint-free application tools, 
patches, swabs, gloves, and instruc-
tions for the care of 30 or more fire-
arms. Sentry Solutions’ products use 
several forms of molybdenum disul-
fide and proprietary lubricants to 
smooth and protect metal surfaces at 
the molecular level, preventing gear 

The anti-Cant 
Indicator from 
Battenfeld 
Technologies 
helps a shooter 
make sure the 
scope is properly 
installed on the 
vertical axis. a 
scope that’s 
canted slightly 
right or left can-
not deliver maxi-
mum accuracy. 

Browning’s aluminum-constructed 
Tactical Hunter Control Point flash-
light benefits from a longer runtime 
as well as a brighter LEd light.

The easy-to-
pack FogKlear 
from LensPen 
isn’t your aver-
age lens-clean-
ing handkerchief.  
The soft cloth 
gives lenses 
strong anti-fog 
protection—each 
FogKlear cloth 
offers more than 
200 anti-fog 
applications, and 
requires no addi-
tional liquids, 
sprays, or tissues 
to give your lens-
es a refreshing, 
sparkling shine. 
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