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Sprague’s Sports is 
atK Dealer of the year

Y esterday ATK announced 
Sprague’s Sports, based in 
Yuma, Arizona, was the latest 

winner of its Dealer of the Year 
Award. Every year ATK selects an 
independent retailer that stands out 
from the rest of their wide and 
diverse dealer base. This year 
Sprague’s Sports, along with its pro-
prietor, Richard Sprague, was recog-
nized because of the breadth of ATK 
product lines it carries, noteworthy 
growth in accessories, and its great 
participation in co-op and other 
ATK programs. 

“Richard and his staff do a great 
job,” said Bart Biedinger, manager of 
retail and rep services for ATK. “The 
achievements of his business, his 
dedication to our brands, and the 
loyalty he has shown since day one 
are recognized today.”

Sprague’s Sports not only carries a 
wide variety of products, but it also 
offers educational and shooting class-
es, and has an indoor range on-site. 

“This is an extreme honor to be 

recognized by ATK,” said Sprague. 
“Nobody does more to help dealers 
be profitable and professional. We’ve 
been around for 35 years and they’ve 
always been helping dealers succeed. 
This is an extremely proud moment.”

SHOT Show University Sells Out

Nearly 300 dealers found some-
thing to do the Monday 
before the show, and it wasn’t 

gambling or a helicopter ride to the 
Grand Canyon. It was attending day 
one of the NSSF’s SHOT Show 
University.

For nine years, NSSF has assem-
bled lecturers, training experts, 
renowned business professionals, and 
authors from across North America. 
Topics ranging from ATF compli-
ance, to managing your message with 
the local press, to learning how to 
improve searches on your store’s web-
site have been just a few of the topics 
covered in Landau Hall’s room 4202 
of the Venetian Convention Center.

“With the entire program again sold 
out, we are considering expanding the 
University next year. However, dealers 
should commit to the program early 
to make sure they can get in,” says 
Randy Clark, NSSF’s managing direc-
tor, business development.

Gun dealer Joe Keffer says, “The 
inventory-control class has helped 
me see another part of my business 
that needs fine-tuning.”

Even the big boxes have much to 
learn about dealing with the ATF. 
“This is my first SHOT U., and the 
ATF segment is invaluable. The 
course helps takes much of the frus-
tration out the process,” says Travis 

Glover, senior corporate firearms 
compliance manager for Cabela’s.

For an NSSF member, the cost to 
attend is $100.  The $150 non-mem-
ber price includes a year’s member-
ship to NSSF.  For information on 
2013’s SHOT University, contact 
NSSF at nssf.org or call 203-426-
1320. Registration for 2013 starts in 
September. — Peter B. Mathiesen
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NEW PRODUCT 
REPORTS
SHOT daily hits the floor to find 
the latest optics from the show  
p. 16. also, see what’s new in the 
world of ammunition p. 28 and 
outerwear p. 36. 

NEWS
*Shot BuSineSS 
honorS leaDerS
Six leaders are recognized for their 
hard work and dedication to the 
shooting industry. See page 4

*leatherman’S new 
one-hanD wonDer
The durable OHT multi-tool is 
entirely single-hand-operable and 
covered by the company’s 25-year 
warranty. See page 10

*alliant enterS the 
BlacKpowDer game
Black MZ is a powdered propellant 
that improves on traditional black-
powder. See page 12

*Smith & weSSon 
DeButS new line  
Wild Things apparel is both classic 
and modern. See page 92

FEATURES
*the ultimate guiDe 
to perSonal DefenSe
What you need to know about this 
booming market. See page 46

*welcome to the  
Social meDia era
It’s a fun medium, but it’s also 
highly beneficial to brands, retail-
ers, and ranges. See page 56

*the next Big thing  
in hanDgunS
advantage Tactical Sights might 
look a little odd, but they also 
might revolutionize fast-shooting 
pistol accuracy. See page 62

Outdoor 
Business 
And Kroll 
Team Up
dealers will soon have a new 
resource to drive sales and 
provide marketing for their 
stores. Outdoor Business 
network, which provides pro-
fessional e-commerce web-
site solutions for retailers, has 
partnered with Kroll 
International, a firm that 
offers quality law enforce-
ment, military, and shooting 
sports products.

Outdoor Business network’s 
e-commerce packages allow 
retailers to present the entire 
Kroll catalog as their own on a 
professionally designed web-
site while reinforcing the 
retailer’s brand. Booth #2003. 
(800-699-0820; outdoor 
businessnetwork.com) 

Many dealers 
return to SHOT 
Show university 
year after year 
for lectures, pre-
sentations, and 
training talks on 
all aspects of the 
industry, includ-
ing aTF advice, 
web and Internet 
seminars, and 
press relations 
primers.  

ron Gissendaner (left) and richard 
Sprague (middle) receive their award 
from aTK’s Bart Biedinger (right). 

NSSF
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SHOT Business Honors 
Industry Leaders
at the Bonnier Outdoor Group breakfast yester-
day morning, SHOT Business honored six industry 
leaders. The honorees were retailer of the year, 
Joe Keffer, the Sportsman’s Shop; distributor of 
the year, Big rock Sports; Manufacturer’s 
representative of the year, Phil Murray, White 
Flyer Targets; range of the year, John Munsen, 
Bill’s Gun Shop and range; Company/
Organization of the year, Mossy Oak; Person of 
the year, Frank Brownell, Brownell’s. 

The annual SHOT Business awards acknowl-
edge industry trailblazers who preserve and pro-
mote america’s hunting and shooting heritage.

“Simply put, the winners of these awards repre-
sent the best in every field,” said Slaton L. White, 
editor of SHOT Business. “The SHOT Business 
awards recognize and acknowledge leadership in 
the shooting-sports industry and the communi-
ties in which our representatives reside. Each of 
these winners are top-notch in their respective 
fields, but also give back to the industry and the 
communities in which they operate. They are, as 
well, politically active, to varying degrees, in the 
ongoing challenge of bequeathing the heritage of 
our sports to future generations of americans.”

“I’m extremely proud of this award, and I have 
the greatest appreciation for the selection commit-
tee,” said Frank Brownell, who joined the nSSF’s 
Heritage Fund, funded the nra Summer youth 
Shooting Camp Endowment with $500,000 and 
the Law Enforcement Patrol rifle Instructor 
development Program with $253,000, and offered 
scholarships to a number of gunsmithing stu-
dents—all in the name of helping to guarantee 
Second amendment rights for sportsmen. “I was 
raised on outdoors magazines, so I’m pleased to 
receive this at the breakfast and see the steps the 
Bonnier magazines are taking to look at the future, 
and the steps they’re taking to succeed.”

“This is living the dream,” said Joe Keffer, who 
also serves as president of the national Shooting 
Sports Foundation’s retail advisory Committee 
and sits on the Board of Governors of the nSSF. 
“I’m at a loss for words at receiving the award.”

Freedom Group Honors Sales Reps
FGi Rep oF the yeaR: John Benjamin
the Ray MuRSki ReMinGton FiReaRM 
Rep oF the yeaR: russ datson
MaRlin FiReaRM Rep oF the yeaR: 
dave Crawford
h&R Rep oF the yeaR: andy riesmeyer
BuShMaSteR Rep oF the yeaR: dave  
Hollinger
ReMinGton aMMo Rep oF the yeaR: 
Laden Force
ReMinGton law enFoRceMent Rep 
oF the yeaR: Evan Galbraith
ReMinGton acceSSoRy Rep oF the 
yeaR: dave Crawford

Shot Business award winners included phil 
Murray (top left), Joe keffer and son, anthony 
(top right), and Frank Brownell (bottom) 

Freedom Group’s Scott Blackwell (right) 
congratulates the laden Force team after 
it was named ammo Rep of the year. 

Bonnier’s Luncheon Opens Eyes 
to New Media Opportunities

A t noon yesterday in the Bonnier 
Outdoor Group suite, industry mem-
bers met to hear Outdoor Life and Field 

& Stream magazines’ top media heads deliver a 
presentation on media’s current and future 
place in the industry. The lunch was intended 
to be an open discussion about the new, diverse 
media landscape, and true to its word, it pro-
vided an honest assessment and demonstrations 
of the multiple ways brands of all sizes can 
partner with Bonnier in the coming year. 

The presenters all acknowledged that web-
sites are already an important part of how 
hunters and shooters use media. But the com-
plex state of media today beckons all multi-
media companies to ask, whether in content or 
sales, if its web strategy is as robust as its print 
strategy, and how social media, smartphone 
apps, and new tablet platforms fit into that.

Greg Gatto, Bonnier’s advertising director, 
began by explaining the different forms media 
can take, citing paid, owned, and earned media. 
Gatto acknowledged that those forms have not 
changed, but he noted that in today’s social 
media–driven world, word-of-mouth media is 
quickly taking center stage.

“We’ve all seen the meteoric rise of 
Facebook,” said Gatto. “But what does that 
mean? It means that the average Facebook user 

has about 130 friends. And when he or she 
posts something on Facebook or Twitter, that 
posted content is shared with his friends. And 
it’s all done because the user is engaged with 
something and wanted to share it.”

“When someone posts something on 
Facebook,” continued Gatto, “that post says 
something about him or her. And for us, it says 
something about who our brands are, and we 
want you all to be a part of that.”

Field & Stream and Outdoor Life will have a 
number of programs in 2012 that integrate cre-
ated content with interaction and feedback 
from readers and online users. Outdoor Life’s 
DSI: Deer Scene Investigation and Live Hunt, 
and Field & Stream’s Deer Bums and Rut 
Reporters, are just a few of the franchise pro-
grams from Bonnier that will be doing this. 

Nate Matthews, the digital content director 
for Bonnier’s outdoor group, said, “It’s an 
interesting time to be in the outdoors industry. 
New technology is emerging with new oppor-
tunities to reach and engage users.”

Matthews cited four key opportunities to take 
advantage of the technology—mobile devices, 
video content, social media, and tablets. All of 
which Bonnier will be focusing on this year, 
with the ultimate goal of maximizing the cre-
ative potential of each. —John Burgman

Greg Gatto, Bonnier’s 
advertising director, pres-
ents his company’s view for 
diverse media to a packed 
house at yesterday’s lunch.
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The benefits of ED glass are clear; distortion-free color 

(reduced chromatic aberration) and crisper images.

But the problem is, getting your customers to “see the difference” .

Carson has invented the solution...

A patent-pending test  for 

chromatic aberration. 

Invite your customers to take the “ED Challenge” . 

They’ll see the difference, 

and you’ll sell more optics!

Retailers interested in setting up testing, 
please call 1.800.967.8467

Now with “ED” 
Technology!

Permission to use Carson Optical’s chromatic aberration testing method 

must first be authorized by Carson Optical Inc.

For licensing requirements, please contact Carson Optical at 

1.631.963.5000 www.carsonoptical.com

Test for 

yourself ,

SHOT SHOW 

BOOTH 810
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aTK has laid out 
a comprehensive 
digital plan, 
thanks to efforts 
by its digital  
marketing man-
ager, reed 
Stoven (left). 
“Customers are 
becoming a lot 
more savvy,” he 
says, “and we 
want to be right 
there providing 
them with  
information.”

Outdoors All-
Stars Say 
Thanks With 
USO-style Tour
Outdoorsmen and -women 
serving in our armed services 
often have to rely on the out-
doors media to get their hunt-
ing and fishing fix while 
they’re deployed overseas. 
now, some outdoors celebri-
ties are giving back with a trip 
of their own to meet soldiers 
stationed at active-duty mili-
tary bases with the first-ever 
Outdoor Legends Tour, orga-
nized by armed Forces 
Entertainment in partnership 
with Paralyzed Veterans of 
america-Outdoor recreation 
Heritage Fund (PVa-OrHF).

“For those currently serving 
in a war zone, there are few 
things that mean as much as 
knowing the folks back home 
care about you,” says 
Lieutenant Colonel Lew deal, 
uSMC (retired) and team 
leader of the PVa-OrHF. “This 
is a unique gathering of well-
known television hosts, indus-
try leaders, and recognized 
outdoors personalities who 
are taking the time to tell our 
troops that the outdoors com-
munity cares about them.”

Legendary outdoors celebri-
ties like Jim Zumbo, Michael 
Waddell, and Brenda 
Valentine will spend 10 days 
touring bases in southwest 
asia, shaking hands and pass-
ing along heartfelt thank-yous 
to soldiers, sailors, airmen, 
and marines. Other outdoor 
all-stars going on the tour 
include Jim Shockey, Jose 
Wejebe, Jerry Martin, Bill 
Miller, and ryan Klesko, along 
with nWTF CEO George 
Thornton and ronnie “Cuz” 
Strickland, both of whom 
helped organize the Outdoor 
Legends Tour and recruited 
participants to join them on 
this inaugural trip. PVa-OrHF 
board member Major General 
randy West, uSMC (retired), 
and Lt. Col. deal will help lead 
the tour, which is scheduled to 
take place early this year.

atK expands its Digital arsenal

P ut down that game controller 
and switch off Call of Duty: 
Modern Warfare 3. Even with-

out first-person shooters, there’s 
plenty of arms and ammunition in 
the digital space, and forward- 
thinking companies like ATK are 
only getting started.

“We’re doing a lot of different 
things in the digital space,” says  
Reed Stoven, ATK’s digital market-
ing manager. He’s laid out a compre-
hensive digital marketing plan, 
engaging consumers in stores, on 
their mobile devices—and even their 
online hangouts.

“On the social media side, we’ve 
got a presence on Facebook, on 
Twitter, on YouTube. You’re going to 
see some additional presence coming 
up with Google+,” he says. “We’re 
always keeping an eye out for the 
next big. It’s difficult to know what 
the next giant social media is going 
to be. So we like to test and engage 
where we can.”

This, of course, is in addition to 
ATK’s own social media, Federal 
Premium’s Stormchasers Network, 
and Alliant Power and RCBS’s 
Reloader Hub, two popular sites for 
waterfowlers and reloading enthusi-
asts. The sites reach 8,000 and 3,000 
members, respectively.

“With our digital program, we 
want to try not just something digital 
that stands on its own,” says Stoven. 
“We want to try to weave it in with 
our other marketing tactics. The QR 
code is a great example of that.” The 
QR code is that odd black-and-white 
square you sometimes see in the cor-
ner of advertisements. Scan it with a 
smart phone, and it’ll take you to 
extra content, enhancing the advert-
ing experience.

“It’s where the offline and the 
online world meet,” says Stoven. 
“What we’re doing is, we’ve 
employed QR codes on several of the 
Federal Premium ads, and it takes 
them to videos that are exclusive to 
the QR codes and gives them a rea-

son to scan it. It doesn’t bring them 
to a random landing page, or any-
thing like that. It’s a very specific 
experience for that QR code.”

One such experience is the video 
clips Fusion Ammunition produced 
with UFC star Brock Lesnar. “We 
wanted to create videos that were 
exclusive for the online space,” says 
Stoven. “We partnered with Brock in 
the past, and this year we wanted him 
to go on the prairie dog hunt. That’s 
our most successful video to date.” 
YouTube views for the clip have 
topped 300,000, and are still going.

ATK is also reaching customers 
through their mobile devices. For 
example, there’s the Reloader Hub 
app, a reloading calculator that lets 
reloaders see the money they’re sav-
ing when they compare their supplies 
to ammo prices. “Our philosophy 
with apps is that we want to make 
sure it’s an exclusive experience as 
well,” says Stoven. “If someone’s tak-
ing the time to download that app, 
we want to make sure it’s really  
fantastic.”

But apps aren’t the whole story. “In 
the mobile space, we’re looking for 
new apps for 2012, but we’re also 
looking to make sure our websites are 
mobile-enabled,” says Stoven. “So 
wherever you’re accessing 
FederalPremium.com, as an exam-
ple—whether it’s through your desk-
top computer, your iPhone, your 
iPad, or an Android tablet—you’ll 
have an experience that is built for 
that device, so you’ll never get stuck 
on anything that’s a bad experience.”

Other digital marketing takes the 
form of in-store kiosks, like 
Blackhawk’s holster selector. It’s a 
web tool built for Blackhawk.com 
that lets customers find the perfect 
holster for their handgun. “It’s some-
thing that the community was very 
excited about and wanted us to 
build,” says Stoven. It’s on the main 
Blackhawk site, of course, and was 
ported over to Blackhawk’s Facebook 
page as well. But with the in-store 
kiosks, the company also makes it 
easy for consumers to decide on the 
right holster when they’re ready to 
buy.

“That’s kind of one of our defining 
philosophies,” says Stoven. “We’re 
not trying to build these separate 
experiences dotted across the online 
landscape. No matter where that cus-
tomer goes—whether it’s our 
Facebook page, online, or in the 
store—they’re going to be able to 
have this experience.

“I think we’re seeing consumers 
becoming a lot more savvy,” he says. 
“They’re armed with a whole lot 
more information, and we want to be 
right there providing that informa-
tion for them.

“We’re always trying to touch our 
consumer where they’re going to be,” 
says Stoven. “Whether that’s in-store, 
whether it’s in print advertising, or, 
increasingly, online. We just want to 
make sure the online experience 
matches what the consumer experi-
ences in-store, or what they experi-
ence with print or television advertis-
ing.” Booth #14551.—Rob Staeger

Print to Digital
On the print side, Blackhawk and Federal Premium 
have both launched new ad campaigns. Blackhawk’s 
marketing emphasizes the men and women who use 
its products in the military and law enforcement—
hence its slogan, “Honor. as a way of life.” 
Federal’s campaign emphasizes “Premium 
Moments”—special moments on a hunt too impor-
tant to mar with inferior ammunition. The slogan is, 

“Certain moments are worth a Premium.”
“Blackhawk and Federal Premium are two of our 

biggest brands,” says marketing director Jason  
nash. “To keep them relevant and fresh, we 
launched new print campaigns last fall. They’ll be 
found in the industry’s most prominent magazines 
and come complete with Qr codes for a nice inter-
active feature.”
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Trijicon Dials in 
Extreme Distance 
Shooting
N ew-product development is neither inex-

pensive nor without risk. Add a highly 
fluctuating economy and marketplace to 

the mix, and many companies cautiously shy away 
from the “cutting edge” and decide to play it safe.

Not Trijicon. The optics manufacturer saw an 
opportunity in long-distance shooting and went for 
it with the new Tactical Advanced Riflecope (TARS) 
platform optic system. This new long-range hunt-
ing/tactical scope makes extreme MOA and MIL 
performance shooting for benchrest, varmint, and 
big-game enthusiasts a performance reality. 

The TARS system is a 3–15x50mm scope that 
can be programmed with specific ammunition 
data. Once loaded, all the shooter needs to know is 
the distance. Then, with the instant click of the 
turret, the shooter simply dials in a target at 
ranges from 100 to in excess of 1,000 yards. 

The multi-coated glass is designed for maximum 
light transmission, which is further improved by a 
proprietary design that calls for fewer lenses. To 
improve shooter comfort, there is a generous 3.3 
inches of constant eye relief.

“The TARS optic system creates a total package 
for the retailer to graduate a shooter to one of the 
highest quality products in their store,” says Tom 
Munson, Trijicon’s director of sales and marketing. 
“For accurate performance, an mil-spec firearm 
and premium ammunition are necessities. This is 

an ideal combination to foster excitement for the 
customer while putting profit in the resister.” 

The TARS uses a patented, illuminated-reticle 
system with 10 levels of intensity, including two 
for use with night-vision optics. It also boasts an 
efficient non-forward-emitting LED. A single 
CR2032 battery will provide up to 30,000 hours of 
use. Four reticle choices are available—an intuitive 
MOA reticle, a Trijicon-exclusive JW mil reticle, 
and two Duplex versions. 

Machined from a robust 34mm main tube of air-
craft-grade aluminum, the TARS is combined with 
Trijicon’s mil-spec construction for bulletproof per-
formance in severe recoil and harsh environments. 
Waterproof to 66 feet, the hydrophobic coatings on 
exposed lenses deliver excellent clarity in wet condi-
tions. The finger-adjustable turrets feature patent-
pending lockable, tactile click adjustments for posi-
tive tracking and repeatability. A side-mounted par-
allax dial focuses from 10 feet to infinity. 

I used the TARS scope in Utah at distances from 
100 to 1,000 yards under less-than-ideal wind and 
light conditions. There is no question that with the 
proper rifle and ammunition, extreme-distance 
shooting is achieveable.Your customers will find hit-
ting any target consistently at 900 yards an addic-
tive shooting experience that will quickly translate 
to extreme profits. SRP: $3,999. Booth #10473. 
(800-338-0563; trijicon.com)—Peter B. Mathiesen

Trijicon’s new Tactical Advanced Riflescope hits the market during a wave of industry and consumer pop-
ularity for all things long-range shooting. The scopes use a patented illuminated-reticle system with 10 
different levels, and are operated by a CR2032 battery for 30,000 hours of use in the field. 

Leatherman’s 
Better Idea
For years multi-tool users could choose 
from two distinct options when it came to 
a “one-hand-operable” multi-tool. The first 
had one-hand-opening pliers; the second, 
one-hand opening blades. But now, fueled 
by extensive research with the U.S. military, 
Leatherman has come up with a better 
idea—the first true one-hand-operable 
multi-tool, the Leatherman OHT. 

Military work, more often than not, 
requires multi-tasking. Even during down-
time, streamlining the most seemingly 
mundane operations can make a big differ-
ence. In working closely with the folks on 
the front lines, soliciting feedback and 
input on the design and functionality that 
would best serve their needs, Leatherman 
found one-hand operation—in all aspects—
to be high on their list of wants and needs. 

The result is the OHT.
It has all the tools a soldier or marine 

would expect, and they can all be opened 
with one hand with the pliers in open or 
closed position. Every feature locks for 
safety with a locking-liner system. OHT has 
four screwdrivers, a saw, threading for 
#8-32 rod-attachment, two knives, a bot-
tle/can opener, V-notch strap cutter, oxygen 
wrench, and integrated lanyard rings. For 
use in blackout situations, OHT handles are 
imprinted with the outline of the tool just 
underneath for tactile identification. 

In addition, the spring-loaded pliers open 
smoothly with just a snap of the wrist. Just 
slide the pliers out and get to work. The 
spring-action also makes it easier to get a 
grip for all the wire cutting done in day-to-
day operations, and the 154CM replaceable 
wire/hard-wire cutters will keep an edge 
three-times as long as regular steel. 

The Leatherman OHT, which will be cov-
ered by a 25-year warranty, will begin ship-
ping worldwide in August 2012 in either 
black or Coyote Tan (Cerakote) with a nylon 
MOLLE sheath. SRP: $82. Booth #14512. 
(800-847-8665; leatherman.com)

N E W S

Leatherman will be showing off its new OHT 
at its booth for the remainder of the show. 
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Alliant’s Black MZ 
Primed to Ignite
A s a company that produces 

propellant for factory ammu-
nition as well as propellant 

for reloaders, Alliant Powder has 
more than its share of propellant 
experts. “We’re pretty deep on pro-
pulsion and propellant technologies,” 
says Drew Goodlin, director of new-
product development for ATK. “And 
those folks have worked on specifica-
tions for blackpowder substitutes 
that have allowed us to develop this 
new, unique solution—one that is 
really driven on the premise of being 
much cleaner, more resistant to the 
effects of moisture, and a lot less 
corrosive.”

What they came up with was a 
powdered propellant called Black 
MZ. It’s Alliant’s first entry into the 
blackpowder market, and it’s a doozy.

Ignition was a big piece of 
the puzzle, says program 
manager Anne Beihoffer. 
The team wanted to 
achieve the muzzle veloc-
ities expected of black-
powder, but at lower 
internal pressure. “It 
makes it an overall safer 
system,” she says.

The velocities are 
important because of the 
plastics involved, says 
Goodlin. “Most of these 
guns shoot a saboted 
bullet, and that plastic 
has got to survive the 
interior ballistics of 
launch. You hit it too 
hard, you have a chance 
of failing that sabot; you 
have a chance of inter-
rupting that separation 
of the sabot from the 
bullet. But a consistent 
lower pressure should aid you in 
that.” In a nutshell, the lower pres-
sures allow the bullet to travel as far 
as it needs to, without the loss of 
accuracy that damage to the sabot 
would cause.

Another improvement on tradition-
al blackpowder is Black MZ’s resis-
tance to moisture. “We tested to look 
at how much water the powder sucks 
up, and then the reliability of the fir-
ing situation after it’s been exposed to 
humid conditions, and we’re really 
pleased with the results,” says 
Beihoffer. After extensive storage in 
humid conditions, Black MZ tested at 
only a quarter of the hygroscopicity 
of even the best of other leading pro-
pellant brands (measuring only 2 per-
cent moisture, where the leading 
competitor measured 8 percent). 

“This propellant is so moisture-
resistant that, when exposed to mois-
ture, it still provides very good per-
formance, where competitive prod-
ucts would be rendered useless,” says 

Goodlin. “When hunters hunt in the 
rain or in wet snow, like where I grew 
up in Pennsylvania, our solution is 
going to work.”

“It’s more resistant to those humid 
environments and still fires reliably,” 
says Beihoffer. The powder still 
ignites, propelling bullets at a decent 
clip in conditions where other pro-
pellants suffer greatly in muzzle 
velocity, or fail entirely.

Nothing’s completely corrosion-
free, but Beihoffer describes Black 
MZ as “virtually non-corrosive.” 

“The studies that we do on similar 
barrel materials are quite extensive 
and quite controlled,” says Goodlin, 
“and with our materials the amount 
of corrosion present was very minor.” 
That’s no small matter. After firing 
five rounds of Black MZ and a com-

petitor propellant, the differ-
ence in residue is visible.

One result of this is that 
Black MZ makes the job 

of cleaning the gun easi-
er. “The efficiency of 
the internal combustion 
is getting better and 
better, such that you 
have less residue, mak-
ing it less difficult to 
clean up,” says Goodlin. 
“We still advise that you 
clean your gun like you 
do when you’re using 
blackpowder, because 
that’s the traditional way 
to take care of the fire-

arm. Beyond corrosivity, 
it’s just good practice to 
take care of your gun 
properly.”

So far, the propellant 
has been received 
exceptionally well. 

“We’ve had a couple of writers work-
ing with samples, and they’ve been 
pleased and are writing articles,” says 
Beihoffer. “We started sales in the 
August time frame, but this is our 
big SHOT Show introduction.” 
Excitement over the product is 
expected to build from here. 

“We’ve had a good start with the 
product, and we’re seeing good 
results,” she says. “We were just on a 
hunt where we harvested deer with 
it and it seemed to perform really 
well.”

“We plan to be a major player in 
this market category,” says Goodlin, 
hinting that an expansion of the 
product line is in the planning stages. 
“We do believe that we have the 
leading loose propellant solution, 
and I think the consumer should be 
looking for us to continue bringing 
out innovative muzzleloader solu-
tions.” Booth #14551. (800-322-
2342; alliantpowder.com)
—Rob Staeger

Black MZ from Alliant is 
moisture-resistant and 

almost completely non-
corrosive. 

www.berettausa.com

SV10 Perennia I is currently available in 12ga.
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shot 
show 
2012

services
Facilities and services to help make  
the most of the SHOT Show 

* Coat Check
Sands Level 1, inside taxi lane

* Exhibits 
The Exhibits are located in the 

Sands Expo on Levels 1 and 2, and 

in all Venetian Ballrooms on Levels 

1 and 2. NEW this year! Industry 

Friends booths are on Venetian 

Level 3.

* overnight storage
Sands Level 1, Room 302; Level 2, 

Hall D, front of 16,000 Aisle, and 

Bassano 2801–2802

* First-Aid station
Sands Level 1, near Room 401.

In case of medical emergency while 

at the Show, call 702-733-5195

* My show Planner 
Product Locators
Conveniently located at all 13 

Information Counters throughout 

the Show.

* shot show 
University
Venetian Level 4, Lando  

(January 16 only)

* shipping services
The Ship-A-Box program is once 

again offering its services and 

can be found at the SES Service 

Desk Window on Level 1 and also in 

the Venetian Corridor on Level 2.

* New-Product 
Center
Venetian Level 1, Lobby

* sales office
Venetian Level 1, Lobby (next to the 

New-Product Center)

* security 
Command Post
Sands Level 1, Room 302

* NssF Member 
Business Center
Venetian Level 3, Lido Ballroom

* NssF Friends 
Meeting Room
Venetian Level 2, Bassano 2803

* Press Room
Venetian Level 3, Murano Ballroom. 

All members of the press must be 

registered—registration takes place 

outside the press room. 

* other NssF 
Locations
NSSF Seminars will be held on 

Venetian Level 4. Its Primary Office 

is located in Room 305 of Sands, 

Level 1, and its booth can be found 

on Sands Level 2 (#L221), in the 

Lobby next to Registration.

* safety Advisers
Sands Level 1, Room 404

* show office
Sands Level 1, Room 304

* shuttle Bus
Pick-up and drop-off is at Venetian 

Level 1

* show hours
January 17–19, 8:30 a.m. to 

5:30 p.m. 

January 20, 8:30 a.m. to 4:00 p.m. 

The Law Enforcement ballroom 

and meeting rooms on Levels 1 and 

2 open at 8:00 a.m. Booth numbers 

affected are: 5,000–8,700 and 

Booths 20,000–28,000.  
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Coming Into View
Getting your customers into new glass is easy. Here’s a road map to the 
newest optics with the latest high-tech features By Robert Sadowski

T wo trends this year are optics for crossbows and compact 
riflescopes with short tubes, small objectives, and illumi-
nated reticles. The compact scopes are designed for MSR 

platforms, which makes them ideal for tactical scenarios, short-
range hunting, and 3-Gun competition. Some of the new cross-
bow models are even calibrated to the arrow’s velocity. Here’s a 
look at these and other optics new for this year.

BSA
The Gold Star riflescope line offers 
6X magnification zoom, an EZ 
Hunter reticle, low-profile adjustment 
turrets, and fully multicoated lenses 
with 94 percent light transmission. 
Four models include a 1–6x20mm 
(SRP: $249.95), 2–12x44mm (SRP: 
$269.95), 3–18x44mm SP (SRP: 
$289.95), and 4–24x50mm SP. Two 
SP models feature side parallax adjust-
ment. The Majestic DX scope line is 
redesigned with a one-piece tube, 
fully multicoated optics, and a ballis-
tic-compensating EZ Hunter reticle. 
Five models include a 3–9x40mm 
(SRP: $124.95), 3.5–10x44mm (SRP: 
$169.95), 3.5–10x50mm (SRP: 
$179.95), 4–16x44mm SP (SRP: 
$209.95), and 6–24x44mm SP (SRP: 
$219.95). SP models feature side par-
allax adjustment.

The Majestic binocular line is built 
using a magnesium BAK-4 prism 
housing system that offers shock resis-
tance and a nitrogen-purging process 
to ensure fog- and waterproofing. 
Three models include an 8x42mm 
(SRP: $109.95), 10x42mm (SRP: 
$129.95), and 12x42mm (SRP: 
$139.95). All feature fully multicoated 
optics, BAK-4 prisms, a wide-angle 
eyepiece, lightweight rubber armor 
housing, twist-out eyecups, and a large 
center-focus knob. Booth #11053. 
(954-581-5822; bsaoptics.com)

BSA: 
Clockwise 
from top left: 
The Gold Star 
riflescope line 
offers 6X 
magnification. 
The Majestic 
binocular line-
up uses 
BaK-4 prisms. 
Majestic dX 
riflescopes 
(five models) 
use a one-
piece tube.

Burris: The ar-132 (top left) and 
ar-536 (bottom) scopes have been 
specifically designed for use on 
ar-platform rifles. The sleek-profile 
Fullfield riflescope line (top right) has 
been expanded with three new mod-
els that come with upgraded turrets.
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Burris
The AR-132 (SRP: $279) and AR-536 
(SRP: $399) scopes are specifically 
designed for use on AR rifle platforms. 
The AR-132 model offers quick target 
acquisition and close-quarters shooting 
with 1X magnification and a 4-MOA 
red dot. The AR-536 model with 5X 
magnification is for long-range target-
ing and features the Ballistic/CQ light-

ed reticle in three colors (black, red, 
and green) and five different illumina-
tion settings to match light conditions. 
Both feature a Picatinny rail mount. 
The Fullfield E1 riflescope line has 
expanded with three models, a 
3–9x40mm (SRP: $299) and 4.5–
14x42mm (SRP: $449), both with 
30mm tubes, and a 6.5–20x50mm with 
a 1-inch tube, designed for varmint 
hunting (SRP: $590). The 3–9x40mm 

is available with an illuminated reticle. 
The E1MV reticle is calibrated to the 
.22-250 cartridge. All feature a sleek 
profile, upgraded turrets, and integrat-
ed power ring and eyepieces that 
accept flip-up lens caps. Booth #12755. 
(970-356-1670; burrisoptics.com)

Bushnell
The Legend Ultra HD (High 
Definition) line has expanded with 
scopes, binoculars, and a monocular. 
Legend Ultra HD riflescopes have 
nine models. DOA reticle models 
include a 1.75–5x32mm DOA 200 
(SRP: $249.99) and Crossbow DOA 
(SRP: $249.99), a 3–9x40mm DOA 
600 (SRP: $299.99) and 3–5x50mm 
DOA 600 (SRP: $299.99). Multi-X 
reticle models include a 1.75–5x32mm 
(SRP: $199.99), 3–9x40mm (SRP: 
$199.99), and 4.5–14x44mm (SRP: 
$299.99). Also new this year is a mil-
dot reticle model, a 4.5–14x44mm 
Multi-X (SRP: $299.99). 

The 10x25mm Legend UHD fold-
ing compact binocular (SRP: 
$199.99) features wide-angle BAK-4 
roof prisms for sharpness and detail; 
the magnesium chassis is wrapped in 
a non-slip rubber-armored housing. 
The 10x42mm compact Legend 
UHD monocular (SRP: $199.99) fea-
tures ED Prime Glass, which is an 
extra-low dispersion glass that aligns 
colors to deliver resolution, color 
fidelity, and clarity in low-light con-
ditions. It is waterproof and fogproof. 

The G-Force 1300 ARC laser 
rangefinder (SRP: $399.99) features a 
turbo processor to deliver range dis-
tances up to 1,300 yards with half-
yard accuracy, and 1/10-yard display 
precision from 5 to 125 yards. The 

unit includes Angle Range 
Compensation (ARC) for uphill/
downhill angles and Variable Sight-in 
Distance (VSI), which allows rifle 
shooters to set bullet trajectory 
between 100, 150, 200, and 300 
yards. Booth #12519. (913-752-3400; 
bushnell.com)

Hi-Lux
The Wm. Malcolm 8X USMC-
SNIPER scope (SRP: $549) captures 
the look and functionality of vintage 
Unertl scopes used by the Marine 
Corps on sniper rifles during World 
War II, Korea, and the Vietnam War. 
Legendary shooter Carlos Hathcock 
employed an original Unertl scope 
on a Winchester Model 70. The 8X 
USMC-SNIPER scope features 
micrometer click external adjust-
ments combined with modern multi-
coated lenses. Booth #1017. (888-
445-8912; hi-luxoptics.com)

Konus 
Designed for use on muzzleloaders, 
the KonusPro 275 ballistic riflescopes 
in 3–9x40mm (SRP: $149.99) and 
3–10x44mm (SRP: $199.99) employ a 
reticle calibrated from 75 to 275 yards 
for popular blackpowder loads with 
several aiming points, including later-
al reference marks to compensate for 
wind. The 3–10x44mm features a 
dual-illuminated center dot in blue 
and red. Both are waterproof, fog-
proof, and shockproof. Upgraded 
M30 scopes with mil-dot reticles in 
4.5–16x40mm (SRP: $549.99), 6.5–
25x44mm (SRP: $584.99), and 8.5–
32x52mm ($624.99) now feature a 
1/10-mil windage and elevation  

Carson Optical
The economical VP series binoculars feature fully multicoated and 
phase-corrected BaK-4 prisms that are nitrogen-filled and sealed to 
prevent fogging. Five models are available: 8x32mm (SrP: $210), 
8x42mm (SrP: $230), 10x25mm (SrP: $165), 10x42mm (SrP: 
$240), and 12x50mm (SrP: $270). Booth #810. (631-963-5000;  
carsonoptical.com)

Kowa 
Optimed: The 
economical yF  
series (right) in 
6x30mm and 
8x30mm fea-
tures multi-coat-
ed lenses and 
prisms. The SV 
series (far right) 
offers six mod-
els, which also 
all feature multi-
coated lenses 
and prisms.  



p r o d u c t s

adjustment. Booth #1246. (305-262-
5668; konususa.com)

Kowa Optimed
The SV binocular series offers six 

models: 8x32mm, 10x32mm, 
8x42mm, 10x42mm, 10x50mm, and 
12x50mm. All feature multicoated 
lenses and prisms for clear and sharp 
images. The lightweight design makes 
the SV easy to carry and hold during 

extended viewing. Even the 
large 50mm objective lens mod-
els are lightweight, weighing similar 
to most 42mm-class binoculars. The 
economical YF series binocular in 
6x30mm and 8x30mm features multi-
coated lenses and prisms in a light-
weight rubber-armored body. They 
are waterproof and nitrogen-filled to 
prevent fogging. Booth #614. (800-
966-5692; kowa-usa.com)

Leupold & Stevens
The VX-R Patrol riflescope is avail-
able in a 1.25–4x20mm (SRP: 
$579.99) with the FireDot Special 
Purpose Reticle and a 3–9x40mm 
(SRP: $599.99) with the FireDot 
Tactical Milling Reticle (TMR). 
Designed for tactical shooters, the 
VX-R offers fast target acquisition in 
bright and low light. One button 
illuminates the dot within the reticle, 
which has eight intensity settings. 
The Motion Sensor Technology 
(MST) puts the reticle in standby 
mode after five minutes of inactivity, 

but reactivates at the same intensity 
setting whenever the rifle is moved. 
The VX-R features a 30mm tube, 
second generation Argon/Krypton 
water- and fogproofing, and runs on 
one CR-2032 battery. 

The classic and affordable Golden 
Ring VX-1 line (SRP: $210 to $320) 
offers scopes suitable for rifles, muz-
zleloaders, rimfire rifles, and cross-
bows. The 1–4x20mm is designed for 
close-range hunting and features spe-
cialized reticles: Heavy Duplex for 
dangerous game and deer, Turkey 
Plex for turkey hunters, and Pig Plex 
for hogs. The 2–7x33mm is available 

C-More Systems 
The rTS (SrP: $395) is a small reflex sight with heads-up display. It 
uses an illuminated red dot that is parallax free. It runs on a Cr2032 
lithium battery and is waterproof. a three-position switch provides an 
automatic intensity adjustment, a high-brightness setting, and an off 
position. available in black or desert tan. Booth #11175. (540-347-4683; 
cmore.com)

Nikon: The Monarch 3 binocular 
series in 8x42mm and 
10x42mm offers long 
eye relief and a light-
weight yet rugged 
body. Both models 
deliver bright, high-
resolution images.
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in several configurations, including 
five duplex reticle variations designed 
to specific needs such as long-range 
hunting or turkey hunting. The 
4–12x40mm is designed to provide 
the proper magnification and field of 
view at medium to long ranges for 
hunting deer, antelope, elk, and var-
mints. Three reticles are available: 
Duplex, Wide Duplex, and Long 
Range Duplex. 

The rimfire version of the 
2–7x28mm Ultralight is parallax-
adjusted at 60 yards to match the 
modern rimfire rifle, and uses a Fine 
Duplex reticle for easier aiming at 
smaller targets. The crossbow-ready 
Crossbones 2–7x33mm scope pro-
vides crossbow hunters with a power- 
selector ring calibrated in velocity 

rather than magnification, which 
allows the shooter to adjust to arrow 
velocity and calibrate the reticle for 
the projectile at the same time. Help 
squeeze all the potential out of your 
blackpowder hunting customers’ 
modern muzzleloaders with the 
2–7x33mm UltimateSlam, which 
uses the SA.B.R. (SAbot Ballistics 
Reticle) system to help deliver pin-
point accuracy at long range. 

The next generation of the VX-2 
line (SRP: $300 to $600) offers 
Leupold’s index-matched lens system 
for brightness, clarity, contrast, and 
resolution. The line also features a 
redesigned tube, tactile power indi-
cator, a power selector with easy-to-
read numbers, and finger-adjustable 
windage and elevation adjustments. 
Rifle models include a 1–4x20mm, 

2–7x33mm, the classic 
3–9x40mm, and the 

4–12x40mm, which specifi-
cally provides a wide field 
of view on low power, 
suitable for open-country 
big-game hunting or as 
an all-around optic on a 

multi-use rifle.
Large, light-sucking 50mm objec-

tive lenses are built into the 
3–9x50mm and 4–12x50mm. The 
4–12x40mm AO has an adjustable 
objective and is designed for medium 
game and varmints. It is suited for 
calibers such as .243, 25/06, and  
various 6.5s. The 6–18x40mm AO is 
specifically designed for long-range 
varmint hunting. VX-2 lightweight 
scopes feature an Ultralight 
2–7x28mm, Ultralight 3–9x33mm, 

and Ultralight EFR 3–9x33mm. 
Rimfire shooters may take interest in 
the 3–9x33mm Rimfire EFR designed 
for .17 HMR and .22 WMR rifles. 
The CDS reticle model can be cali-
brated specifically to these cartridges’ 
trajectory. Booth #13023. (503-526-
1400; leupold.com)

Nightforce Optics 
Nightforce is adding the MOAR reti-
cle to its riflescope line. The MOAR 

Leupold & Stevens: The VX-r 
Patrol riflescope is available with a 
Firedot Special Purpose reticle and a 
Firedot Tactical Milling reticle.

Trijicon: The compact 
Sealed reflex Sight (SrS) 

fits many shotguns and 
modern sporting rifles, and 

delivers an unobstructed 
view. It’s powered by a solar 

panel and one aa battery.
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features one-MOA increments for both elevation and 
windage with thicker line subtensions. MOA eleva-
tion indicators are numbered for fast and easy  
adjustments. The MOAR will be available in 2.5–
10x32mm NXS Compact models, 5.5–22x32mm, 
3.5–15x32mm, and 8–32x32mm NXS models. Booth 
#20449. (208-476-9814; nightforceoptics.com)

Nikon 
The Monarch 3 binocular series in 8x42mm (SRP: 
229.95) and 10x42mm (SRP: 249.95) offers bright, 
high-resolution images. It also offers long eye 
relief and a lightweight and rugged body. Booth 
#11221. (800-248-6846; nikonsportoptics.com)

Nikko Stirling
The Targetmaster riflescope series was designed 

with tactical and competitive target shooters in 
mind. Features include an aluminum 30mm tube, 
lenses coated with Microlux ETE for maximum 
light transmission, easy-set turrets, and side paral-
lax adjustment. Models include a 4–16x44mm 
(SRP: $374), 5–20x50mm (SRP: $397), 
6–24x56mm (SRP: $436), and 10–50x60mm (SRP: 
$514). A mil-dot reticle is standard. Booth #3036. 
(775-575-6186; legacysports.com)

Sightmark
The Triple Duty 1–6x24mm (SRP: $275) rifle-
scope is designed for close-range tactical shooting, 
medium-range large game hunting, or 3-Gun  
competition. It features an illuminated red or 
green reticle, 1X magnification, and ½-inch MOA 
adjustments. Three reticles are available: Circle 
Dot, Circle Dot Duplex based on the World War 

Vanguard: The waterproof and fogproof 
Spirit XF binocular utilizes an open-bridge 
body design to keep it lightweight 
and compact. It also has tex-
tured rubber armor for a 
secure grip, as well 
as BaK-4 prisms.

Swarovski
The EL range line of binoculars is integrated with a SWarO-aIM rangefinder. designed on the 
EL binocular body, the EL range is lightweight and ergonomic. The SWarO-aIM technology 
features an integrated gradometer to show the precise shooting distance and angle. The LCd 
readout measures ranges in yards or meters, and offers five brightness levels. Models include a 
8x42mm and 10x42mm. Booth #12120. (800-426-3089; swarovskioptik.com)
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II German sniper rifle, and a Duplex. Booth 
#1548. (877-431-3579; sightmark.com) 

Steiner
The Merlin Pro line of lightweight, compact  
binoculars is improved with high-contrast optical 
coatings for brightness and color fidelity, twist-up 
eyepieces with contoured eyecups, and Nitrile 
Butadiene Rubber (NBR) armoring to withstand 
rough weather or handling. Four models are avail-
able: 8x42mm (SRP: $499), 10x32mm (SRP: $499), 
10x42mm (SRP: $599), and 10x50mm (SRP: $699). 
All come with a padded case, a removable neoprene 
rain guard, and a padded neck strap. Booth #12755. 
(970-356-1670; steiner-binoculars.com)

Trijicon
The SRS (Sealed Reflex Sight) is a compact reflex-
type sight with a body length of 3.75 inches, which 
results in an unobstructed field of view. It is adapt-
able to many firearm platforms, including MSRs 
and shotguns. The LED lighted 1.75 MOA aiming 
point includes 10 brightness settings and it is pow-
ered by a solar panel and one AA battery. It is also 
parallax-free and waterproof. Booth #11923. (248-
960-7700; trijicon.com)

Vanguard USA
The Endeavor Series consists of four spotting 
scopes (two with a straight eyepiece and two with 
an angled eyepiece), each of which features BAK-4 
prisms and fully multicoated lenses. The scopes are 
waterproof and fogproof and their durable yet 
lightweight magnesium construction is rubber-
armored for shock resistance. A dual-focus wheel 

Weaver: Clockwise from upper left: KaSPa 
3–9x30mm riflescope, 3–12x44 tactical scope, 
3–15x50 tactical scope, and the KaSPa 8x28mm 
1,000-yard laser rangefinder. The horizontal design 
allows for comfortable viewing for extended peri-
ods of time. 

Vortex
The ranger 1000 laser rangefinder is capa-
ble of ranging targets to 1,000 yards. 
display modes include an angle-compen-
sated distance-reading mode, a scan mode 
that ranges a moving animal, and an 
advanced mode that offers an option for 
shooters who want to calculate long-dis-
tance/high-angle shots. It is waterproof 
and runs on one Cr2 battery. Booth #4151. 
(800-426-0048; vortexoptics.com)
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system enables fast and fine focus adjustments. Also 
included are a rain coat and a soft carrying bag. 
SRP: 16–48x65mm, $619; 20–60x85mm, $749. 

Also new is the waterproof and fogproof Spirit 
XF binocular, which utilizes an open-bridge body 
design to keep it lightweight and compact. It 
boasts textured rubber armor for a secure grip and 
shock resistance as well as BAK-4 prisms and fully 
multicoated lenses that help it deliver edge-to-
edge clarity and high-contrast images. Two models 
will be available: an 8x42mm (SRP: $249) and a 
10x42mm (SRP: $249). Booth #14825. (800-875-
3322; vanguardworld.com)

Weaver
The 1/10-Mil Tactical scope models in 4–20x50mm 
(SRP: $1247.95) and 3–15x50mm (SRP: $1117.95) 
were purpose built for 3-Gun competition or 
defense. They feature 1/10-mil windage and eleva-
tion adjustments, 5X magnification, mil-dot reti-
cles in the first focal plane, and side-focus parallax 
adjustment. Tubes are 30mm and the exposed tur-
rets easily reset to zero. 

The economical KASPA series features hunting 
and tactical scopes, binocs and a rangefinder. The 
rifle scopes are one-piece construction, nitrogen 
purged to eliminate fogging and have ¼-inch 
MOA adjustments. The Dual-X reticle models 
include a 2–7x32mm (SRP: $120.95), 1x20mm 
(SRP: $127.49), 3–9x40mm ($144.49), 3–12x50mm 
(SRP: $185.49), and 4–16x44mm ($228.95). 
Ballistic reticle models include a 3–9x40mm (SRP: 
$144.49), 3–12x50mm (SRP: $185.49), and 
4–16x44mm ($228.95). The KASPA Extreme 
Tactical scopes have the same features as the rifle-
scopes plus external turrets, illuminated reticles, 
and flip-up lens caps. The 1.5–6x32mm (SRP: 
$282.95) and 3–12x44mm (SRP: $324.95) models 
also have side focus and feature an Illuminated 
Tactical Ballistic-X reticle. Illuminated mil-dot 
reticle models are on the 2.5–10x44mm (SRP: 

$314.95) and 2.5–10x50mm (SRP: $319.99). 
The KASPA binoculars are an open-hinge 

design and come in two models: 8x42mm (SRP: 
$118.49) and 10x50mm (SRP: $130.95). The 
KASPA 8x28mm 1,000-Yard Laser Rangefinder 
(SRP: $375.49) features 8X power and horizontal 
design for extended viewing. The Buck 
Commander 8x28mm 1,000-Yard Laser 
Rangefinder (SRP: $375.49) ranges deer-size ani-
mals out to 600 yards and reflective targets to 
1,000 yards. It operates on one CR2 battery, is 
waterproof, ranges moving targets in scan mode, 
and measures distance in feet, yards, or meters. 
The aluminum-constructed Scope Mounted 
Picatinny Rail Adaptor (SRP: $58.99), in 1-inch or 
30mm, allows shooters to mount a mini red dot, 
flashlight, or laser directly on the scope. Bases 
(SRP: $8.49 to $15.49) are now available for the 
Mossberg 935 Magnum, Savage’s Axis rifle, and 
H&R’s Partner pump shotgun. Booth #14551. 
(608-836-0922; weaveroptics.com)

Zeiss
The Conquest Duralyt riflescope line offers value 
and performance with 30mm tubes with a No. 6 
reticle or an illuminated No. 60 reticle. Models 
include a 1.2–5x36mm (SRP: $1055.54), 
2–8x42mm (SRP: $1111.10), and 3–12x50mm 
(SRP: $1166.66); an illuminated No. 60 reticle 
adds $333.33 to the SRP. The finish is a dark grey, 
anodized surface with black rubber operating con-
trols. The Conquest HD 8x42mm (SRP: 
$1055.54) and 10x42mm (SRP: $1,111.10) binocu-
lars with HD lens system provides value and per-
formance in a compact, lightweight, and ergonom-
ic design. Lens coatings provide 90 percent light 
transmission with a sharp image any time of day 
and in any weather. The ergonomically designed 
grip area and large focus wheel are ideal for pro-
longed glassing. Booth #13913. (800-441-3005; 
zeiss.com) 

Zeiss: The Conquest duralyt riflescope line offers value and performance. The line includes a 
2–8x42mm (top), 3–12x50mm (middle left), and a 2–8x42mm (middle right). all feature 30mm tubes 
and are available with a no. 6 reticle or with an illuminated no. 60 reticle. The Conquest Hd 8x42 binocu-
lar (bottom) delivers sharp images no matter what time of day or how foul the weather.
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Rich Vein
Ammunition makers have a wealth of new and 
useful loads in the chamber this year By Chris Christian

W hether your ammunition needs are high-velocity var-
mint loads, personal defense, waterfowl, clay targets, 
big-game, law enforcement, plinking, pest control, or if 

you just want to be prepared for a sudden zombie attack, you’ll 
afind a plethora of new loads—and component bullets for hand-
loaders—this year.

Barnes Bullets
Barnes expands its VOR-TX line of 
precision handloaded ammunition 
with the addition of a 110-grain 
Tipped TSX FB in .300 AAC and a 
180-grain Tipped TSX FB in .35 
Whelen. In the handgun line, new 
additions include a .41 Rem. Mag. 
with a 180-grain XPB bullet and a 
250-grain XPB in the .454 Casull.

The Barnes component bullet 
Match Burner target line is designed 
for handloaders to achieve match-
grade accuracy at extended ranges, 
using a gilding metal jacket and lead 
core. This year, shooters will see the 
addition of a 171-grain 7mm boattail. 
The Barnes component bullet LRX 
Long-Range X line is designed as a 
hunting round that delivers extended 
range accuracy and terminal bullet per-
formance. This year a 127-grain 
6.5mm BT, a 168-grain 7mm BT, and 
a 280-grain .338 BT designed especial-
ly for the .338 Lapua will be added.

The Varminator line has earned an 
impressive reputation for both accu-
racy and explosive terminal perfor-
mance on varmints. The line will see 
the addition of a .20-caliber 32-grain 
HPFB (Hollowpoint Flat Base); a 40- 

and 50-grain .22-caliber HPFB, and 
58- and 72-grain HPFB in 6mm. 
Booth #14229. (435-856-1040; 
barnesbullets.com)

CCI Ammunition
Those who enjoy “quiet” plinking (or 
discreet pest control) will want to look 
at the new low-velocity .22LR load 
from CCI. It will be available in a 
40-grain LRN and a lighter-weight 
segmented hollowpoint loaded into 
standard CCI .22LR cases. Advertising 
a velocity of 710 fps, CCI claims that 
it offers similar noise levels to air 
rifles, with better accuracy and perfor-
mance. Booth #14451. (800-256-
8685; cci-ammunition.com) 

Federal Premium
A new lead-free, all-copper alloy, 

big-game bullet—the Trophy 
Copper—joins the Premium Vital-
Shok line in 2012. The Trophy 
Copper polymer-tipped boattail 
design features an enclosed hollow-
point for optimized expansion over a 
broad velocity range, a grooved 
shank for enhanced accuracy, and the 
copper alloy material provides more 
than 95 percent weight retention. It 
will be available in 85-grain .243 
Win; 100-grain .25/06; 130-grain 
.270 Win. and 270 WSM; 140-grain 

7mm-08 Rem., .280 Rem., and 7mm 
Rem. Mag.; 150-grain 7mm Rem. 
Mag. and 7mm WSM; a 150- and 
165-grain in .308 Win; a 165- and 
180-grain in .30/06 Sprg., .300 Win. 
Mag., and .300 WSM; and a 180-
grain load in .300 H&H, 300 
Weatherby Mag., and .300 RUM; 
and 200-grain .338 Federal. The 
Trophy Bonded Bear Claw line will 
see the addition of a 200-grain .30/06 
and a 300-grain .45-70 Gov’t., under 
the Vital-Shok Alaskan name.

New to the V-Shok Nosler 
Ballistic Tip line is a 40-grain .204 
Ruger and a 55-grain .22-250 Rem. 
Handloaders will now find available 
unprimed (non-nickel) Gold Medal 

Barnes: 
Clockwise from 
top left: The 
Varminator line 
gets a . 20-cali-
ber 32-grain  
Hollowpoint Flat 
Base (HPFB), as 
well as a 40- and 
50-grain HPFB  
in .22 caliber and 
a 58- and 
72-grain 6mm 
HPFB. Vor-TX .41 
rem. Mag. is now 
available with a 
180-grain XPB 
bullet. The Vor-
TX .454 Casull 
now comes with 
a 250-grain XPB 
bullet. One new 
rifle load is the 
180-grain Tipped 
TSX FB in .35 
Whelan. 

CCI: The low-velocity .22Lr (inset) 
will be available in a 40-grain Lrn. a 
lighter-weight segmented hollow-
point will also be loaded into stan-
dard CCI .22Lr cases.
Speer: The Hot-Cor bullet is once 
again available for reloaders.
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brass in .223 Rem. and .22-250 Rem. 
The Premium shotshell line sees 

three new product additions. The 
Black Cloud–Close Range is 
designed to produce more-open steel 
shot patterns for those hunting 
flooded timber and decoying water-

fowl. It features a 100 percent pay-
load of Flitestopper and Flitecontrol 
steel with Flitecontrol wad technolo-
gy, with a sealed crimp and primer. It 
will be available in 1¼-ounce stan-
dard velocity loads for 3-inch 
12-gauge in No. 2, No. 3, and No. 4 

size shot, and in a 3-inch 20-gauge 
one-ounce load in No. 2 and No. 4.

The Premium Heavyweight 
Turkey line will see the addition of a 
No. 6 and No. 7 1¼-ounce load in a 
12-gauge 2¾-inch shell, using 
Heavyweight shot and Flitecontrol 
wad technology. Federal claims the 
new load has approximately 50 per-
cent less recoil than its 3-inch 
Heavyweight loads and produces 
similar recoil to a HDCP Trap load.

Federal’s Premium Sabot Slug will 
be replaced with an upgraded projec-
tile. The copper alloy slug features a 
deep hollowpoint cavity with a point-
ed tip insert to provide a higher bal-
listic coefficient for increased down-
range energy and consistent expan-
sion. It will be available as a 300-
grain slug in both 3-inch and 2¾- 
inch 12-gauge, as well as a 275-grain 
projectile in 3-inch and 2¾-inch 
20-gauge. Booth #14451. (800-322-
2342; federalpremium.com)

Hornady 
Manufacturing
Two new rifle loads for useful, but 
overlooked, cartridges, a dedicated 
law-enforcement load, and a new per-
sonal defense line that Hornady claims 
is just the ticket for a sudden zombie 
attack highlight Hornady’s new ammo 
offerings for 2012. The .17 Hornet is 
a .22 Hornet necked down to .17 cali-

ber. This popular wildcat produces 
velocities and trajectories that match 
the .223 Rem., but with virtually no 
recoil. Hornady standardizes this load 
with a 20-grain V-MAX load in its 
Superformance Varmint line. It pro-
duces a muzzle velocity of 3,265 fps.

The .300 Whisper (developed by 
J.D. Jones) is a .221 Remington 
Fireball case necked up to take a 
.30-caliber bullet. Originally designed 
to provide both a supersonic and sub-
sonic load for the MSR rifle platform, 
it has also proven to be a superb 
handgun hunting cartridge from sin-
gle-shot platforms such as the T/C 
Contender. Hornady will now pro-
duce a 110-grain V-MAX (supersonic) 
and a 208-grain A-MAX (subsonic).

The new Hornady Critical Duty 
line has, according to Hornady, taken 
ten years to develop. It is designed as 
a barrier-blind law-enforcement load 
that will be capable of shooting 
through drywall, automobile glass, 
sheet metal, and plywood while 
offering proper terminal perfor-
mance. It will be available in a 135-
grain Flexlock bullet in 9mm in both 
a standard and +P, as well as a 175-
grain .40 S&W.

Lastly, clever packaging will make 
Hornady’s new Zombie MAX not only 
an eye-catcher on the shelves, but an 
effective personal defense load. 
Loaded with Hornady’s proven 
Z-MAX bullets, it will be available in a 

Federal Premium: Clockwise from top left: Black Cloud–Close range 
steel shot, all-copper polymer-tip boattail rounds joins the Vital Shok line; 
Heavyweight Turkey in two loadings; Trophy Copper slug.
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115-grain 9mm, 165-grain .40 S&W, 
185-grain .45 ACP, 55-grain .223 
Rem., 123-grain 7.62x39, and a 168-
grain .308 Win. A 00 buckshot load 
will also be offered—just in case you 
encounter a lot of the undead. Booth 
#13145. (308-382-1390; hornady.com) 

Remington Arms
New rifle calibers and shot loads in 
existing product lines, as well as some 
interesting new handgun loads, high-
light Remington’s ammunition offer-
ings this year. The Premier Copper 
Solid (lead-free) rifle line will see the 
addition of four new loads this year. 
The all-copper/polymer-tipped bullet 
will now be available in a 150-grain 
.30/30 loading, as well as a 165-grain 
load in .30/06 Sprg., .300 Win. Mag., 
and 300 RUM.

The Premier A-Frame rifle line 
will see the addition of a 160-grain 
7mm Rem. Mag. and a 180-grain 
loading in .300 Win. Mag. and 300 
RUM. In the UMC rifle line, the 6.8 
Remington SPC will now be avail-
able in a 115-grain FMJ at a price 
that will please high-volume MSR 
shooters. The Core-Lokt rifle line 
will see the addition of two 
European-caliber favorites: a 286-
grain PSP load in the 9.3x62mm and 
a 140- and 175-grain loading in the 
7x64mm Brenneke.

The personal-defense market is 

Hornady: 
Clockwise from 
top: Fend off the 
Living dead with 
a pair of new 
Zombie Max 
offerings—one 
for handguns, 
one for rifles.  
Critical duty, 
developed for 
law enforcement, 
is available in 
9mm and .40 
S&W. The 
20-grain .17 
Hornet performs 
much like the 
.223, but with vir-
tually no recoil.
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huge. Many consumers are not experienced gun 
owners and do not understand the differences 
between various loads. Savvy manufacturers have 
addressed this market with task-specific (identified 
and packaged as such) loads that provide effective 
ammunition for personal defense. Remington joins 
that group with the new Ultimate Home Defense 
product line. The handgun portion of that line uses 
the proven brass-jacketed JHP with nickel-plated 
cases and will be available in a 102-grain .380 ACP, 
124-grain 9mm standard pressure, 125-grain .38 
Special, 180-grain .40 S&W, and a 230-grain .45 
ACP.

Remington’s UMC Target line will expand with 
the addition of a 158-grain lead SWC in .38 
Special (755 fps) and .357 Magnum (1,050 fps). A 
major change will occur in the Remington MC 
handgun ammunition line (both loaded rounds and 
component bullets). Copper-jacketed bullets will 
be phased out during 2012 and replaced with the 
brass jacket material that has proven effective in 
the Golden Saber and Home Defense product 
lines. Existing bullet designs and prices will remain 
the same, with the exception of the jacket material.

Remington’s shotshell line will see several new 
additions. The new HyperSonic 12-gauge 2¾-inch 
slug features a 300-grain projectile that has an 
advertised muzzle velocity of 2,250 fps. The 
Ultimate Home Defense line will see the addition of 
a 3-inch .410 load launching five 000 buckshot pel-
lets. The HyperSonic nontoxic waterfowl line will 
see the addition of a 10-gauge 3½-inch load carrying 
1.5-ounces of either BBB, BB, or No. 2 steel shot. 
In 20-gauge, a 3-inch shell will be available with 
7/8-ounces of No. 2, No. 3, or No. 4 shot. Booth 
#14229. (800-243-9700; remington.com) 

Speer Bullets
The Hot-Cor bullet—constructed from molten 
lead poured into a copper jacket with an exposed 
lead soft point—was the bullet that launched Speer 
some 47 years ago. It earned a reputation for good 

accuracy, 75 percent weight retention, and excellent 
performance in the field. For 2012, Speer will rein-
troduce it into its component bullet line. It will be 
available in a 90-grain spitzerSP/.243, 120-grain 
spitzeSP/.257, 140-grain spitzerSP/.264, 150-grain 
spitzerSP/.277; 160-grain spitzerSP/.284; 150- and 
170-grain SPFN in .308 (intended for tubular mag-
azines), and a 180-grain spitzerSP in .308. They 
will be packaged in 100-round boxes for reloaders. 
Booth #14451. (866- 286-7436; speer-bullets.com)

Winchester Ammunition
Winchester’s centerfire products line expands this 
year with the introduction of a game-animal-specific 
rifle load and two new PDX1 Defender rifle loads. 
In addition, calibers are being added to existing 
lines. The Razorback XT was engineered for maxi-
mum performance on tough wild hogs and for peak 
performance in MSRs as well as more traditional 
rifles. Available in 64-grain .223 Rem. and 150-grain 
.308 Win. (20-round box), it uses a lead-free gilding-
metal bullet. Designed for delayed expansion, it 
incorporates a beveled profile on the bullet to com-
press the hollowpoint cavity and strengthen expend-
ed segments. The same “flash-suppressed” powders 
used in FBI loads make it low-light and night-vision 
equipment friendly. The cases on this line of ammo 
are nickel-plated.

The PDX1 Defender line expands with a 
77-grain .223 Rem. and a 120-grain .308 Win. 
Designed for personal defense in MSR platforms, 
it utilizes a split-core bullet technology. A non-
bonded front core provides rapid expansion while 
a bonded rear core provides optimum penetration 
to assure a massive energy deposit while limiting 
the possibility of overpenetration.

The Power-Core 95/5 line expands with the 
addition of a 90-grain .243 Win., 150-grain .308 
Win. and 300 WSM, 130-grain 270 WSM, and a 
140-grain load in 7mm WSM and 7mm-08 Rem. 
A new addition to the Ballistic Silvertip Lead Free 
line is a 32-grain load in .204 Ruger.

The Power Max Bonded line expands to include 
150-grain .270 Win. and 170-grain .30/30 loads. 
The Super-X Cowboy lineup will now include a 
.45-70 Gov’t. 405-grain lead flatnose. The lead 
bullet is manufactured by Winchester and loaded 
to reduced recoil levels that Winchester states are 
safe for use in older rifles.

The Super-X line will see the addition of a .348 
Win. 200-grain Power-Point. The Winchester 
USA handgun line will now offer a 50-round box 
of 95-grain .380 ACP jacketed hollowpoints. Fans 
of the .17 HMR will want to check out 
Winchester’s new offering. It features an improved 
case shoulder, stronger rim, and a new powder 
blend that produces lower pressures and more 
consistent velocities. It will be available in the 
Varmint HV (17-grain Poly Tip V-Max/2,550 fps) 
Varmint LF Lead Free (15.5-grain NTX/2,550 
fps) and Super-X (20-grain JHP/2,375 fps).

Many view a shotgun as the perfect home-
defense tool, and the new Winchester Defender 
12-gauge slug is designed for that role. The 
2¾-inch shell launches a 1-ounce slug at 1,600 fps. 
The slug is designed to segment into three  
equal parts upon impact to increase knockdown 
power while greatly reducing the possibility of 
overpenetration.

New for waterfowlers is a line extension of the 
popular Blind Side hexagonal nontoxic steel shot 
load. It will now be available in a 1-ounce, 20-gauge, 
3-inch loading and a 1 ¼-ounce, 12-gauge, 2¾-inch 
load. The entire line will also see the addition of 
shot sizes No.1, No. 3, and No. 5.

A new 2¾-inch 20-gauge load appears in the 
Featherlite target line. It carries 7/8-ounces of No. 
8 shot at a velocity of 890 fps, and should be an 
ideal clay target load for recoil-sensitive shooters. 
Lastly, the PDX1 Defender line sees the addition 
of a 45-grain JHP .22 WMR designed to reach 
1,200 fps from a 2-inch barrel and produce muzzle 
energy equivalent to a .380 ACP. Booth #13129. 
(618-258-2000; winchester.com) 

Remington: Clockwise from top left:  Golden Saber personal defense ammo steps up with a 230-
grain .45 aCP.  Core-Lokt adds two new calibers. The Premier Core-Lokt Bonded copper bullets come 
online for handloaders, and ultimate Home defense pistol ammo is now available in five offerings.

Winchester:The razorback XT is designed to 
deliver high performance on tough wild hogs. It’s 
available in .308 (150 grains) and .223 (64 grains). 
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Mix and Match
An interesting assortment of tactical and hunting  
outerwear will hit the shelves in 2012 By Peter B. Mathiesen

C onsumers were in a price-sensitive mode last year, as cot-
ton and nylon-fabric costs drove up retail-finished goods. 
Despite the higher price tags, though, most dealers report-

ed steady sales for mid-range outerwear, and some premium-
priced companies continued to see growth.

On the softgoods-manufacturing 
front, companies expanded their rela-
tionships with offshore factories 
(Brazil, India, and Vietnam come to 
mind) in an attempt to drive down 
expenses and increase quality. 
Compared to last year, the tactical 
clothing segment experienced slower 
market growth while hunting soft-
goods held steady. Here’s a short list 
of what’s new in outerwear for 2012.

5.11 Tactical
Made with Flex-Tac, a revolutionary 
fabric utilizing proprietary fibers, the 
new Stryke is the next generation of 
the 5.11 Tactical Pant lineup. The 

lightweight, breathable, 
poly/cotton ripstop con-
struction incorporates 
mechanical stretch yarns 
to enable the fabric to 
lengthen and recover 
without the use of span-
dex. As a result, the 
breathability, color reten-
tion, and durability are 
technically superior to other 
cotton/spandex fabrics on 
the market. The 5.11 Stryke 
Pant with Flex-Tac is soil-, 
stain-, and fade-resistant, 
and will exit from the wash 
ready to wear. 

There are 10 pockets in 

all: two off-seam side pockets, two 
accessory pockets on each side, two 
back-flap Velcro-secured wallet 
pockets, and low slanted cargo pock-
ets for easy accessibility on each leg. 

The knees are discreetly rein-
forced with pad access inside. 

There is also a self-adjusting 
comfort waist, and the front 
belt loops double as a 
badge holder. Available in 

black, khaki, and TDU 
Green, sized 28 to 44 
inches. SRP: $69.99. 

Booth #10374. (209-527-
4511; 511tactical.com)

Browning
Browning’s expanding line 
of outdoor apparel will 
release a new waterfowl 
parka for 2012 that’s highly 
ergonomic and comfort-

able. The Dirty Bird 4-in-1 parka 
includes Browning’s Pre-Vent water-
proof, breathable fabric, and 
PrimaLoft Synergy insulation. 
Thoughtful tailoring ensures proper 
fit, so a hunter can comfortably wear 
other bibs and insulation layers with-
out sacrificing freedom of movement. 
Sizes S to 3XL. SRP: $350. Booth 
#15129. (801-876-2711; browning.com)

Filson
Known for its rugged durability, the 
made-in-the-USA Brentwood sport 
jacket takes advantage of Scottish 
wool and a tailored fit to create a 
handsome yet durable sport jacket. 
Leather buttons, elbow patches, and 
back shoulder pleats help deliver a 
lifetime of hunting comfort and wear. 

Whether in the field or heading to 
dinner, it’s the jacket many sports-
men will reach for. Dry clean only. 
Sizes 40R to 46R. SRP: $495. Booth 
#15324. (866-860-8906; filson.com)

Irish Setter
Using 100 percent wool loft insula-
tion for a high level of thermal com-
fort and natural moisture manage-
ment, the Springfield Parka is perfect 
for hunting in extreme cold and wet 
conditions. Finished in Realtree AP 
HD, the coat utilizes a micro tricot 
shell mated to an Ultra Dry wind-
resistant waterproof membrane to 
shield against the elements. To 

Filson: The 
Scottish wool 
Brentwood sport 
jacket has a  
tailored fit that 
makes it ideal for 
the field and the 
dining table.

Arc’teryx 
under the LEaF (Law Enforcement & armed 
Forces) sub-brand, the Gryphon Halfshell, a body-
armor-compatible shell that weighs just over 1 
pound, uses a combination hood and roll-up stow-
away sleeve system for ultimate versatility. 
Hardshell panels on the shoulder yoke and sleeves 
utilize heavy-duty, waterproof, and breathable 
Gore-Tex military fabric. The breath-
able Tweave durastetch torso 
offers stretch comfort and tem-
perature regulation under the 
wearer’s kit. For warm-
weather operations, 
sleeves can be secured 
into short mode with-
out removing armor. 

all zippers are 
silent, and the hood 
will fit over a combat 
helmet. rank and 
IFF patches are 
attachable on the 
shoulders. 

This is a durable, 
hip-length, weather-
resistant, breathable 
garment that can be 
used comfortably in trop-
ical, desert, or temperate 
climates. The Gryphon is cut 
for a trim, athletic fit. Sizes M 
to 2XL. SrP: $576. Booth 
#10526. (604-960-3001;  
leaf.arcteryx.com)

5.11 Tactical: 
The next genera-
tion of 5.11’s 
Tactical Pant 
line, the Stryke, 
uses Flex-Tac, 
mechanical 
stretch yarns 
that allow the 
fabric to length-
en and recover 
without the use 
of spandex. The 
Stryke has plenty 
of pockets,  
and discreetly  
reinforced knees 
to assist with  
kneeling tactical 
positions.
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ensure protection in wet conditions, all critical 
seams are sealed. 

The jacket includes comfort and convenience 
features like snap closures on the front, a zip-off 
hood, dual-entry lower pockets with snap closures, 
and snap-closure adjustable cuffs. Sizes M to 3XL. 
SRP: $209. Booth #10047. (888-738-8370;  
irishsetterboots.com)

Prois
Sized to fit women hunters, the Xtreme Jacket is 
constructed with a 100 percent waterproof and 
breathable polyester fabric. Insulated with 200-
gram 3M Thinsulate, and lined with 100 percent 
nylon tricot, it offers ease of movement with flexi-
ble layering capabilities to cool off or stay warm.

The Prois Xtreme Jacket also comes with deep 
chest pockets to hold vital equipment and to warm 
hands. The neoprene-cuffed sleeves ensure the 
hunter stays dry while the adjustable drawstring 
design at the coat’s hem traps body heat in and 
keeps cold air out. The hunter’s backside is pro-
tected with the Prois Ducktail feature, which 
unsnaps for an additional 12 inches of ground 
cover when sitting. SRP: $269.99. Booth #10223. 
(970-641-3355; proishunting.com)

Russell 
The Raintamer 2 jacket and pant provide water-
proof, breathable, windproof protection in a light-
weight, packable outerwear system. All seams are 
sealed, and the pockets use waterproof zippers. 
The jacket’s hideaway hood is adjustable to tailor 
fit around ball caps, and the zipper is covered with 
a storm flap running the length of the jacket. 
Articulation provides a full range of motion, with 

Irish Setter: Finished in 
realtree aP Hd, the 
Springfield Parka is perfect 
for cold, wet weather. 
Sealed seams, a micro 
tricot shell, and an 
ultra dry wind- 
resistant mem-
brane keep the 
elements out.

Russell: The lightweight and 
breathable raintamer 2 jacket 

protects the wearer from water 
and wind…and even has a 

hideaway hood that 
can be adjusted to 

fit around a 
baseball cap.  

Zippers and 
seams are 

waterproof.

Frogg Toggs
Highly portable and lightweight, the Pro 
action rainwear jacket and pant combina-
tion is 100 percent waterproof, windproof, 
and breathable. The classic 50 Fabric used 
in both garments is strong, supple, and 
quiet.

The jacket features a fully adjustable, 
snap-off tuck-away hood with snap clo-
sure, a 1-inch elastic waist and wristbands 
to prevent water entry, and a full-zip front 
with snap-down storm flap. The hood is 
welded without stiff seams, and the 
sleeves are sized for easy movement and a 
comfortable fit.

The matching pants use a 1-inch gath-
ered elastic waistband with internal, lock-
ing shock cord, a gathered 
elastic ankle, and zip-
pered leg openings for 
easy on and off. Both 
garments are offered 
in Mossy Oak Infinity 
camo. Sizes S to 3XL. 
SrP: $49.95, jacket; 
$29.95, pant. 
Booth #10219.  
(800-349-
1835; frogg 
toggs.com)
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adjustable sleeve closures at the wrist. 
The pant uses an elastic waistband with hip-

length zippers for easy on and off, along with 
adjustable snap closures at the leg bottoms. Sizes S 
to 3XL. SRP: $79.99 each. Booth #11035. (877-
879-8410; russelloutdoorsgear.com) 

Rocky
Part of the new Rocky Athletic Mobility clothing 
system, the Athletic Mobility Vest uses 60 grams of 
PrimaLoft insulation to ensure warmth and com-
fort. The exterior is sewn from durable, ripstop 
polyester, and a draft guard runs the length of the 
vest with a quiet, easy-to-pull fine-tooth zipper. 

Two front zippered pockets warm hands and hold 
gear while Rocky’s proprietary SIQ technology helps 
control scent and odor. Sizes S to 3XL. SRP: starts 
at $89.95. Booth #11170. (740-753-1951; rockyboots.
com) 

Sitka
The new Delta Wading Jacket utilizes the all-new 
Gore Optifade Concealment Marsh Pattern. At 
home in a tule maze or while navigating the wil-
lows along a river, the Delta Wading Jacket will 
keep any hunter comfortable in the worst weather. 
Extremely lightweight and carefully articulated to 
move while the wearer shoulders a gun, the jacket 
is constructed with Gore-Tex fabric for durable 
waterproof and breathable protection. 

The front sports two large chest pockets with 
waterproof zippers, two flap cargo pockets, a zip-
pered shoulder pocket, and waterproof cuffs. 
When not in use, the hood sits high on the shoul-
ders, and the neck closure is tall for rain protec-
tion with a beard guard. The packable garment 

collapses easily into a day pack or gear bag. Sizes S 
to 3XL. SRP: $369. Booth #10328. (707-253-1122; 
sitkagear.com)

Wolverine
Made from 100 percent cotton ottoman, the 
Mechanic pant is concrete-washed for a soft, bro-
ken-in feel. Triple-needle-stitched for durability, it 

features reinforced front and back pocket openings 
with rivets. These heavy-duty cotton pants also 
sport a front right knife pocket and five belt loops. 

Ideal for wearing on the job or upland hunting, 
the Mechanic pant is available in khaki, hickory, and 
charcoal. Sizes M to 2XL. SRP: $45. Booth #10540. 
(800-545-2425; wolverinebootsandshoes.com) 

Woolrich Elite Tactical
Responding to requests for a versatile and func-
tional tactical jacket, Woolrich designers and pro 
advisors crafted the performance parka from the 
ground up. The exterior of the Waterproof 
Breathable Parka is a 100 percent nylon ripstop 
outer shell with a waterproof, breathable mem-
brane surrounded by a 260T nylon taffeta liner. 
The outside is finished with a DuPont Teflon fab-
ric-protector coating to enhance breathability while 
repelling water and oil-based spills.

Using two-way side seam 
zippers, the jacket quickly 
adjusts to climate changes. 
A detachable hood, dou-
ble storm flap with 
hidden security 
pockets and rain 
gutter, and large 
patch pockets 
with side hand-
warmer access 
complete the 
package.  

There are 
multiple securi-
ty pockets, 
including two on-
sleeve flapped compart-
ments and two zippered 
upper chest pockets 
with removable ID pan-
els. Double-needle 
stitching and bar tack-
ing have been added at 
all stress points. SRP: 
$159.99. Booth #13162. 
(570-769-6464; wool 
rich elitetactical.com) 

Prois: The Xtreme Jacket 
is sized to fit women 
hunters. The jacket’s 
ducktail feature 
will keep the 
hunter’s bot-
tom dry 
while  
sitting. 

Rocky: The athletic Mobility Vest 
has a draft guard the runs its entire 
length, adjustable with a silent, easy-
to-pull fine-tooth zipper.

Sitka: The delta 
Wading Jacket is articu-
lated for easy move-
ment when shouldering 
a firearm. a tall water-
proof collar closure 
keeps the neck dry—
and has a protector to 
keep beards safe.  
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Ever since Leatherman Tool Group announced last spring 
that it had signed a definitive contract to purchase a majori-
ty interest in the German company that manufactures LED 

Lenser flashlights, people across the industry have been wonder-
ing what they can expect from these two companies. The 
answer? Expect more of the same.

“Rainer [Opolka, co-founder of 
LED Lenser] and I have very differ-
ent personalities, but very similar 
values,” says Tim Leatherman, co-
founder of Leatherman. “We are 
both co-founders of our companies 
and have kept them privately held. 
We both led our companies through 
a period of phenomenal growth. We 
both want the headquarters of our 
businesses to remain in the city and 
country where they were started. We 
are both proud of the jobs created 
and want those jobs to remain in the 
places where the jobs were created.”

Likewise, both Leatherman and 
LED Lenser have established 
themselves as leading brands in 
their respective categories, and 
each has every intention of con-

tinuing down the path that led 
them to that success.  

“We both want our companies to 
remain successful in the future and 
are taking steps we believe will make 
that happen,” Leatherman says. “We 
both view the new relationship, if not 
legally, then practically, as a partner-
ship. A partnership for life.”

Among other benefits, that part-
nership will give American consum-
ers greater access to the LED Lenser 
flashlights and headlamps, which 
have become some of the most popu-
lar lights for outdoor enthusiasts in 
Europe in the past 13 years. In 2012, 
parent company Leatherman Tool 
Group is distributing LED Lenser 
products for a wide variety of con-
sumers, from security and law 

enforcement to outdoorsmen and 
everyday users. 

Among the products that will be 
available to U.S. retailers will be the 
X21R, which is a new rechargeable 
version of LED Lenser’s largest 
flashlight. Not only does the X21R 
add the convenience of being 
rechargeable, but, at 1,600 lumens, 
it’s actually 400 lumens brighter than 
the original. LED Lenser is also 
launching the LED Lenser X7R—a 
new rechargeable midsize flashlight 
that utilizes two separate lights to 
create a significantly brighter beam 
in a smaller flashlight. 

Both the X21R and the X7R use 
LED Lenser’s Floating Charge 
System that incorporates magnetic 
connectors to make it much easier to 
dock the flashlight with the recharg-
ing cord. With the Floating Charge 
System, the flashlight can be charged 
from either a standard wall outlet or 
a USB port; the technology also 
allows the flashlight to be plugged in 
continuously without losing its 

“memory” charge. Like many of the 
LED Lenser products, the X21R and 
X7R also feature both the Smart 
Light Technology that provides mul-
tiple settings of illumination and the 
Advanced Focus System that uses a 
unique combination of reflector and 
lens to create a clean, concentrated 
beam of light. 

Kevin Gleason, product manager 
for LED Lenser USA, says that it’s 
features like the Smart Light 
Technology and the Advanced Focus 
System that have allowed LED 
Lenser to stand out in the competi-
tive marketplace, and it’s features like 
these that U.S. retailers can continue 
to expect from the brand. 

“The brand promise of superior 
technology and design has always 
been at the heart of what LED 
Lenser does,” Gleason says. “And 
that’s something that will never 
change.”

After all, if it’s not broken…  
Booth #14512. (503-253-7826; 
ledlenser.com) 

Leatherman and LED Lenser 
Light a Clear Path Forward
The 2011 acquisition won’t prevent LED Lenser from focusing on its 
strengths…as witnessed in two new releases  By Christopher Cogley

LED Lenser is launching the new 
X7r—a rechargeable, midsize flash-
light that combines two separate 
lights to create a much brighter beam 
than most smaller flashlights can 
muster. It uses the Floating Charge 
System to make recharging easy. 
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Cybergun Game 
Connection
Cybergun pioneers benefit retailers by cross-
selling airsoft through video games By Jock elliott

Cybergun—a publicly traded French company that owns Soft Air USA (Booth 
#3025), Palco Marketing, and Spartan Imports (Booth #27103)—is pioneering a 
new way of promoting the sales of airsoft replicas—through video games.

Mark Skrocki, executive vice president of sales 
and marketing for Cybergun, says, “We recog-
nized the clear impact of media on consumers who 
like to buy airsoft products. When Saving Private 
Ryan featured the Thompson M1A1, we saw sales 
of our M1A1 airsoft replicas rise substantially.”

Skrocki says the trend and consumer behavior is 
even stronger when it comes to video games. 
“When a gun is featured prominently within a 
game, our sales follow faster,” he says. “In Call of 
Duty, with the Famas rifle, we saw this effect. 

There is a tremendous crossover in the demo-
graphics between video games and airsoft. So, as a 
company, we asked ourselves, ‘What’s the best way 
to strategically take advantage of this trend?’ and 
our decision was to get into the digital entertain-
ment business.”

In a bold move that promises to connect prod-
ucts with consumers, Cybergun merged with I2G, 
a video-game developer based in New York. With 
the recent launch of the Blackwater game for Xbox 
Kinect and its newest launch of the free-to-play 
War Inc. (thewarinc.com), both the airsoft and 

gaming industries will be able to tap into the key 
consumers. 

“What we do,” Skrocki says, “is take the most 
popular weapons that we have licenses with and 
place them inside the game. The consumer can get 
them online, and they can pay to get specific 
upgrades. We also have the ability to put stickers 
on airsoft retail packages that say, for example, 
‘Ten dollars of War Inc. currency inside.’ That way, 
the game promotes the gun, and the gun promotes 
the game.”

He adds that there is even more direct cross-
selling with the new Blackwater game for Xbox 
Kinect. “We are in the process of introducing 
Blackwater-branded airsoft guns that the consumer 
can use to play the Xbox game. When you’re 
done, you can use it as an airsoft gun. We have just 
begun to explore the cross-selling opportunities, 
but one might be to create custom promotions for 
retailers. We think, at a minimum, this video 
game/airsoft cross-selling will be a big boost to 
business. We think people will buy airsoft who 
wouldn’t have purchased before.” 

Popularity of airsoft replica guns spikes when they’re featured in mass media, such as Saving Private Ryan 
and the Call of Duty games. now Cybergun is harnessing this marketing power by connecting products 
with video games such as Blackwater (above) and War Inc. (below).

Keeping It Light
In 1965, soul singers Marvin Gaye and Kim 
Weston joined voices to sing, “One can 
have a dream, baby/two can make that 
dream so real.” “It Takes Two” was a hit, 
and 45 years later the wisdom contained in 
the song’s essential message can be found 
in a unique pairing in the tactical market. 

Last year, EOTech and Insight Technology 
pooled their resources to create the L-3 
Commercial Products Group. The group’s 
mission is to offer the commercial market 
a single source that delivers cutting-edge 
technology and products such as holo-
graphic sighting systems, tactical lasers, 
and firearms-training devices. The first 
product to roll off the new assembly line—
the Tactical Shotgun Forend with an 
Integrated LEd Light (TSFL)—is making its 
debut at the SHOT Show. 

In the past, LE operators would have to 
source a light as well as an attachment 
point—typically a Picatinny rail—all of which 
added weight. But by combining the light 
into a replacement forend, the TSFL makes 
the process easier while reducing weight. 

The TSFL features ambidextrous on/off 
pressure pads. Settings include constant 
on, momentary, strobe, and off. In high-
pressure situations, simply tap the pres-
sure pads for activation; the operator never 
has to adjust his or her grip to do so. The 
off hand is always on the forend, making 
this new integrated forend light ideal for 
law enforcement and even home defense. 

The lights will be available in 125- and 
200-lumen outputs and run on one Cr123 
Lithium battery for at least 90 minutes. 
Each is waterproof to 1 meter and features a 
custom texture. designed to fit Mossberg 
500s and 590s and the remington 870 
pump shotguns, the TSFL will be available 
under the EOTech brand. SrP: $350. Booth 
#20153. (888-368-4656; eotech-inc.com)

Nikon App on Android
Nikon’s ballistic matching 
app, Spot On, is now 
available for the Android 
smartphone. The app 
joins the myriad shooting 
apps already available to 
smartphone-savvy 
sportsmen. The Spot On 
allows users to select 
from a large database of 
factory ammo and 
reloading components to 
build the perfect plan for 
dialing in a rifle, handgun, 
shotgun, muzzleloader, or 
crossbow.

Shooters who use the 
Android now have a tool 
to help them match their 
preferred load to their 
style of shooting, accord-
ing to Nikon. The app 
includes a number of 
available options, includ-
ing detailed sight-in infor-
mation to match the 
user’s goals for the field, 
ballistic reports for the 
bullet and load, trajecto-
ry, field references and 
ballistic graphs, and 
more. Booth #11221.
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Personalizing  
Personal Defense
Success in this growing market requires a lot more 
than stocking guns and bullets By Chris Christian

A ccording to an article that appeared recently in a major daily newspaper, the “experts” are a 
bit befuddled by the continuing drop in the nationwide violent crime rate. Many of those 
so-called experts had previously predicted that the extended recession and accompanying 

high unemployment rate would reverse the steady decline in violent crimes that has occurred over 
the past several years. 

That hasn’t happened. Robberies, 
for example, fell 9.5 percent in 2010, 
after falling 8 percent in 2009. Those 
figures reflect the overall downward 
trend in violent crimes across the 
nation. In fact, according to the most 
recent FBI statistics, violent crime of 
all types has fallen to its lowest level 
in America in almost 40 years. 

Although academicians might be 
confused about the causes of the 
steady drop in crime, there may actu-
ally be a simple explanation. In order 
to have a violent crime, you have to 
have a victim. If the pool of potential 
victims shrinks, common sense would 
indicate that the crime rate would 
follow suit. 

In his extensively researched book, 
More Guns, Less Crime (University of 
Chicago Press, 1998), John R. Lott 
Jr. clearly demonstrates that to be the 
case. In those geographic areas where 
law-abiding citizens are allowed to 
obtain firearms (and in many cases 
obtain concealed-carry permits as 
well), the pool of potential victims 
does indeed shrink, along with the 
crime rate. The locales where crime 
rates for rape, murder, robbery, and 
aggravated assault are on the upswing 
are, not surprisingly, those areas 
where firearm ownership is severely 
restricted.  

The academicians may not recog-
nize common sense, but it would 
seem that many Americans do. And, 
in those locales where they have the 
choice, they are exercising it.

Since 2005, the number of applica-
tions for firearms purchases submit-
ted to the FBI National Instant 
Criminal Background Check System 
(NICS) has almost doubled, and that 
trend is continuing. In 2010, approx-
imately 14 million forms were 
received. In the first quarter of 2011, 
approximately 4.25 million were pro-
cessed; that’s an increase of 16 per-
cent over the same period in 2010. If 
that pace continues, 2011 will break 
the annual record for the seventh 
straight year.

Many of these applications were 
for handguns intended for personal 
defense, to be carried under a state-
issued concealed weapons license. 
Those CCW permit applications are 
also increasing. In one state alone 
(Florida), almost 110,000 new CCW 
permits were issued in 2010–2011, 
along with almost 75,000 renewals.

Americans are taking their person-
al defense seriously. And that doesn’t 
just apply to handguns. 

A look at all of the new rifle and 
shotgun models appearing during the 
last few years will show that a signifi-
cant percentage would fall under 
what is commonly referred to as 
“tactical,” which is just a technical 
designation for “a gun to protect 
yourself with.”

As a result, these days the personal 
defense market is the hottest seg-
ment of the firearms industry. Of 
note to retailers, this is one area 
where recession-battered consumers 

Since 2005, the number of appli-
cations for firearms purchases 
submitted to the FBI national 

Instant Criminal background 
Check System (nICS) has almost 

doubled, and many of those appli-
cations were intended for personal 

defense. It’s a huge, fast-growing 
market, one that is also bringing in 

new customers who may have 
never previously owned a firearm. 
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aren’t afraid to spend money. By one 
account, while general consumer 
spending increased a paltry 2.5 per-
cent in 2010, consumer spending on 
guns, ammunition, and related 
equipment rose by 10 percent. 

But the fly in the ointment is this: 
Much of this spending is being done 
by new, non-traditional customers, 
and many dealers have no clue how 
to sell to them. Those who do, how-
ever, are reaping the benefits.  

Bill Kucyk opened Action Impact 
in Southfield, Michigan (an upscale 
suburb of Detroit), in 2008, after 

completing a 30-year career with the 
Oakland County Sheriff’s Depart-
ment, where he commanded a 
SWAT Team and completed law 
school in order to become a practic-
ing attorney. Kucyk has access to a 
huge potential customer base, which 
is why he invested in a 10,000- 
square-foot shop that boasts a 3,000- 
square-foot display area, a 14-point 
indoor firing range, classrooms, and 
an 80-vehicle parking lot.

Far to the south, in the sleepy 
northern Florida town of Live Oak 
(population 7,000), the husband and 
wife team of John and Terri Strayer 
opened Pro Arms in 2007. It wasn’t a 

new start-up business; it was an add-
on (a 1,000-square-foot display area 
and classrooms) to the outdoor 
power equipment business they had 
operated successfully for 28 years. 
Although neither has served in the 
law-enforcement field, John Strayer 
is a multi-level certified NRA 
Instructor. Both he and Terri are also 
long-time concealed permit holders 
and active competitors in the 
International Defensive Pistol 
Association (IDPA). In addition, both 
are former Florida State IDPA 
Champions.

Despite being on opposite ends of 
the demographic spectrum, the  
business plans and operating philoso-
phies of these stores are remarkably 
similar: Each caters to the personal 
defense/concealed-carry market. 
And, it should be noted, each is 
enjoying success in this niche— 
mainly because they understand four 
essential drivers of success.

The New Mindset
“Ninety percent of the students I run 
through my concealed-handgun per-
mit classes are first-time gun buyers,” 
says Kucyk. “They’ve never owned a 

firearm in their life, may never have 
fired one, and the only thing they 
know about them is what they see on 
television.”

Considering that Kucyk averages 
70 students a week, that’s a large lack 
of firearms knowledge walking 
through his doors. Kucyk further 
notes that about 30 percent are 
women. Many customers in this 
group are single women in the 23- to 
27-year-old range, but he also sees 
many women who are over 50 years 
of age as well.

Kucyk’s 30-year career in law 
enforcement has given him invalu-
able insights into the particular needs 
of his customers. “I have this philos-
ophy that when you live in a rural 
area or a nice suburb, guns can be 
more of a luxury item,” he says. “But 
when you live in a crime-ridden met-
ropolitan area, they become more of 
a necessity. Many of our customers 
come from Detroit, and I’ve had cus-
tomers who have had their homes 
broken into and robbed two or three 
times within a three-week period. 
They know nothing about guns and 
may never have been in a gun shop 
in their life, but they are looking for 
some sense of personal security.”

The situation in Live Oak, as you 
might imagine, is a bit different. Yet 
one facet is strikingly similar. 

“This area is one that sees a lot of 
hunting,” says John Strayer. “Some 
of our customers own hunting-type 
long guns. Some even own large or 
midsize handguns, and it’s not 
uncommon for one of those guns to 
be legally tucked away in a vehicle. 
However, the majority of our cus-
tomers, regardless of their firearms 
knowledge, have little if any experi-
ence with concealable carry hand-
guns. That definitely applies to our 
female customers, and I would say 
they account for 30 to 35 percent of 
our clients, especially in our con-
cealed-weapons classes.”

Both store owners have recognized 
they’re not dealing with a traditional 
firearms clientele, and regular visits 
to gun shops are not on these cus-
tomers’ “to do” lists. Getting them 
into your shop can be a challenge.

The Message and 
the Medium
You can’t turn a first-time customer 
into a repeat customer if that cus-
tomer never walks through your 
doors. Marketing is key, and the 
most effective method is often 
dependent on the market you’re 
attempting to reach.

In the case of John and Terri 
Strayer, marketing was simple. When 
you run a successful business in a 
small Southern town that has served 
11 counties for nearly 30 years, the 
name recognition is there. All they 
had to do was let people know they 
now sold guns and training. That was 
accomplished via a radio advertising 
blitz for the first year the shop was 

open. After that, ads were shifted to 
less expensive weekly shopper news-
print publications.

Bill Kucyk, just starting a business 
in a highly competitive major metro-
politan area, had a more complex 
marketing problem.

“Aggressive marketing has been a 
key to my success in this area, 
because there is a lot of competition 
for what I do,” he says. “But it took 
me some time to find the most effec-
tive advertising avenue. I’ve tried 
about every kind of marketing there 
is, and the ones that have performed 
the best for me have been radio and 
local independent TV stations. I did 
start in the local newspapers, but 
quickly discovered that I wasn’t get-
ting a return from that advertising 
investment.”

Kucyk says he was really surprised 
by the effectiveness of radio. “My 
advertising runs on urban stations, 
and I target those whose program-
ming is directed to 23- to 35-year-
olds. Radio stations strive for a par-
ticular demographic listening base 
and have a lot of marketing studies 
available for perspective advertisers 
to look over. I do want to target all 
age demographics, but that age 
group was one I definitely wanted to 
reach, and I chose my stations 
accordingly. One station I advertise 
on also has a higher female listening 
base than others, and that has also 
been a plus for me.”

He also notes that the stations in 
his area that reached the demograph-
ic group he wanted were primarily 
hip-hop and jazz oriented. “That was 
a surprise,” he says. “We all start 
with what we feel will produce in the 
traditional sense, but when that 
doesn’t work you try something else 
and all of a sudden your phone is 
ringing off the hook. Those non- 
traditional stations have been my 
best producers. It does pay to look at 
the various marketing options, mea-
sure your results, and not be afraid to 
try something that you think is a bit 
unconventional.” 

So, let’s say you decide to go the 
non-traditional route and do bring in 
some fresh faces. How do you get 
them to come back?

The Personal Touch
“The number-one thing I have 
learned in the personal protection 
market is the significance of great 
customer service,” Kucyk says. “I 
don’t feel that I’m entitled to any-
one’s business. I feel I have to earn it. 
That means I have to keep a clean 
and pleasant environment for the 
customer, and my staff and I have to 
make personal contact with the cus-
tomer. We greet our customers with 
a handshake and a first name, if it is 
known. If the first name isn’t known, 
it will be by the time that first visit is 
over.”

That personal touch is a key ingre-
dient, and Kucyk insists that without 

Owner Bill Kucyk (top) of action Impact, located in a suburb of detroit, 
Michigan, says business is booming at his 10,000-square-foot facility, mainly 
because of an interest in personal defense and concealed carry. rental coun-
ter cashier Jakeena Moses (above) helps customers try before they buy.
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it there’s no way you can win over 
this new customer.  

“The gun sales industry has a poor 
image, and some of it is self-promul-
gated,” he says. What he’s talking 
about here is something known as 
“The Bubba Factor.” 

“We have a running joke in my 
shop where I do the typical gun-shop 
employee ‘lean’,” he says. “I lean my 
back against the wall, put one foot 
against the wall, cross my arms, and 
then nod my head and say, ‘What can 
I do for you?’ That’s not the way my 
customers get greeted in my shop, 
and I won’t have that type of person 
working in my shop.”

Although the Strayers operate in 
what many would consider “Bubba 
Land,” they are in total agreement.

“You don’t build a successful 
28-year-old business in a small 
Southern town without providing 
quality customer service,” says John 
Strayer. “The customer deserves to 
be treated with respect. In my out-
door power equipment business, I 
have dealt with customers at all social 
and economic levels. I’ve been suc-
cessful because I respect the fact that 
they are spending their money with 
me, and I treat them that way. The 
same applies to my gun business.”

What Strayer understands is that 
although these new customers may 
not know guns, they sure do know 
shopping. They expect to be treated 
with respect, shown options, given 
choices, and receive knowledgeable 
advice from pleasant sales personnel. 
If confronted with the all-too-typical 
gruff know-it-all who answers every 
question with “This is what you 
need, right here!” they’ll simply walk. 
Your counter personnel are the ones 
who will be instrumental in that con-
sumer decision, and they need to be 
chosen carefully. Kucyk, who has a 
staff of 16 in full- or part-time posi-
tions, has an unusual, but very effec-
tive, hiring technique.

“Often the person best suited to be 
behind the counter to represent me 
in the personal defense market will 
find me,” he says. “I try to talk to 
every customer who comes through 
the door. In those conversations I 
sometimes find my best employees.”

Kucyk firmly believes that there 
are certain traits—like manners, per-
sonal grooming, and the ability to 
treat people with respect—that can-
not be taught. He looks for people 
who exhibit those qualities, figuring, 
correctly, that he can train them in 
specific firearm-selling techniques. If, 
while talking to a customer, he sees 
those qualities he seeks, “I simply ask 
them, ‘Are you looking for a job? 
Would you like to work here?’ The 
person you want will stick out, and 
that’s actually how I have found a lot 
of my staff. I have three females that 
came into my employ in just that 
manner. Furthermore, I have no staff 
problems and zero employee issues.”

Kucyk’s willingness to hire women 
is pertinent to his overall success, 

especially since nearly one-third of 
personal defense customers are 
women.

“A lot of women are not comfort-
able walking into a gun shop,” says 
Terri Strayer. “It’s not much different 
than a guy walking into a beauty 
salon. They feel a bit out of place 
and uneasy because they’re not in 
what they feel is their normal envi-
ronment. When I’m behind the 
counter, and I see a woman walk into 
the shop—no matter what I am 
doing at the time—I will immediate-
ly make eye contact and give them a 
big ‘Hi! Nice to see you.’ A lot of 
women are really surprised to see 
another female behind the counter, 
one who’s wearing a gun. They didn’t 
really expect that, but when com-
bined with the greeting it’s a big 
comfort factor, and they feel a lot 
more welcome.”

Try Before You Buy
A significant percentage of first-time 
customers intend to acquire a  
concealed-carry permit. Training 
requirements vary by state, but that 
training is invariably required before 
the permit application can be sub-
mitted. Those shops that have  
certified instructors, or an outside 
contractor they can refer customers 
to, will be well ahead of the game. 
Those shops that can only sell prod-
uct will lag.

The National Rifle Association is a 
certifying body recognized by virtu-
ally all states, and if your shop lacks 
an NRA certified instructor, it’s 
worth the time to send an employee 
through the certifying courses.

Training requirements vary by 
state, but all include classroom time. 
Both Kucyk and Strayer made certain 
that they had large, clean, comfort-
able classrooms incorporated into 
their shops. Some states also require 
a certain portion of the training to be 
live fire, conducted on a range. In 
Michigan, where Kucyk operates, the 
requirement is an eight-hour course, 
three hours of which must be range 
training. His in-shop range is a major 
asset. However, shops that lack such 
a facility can often make arrange-
ments with a local gun club to use 
their ranges. It’s a wise move.

In Florida, range time is not 
required for the state-approved 
course. But the Pro Arms CCW class 
protocol requires a CCW applicant 
to fire a minimum of 50 rounds at a 
range on John Strayer’s property 
(with more than 20 firing points), 
located a short drive from his shop.

While convenient range facilities 
are important for conducting classes, 
they can also be a major asset when it 
comes to matching the customer 
with the right gun. “If I find that I 
have a first-time shooter who has 
never fired a gun before, I’m not 
going to sell them a gun right off the 
bat,” Kucyk says. “I won’t do it.”  
This policy actually is part of his 

overall customer service plan. “I’ve 
had a lot of people come into my 
shop who have never fired a gun 
before, yet tell me what gun they 
want,” he says. “Many of them are 
females and are asking for a gun 
some relative or friend told them 
they should get. Ninety percent of 
the time it’s a snub-nose .38, which is 
not always the best choice for a new 
shooter. What I do then is take them 
to the range. I load a couple of 
rounds into a snub-nose—I have 60 
range rental guns on my shelf—and 
have them fire it. The vast majority 
decide, right then and there, that’s 
not the gun they want. I could have 

talked to them for an hour to try and 
explain that to them, but show-and-
tell is faster, and the on-site range is 
an excellent way to do that. We real-
ly prefer that they try before they 
buy. I don’t charge for the range offi-
cer’s time, but I do charge for the 
ammunition, and there is a gun-rent-
al fee. That fee will be taken off the 
price of any gun they buy. I do that 
to prevent someone who just wants 
to shoot a gun but has no intention 
of buying one from wandering in and 
taking up time and ammunition.”

In Strayer’s area, guns are more 
common, though the models that 
some CCW applicants bring to class 

are exceedingly odd choices. “This is 
a demographic area with a long histo-
ry of private gun ownership,” he says, 
“and some of the guns people show 
up with for the range portion of our 
class simply amaze me. Some are 
older than my great-grandfather, and 
may not have been fired in 50 years. 
Some are low-end knock-off models 
that I wouldn’t put in my display case. 
But it’s a gun, and people assume that 
since it’s a gun it’ll work just fine. 
Many of these guns don’t make it 
through 20 rounds before they die, so 
we let them finish by trying our 
selection of range guns. They invari-
ably find one they like and buy it. 

Then they thank me for showing 
them something effective that fits 
them. I now have a very happy repeat 
customer, and a gun sale.”

There’s no magic to all of this, just 
a lot of common sense and a willing-
ness to embrace a new customer 
base. Yes, it might require you to 
change some deeply ingrained  
selling habits, and for a while it will 
force you out of your comfort zone. 
But these new customers are a life-
line to the future, and any momen-
tary discomfort you experience is a 
small price to pay to help ensure the 
continued success of your chosen 
enterprise. 

One of action Impact’s strongest selling points is that customers can rent a 
pistol and shoot it at the store’s range to see how it fits before buying it. 
another key advantage is the store’s diverse staff, which reflects the diversi-
fied nature of the neighborhood in which action Impact is located.
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Colt Pulls the Trigger 
on Social Media
S ome of the most sought-after handguns and 

rifles in the world bear the Colt brand, yet 
for years Colt was content to let its products 

do all of the talking. But in 2011, the Connecticut-
based manufacturer realized there was a passionate 
community of people who wanted to interact with 
the brand, so on September 1, Colt opened up an 
online dialogue with its fans by launching brand 
pages on Facebook, Twitter, and YouTube. Colt 
soon discovered what other brands in many indus-
tries around the world are also learning: An over-
whelming number of customers want to engage in 
conversation with the brands they love.

Colt celebrated its Facebook launch by rewarding 
its fans with the opportunity to win a Colt 6920 
rifle. Within six weeks of the launch, Facebook.com/
ColtFirearms had more than 50,000 fans, and by 
late fall the number approached 70,000. Although 
the sweepstakes certainly got the attention of Colt 
enthusiasts, it was not the only reason people chose 
to “like” the page. Fewer than half the people who 
liked the Facebook page even entered the contest; 
these Colt fans were simply interested in having a 
closer relationship with the brand.

With the launch of these social media outlets, 
Colt enthusiasts finally had a central place to cele-
brate an iconic American brand. Soon the Colt 
Facebook wall was filled with posts and photos 
from individuals sharing their passion. Fans posted 
photos of entire Colt firearm collections, as well as 
snapshots of individual revolvers that have been 
handed down from generation to generation. 

“We knew we had loyal fans, but we had never 
seen that much passion for our brand manifested 
in one place before,” says David Ridley, vice presi-
dent of Colt Defense. “We are so proud of the 
enthusiasm that our fans have for Colt.” 

Colt’s social media team gives the company a 
voice for speaking with its community, sharing 
news, congratulating new Colt owners, and 
answering questions, as well as monitoring and 
responding to the active daily conversation around 
Colt. “Fans of our page vary, from Colt enthusi-

asts, potential customers, and gun collectors, to 
military and law enforcement personnel,” says 
Joyce Rubino, Colt vice president. “And every per-
son who posts on Colt’s page deserves respect, 
attention, and courtesy.”

Along with its growing social media fan base, 
Colt has also developed online partnerships with 
some of its dealers, distributors, and offline indus-
try partners. Colt and its partners have discovered 
benefits in working together to meet their shared 
objectives online. 

In addition to promotional opportunities, social 
media is also one of the newest channels for cus-
tomer service and for strengthening brand loyalty 
and relationships. People’s ability to share their 
experiences and opinions with others around the 
world using social media is something that no 
brand—even one as popular as Colt—can afford to 
ignore. Facebook has grown to more than 800 mil-
lion users worldwide, and keeps adding new 
accounts every day. YouTube is now the second 
most popular search engine in the world. More and 
more people are turning to both of these platforms, 
among others, for advice and tips, including guid-
ance on which firearm to purchase. The opportuni-
ty to interact with customers is only growing for 
companies who cater to the shooting community.

However, involvement in social media requires a 
long-term commitment from any company. It also 
calls for the realization that participation is all 
about earning and keeping the trust of the compa-
ny’s communities. No longer can brands shout 
their message to their potential customers; today it 
is all about striking up a conversation in which 
customers feel they are receiving something of 
value for their time and attention.

Colt is committed to connecting with its cus-
tomers via social media, be it Facebook, Twitter, 
YouTube, or a yet-to-be-launched social media 
platform. Similar to many other popular brands, 
Colt looks forward to many engaging, customer-
centric conversations in the years to come. Booth 
#12529. (800-962-2658; colt.com)

Colt celebrated its Facebook 
launch by rewarding its fans 
with the opportunity to win a 
Colt 6920 rifle. In just six 
weeks, the site attracted more 
than 70,000 fans. 

Bergara 
Barrels’ 
New 
Wrinkle 
For years, CVa has used  
premium Bergara Barrels from 
Spain on its top-of-the-line 
apex and accura rifles. This year, 
the manufacturer has added a 
new wrinkle—replacement  
barrels for remington 700 and 
Savage 110 rifles. 

CVa spokesman Chad 
Schearer says, “This allows gun 
owners to upgrade their exist-
ing rifle—or a newly acquired 
used gun—and turn it into a 
real tack driver. It’s also a great 
opportunity for retailers, many 
of whom hear customers, in 
this hard economy, say they 
would like to buy a new, more 
accurate gun but can’t afford 
it. Well, now you can help 
them by offering an accurate 
replacement barrel for a frac-
tion of the cost of a new rifle.”

The product line also offers 
customers a chance to 
change calibers, if they so 
choose, as long as the new 
caliber matches the existing 
bolt-face diameter. “Barrel 
diameters follow factory con-
tours as close as possible, 
but some minor stock inlet-
ting may be required,” 
Schearer says.

dealers can stock the bar-
rels or special-order them. 
“What every dealer should 
know about Bergara 
Barrels,” Schearer says, “is 
that noted barrel maker Ed 
Shilen served as a consul-
tant when they were under 
development. So you know 
they are really accurate.”

Currently, the remington 
barrels are offered in 24- 
and 26-inch versions, in 
varmint or sporter tapers, in 
.223, .22/250, .270, 
7mm/08, .308, .30/06, and 
.300 Win. Mag. The Savage 
offerings are .223, .22/250, 
7mm/08, .308, .30/06, 
and .300 Win. Mag. SrPs 
range from $299.95 to 
$339.95. Booth #14814. 
(877-892-7544; bergara 
barrels.com)  
—Slaton L. White

Bergara Barrels now 
offers replacement 24- 
and 26-inch barrels for 
select Remington  
Model 700 and Savage 
rifles. Calibers include 
.223, .30/06, .22/250, 
.270, and .300 Win. Mag. 

Shockey, Jarrett Booth Appearances
Meet Jim Shockey at Crosman (Booth #13940) today 
from 1 to 2 p.m. He’ll be talking about his year-long 
experiences hunting with a Benjamin airgun. at 2:30 
p.m., you’ll find him at Cannon Safe (Booth #12714), 
where he’ll be signing autographs until 3:30 p.m.

at Blackhawk Products Group (Booth #14551) today 
and tomorrow, you’ll find national and Practical 
Shooting Champion Todd Jarrett from 11 a.m. to noon, 
and again from 2 to 3 p.m.
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Socializing on the Job
Retailers and ranges see value in social media  
By Rob Staeger

For many businesses, managing Facebook and other social media applications are something 
people squeeze in around…well, let’s be uncharitable for a moment and call it real work. But 
that’s 20th-century thinking. As the Internet and wireless devices permeate our lives more 

and more (and a generation comes of age that has never known life without them), that attitude 
isn’t one that can persist. Like it or not, it’s time to engage.

“There’s value in doing this,” says 
Miles Hall, owner of H&H Shooting 
Sports in Oklahoma City. “It’s just 
not quantifiable in a normal business 
sense. If you have somebody that has 
a little bit of vision, they understand 
that this stuff works, and they need 
to be involved in doing it.”

H&H’s website has an active and 
engaging news page called Wire 
Shots, which features industry and 
store news, new-product informa-
tion, and more. And the numbers the 
site draws make it more than just 
something to squeeze in between 
register visits. 

“To give you an idea, our website 
floats between 850,000 and 1.2 mil-
lion hits a month,” says Hall. “There’s 
obviously an interest when you keep it 
entertaining for them. We don’t quite 
know what the value of it is yet, but I 
think we’re going to get a better han-
dle on it in the coming months.”

“Social media has evolved,” says 
Tim Shoopman, editor of Wire Shots 
and H&H’s social media guru. “It was 
initially just having a website, and hav-

ing the ability to e-mail people about 
events. And then, of course, you move 
into forums and Facebook and blogs.”

To generate Wire Shots’ content, 
Shoopman asks the guys at the 
receiving office to let him know when 
something interesting or unique 
comes in. He’ll take some photos and 
get it online before it hits the floor. 

“We promote events that are going 
on, or offer general information on 
firearms and other products they can 
get in the store,” says Shoopman. 
“That way they can get a little more  
information than just the standard 
Facebook update.” Shoopman also 
travels to industry shows like the 
SHOT Show to blog about the 
booths, which generates an incredi-
ble amount of interest. Free-to-use 
resources like the NSSF’s “Pull the 
Trigger” videos can help them round 
out the content, if need be. 

Since it must be more personable 
than the standard company website, a 
social media presence can be challeng-
ing to craft—and it’s a course that 
takes a fair amount of steady naviga-

tion. What works on a proprietary 
website might not fly on Facebook. 

A Fine Line
“There’s the corporate social media, 
and then there’s the what-I-ate-for-
breakfast social media,” says Hall. 
“We felt that we should be some-
where between those two.”

Hall’s guidelines for Facebook 
were simple. “Keep it relevant,” he 
says. “If I were someone who didn’t 
know a whole lot about H&H, knew 
just enough to be interested, would I 
care to read about it?”

Navigating the proper subject mat-
ter isn’t the only skill to master. “If 
we made our posts too long, no one 
would read them,” says Shoopman. 
Too short, and no one would care. 
Pacing is also important: Shoopman 
plans posts for every Monday, 
Wednesday, and Friday, and only ups 
the frequency for special occasions. 
“Our goal is not to flood the 
Facebook market with H&H.”

Other retailers and ranges are 

reaching out into social media as 
well. Joe’s Sporting Goods in 
Minnesota is just beginning the pro-
cess of using social media to expand 
their message. “It’s mainly a way to 
let people know what’s coming up in 
the store,” says Jason Gohdes, the 
store’s manager of Internet and soft-
ware. “We use it more as an advertis-
ing source than anything.”

Owner Jim Rauscher has been 
shooting videos at the firing range 
for YouTube. “We’re just starting to 
do more of these video blurbs to let 
people know we’re more of a hands-
on place,” says Rauscher.

Black Wing Shooting Center in 
Columbus, Ohio, has started taking 
it further. “Initially we used it just to 
post things that were happening,” 
says owner Rex Gore. “But we’ve 
learned it’s not just a replication of 
your website, it has to be more inter-
esting, and more interactive. So 
we’ve changed the tone.”

But at any level, engaging the cus-
tomer base is effective. “People like 
getting that notification, and then 
they’ll come to check out the 
events,” says Gore. “It seems to be 
very effective in getting people to 
come out to see what’s going on.”

Social media isn’t just a way of 
connecting with a brand-new audi-
ence; most likely your current cus-
tomers are already social media users. 
“The people who are shooting today 
are not the same people who were 
shooting yesterday. There’s a whole 
new breed of people who bought 
their first gun in 2008, 2009, or 
2010. They’re new to the family of 

We get out of social media what we 
put in. When establishing an online 
presence, make sure your employees 
have the proper equipment (and 
enough time) to make the most of it. 
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gun owners. And they are social 
media people,” says Hall. “They’re a 
vocal group, if you listen. They’ll tell 
you what they want you to carry in 
your store, and they’ll tell you exactly 
what kind of service they want.”

And that’s the thing about social 
media: It’s not just getting the mes-
sage out—it’s also getting the message 
in. “Social media is communication,” 
says Hall. “The question is, do you as 
a business want to communicate?”

Online feedback is immediate and 
honest. Between Facebook comment 
threads, Twitter messages, and even 
online surveys like the one on Wire 
Shots, your customer base has plenty 
of avenues to tell you what they 
want. “They’re not ashamed to tell 
you,” says Shoopman. 

Troll Hunting
Of course, not everyone on social 
media has your best interests at 
heart. Sometimes, comment threads 
get heated, or someone pipes in just 
to make trouble. Recently on one of 
H&H’s Facebook threads, someone 
chimed in with a pointed question, 
aimed at plugging a competing 
range. Shoopman was monitoring 
the site at the time, so the comment 
came to their attention quickly. 

“Our first instinct was to delete the 
comment,” recalls Miles’ son, Stephen 
Hall, H&H’s IT director. “I said 
absolutely not.” Cutting the comment 
would only aggravate the situation, 
and likely give the commenter some-
thing to complain about on countless 
message boards. Instead, they engaged 
him, anticipating where his comments 
were going, and used the opportunity 
to highlight the features of the range. 
Eventually he stopped posting, and 
the team knew they’d won. 

“It’s a very hard thing to kill the 
troll, and we were lucky that we were 
able to put this one to rest really fast.”

The key was to engage the com-
menter by highlighting the range’s 
features—but always calmly. “We 
have a philosophy,” says the elder 
Hall. “If it feels good to say it, then 
you probably shouldn’t say it.”

Despite the bad apples, businesses 
have to learn to take honest sugges-

tions and criticism seriously. “They 
have to learn to learn,” says Hall. 
“And once they do, they’ll make a 
ton of money.”

“It’s got to be a venue where peo-
ple can interact, hopefully with infor-
mation that’s valuable to the business 
if the business is listening,” says 
Gore. “It allows you to better under-
stand, better connect, and better pro-
vide products and services to that 
customer.”

Ear to the Ground
And companies can learn about them-
selves not only from what people are 
telling them directly. H&H’s IT crew 
follows a lot of the other forums. “If a 
business is not paying attention to 
what other people are saying about 
them, that business is in trouble,” says 
Hall. “If a business owner doesn’t get 
on the stick and address those prob-
lems, then that’s what they’ll be 
known for. It won’t kill them today, 
but it will kill them tomorrow.”

For example, Stephen had seen 
some people griping that H&H 
wouldn’t allow you to lie down to 
shoot at the range. He brought the 
complaints up at a meeting, and soon 
the rules were changed. “We had a 
quick, 20-minute discussion, and that 
led to rewriting the rules, and we 
now allow people to lie down to 
shoot,” he says.

“You’re always going to have peo-
ple who are complaining about this 
or that, who have nothing better to 
do,” says Rauscher. But, he says, hav-
ing access to that honest feedback 
“can be a big advantage.”

But the only way to capitalize on 
that advantage is to devote resources 
to it. The Halls hired Shoopman to 
work full-time on the social media 
outreach. “The problem with hiring 
someone to be in charge of your 
social media is that most business 
practices don’t know how to measure 
the performance of that social media 
person,” says Shoopman. They’re not 
on the floor selling, so it’s difficult to 
even know how to compensate them. 

And resources aren’t just personnel: 
The right equipment is also impor-
tant. “You’re going to have to give 

them the hardware and tools they 
they’ll need, or you’re setting them up 
to fail,” says Stephen. When 
Shoopman was hired, they bought him 
a new computer of his choice (he’s a 
Mac guy) and an iPhone. “News hap-
pens fast,” says Stephen, and you need 
to be able to react even when you’re 
not in the office. “If you’re two days 
late on a comment, you’ve missed it. 
Two days is an eternity.”

Black Wing has its own tech and 
social media guru, Robin Salvo. “She 
came from a software and website 
development background. She helped 
us redesign our website, and use 
other forms of electronic media. 
She’s also developed our Facebook 
account.” Salvo also manages our 
website and our indoor range and 
training function. “I’d say she spends 
20 percent of her time on the social 
media side of our business.” 

At Joe’s Sporting Goods, Gohdes 
says finding the time to build the 
social media side is “a juggling act.”

“We don’t utilize it to the fullest 
right now,” admits Rauscher, “but we 
want to start capitalizing on the 
video aspect of things some more.”

Cash in Hand
Handheld apps like Foursquare are 
also part of the social media scene— 
and they can be very helpful for a 
business interested in who’s walking 
in the door. “We have a feature that 
lets people check in,” says Gore, “so 
we know when some people are 
physically in the store. You can mea-
sure some actual physical traffic on 
that.” It’s too soon to know for sure 
if that traffic correlates to this year’s 
increased sales, however. 

H&H is currently redesigning its 
own app for the iPhone and Android. 
It will link directly to Wire Shots, 
but also will have other goodies, like 
a list of the CCW reciprocity states 
for Oklahoma, says Stephen. And the 
app is already in a lot of hands. 
“Within the first year we had more 
than 16,000 downloads in the Apple 
marketplace,” says Stephen. “But it 
needs to be updated.”

And once it is? 
“We’re going to sell ad space on 

the app itself. We’ve got awesome 
statistics from Apple saying this is 
how many people downloaded our 
app,” says Hall. Rather than hook up 
with an Internet ad service, Hall 
plans to have endemic ads for indus-
try manufacturers, so that the items 
advertised will have more relevance. 

“The brick-and-mortar part of the 
business is growing in double digits. 
And the audience that’s coming in is 
from that group, so we know that’s 
working,” says Hall. “But the amount 
of dollars that you can generate from 
selling ad space? That has yet to be 
determined.”

Social media has made publishers 
of us all. 

Platforms like Facebook (and Twitter, Foursquare, and youTube) are excellent tools to reach your customers and fans. 
H&H Shooting Sports has an even more extensive approach, with Wire Shots, its constantly updated news site.

Friend or 
Fan?
When you’re setting up a 
Facebook profile for your busi-
ness, be sure it’s a business 
(“fan”) page, rather than the 
more familiar personal 
(“friend”) page. There are a 
number of reasons for this.

Seo Facebook fan profiles 
register for Search Engine 
Optimization. Personal pages 
do not. Business pages can 
significantly strengthen the 
Internet presence of your 
brand, while personal pages 
won’t make a dent.

FRienD Cap you can have 
only 5,000 friends on your 
personal page, but a business 
page can have an unlimited 
number of fans. The sky’s the 
limit, but the wrong choice 
puts a self-imposed ceiling on 
you.

Multiple pageS you can 
have only one personal pro-
file, but multiple business 
pages. If you have several por-
tions of your business you 
want to highlight (say, a retail 
space, a range, an outfitter, 
and maybe a fundraiser for 
local returning vets), you can 
set up a different page for 
each (and still be able to keep 
up with your aunt Flora’s 
vacation photos on your per-
sonal page).

Keep the peRSonal 
peRSonal your friends and 
family won’t treat your busi-
ness page like your personal 
page, which means you’ll be 
less likely to have “Ted’s Gun 
Shoppe” tagged in your 
fourth-grade class photo. 

toS CoMplianCe and 
finally, having a personal page 
for a business is against 
Facebook’s Terms of Service. 
you wouldn’t want the work 
you put in to your profile to be 
wiped out by a TOS violation, 
would you? 
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Time for Change 
at Taurus
New CEO Mark Kresser intends to 
listen to the voice of the customer 
By Christopher Cogley

M ark Kresser knows the firearms industry. For the past 15 
years, he’s been helping steer the direction of such 
industry powerhouses as O.F. Mossberg & Sons, 

SIGARMS, Beretta, and Traditions. During that time, a lot of 
people throughout the industry have had a chance to get to 
know Mark Kresser. They know his personality, his philosophy, 
his priorities. But when he took over as president and CEO of 
Taurus International Manufacturing (Booth #14140) last fall, 
even the people in the industry who know Kresser couldn’t help 
but wonder what the change in leadership would mean for 
Taurus—and for the industry. Here’s a hint. 

SHOT Daily: Congratulations on 
your new position.

Mark Kresser: Thank you. It’s 
been a whirlwind. This is such a 
huge company, and it’s truly been a 
tremendous amount of information 
to learn in a relatively short amount 
of time. But this is really a great fit 
for me, and for the company, I think. 
The people here at Taurus are fan-
tastic. That’s the most important 
aspect of any company, I believe, and 
I couldn’t ask for better people than 
the ones who are here. 

SD: You’ve worked at some of the 
top companies in the industry. How 
do you think that experience will 
shape the direction of Taurus moving 
forward?

MK: I’ve had an opportunity to see a 
lot of different aspects of the firearms 
industry and that definitely helps. I 
can’t imagine walking into this role 
without having that kind of industry 
experience. I see this as a tremendous 
opportunity for me to take the very 
good pieces from each of the compa-
nies I’ve worked for and implement 
them here, and at the same time try 
and avoid some of the mistakes that 
were made along the way.

SD: In your years in the industry, 
have you developed an overarching 
philosophy for doing business that 
you will implement at Taurus?

MK: My basic philosophy has 
always been to listen more and talk 
less. It’s a philosophy that’s always 
served me well, and I want to contin-
ue to do that at Taurus. My goal is to 
have a conversation with at least one 
dealer and one end user every day, so 
I can get a better understanding of 
the good experiences they have with 
our company, and try to duplicate 
those. But I also want to listen to the 
bad experiences and try to rectify 
them. Whenever you take the time 

to listen to what people have to say—
even if they’re telling you things you 
might not want to hear—they feel 
better because they know you’ve lis-
tened. You can learn a lot more when 
you listen than when you talk, and 
I’ve always believed that the best 
changes are the ones that come about 
from listening to people. 

SD: And from what you’ve heard so 
far, what changes we can expect from 
Taurus?

MK: It’s still early in the process, 
but of course there will be changes. 
Whenever you grow, you have to 
change. I think some of the big 
changes will center around how we 
launch new products and how we lis-
ten to our customers. There will 
undoubtedly be other changes that 
will continue to help us grow stron-
ger as a company. Like I said, there 
are some fantastic people here, and 
when you surround yourself with 
phenomenal people, you can do 
amazing things. This is an exciting 
place to be right now, and I’m look-
ing forward to what we’ll accomplish 
in the coming months and years. 

Industry veteran Mark Kresser has 
become president and CEO of Taurus 
International Manufacturing.

Blast From the Past
A cartridge of yore shows it still 
has a few tricks up its sleeve  
By David e. Petzal

I n 1873, American soldiers were issued a new rifle called 
the Trapdoor Springfield; Trapdoor because its breech 
swung up on a hinge like a trap door, Springfield because 

it was made at the armory of that name. Unfortunately, on the 
day it was adopted the rifle was already obsolete (European 
armies were equipping their troops with bolt-action rifles), 
and it was phased out in 1892, after only 19 years of service.

When the Trapdoor Springfield 
passed into obsolescence, the car-
tridge for which it was chambered—
the .45/70—should have, like many 
blackpowder rounds of the period, 
also faded away. But because it was a 
service cartridge, it was guaranteed a 
degree of popularity in the civilian 
market. Winchester and Marlin 
made lever-actions for it, and 
Remington chambered its popular 
Rolling Block rifle for the round. 
The old guns kept working, and 
since the cartridge, while strictly a 
close-range number, would put away 
just about any game animal with very 
little recoil and very little meat dam-
age, people stayed with it.

high Pressure 
The .45/70’s second life probably 
began in the early 1970s when 
Marlin introduced its Model 1895 
lever-action and Ruger its Number 
3 single-shot rifle, both cham-
bered for .45/70. Each was far 
stronger than the old rifles, and 
people began loading the old 
round to much higher pressures. 
Those who did quickly discov-
ered that the ancient cartridge 
was a far more versatile per-
former than anyone dreamed.

three-in-one 
Today, the .45/70 is essential-
ly three cartridges. The orig-
inal remains a mild-man-
nered load that the factories 
stoke with either jacketed 
300-grain bullets (1,800 fps) 
or 405-grainers (1,300 fps). 
They will do what .45/70s 
have always done—drop 
game at close range with 
very little kick and very lit-
tle waste. 

Next on the menu is 
something quite different. 
These are the souped-up 
rounds loaded by Buffalo Bore 
(buffalobore.com) and Garrett 
(garrettcartridges.com) to 
very serious levels of power. 
Both lines load hard-cast lead 
and jacketed bullets. Garrett, 
which I’ve shot a great deal, 
offers a 420-grain SuperHard-
Cast Hammerhead bullet that 

leaves the muzzle at 1,650 fps as well 
as a +P version that departs at 1,850. 
The 540-grain SuperHardCast 
Hammerhead +P version reaches 
1,550 fps. The jacketed rounds are 
also quite lethal. Buffalo Bore’s 
weights and velocities are similar. 

I’ve shot Garrett hard-lead bullets 
into special ballistics targets, and can 
testify that they penetrate like shaped 
charges with very little weight loss. 
Both makes have been used success-
fully on big African game, and I 
know at least one Alaska guide who 
carries a Marlin Guide Gun and 
Buffalo Bores as brown bear medi-
cine. The two brands are very accu-
rate as well; I’ve gotten MOA groups 
from both.

The third manifestation of the 
.45/70 is the LEVERevolution 
ammo loaded by Hornady (Booth 
#13145). LEVERevolutions enable 
tubular-magazine lever guns to use 
spitzer ammunition and thus greatly 

increase their range. If you stuff 
conventional cartridges in a tube, 
the tip of each bullet rests against 
the primer of the round ahead of it. 

Add recoil, and the results can be 
regrettable. So Hornady equipped 
its aerodynamic FTX bullets with 
soft, flexible polycarbonate tips 
that won’t set anything off. When 
loaded up to high (for a .45/70) 
velocity, the .45/70 is no longer a 
short-range proposition.

In my Marlin Guide Gun 
(Booth #14229), which has the 
original 18-inch barrel (the newer 
ones are 20 inches), I get 1,780 
fps, 1.4-inch groups, and an effec-
tive range of well over 250 yards—

as long as I hold a tad high. 
I doubt that the .45/70 will 

replace the .30/06 anytime soon 
on any “best all-around car-
tridge” lists. But if you’re look-
ing for a short, handy, dead-reli-
able rifle that packs a serious 
wallop without hard recoil, you 
should consider it very serious-

ly. And, since it’s coming up on a 
century and a half of continuous 
use, you can be assured that all 
the bugs have been pretty well 
worked out. 

The Marlin Guide Gun fires 
the .45/70 load at speeds 

approaching 1,800 fps. 
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3-Gun Nation  
Champion to Win 
$50,000
It’s the shoot-out of the year. One deadeye 
competitor will take home a big check

T he largest cash payout in the history of 3-Gun will take place this evening at 7 
p.m. When the smoke clears from the 3-Gun Nation Championship Finale at the 
Clark County Range, the winner will take home $50,000 from Leupold Tactical 

Optics and NBC Sports. 

Public admission to this event, which is spon-
sored by Brownells and sanctioned by the NRA, is 
by invitation only. Invitations will be distributed 
on the SHOT Show floor at the following booths: 
Versus (#10731), NRA (#14540), FNH USA 
(#13462), SureFire (#13968), Leupold Tactical 
Optics (#11962), Stag Arms (#20349), Samson 
Manufacturing (#20327), and Brownells (#805). 
The 3GN Invitation will 
also serve as an entry into 
the FNH USA 3-Gun raffle 
package, consisting of an FN 
SCAR 16, FN SLP shotgun, 
and FNX-9 pistol—worth a 
total value of $8,000. 
Contestants must be present 
to win the raffle. Timney 
Triggers will also be giving 
away MSR triggers as door 
prizes.

Bus transportation will be 
provided between the Clark 
County Range and the Sands Convention Center. 
Free food and drinks, along with the transporta-
tion, are being provided by Brownells.

During the 3GN Championship Finale, eight 
competitors will compete in a man-on-man Shoot-
Off, an all-out race to the stop plate using Stag 
Arms and FNH USA rifles, the FN SLP shotgun, 
and an FNS semi-automatic pistol. The first com-

petitor to successfully knock down all the MGM 
Targets steel in sequence, including the stop plate, 
wins the bout. 

The 3-Gun Nation Championship Shoot-Off 
Finale is the culminating event for the 2011 FNH 
USA 3-Gun Nation Tour, presented by SureFire— 
a 10-event series of matches that sees nearly 2,000 
competitors from across the country participate in 

the action.
From this vast field, the 

top 64 shooters in the 3GN 
standings competed in the 
3GN championship match 
and elimination shoot-off 
rounds in West Virginia. 
The 3GN Tour represents 
the only point series and 
qualification standards in the 
sport of 3-Gun, making the 
3GN Championship the 
most difficult field in which 
to gain entry, and the 3GN 

Champion the most coveted title in 3-Gun. Com-
petitors who qualified for the shoot-off include 
Barry Dueck, Clint Upchurch, Daniel Horner, 
Rob Romero, Mike Voigt, Kurt Miller, James 
Casanova, Taran Butler, Adam Popplewell, and 
Jerry Miculek.

For more information on the 3-Gun Nation 
Tour, go to 3Gunnation.com. 

The u.S. army Marksmanship unit’s daniel Horner celebrated after winning the 2010 3-Gun nation 
Championship and $25,000, courtesy of Leupold Tactical Optics.

HAVA’s National 
Family Day
Since 2008, Honored american Veterans 
afield has hosted a national Family day for 
wounded and disabled veterans and their 
families. The event, held at the national 
Shooting Complex in San antonio, has 
served more than 600 wounded warriors 
and family members, and has become the 
shooting sports industry’s finest expression 
of its appreciation of those who serve so 
valiantly. The 2011 event, which occurred last 
november, hosted 150 disabled veterans 
and wounded active-duty personnel and 
their families. The day of shooting, enter-
tainment, food, raffles, and fellowship also 
featured exhibitions by uSa Shooting Team 
members Mark Weeks and Haley dunn.

numerous shooting sports companies 
contributed prizes for the adult raffle, which 
awarded more than $10,000 in prizes and 
hunts. donors included Smith & Wesson, 
Glock, Mossberg, and SIG Sauer. In addition, 
XS Sight Systems hosted an airsoft course 
of “fire,” as well as a kids’ raffle. Local VFW 
district 20 provided meals, and 200 area 
middle-school children wrote personal 
thank-you notes to the troops. 

“It is our privilege to represent the indus-
try in thanking those disabled veterans and 
wounded active-duty heroes and their 
families who have given their full measure 
of commitment to defend america’s free-
dom,” says HaVa chairman Tom Taylor. 
“national Family day has grown into a 
major event for the wounded warrior fami-
lies, and our attendance has tripled since 
the initial event. We believe that getting 
the disabled and wounded out on a hunt or 
to a shooting event is sound therapy for 
those who are trying to rebuild their lives 
and reinforce confidence in the future 
despite personal challenges. Several dozen 
shooting sports companies have joined 
this effort, and we solicit support from all 
interested companies and volunteers.”

HaVa is a 501(c)(3) organization formed 
by industry companies with the purpose of 
raising awareness and further assisting dis-
abled veterans with their healing process 
through guided hunts, shooting sports, and 
other outdoor sports activities. Sustaining 
sponsor companies are the nSSF, Smith & 
Wesson, Mossberg, yamaha Outdoors, 
Crimson Trace, Leupold & Stevens, SureFire, 
Hornady, ruger, XS Sight Systems, and FMG 
Publications. There are also numerous con-
tributing companies. (honoredveterans.org)

honored american Veterans afield thanked 
wounded and disabled veterans with its 
fourth annual national Family Day event. 
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Powerful Polymers
PolyOne isn’t a shooting company, but you’ve 
likely shot with their plastics By Christopher Cogley

From the car we drive to work in to the keyboard we type on and the cell phone we 
press against our ear, the plastics that are part of our everyday life have become so 
prevalent that few of us hardly ever notice them anymore. We seldom take the 

time to consider how those plastics have changed the products we use; we surely don’t 
think about how they helped make the technology we enjoy possible; and very few of 
us ever consider how those plastic components were made. If we did, we’d learn that 
many of the products we depend on during the course of our daily routines are possi-
ble because of polymers created by the same company that is now helping change the 
face of the firearms industry. 

Unlike most of the companies at the SHOT 
show, PolyOne didn’t begin as a shooting, hunting, 
or outdoors company. PolyOne is a plastics com-
pany—a plastics company that is creating new pos-
sibilities for the entire industry. 

“We’ve worked with many other industries to 
help move them out of the wood, glass, and steel 
they were using to make their products and move 
them into polymers that are more efficient, more 
versatile, and more profitable,” says PolyOne’s gen-
eral manager Mike Bradley. “Now, we’re taking the 
expertise we’ve developed in all those other indus-
tries—from automotive, appliances, and electron-
ics—and we’re bringing it to the firearms industry.”

PolyOne doesn’t make gun stocks. Or flashlight 
casings. Or knife handles. Instead, PolyOne helps 
the manufacturers who do make those products 
find the right polymer for the product they will be 
using it for. 

“Not all plastics are created equally. Not all 
plastics are fabricated equally,” Bradley says. “Our 
job is coming up with the right solution and mak-
ing sure that the manufacturer is using the right 
polymer for the right application.”

PolyOne accomplishes that goal by taking the 
basic composition of standard plastics and trans-
forming them into specialized polymers that can, 
for instance, withstand the recoil of a .300 Win. 
Mag., remain intact after being dropped from a 
90-foot cliff, or survive the sub-zero temperatures 
that hunters and soldiers can often subject their 
gear to. In the process, PolyOne is also helping 
strengthen the manufacturers who make those 
products.

“By eliminating their scrap rate and doubling 

their cycle time, we can help manufacturers reduce 
cost and increase output,” Bradley says. “This 
translates into higher profits because not only can 
they sell more products, they can make higher 
margins on every product they sell.” 

This combination creates more financially stable 
companies, which creates a more financially stable 
industry. But that’s not the only way that PolyOne 
is helping to strengthen the future of the shooting, 
hunting, and outdoor trade.

“The future of our industry depends on our 
ability to broaden the base of people who partici-
pate in it. One of the best ways to do that is to 
attract young shooters and women to the sport,” 
he says. “We can help do that by making firearms 
lighter, more attractive, and more practical to 
those two groups of shooters by improving the fit, 
finish, and ergonomics of the firearms that are 
available to them.”

And while that will also result in more sales and 
higher profits for the companies that take advan-
tage of PolyOne’s technology and expertise, the 
benefit to the future of the industry as a whole is 
immeasurable. 

Now that’s a powerful polymer. Booth #620. 
(630-972-3787; polyone.com)

Manufacturers who would like to learn more 
about the process of transforming plastics, as well 
as how PolyOne can help provide polymer solu-
tions for their products and improve their business, 
are invited to attend PolyOne’s Red Carpet Event 
today from 5:30 to 7:30 p.m. in the Zeno Ballroom 
(4609-4610) on the Venetian Corridor, Level 4. 
For more information, or to RSVP to the event, 
contact Kim Cahalan (309-944-5341). 

PolyOne helps manu-
facturers choose the 
proper plastics and 
specialized poly-
mers for a particular 
product or applica-
tion—which often 
includes gun stocks 
and other shooting-
related hardware. By 
listening to PolyOne, 
companies are able to 
produce gear that is 
lighter in the field, more 
durable, and manufac-
tured at a quicker pace. 
This, in turn, benefits 
the consumers and the 
customers. 

ATK Booth 
Appearances
The following celebrities will be at the aTK 
booth during the 2012 SHOT Show. Booth 
#14551. 
tom Knapp (Champion): Today and 
Thursday, 10 a.m. to noon 
Jeff Rann (DangeRouS game)  will 
join Tom Knapp from  11 a.m. to noon
huntley RitteR (WeaveR): Today,  
3 p.m. to 4 p.m. 
KuRt milleR (3-gun nation): Today,  
2 p.m. to 3 p.m.
Jim SCoutten (RCBS): Today and 
Thursday, 9 a.m. to 10 a.m. 
BuCK CommanDeR: Today and 
Thursday, 1 p.m. to 2 p.m.
tim aBell (gRateful nation): Today, 
4 p.m. to 5 p.m.; Thursday, 3 p.m. to 4 p.m.



68 ■ Shot BuSineSS Daily ■ day 2, January 18, 2012

f e at u r e

MediaDirect to Bring Media 
and Manufacturers together
M ost manufacturers recognize that the best 

way to get consumers excited about their 
new products is by first getting members 

of the media excited about them. And most writers 
and editors recognize that the best way to engage 
their readers is by showcasing the latest innova-
tions and newest trends in the industry. The rela-
tionship between manufacturers and the media is a 
mutually beneficial one; unfortunately, in a venue 
as large as the SHOT Show, it’s often difficult to 
make that relationship work effectively.

“Manufacturers at the show are tying to focus 
their time with the dealers and buyers, and that 
doesn’t give them the ability to spend quality time 
with the members of the media,” says Mark 
Sidelinger, president of MediaDirect. “And mem-
bers of the media end up having to run from 
one booth to another in an effort to try 
and see all the manufacturers that 
are spread out across the show. It 
makes it tough for everyone.”

MediaDirect, however, is 
making the process much eas-
ier by bringing a select group 
of manufacturers and mem-
bers of the media together in 
one place at one time. In its 
eighth year at the SHOT 
Show, the MediaDirect Media 
Luncheon creates a venue where 
manufacturers can set up small 
tables and writers and editors can walk 
around the room and quickly see the all the 
new products that the companies are launching.

“We set it up this way because we feel it’s the 
most efficient way to engage these manufacturers 
with the media,” Sidelinger says. “It allows the 
manufacturers to get out of their booths and be 
able to show their products in a venue where the 
media is the top priority, and it allows writers and 
editors to come to one area and meet with more 
than twenty manufacturers in an hour and a half.”

Among the manufacturers attending the 
MediaDirect Media Luncheon this year will be 
Oliso. The company will be showcasing its VS97A 
Vacuum Sealer. It includes features such as a com-
pact design, reusable bags, and a 12V DC power 

adapter that can be plugged into a cigarette lighter 
so the unit can be used in the field—features that 
Oliso owner Ehsan Alipour says are intended to 
appeal to the sportsmen that the VS97A was 
designed specifically for.

“The bottom line is that we’re trying to design a 
product for the person who is going to be using 
it,” Alipour says. “Underneath everything else, 
that’s really what it’s all about.”

Another company intently focused on meeting 
the needs of outdoorsmen, Brunton Outdoor 
Group, will also be showcasing its products at the 
Media Luncheon. Among the products Brunton 
will be highlighting at the luncheon will be its new 
line of ICON binoculars (pictured) and spotting 
scopes. These high-end optics are created for the 

serious outdoorsmen who are looking for 
top-of-the-line optics from an 

American brand. 
“For years, everyone assumed 
that if you wanted the best 
optics, you had to get them 
from European manufactur-
ers,” says John Smithbaker, 
CEO of Brunton Outdoor 
Group. “We wanted to show 
everyone that when it comes 

to quality, an American brand 
can compete with anyone. The 

ICON line proves that.” 
In addition to Oliso and Brunton, 

there will be manufacturers represent-
ing nearly every facet of the SHOT Show at 

the Media Luncheon—an assortment that 
Sidelinger says is intended to provide members of 
the media with a snapshot of the show in one con-
venient location.

“Day in and day out, our goal is to do every-
thing we can for the media, because we realize 
what an important role they play in this industry,” 
Sidelinger says. “This luncheon is just one of the 
ways we’re trying to accomplish that goal.” 

The MediaDirect Media Luncheon will be today 
from 11:30 a.m. to 1 p.m. in the Lando Ballroom 
4301-4303 on the Venetian Corridor, Level 4. For 
more information, or to RSVP to the event, contact 
Kim Cahalan at 309-944-5341.  —Christopher Cogley

The Mediadirect lun-
cheon features a select 
group of manufactur-
ers—like Oliso, makers 
of the VS97a Vacuum 
Sealer—available to 
writers and editors. 

The Return of 
Georgia Boot’s 
Sport & Trail
as part of the brand’s 75th anniversary, 
Georgia Boot is bringing back its popular 
Sport & Trail collection for 2012. Originally 
designed in the late 1990s as footwear for 
outdoors enthusiasts that could be worn 
for work or play, Sport & Trail footwear has 
not been produced since 2005. now, due 
to consumer and retailer demand, Sport & 
Trail is being re-introduced in two new col-
lections for fall 2012.

“not a week goes by when a retailer 
doesn’t ask our sales team about Sport & 
Trail or we don’t get a consumer request 
for one of the discontinued Sport & Trail 
styles,” says Liz Horn, vice president of 
marketing for Georgia Boot’s parent com-
pany, rocky Brands. “With Georgia Boot’s 
75th anniversary being celebrated in 2012, 
we felt the timing was right to bring it back. 
as with the originals, these boots will have 
an outdoors influence in terms of styling, 
while still having the tried-and-true attri-
butes of our great Georgia work boots.”

The riverdale collection will be offered in 
both hiker and 8-inch heights. Each boot is 
waterproof and will feature a versatile oil- 
and slip-resistant outsole. The collection 
will feature three different uppers. The 
8-inch boots will come in split suede leath-
ers in either realtree aP Cordura or perfor-
mance fabric, while the hiker will feature 
full-grain leather uppers. all three styles 
are available in steel-toe (SrP: $134.99) 
and non-steel (SrP: $129.99) versions.

The Crossridge offers two waterproof 
hiker styles, both with full-grain leather 
uppers and Vibram all-terrain outsoles. 
One style contains 200 grams of 3M 
Thinsulate insulation; the other will feature 
realtree aP Cordura windows. Both styles 
will be available in steel-toe (SrP: $144.99 
to $149.99) and non-steel (SrP: $139.99 
to $144.99) versions. 

For 75 years, Georgia Boot has been a 
leader in the work footwear market. The 
company manufactures and markets qual-
ity work and outdoors footwear, which is 
available in nearly 3,000 retail and catalog 
outlets. Booth #11340. (740-753-9100; 
rockybrands.com)

Georgia Boot’s much-missed 
Sport & trail Riverdale boot 

has returned in hiker and 
8-inch heights. the boot is 
waterproof and features a 
slip-resistant outsole, and 

is available with three 
different uppers, 

including Realtree 
aP Cordura 

(shown). 
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Sweat the Details
“Willful” violation of laws, rules, and regulations can 
put your livelihood at stake By lawrence G. Keane, Sr. V.P. & 

General Counsel, national Shooting Sports Foundation

L et’s get to the hard truth: The Gun Control Act of 1968 (GCA) allows the Bureau of Alcohol, 
Tobacco, Firearms, and Explosives (ATF) to revoke your Federal Firearms License (FFL) if 
you have willfully violated any provision, rule, or regulation under the GCA. To help ensure 

that your FFL is not revoked, it is important you understand what constitutes a “willful” violation 
of the GCA and ATF regulations.

Since the term “willful” is not 
defined within the GCA or ATF reg-
ulations, federal courts have defined 
what constitutes a willful violation. 
By knowing and understanding what 

the courts have said, you will be able 
to avoid committing a willful viola-
tion of the GCA and the ATF regu-
lations, and remain in business for 
years to come.

Minor Mistakes 
Count
When determining whether a 
record-keeping error is a willful vio-
lation of the GCA or its correspond-

ing regulations, courts are not 
required to consider the severity nor 
the effect of the error. In one case, a 
court clarified that even minor cleri-
cal errors may be treated as willful 
violations, since “failure to comply 
with exacting book keeping regula-
tions may hinder the ATF’s ability to 
perform its mandated function.”1 
Another court agreed that minor 
errors can be considered willful vio-
lations: “Keeping records is a techni-
cal exercise and errors, even typos, 
are unacceptable.”2 

This means that even if a minor 
error in failing to comply with the 
GCA does not result in illegal pos-
session of a firearm, illegal use of a 
firearm or even an inability of the 
firearm to be tracked, your FFL may 
still be revoked for your willfully vio-
lating the GCA.3 Encouraging care-
ful attention to details, a federal 
judge warned, “If ever there were a 
statutory scheme where a licensee 
would be obligated to ‘sweat the 
details,’ irrespective of how trifling 
they may appear, the [GCA] would 
appear to fit that bill.”4 

A Single Violation, 
Without Warning,  
Is Enough
The GCA allows for license revoca-
tion upon the willful violation of any 
provision, rule or regulation under 
the GCA, and many federal courts 
have shared and supported the view 
that multiple violations are not 
required before your license may be 
revoked.5 Therefore, a single viola-
tion is enough for the ATF to revoke 
your FFL.

Just as there is no requirement for 

NSSF Resources
The national Shooting Sports 
Foundation (nSSF), the trade 
association for the firearms 
and ammunition, hunting and 
shooting sports industry, 
offers many resources to help 
the Federal Firearms Licensee 
comply with governing laws, 
rules and regulations. Videos, 
webinars, a Form 4473 tem-
plate and more—including 
SHOT Business, which is 
owned by nSSF—are aids in 
compliance. Visit nssf.org and 
find out when a retailer 
Education seminar is being 
held in your state. nSSF 
members may avail them-
selves of a subsidized consul-
tation with compliance expert 
Wally nelson, a retired aTF 
executive. For more informa-
tion on becoming an nSSF 
member, or to learn more 
about this special consulta-
tion benefit, contact Bettyjane 
Swann, nSSF director of 
member services, at 203-426-
1320 or bswann@nssf.org.
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multiple violations, there is also no requirement 
that the ATF provide a dealer with a warning prior 
to the violation. As one court pointed out, “No 
court has imposed a requirement that a warning 
must precede a determination of willfulness.”6 

A Failure to Act May  
Be Willful
Failing to abide by known legal obligations 
through inaction may constitute a willful violation. 
The United States Supreme Court and the majori-
ty of federal courts have held that when a licensee 
understands the legal obligations imposed by the 
GCA and fails to abide by those obligations, the 
FFL may be revoked due to a willful violation.7 

The United States Supreme Court explained, 
“Disregard of a known legal obligation [under the 
GCA] is certainly sufficient to establish a willful 
violation.”8 And, more than one federal court has 
found that when a licensee understands the 
requirements of the law and knowingly fails to fol-
low those requirements, or is simply indifferent to 
them, the licensee has committed a willful viola-
tion.9 

Mere plain indifference to the known require-
ments is also sufficient to establish a willful viola-
tion. A court may find a willful violation of the 
GCA when the licensee knew of the requirement 
to act or even if the licensee knew that a failure to 
act would be unlawful.10 

Criminal Intent Is Not 
Required
The requirement of bad purpose is not required 
when finding willfulness in a violation of the GCA 
or its regulations.11 In one case, a licensee without 
criminal intent sold handgun ammunition to a 
purchaser who was under the age of 21 and was 
found to have willfully violated the GCA. In its 
decision, the court pointed out that the GCA itself 
does not include a requirement of criminal 
intent.12 This means that even unintentional viola-
tions of the GCA may still be considered willful.13 

Effort to Correct the 
Violation Is Irrelevant
Courts determine willfulness at the time of the 
violation. Even if you put forward great effort and 
expense to correct a violation found during an 
ATF inspection, it may still be considered willful. 
In one case, a licensee made efforts to correct the 
violations pointed out to him during an ATF 
inspection, and he was still found to have willfully 
violated the GCA.14 Another federal court agreed 

when it said, “The fact that [the licensee] spent a 
great deal of money trying to correct his faulty 
recordkeeping [sic] system, after the violations…is 
immaterial to the question of willfulness at the 
time the violations occurred.”15 

However, it is still important for you to act on 
any errors as they are found so that you are not 
accused of plain indifference on a subsequent 
inspection. If you discover a violation, you are 
encouraged to promptly correct it. In some cases 
where you cannot correct the error, you are 
encouraged to report the situation to the ATF and 
ask for guidance.

Sweat the Details
As the “responsible person” on your license, you 
are ultimately responsible for everything any 
employee does or fails to do. Therefore, it is 
important that both you as the licensee and your 
employees “sweat the details” when it comes to 
ATF regulatory compliance. The federal court 
cases discussed above explain the law and make it 
clear that minor mistakes, single errors and the 
disregard of known obligations, regardless of 
intent or effort to correct the violation after the 
fact, may be considered willful violations for which 
an FFL may be revoked.

The Good News About ATF
However, the good news is that the ATF does 
not view its job as one of simply revoking licens-
es whenever it finds a violation. Instead, the ATF 
assists and works with members of our industry 
to encourage and enhance compliance with the 
requirements of the GCA and the ATF regula-
tions, so that the ATF can promote public safety. 
In fact, while the number of ATF inspections has 
been increasing in recent years, up to more than 
10,000 in 2010 from just 5,000 in 2005, the 
number and rate of revocations have actually 
been decreasing, down to only 0.64 percent from 
2.5 percent five years prior. That’s twice as many 
inspections and an almost four-fold decrease in 
revocations. The ATF reports that the rate of 
regulatory compliance, where no violations of 
any kind are found, has been increasing over 
time. 

If you and your employees ”sweat the details,” 
the chances are greatly improved that if you are 
inspected, the ATF will not find any mistakes or 
errors in your records. This will make the inspec-
tion process smoother, help you stay in business 
lawfully selling firearms to law-abiding Americans 
and allow us all to promote, protect and preserve 
hunting and the shooting sports. 
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The Sporting 
Chef Cooks 
at Wolverine 
Booth
don’t be surprised if you smell something 
delicious when you approach the Wolverine 
booth today. The manufacturer of high-
performance work boots, outdoor boots, 
and apparel will host HuntFishCook’s sport-
ing chef, Scott Leysath, who will be serving 
up fresh game-inspired cuisine today from 
10 a.m. to 4 p.m. 

Leysath, one of the top wild-game chefs 
in the u.S., will offer his own brand of 
“Short attention Span Cooking.” Show 
attendees are invited to stop by and sam-
ple a variety of dishes that he will cook on-
site, including rabbit-rattlesnake sausage, 
bison, venison, elk, and other cuisine fea-
turing wild game.

Leysath opened his own Sacramento, 
California, restaurant in 1987. along with 
the innovative fish and game items on the 
daily menu, he invited sportsmen to bring 
in their bagged fish and game so he could 
demonstrate how they are supposed to 
taste. His reputation for extraordinary fish 
and game cooking led to his catering enter-
prise, Silver Sage Caterers.

Leysath cohosts HuntFishCook with 
danny McElvoy, as the two hosts enjoy the 
outdoors and cook what they kill or catch. 
The program is now in its ninth season on 
the Sportsman Channel, untamed Sports 
TV, and regional networks across the u.S. 
He also is the cooking editor of Ducks 
Unlimited magazine, and contributes regu-
lar columns and recipes to various media 
outlets each week. 

Wolverine is a division of Wolverine 
Worldwide Inc., one of the world’s leading 
marketers of branded casual, active life-
style, work, outdoor sport, and uniform 
footwear and apparel. Booth #10540.

Sporting chef Scott leysath visits the 
Wolverine booth today.
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The Big Step 
NSSF’s Families Afield branches 
out  By Rob Staeger

For nearly a decade, the Families Afield initiative has been 
urging states to adopt apprentice hunting programs for 
youth. Putting young hunters in the field with mentors is 

one of the surest ways to encourage a lifelong interest in hunting 
and the shooting sports. That first hunt is a formative moment 
and can change a life forever.

After nearly a decade of success, 
the program is beginning to turn its 
eye toward another group in need of 
mentoring: adults. 

“Yes, we are looking at current 
Families Afield states to expand the 
scope of the program to accommo-
date adult apprentices,” says Melissa 
Schilling, the NSSF’s manager of 
recruitment and retention. “It’s 
important that we also provide adult 
apprentices with the opportunity to 
‘try before they buy,’ too. Families 
Afield is trying to get new hunters 
out in the field with a mentor to give 
the tradition a try, so this is why it is 
important to now consider adults as 
well as youth.”

It’s a big step, and a new one for the 
program, which has seen apprentice-
ship programs spread across 32 states, 
thanks in part to its advocacy. In the 
beginning, it was entirely focused on 
young hunters, since there were age 
restrictions and other barriers to 
youth participation. And youth today 
already have so much going on. 
Research suggests that by the time 
youngsters are 12 years old, they’re 
pretty much already set in their recre-
ational pursuits. 

“By the time youngsters are 12, 
they’ve already determined that 
they’re going to be a sweeper or a 
fullback in soccer, and they’re going 
to play soccer year-round, because 
that’s what the coaches demand,” says 
Chris Dolnack, the National 
Shooting Sports Foundation’s senior 
vice president and chief marketing 
officer. “They don’t have time for 
hunting. And they’ve never been 
exposed to it; in many states they 
can’t hunt until they’re twelve. So we 
literally lost a whole generation of 
kids born in the 1980s.”

It’s this reason why the Families 
Afield initiative began in 2004. The 
NSSF, in concert with such groups as 
the National Wild Turkey Federation, 
the U.S. Sportsmen’s Alliance, the 
National Rifle Association, and the 
Congressional Sportsmen’s 
Foundation, approached states with a 
plan to allow children to bypass stan-
dard hunter education courses, and to 
let them go straight to the mentored 
hunting experience. The initiative has 
been highly successful. As of now, 32 
states have initiated mentored hunting 
programs, and more than 600,000 
apprentice licenses have been sold; 
New Hampshire is the latest addition. 

(New Jersey seems the likely next 
Families Afield state; a bill allowing 
apprentice hunter licenses is working 
its way through state senate commit-
tees.) And the program is showing 
impressive results on retention, as 
well. One Families Afield state report-
ed that half of its apprentice licensees 
went on to take hunter education 
courses. 

Apprenticeship and mentoring pro-
grams are an important part of youth 
access to hunting. Most hunter edu-
cation courses take 16 hours, 
squeezed into already busy lives. 
Many are structured with a full week-
end of classes, followed or preceded 
by three or four consecutive eve-
nings—all of which are mandatory. 

“With today’s lifestyle, that’s just 
not easy for people to do,” says 
Dolnack. With such difficult hurdles 
to clear, it’s no surprise that fewer 
hunters were stepping up to replace 
the older generation.  “So we 
applaud those agencies that got 
behind Families Afield and saw the 
research and did something about it 

to reverse the trend. When you look 
at states like Ohio and Pennsylvania, 
and see how much they’ve increased 
participation, they’ve even brought 
some adults back into the sport that 
might not have otherwise.”

“Mentors instill the passion early 
for apprentice hunters, bonding fam-
ilies together, strengthening support 
and participation for the future, and 
doing so very safely,” says Schilling. 
“Hunting is one of the safest recre-
ational activities enjoyed by families 
in the United States. Mentored 
youths have the fewest accidents of 
all hunters.” 

It’s true, says Dolnack. “The 
International Hunter Education 
Association initially opposed this 
program, because they were con-
cerned there would be an increase in 
accidents, but as it turns out, that’s 
not the case. Youngsters are very 
safe—especially because they’re 
under adult supervision. The data 

proves that youth hunters are as safe 
as any others.”

There’s no rule book for mentoring, 
but Schilling recommends an NSSF 
brochure called “The Ethical Hunter,” 
downloadable from the NSSF website, 
giving hunters rules to live by…and to 
instill in the next generation. It 
emphasizes such values as prepared-
ness, understanding game, landowner 
relations, and sportsmanlike conduct. 
All important values, because ethical 
mentors create ethical hunters.

But Families Afield doesn’t just put 
youngsters in the outdoors. A broad-
er mentoring program can bring 
adults into hunting, too. 

“A single guy could take his girl-

friend’s son or daughter hunting, and 
let’s say the youngster likes it. Well, 
the only way he’ll get to go again is if 
that single guy is available to take 
him hunting,” says Dolnack. But 
mentoring an adult is a different 
story. “If that guy can take his girl-
friend hunting, and she likes it, she’s 
got a car, and she’s got a job, and 
she’s got money. So she can go to 
take the course, she can get a hunt-
ing license, and she can become a 
new hunter—buying a license, buy-
ing a gun, and all the clothing and 
gear and everything else. And then, 
she can take her child.”

It’s a big difference. Sportsmen 
contribute more than $8 million to 
the national economy every day, and 
contribute $2.9 billion each year for 
conservation. The industry generates 
more than 600,000 jobs in the U.S. 
More hunters in the next generation 
will keep those numbers steady. But 
adding hunters to this generation will 
give them a boost right now. 

“Though we never want to dis-
courage youth participation, when 
you look at the economic multiplier 
involved there’s a far greater multi-
plier that comes from letting adults 
try hunting,” says Dolnack.

Consequently, the NSSF is looking 
at current Families Afield states to 
expand the scope of their programs 
to accommodate adult apprentices. In 
each of the states that have mentor-
ing programs, Families Afield is 
working to expand those programs so 
that mentored hunts are available to 
any interested potential hunter, 
young or old. 

Some states, such as Vermont, 
already accommodate adult participa-
tion, but others don’t. So, the NSSF 
isn’t resting on its laurels. 

“We’re having discussions in every 
single state that doesn’t allow men-
tored adults to take part in the pro-
gram,” says Dolnack. “Some of those 
conversations are very quiet, because 
in some states the way the law was 
written already gives the Fish and 
Game Department the leeway to 
promulgate that change. Other states 
are very specific, in that it only 
applies to youth, and that they would 
have to go back and take another bite 
of the apple with the legislature.” 

So whether a legislative change is 
needed, or just a regulatory one, the 
NSSF and its partners will continue 
having the conversations that can 
change minds in states already recep-
tive to the message.

It’s a message SHOT attendees can 
help spread. “You never know if you 
can help out by becoming part of the 
grassroots effort to passing legisla-
tion,” says Schilling. Sometimes  
raising awareness can make the dif-
ference in getting a bill passed. 
Information on pending legislation 
and ongoing efforts can be found at 
familiesafield.org. But that moment 
that can change a person’s life forever 
can be found where it’s always 
been…out in the field. 

Families afield 
initiatives have 
been successful 
in making it pos-
sible for youths 
to go on men-
tored hunts in 32 
states (and 
counting). now 
the program is 
setting its sights 
on making it pos-
sible for adults to 
have the same 
experience.
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Reigniting the Passion
NSSF’s innovative Pull the Trigger program encourag-
es lapsed hunters to get back in the game By Rob Staeger

Some hunters and shooters have a vast and complex support 
system. They hunt with their extended families, they hang 
out with friends at the range, and they’re regulars at the 

gun shop and the shooting club. When they’re not shooting, 
they’re reloading. When they’re not reloading, they’re in a duck 
blind. It’s a hobby and a pastime, but they’re close enough to 
obsession that they can see it from their treestand.

But there are plenty of other 
shooters and hunters that just really 
like the sport. It might not be a pri-
ority, but they enjoy it when they get 
a chance to do it. But as anyone with 
a moderately busy life can tell you, 
those chances don’t make themselves. 
A hunter might miss a season, and 
then another. That benchrest rifle 
starts collecting dust in the safe. 

The NSSF’s Bill Brassard is famil-
iar with the phenomenon. “There 
was a reason that hunters and shoot-
ers were active to begin with, and for 
some reason they became inactive. 
But they still have that underlying 
passion to pursue the sport, and I 
think it just takes a little spark to 
make them active again.”

For nearly two years, Brassard has 
been fanning that spark into a flame 
with Pull the Trigger, a monthly 
e-mail video magazine from NSSF. 
Pull the Trigger provides a new col-
lection of video tips each month—on 
everything from sighting in to draw-
ing a bead on a strutting gobbler. It’s 
not just information; it’s motivation. 

“Pull the Trigger sort of steps in 
and becomes that electronic friend, in 
a way,” says Brassard. “It gets the con-
versation going, and it actually may 
inspire them to call a friend and invite 
them to go hunting or shooting.”

“What we do is we try to put out 
things that attract a veteran shooter, 
and a novice shooter, and give them 
a multitude of things that they can 
use and actually go practice in the 
next couple of days, and next couple 
of weeks,” says Mark Thomas, the 
NSSF’s managing director of market-
ing communications. “It gives you a 
wide range of topics, depending on 
what you like to shoot and what level 
you are as a shooter or a hunter. And 
then it broadens the horizon to make 
sure you continue to participate.”

Thomas has seen those broadened 
horizons firsthand. “I grew up as a 
hunter with rifles in the Midwest, and 

I’ve recently gotten into competitive 
shooting,” he says. He was able to 
learn a lot of the basics from Pull the 
Trigger videos. “As someone who 
didn’t grow up with that, I learned a 
lot about trigger control, about 
breath control, about how to sight in 
and have better technique with a pis-
tol—and that’s exactly what Pull the 
Trigger was meant to do. Even if you 

are an enthusiast, you can find differ-
ent ways to enjoy the shooting sports, 
and this helps you do it even if you 
don’t have a mentor or somebody 
that can help you.”

NSSF president and CEO Steve 
Sanetti couldn’t be more pleased with 
the result. “Ours is a pastime that so 
lends itself to video demonstrations 
for beginners,” he says. “With our 
enhanced in-house video studio capa-
bilities, we are now able to generate 
literally hundreds of very short video 
segments that coincide completely 
with how the newer generations of 

shooters are accustomed to getting 
their information about items of 
interest and possible new pursuits.” 

In a 2011 survey of Pull the Trigger 
viewers, 87 percent indicated that 
they were motivated to get away from 
their computer and get out into the 
field to hunt or shoot. “It’s very 
encouraging to us. Our strategy is 
working,” says Brassard. “If it’s easy 
and short, and not costly, and you can 
get to a comfortable place where you 
can do it, you’re likely to give it a try.”

The survey gave the NSSF the 
opportunity to evaluate and refine 
the concept, and understand the 
viewership. “We wanted to get an 
idea of who these people were,” says 

Brassard. “We thought the audience 
was largely in the technical catego-
ry”—those videos draw the most 
comments by far—“but we found out 
it’s a broader audience that includes a 
lot of hunters and casual target 
shooters as well as those on the tech-
nical side. The site also attracts peo-
ple with personal and home defense 
interests. It’s much broader in scope, 
and the message we’ve got is, ‘Keep 
the tips coming, across the board.’”

Of course, the technical category is 
well represented. NSSF government 
relations manager Ryan Cleckner, a 

former Army Ranger sniper-team 
leader, has been doing some extreme-
ly detailed, long-form tips about 
modern sporting rifles, scopes, min-
utes of angle and long-range shoot-
ing. “We initially had some concerns 
because they were very technical in 
nature, and they’re longer videos—
longer than everyone says web videos 
are supposed to be,” says Brassard. 

Common wisdom says that people 
won’t watch anything longer than 
three minutes online; these clock in 
at 10 to 15 minutes, and some as long 
as 21. But despite that—or because of 
it—the clips proved extremely popu-
lar, generating tons of comments. 

“We learned something there—
that there’s an audience out there 
that likes it when we go to the longer 
format, and become very technical. 
That’s what that segment audience 
wants to learn about,” says Brassard.

It’s not unusual for a Pull the 
Trigger tip video to net anywhere 
from 20,000 to 30,000 views, and 
some go much higher than that. 
“We’re very pleased with those num-
bers,” says Brassard.

The numbers are a reflection on 
the utility of the tips, as well as the 
quality of the presenters. Pull the 
Trigger’s videos include handgun 
sighting tips from world-champion 
pistol shooter Doug Keonig; shot-
gun-mounting tips from Gil Ash, of 
OSP shooting schools, and tips for 
handling modern sporting rifles from 
the staff at Gunsite Academy. The 
NSSF staff is in on the action as well, 
with tips from Cleckner, Thomas, 
Doug Painter, Glenn Sapir, and even 
Brassard himself, who’s done a few 
on firearms safety. There are even 
plans in place to shoot some really 
refined tips with members of the 
Olympic Shooting Team. 

“They’re tips from the best, basi-
cally,” says Brassard.

Meanwhile the Pull the Trigger 
e-mailings are also full of links for 
further exploration. There are links to 
NSSF websites such as huntandshoot.
org and wheretoshoot.org, and links 
where users can download targets to 
print out and shoot. There are links 
to a library of Gil Ash videos, and 
GunBroker.com, and Gun Digest, 
which hosts Collector’s Corner, full of 
information on vintage firearms. 
Another click can take you to infor-
mation about the NSSF’s First Shots 
program for beginners. “It’s right in 
synch with our many other websites 
and programs,” says Brassard. 

“Firearms and shooting are 
intriguing topics that are best shown 

The nSSF’s 
monthly Pull the 
Trigger e-news-
letter is designed 
so that rangers, 
retailers, and 
wildlife agencies 
can use its con-
tent for their own 
communication. 

Enthusiasm for pulling the trigger is rekindled by clicking a mouse. above all, 
the nSSF’s Pull the Trigger content is crafted with the goal of getting hunters 
and shooters back out into the field and onto the range. 
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visually,” says Sanetti. “Couple that with the links 
to wheretoshoot.org and the ability to download a 
target right from Pull the Trigger, and the new 
shooter has everything he or she needs to begin on 
what we hope is a path to becoming a responsible 
and safe lifetime recreational shooter.”

Pull the Trigger’s tips reach a broad section of 
the hunting and shooting marketplace, thanks to a 
partnership with Gunbroker.com. The NSSF pro-
vides Pull the Trigger to GunBroker’s e-mail list of 
more than 800,000, in addition to its own mailing 
list (around 10,000 and growing). But there are 
plans to spread the word even further. The pro-
gram has received interest from several state agen-
cies, including those in Alabama and Florida, who 
want to use Pull the Trigger video content in their 
communications with their own e-mail lists and 
hunters in their database. “They can use it either 
in whole or in part,” says Brassard. 

“These days, state agencies are strapped for bud-
get and strapped for resources, and we offer this 
free of charge,” says Thomas. The NSSF will pro-
vide the content in whatever format the agency 
needs. “It gets the information out there so that 
people participate. That’s the real goal.”

“It’s a perfect tool,” says Brassard. “It gives them 
content free of charge for their newsletter. It’s not 
promotional. We’re not promoting products; we’re 
promoting participation.”

Thomas emphasizes this point. “We represent the 
industry, not specific products. There’s a wide vari-
ety of material from a lot of different sources, so 
you don’t think you’re being sold something,” he 
says. “The more that we get out there and the more 
that people can see it and see the specifics of it, and 
see that this isn’t pushing a specific or a focused 
message other than ‘enjoy hunting and shooting,’ 
then they become a lot more open to us, saying, 
‘Hey, maybe this is something we can use.’” 

The content also is available to anyone else who 
wants to distribute it to their mailing lists, says 
Brassard. “Firearms retailers can reach out to their 
customers, and shooting ranges can reach out to 
their members.” 

And the communication is a two-way street. “I 
just spoke with the director of Alabama’s DNR, and 
I asked him for suggestions for tips he’d like to see 
for the rifle deer season,” says Brassard. A lot of the 
requested content is seasonal in nature. “If we get 
enough advance notice, we can usually come up 
with content to meet that request. I’d like others 
who we’re going to be working with to make those 
requests as well. It makes it easier on us, to know 
what they want, and what their readers want.”

Talk about video on demand. Agencies get mate-
rial relevant to their audience, the NSSF spreads 
the word about hunting and shooting, and sports-
men get a slew of shooting tips each month, with-
out lifting a finger. That is, until they head out 
into the field and pull that trigger. 

Questions? Contact Bill Brassard at bbrassard@
nssf.org. 

Pull the Trigger videos emphasize the fun and com-
petition of different forms of target shooting.

Recruitment and 
Retention
When shooting ranges host an NSSF First Shots 
event, everyone benefits By Christopher Cogley 

M ost people in the industry recognize that the future of hunting and shooting 
depends on our ability to continually get new people involved in—and pas-
sionate about—these sports. We also realize that very often all it takes is one 

day at the range to transform an interested person into a lifelong enthusiast. But for 
someone who has never handled a firearm, the thought of simply walking into a 
shooting range with no guidance or instruction can be an overwhelming proposi-
tion—especially when they most likely don’t have the firearms, ammunition or 
equipment they need to get their first taste of how much fun the sport truly is. 

Enter the National Shooting Sports 
Foundation’s First Shots program. 

“The goal of the First Shots program is to get 
people who have never shot before out to their 
local ranges without forcing them to make a big 
investment,” said Tisma Juett, manager of First 
Shots for the NSSF. “The whole mindset is to let 
people experience firsthand just how much fun 
shooting a firearm can be when it’s done in a safe 
and controlled environment.”

To accomplish that goal, the NSSF provides 
incentives for ranges around the country to host a 
First Shots event and invite people in their com-
munities to come out to the range for free and give 
shooting a try. The NSSF provides the ranges with 
the course curriculum and the 
ammunition, and even matches 
50 percent of the range’s advertis-
ing costs to promote the event. 

“We want to make sure that the 
program is a minimal investment for the ranges 
and no cost at all for the participants,” Juett said. 

By doing so, First Shots creates a no-risk atmo-
sphere for people who otherwise might not have 
the opportunity to shoot a firearm. And judging by 
the response that the program has received since it 
was established in 2005, the formula is working. 

“We keep in touch with the participants and 
conduct ongoing surveys as a way to judge the 
impact of the program,” Juett said. “What the 
numbers tell us is pretty amazing.”

According to Juett, those numbers have shown 
that thus far: 43 percent of First Shots partici-
pants have returned to the range at least six times; 
56 percent have met the local requirements for 
handgun ownership; 53 percent have introduced 
another shooter to the sport; and 49 percent have 
purchased equipment, spending on average $560.

These statistics are definitely impressive, but 
Miles Hall, owner of H & H Shooting Sports 

Complex in Oklahoma City, said they are just the 
tip of an extremely large iceberg. 

“When we were considering participating in 
First Shots, we were a tad nervous because we 
didn’t know what to expect,” he said. “But it was 
so much fun to do, and it was so incredibly suc-
cessful that I couldn’t even believe it. The ripples 
it created were more like tidal waves.”

Hall said that not only did the First Shots pro-
gram get new people into the range, but it also 
got them into his store. 

“The sales it generated were amazing,” Hall said. 
“In business, you’re always looking for these kinds 
of miracles, and this one hit big.”

The real power of the First Shots program can’t 
be truly seen, however, after only 
one event. Just as it’s intended to 
turn first-time shooters into life-
long enthusiasts, the goal of First 
Shots is to turn local ranges into 

continual recruitment centers for the sport. 
“We don’t intend for First Shots to be a one-

time thing,” Juett said. “For it to be truly effec-
tive, it really should be an ongoing effort.”

Hall said that he’s seen firsthand that by mak-
ing that long-term commitment, range and retail 
owners will also see lasting benefits. 

“You’ve got to get behind the program and put 
a little effort into making it successful, but the 
return on investment is just awesome—and it’s 
ongoing, because once they participate, you’ve 
got them, and you’ll have them for a very long 
time,” he said. “This is one of those wonderful 
programs that has an extremely long shelf life.”

And thanks to programs like First Shots, the 
hunting and shooting sports industry is likely to 
have an equally long shelf life. 

For more information about the First Shots 
program, or how to host an event at your range, 
visit firstshots.org. 

The nSSF helps local 
shooting ranges host 
First Shots events by 
aiding with the promo-
tional advertising and 
providing the necessary 
ammunition and more. 
First Shots events, 
which were first done in 
2005, are prime oppor-
tunities for novices to 
learn how to shoot 
without spending a lot 
of money. and, there’s 
great potential for new 
shooters to become 
returning customers.
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Get the Picture?
NSSF helps business owners understand  
industry indicators By Christopher Cogley 

As is the case in almost every industry, business owners in the shooting, hunting, 
and outdoor trade depend on an accurate understanding of the current market 
situation to make informed business decisions. Unfortunately, unlike many 

other industries, the firearms and ammunition industry doesn’t have just one clear-
cut indicator of the current state of the market. Instead, it has several. 

“There has been a misconception out there that 
a quick peek at the monthly NICS figures will tell 
you everything you need to know about how 
healthy the market is, but the reality is that NICS 
is just one indicator,” says Jim Curcuruto, director 
of industry research and analysis for the National 
Shooting Sports Foundation. “In order to develop 
a clear picture of the actual state of the industry, 
you really have to look at a variety of indicators 
together.”

In addition to the number of NICS conducted, 
other crucial indicators include the amount of 
excise taxes reported, the number of domestic fire-
arms produced and imported, and the amount of 
money generated from the sale of hunting licenses. 
Each one provides a piece of the overall puzzle, 
and when they’re put together, they provide a 
clearer picture of the state of the industry. 

Most people in the industry are familiar with 
the National Instant Criminal Background Check 
System data, and though this information by itself 
might not present a complete picture of current 
market conditions, it is one of the most crucial 
components. Because the FBI supplies the number 
of NICS conducted each month—typically within 
a week of the end of each month—these figures 
provide some of the timeliest information pertain-
ing to firearm transfers. However, because NICS 
are also performed for purposes other than fire-
arm transfers, the numbers can be somewhat mis-
leading. To provide members with a more accurate 
picture of actual firearms transfers, NSSF research 
takes the raw NICS figures provided by the FBI 
and adjusts them by editing out any checks that 
were conducted for reasons other than firearm 
transfers, such as CCW applications and file 
checks. 

In addition to the adjusted NICS figures, the 
NSSF also provides its members with access to 
another critical industry indicator—the amount 
of firearms and ammunition excise tax reported 
each quarter on handguns, long guns and ammu-

nition. By understanding the percentage that 
firearms and ammunition are taxed, these figures 
allow one to estimate how much money 
Americans have spent on these purchases in any 
given quarter. 

Another important indicator is the number of 
firearms available for sale in the U.S. To deter-
mine this information, NSSF research reviews a 
report from the ATF that outlines the number of 
firearms manufactured in—and exported from—
the U.S. (Annual Firearms Manufacturers and 
Export Report), and combines it with data from 
the U.S. International Trade Commission that 
details the number of firearms imported. This 
combined figure offers current and historical 
information about the potential that exists in 
today’s market. 

The final industry indicator that Curcuruto 
says is important for business owners to keep 
track of is the number of hunting licenses sold 
annually, and the monies those licenses generate. 
Although this data is provided by the U.S. Fish 
and Wildlife Service with a 12- to 14-month 
delay, it is still a useful way to track historical 
participation in hunting by state or nationwide. 

Curcuruto stresses that while there are many 
other industry indicators, studying these four will 
provide a good assessment of the health of the 
market. But he cautions that while these industry 
indicators are great tools, they aren’t crystal balls. 

“Things change everyday, and we certainly don’t 
try to predict the future,” he says. “Our goal is to 
supply this data to our members in a timely fash-
ion and let them match it with their local condi-
tions, to then draw their own conclusions.”

To get more information about these industry 
indicators, or to understand how you can better 
use them to make a more accurate assessment of 
the current state of the industry, log on to the 
NSSF website’s members’ section (nssf.org/ 
member) and click NSSF Industry Research, or 
contact Curcuruto at jcurcuruto@nssf.org. 

By arming themselves with information based 
on a number of crucial industry indicators, nSSF 
members are able to better run their businesses.

Smart Choice
NSSF’s Customized 
Market Reportssm give 
retailers data to bank 
on By Christopher Cogley 

A t some point, every business owner 
faces a decision that can mean the 
difference between folding and 

flourishing. Is it the right time to expand? 
Will a aggressive marketing campaign get 
more customers in the door? Should I 
increase my advertising budget? 

Although no one can offer a guaranteed formula 
for business success, it’s no secret that the best 
decisions are typically the most informed ones. 
The National Shooting Sports Foundation® is 
making it easier to get relatively quick access to 
information that will take some of the guesswork 
out of those crucial business decisions. 

By using several credible data sources, an NSSF® 
Customized Market Report (CMR) provides an 
accurate picture of the market potential for your 
business’ specific street address. The roughly 100-
page report includes an estimate of recreational 
shooters in the area (based on hunting and target 
shooting participation data from the National 
Sporting Goods Association) that will allow you to 
get a better idea of your area’s potential customer 
base. It also provides detailed demographic infor-
mation, including local household trends and effec-

tive buying income. 
The customized 

reports also help you 
gain a stronger under-
standing of your cur-
rent competition. By 
mapping out the rang-
es, shooting facilities, 
and shooting preserves 
in the area, as well as 
the local firearms and 
hunting-related busi-
nesses, the CMRs paint 
a picture of the local 

competitive landscape. The reports will also 
include Type 01 and Type 02 FFL holders as well 
as locations of law enforcement and LE suppliers.

The CMRs not only help you make informed 
business decisions, but they also provide you with 
the solid evidence you need to help convince oth-
ers of the validity of those decisions. “We’ve 
received a lot of great feedback regarding these 
reports, especially from people who are starting a 
new business or expanding an existing one,” says 
Jim Curcuruto, NSSF director of industry research 
and analysis. “These days, it’s not so easy to get a 
loan. The better prepared you are, the better 
chance you have of getting the approval.”

Even if you aren’t considering a loan, a CMR 
for your area will give you the kind of detailed 
information that you can incorporate into your 
strategic business plan. CMRs are $350 for all 
NSSF members, $1,000 for non-members (subject 
to change). They typically take three to four weeks 
to prepare, so Curcuruto says it’s helpful to plan 
ahead if you’re thinking of incorporating the 
information into a business plan, especially one 
that you can take to the bank. 

To order a Customized Market Report, go to 
nssf.org/research/CMR, or contact Dianne Vrablic 
at 203-426-1320 x263 or dvrablic@nssf.org. 
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TenPoint Focuses on Old-
Fashioned Customer Service
W ith the prevalence of automated answering systems and the popularity of social media, most 

companies are more accessible to their customers than they ever have been before. But that 
doesn’t always mean they’re as personable as they once were with the people who are using 

their products. One company at this year’s SHOT Show, however, is showing just how fashionable good 
old-fashioned customer service can be. And just how profitable, as well. 

“We founded our brand on trust,” says Rick 
Bednar, CEO and chairman of TenPoint Crossbow 
Technologies. “The consumer trusts us to build 
quality products and to stand behind them.”

Although a lot of companies are building high-
quality products today, it’s TenPoint’s commitment 
to stand behind its products that’s making such a 
big impression on consumers.

“We have a customer-service mission statement 
that states, ‘If we receive a customer’s product by 
noon, we want it fixed and back on the shipping 
truck by four,’” Bednar says. 

That goal often translates into consumers get-
ting their crossbows back within a day of sending 
them in for repair—a feat unheard of in today’s 
society, and one that often startles TenPoint cus-
tomers who aren’t aware of the company’s com-
mitment to customer service.

“We’ve had people call us up and say, ‘I tried to 
send my crossbow in to have you look at it, but 
there must have been some mix-up because you 
had it sent back to me,’” Bednar says. “When we 
tell them to open up the box and they see that 
we’ve already fixed the problem, it’s amazing to 
hear their reaction.”

A 48-year veteran of the shooting, hunting, and 

outdoors industry, and an avid sportsman, Bednar 
understands how important that kind of quick turn-
around can be for the people who use his products. 

“For all of us, it comes down to that limited 
amount of time we have to spend out in the field 
with our friends and family doing what we really 
love,” he says. “I don’t want to be the guy who 
takes that time away from anyone.”

Which is why Bednar backs up his commitment 
to customer service with much more than a strong 
mission statement. “We have more people who 
work in customer service than in any other part of 
the company. It’s really our number-one after-the-
sale priority, and I just don’t know where there’s a 
stone that hasn’t been overturned in our quest to 
lead our category in customer service.”

That quest has required an investment on 
Bednar’s part, but it’s an investment that he says is 
paying off with the kind of consumer loyalty you 
can’t put a price on. 

“Customer service is becoming a lost part of our 
world today,” he says. “And I think that is frustrat-
ing people so much that when they find someone 
who makes customer service a priority, they’re 
going to naturally gravitate toward that company.”

With the kind of commitment Bednar is placing 

on customer service, it seems likely that people 
will continue to gravitate toward TenPoint for 
years to come. Booth #742. (330-628-9245;  
tenpointcrossbows.com) 

TenPoint’s customer-service goal often translates 
into consumers getting their crossbows back within 
a day of sending them in for repair—a feat unheard 
of in today’s society.
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Troy Builds Battle-Tough Gear
T roy Industries is a leading U.S. Government contractor that designs and manufactures innova-

tive, top-quality small-arms components and accessories as well as complete weapon upgrades. 
You might not have heard of them, but if you have used firearms from Smith & Wesson and 

Ruger, for example, you have had Troy components in your hand, as both manufacturers—as well as 
many others in the shooting industry—source parts from this Massachusetts-based company.

“Troy Industries was founded in 
2003 on the principle of making reli-
able, innovative, and over-engineered 
products that will function without 
question when lives are on the line,” 
says Steve Troy, company founder 
and CEO. “All of our products are 
American-made and designed to per-
form flawlessly under intense battle 
conditions. We are the choice of 
Special Ops, law enforcement, and 
warfighters worldwide.”

Troy says he is proud to be part of 
a company that can design new and 
innovative products, such as the 
Talon robot mounting platform 
(designed for Quinetix) that allows 
an M4/M16 to be mounted directly 
to the robot, or the Troy Covert 
Approach Rifle, which transforms the 
M14 into the ultimate concealable 
and hard-hitting close-quarters battle 
rifle. “With a folding adjustable stock 
mechanism, shortened barrel, totally 
redesigned piston system, and 
streamlined chassis, the Troy CAR-
14 is truly an evolution in modern 

firearm design,” he says.
Just before the SHOT Show, Troy 

did make a move designed to raise 
the company’s profile—he hired 
industry veteran Steve Skrubis to be 
vice president of sales, marketing, 
and customer service. In his new 

role, Skrubis will be responsible for 
the company’s venture into new mar-
kets, product development, and 
branding. He will also be responsible 
for all advertising efforts.

Skrubis, who was most recently 
with O.F. Mossberg & Sons, has an 

extensive background in the firearms 
industry. He has previously held 
management positions with Ithaca 
Gun Company, Benelli USA, and 
Smith & Wesson, and has patents on 
several weapons systems. 

“Steve’s firearms industry experi-
ence will undoubtedly raise Troy 
Industries to another level,” Troy 
says. “He will help expand current 
sales and marketing initiatives as well 
as help us expand our visibility and 
increase our current market share.”

As part of the company’s SHOT 
Show push, Troy recently 
announced that retailers will begin 
receiving the CBIR (Chemical, 
Biological, and Impact Resistant) 
polymer Battlemags, as well as the 
T-22 Chassis.

The Battlemags, by design, were a 
long time coming to market. “The 
magazines have been involved in a 
lengthy research and development 
phase, in which time they have come 
under severe punishment and test-
ing,” says Troy. “They have survived 
not only loading and feeding evalua-
tions, but also destructive product 

Troy’s popular metal rear-folding di-
optic sight can be found on weapons 
systems throughout the world. 
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testing. I’m proud to say all maga-
zines functioned flawlessly after 
undergoing these torture tests. It’s 
why I stress ‘over-engineered.’ 
There’s a reason for it. But don’t take 
my word for it. You can see it for 
yourself on the Troy YouTube video 
channel.”

The CBIR Battlemag will be 
offered in a 30-round 5.56mm/.223 
version. It is available in black, flat 
dark earth, OD green, and  
coyote tan. Every magazine includes 
a flush-fit, shock-absorbing bottom 
floor plate. Battlemags have been 
designed to work with M4, M16, 
AR15, HK416, and FN SCAR  

rifles and carbines. 
“With patent-pending features 

such as proprietary engineered resin, 
reinforced feed lips, an anti-tilt fol-
lower, and an aggressive fish-scale 
gripping pattern, these magazines 
will become the choice of the most 
discriminating shooters,” he says.

The T-22 Chassis for the Ruger 
10/22 platform has also undergone a 
lengthy research and development 
phase, in which time they have also 
come under severe punishment and 
testing. “The stocks have also sur-
vived extreme function testing, assur-
ing that the system not only comple-
ments the 10/22 rifle, but allows it to 

perform flawlessly in its full-length 
chassis,” he says. “The development 
of the T-22 chassis was a result of a 
military research and development 
program, where internally supressed 
10/22 rifles were used in testing for 
covert operations.”

The Troy T-22 is currently offered 
in two models—the T-22 Sport, 
which features the sleek rounded 
forend similar to the popular TRX 
Extreme rails, and the T-22 Tactical, 
which has a full quad-rail system. 
The chassis is made from 6061–T6 
hardened aircraft-grade aluminum, 
finished in mil-spec Type III hard-
coat anodizing, and accepts both 

standard and bull barrels. Both mod-
els feature an M4 adjustable stock, 
an M4 pistol grip, full continuous 
M1913 top rail, and integral front 
and rear folding sights.

Troy stresses that the company  
stands behind its products; every one 
carries a lifetime guarantee and is 
manufactured in the USA. “When 
you purchase a Troy product, you 
have my personal assurance of its 
integrity and that it exceeds the high-
est possible standards and levels of 
quality control,” he says. “After all, 
my name is on everything we make.” 
Booth #20505. (866-788-6412;  
troyind.com) 

Troy’s  M14 SASS Chassis package turns the venerable 
M14 rifle into a state-of-the-art weapon, complete with 
a full-length optic-ready top rail.
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numa Ballistic eyewear 
Goes the Distance
These wrap-around glasses reduce glare, but 
they also do a lot more By Slaton l. White

W hen a product is conceived under exacting circumstances, generally you can 
expect it to perform at a high level under extreme conditions. That’s the case 
with Numa Ballistic Eyewear, founded by a Special Forces veteran and triath-

lete who found that his sunglasses weren’t built to the same standards of performance 
and durability as his other gear. 

So, here’s what he came up with: a line of 
wraparound sport glasses that feature anti-fog 
venting, no-slip-grip rubber temple/nose pads, 
and distortion-free impact- and scratch-resistant 
interchangeable lenses. The frames benefit from 
modern technology as well, as they are construct-
ed from proprietary materials that can be bent 
and flexed without breaking.

The guy behind these glasses is Jake Bennett. 
“In my experience as a Special Forces sniper, and 
later on, getting into adventure racing, I found 
that all my gear was lightweight and rugged, but 
my glasses were still fragile,” he says. “The eye 
gear that was standard issue in my day would get 
junked up in very short order and needed to be 
replaced regularly. I wanted to make something 

that was accident-proof, and idiot-proof.”
I’ve been wearing a pair of the X-Frames (SRP: 

$119.99) for the past few months and am pleased 
to report that they appear to be virtually inde-
structible. They do take some getting used to, 
though, especially if you’re accustomed to tradi-
tional shooting glasses. That’s because Numas are 
designed to wrap tightly against the face to help 
create a seal that locks out wind and dust. This is a 
great feature if you hunt in dusty, windy locations 
such as Wyoming’s Powder River Basin, where I 
hunted antelope last fall. More traditional shooters 
may object to the fit, but the ultra-modern sleek 
look will no doubt appeal to younger customers.

The special venting mentioned above helps keeps 
the glasses from fogging up. That feature works as 
claimed, as I learned when I lowered my face mask 
on a muggy morning while turkey hunting. 
Bennett and I had a chance to shoot together last 
summer, and when I asked about the ruggedness 
of the glasses, he smiled and pulled out a No. 7.5 
shotgun shell. “Why don’t we find out?”

He placed a pair of his glasses over a cardboard 
face and paced off 25 yards. Then he handed me 
the shell and asked me to aim at the glasses and 

shoot. At the impact the frames blew apart; the 
lenses, though dented, did not shatter. Later he 
shot a pair, from the same distance, with No. 8s. 
Again, no pellets penetrated the lenses, but this 
time the frames remained intact.

“There are two key elements—materials and 
design—needed to build glasses that can with-
stand a shotgun blast,” he says. “As for materials, 
we start with the purest optical-grade polycar-
bonate to achieve maximum impact-resistance 
and optical clarity. We then injection-mold 
decentered lenses [in layman’s terms, lenses that 
are thicker in the center and thinner at the edges] 
to fit our frames. In contrast, many eyewear man-
ufacturers use flat sheets of polycarbonate that 
are then shaped to achieve the wraparound fit. 

But that leads to peripheral distortion and less-
than-optimal impact resistance. We then add our 
anti-scratch hard-coat anti-smudge super-slick 
hydrophobic and glare-reducing anti-reflective 
coats. The type and application of lens layers is 
important, as they affect the rigidity and pliability 
of the lens, and so affect impact-resistance. 
Polarization typically makes a lens so rigid it is 
unable to pass ballistic testing requirements. Our 
polarized lenses are optically perfect and pass bal-
listic safety testing requirements.” 

Bennett notes that frame design is also key, as 
without the right frame design, the lens will not be 
retained in the frame under high-velocity impact 
testing. “Before we founded Numa, we were told 
that flexible-memory materials could never pass 
impact testing, and that is why the old-school 
brands that are out there use rigid plastics,” he 
says. “We found that by designing around the 
characteristics of our material, by making the lens 
groove deeper, and reinforcing the frame design at 
the nose-bridge and temple hinges, we could 
exceed the testing requirements and far outper-
form the rigid frames.” Booth #16538. (646-648-
9183; numaoptics.com) 

numa Ballistic Eyewear 
strives to hit all the 
points important to 
shooters—durability, 
scratch-resistance, flex-
ibility, rubber padding in 
the nose and temple, 
and anti-fog coating.

LaserLyte 
On the 
Move
Company gets bigger 
and better facility to 
meet high demand 

I t’s been a tough four years for the U.S. 
economy, but one bright spot has been 
the shooting sports industry. Though 

some retailers report a “challenging” sales 
environment, many are seeing brisk busi-
ness in such areas as personal protection. 
That’s good news. Another sign of growth 
is when a manufacturer decides it needs 
more space. Last fall LaserLyte, the 
Arizona-based manufacturer best known 
for its laser gun sights and laser bore 
sighters, finalized a company-wide move 
from a 4,000-square-foot facility to a new 
office and facility with more 11,000 
square feet of space.

The move was prompted by LaserLyte’s rapid 
growth in the consumer shooting sports and 
hunting markets. This growth created an urgent 
need for more space for prototyping, engineer-
ing, marketing, production, warehousing, and 
fulfillment of LaserLyte’s popular firearm lasers. 
The move also allows for additional office space 
and a conference center. Future plans include 
the possibility of an indoor shooting range for 
laser testing in a controlled environment.

“LaserLyte experienced exponential growth in 
2011,” says vice president Aaron Moore. “And 
with that growth comes the need for more unique 
products, more customer service personnel, and, 
in general, more space to keep up with demand. 
Now our capabilities meet our market share, plus 
we have room to continue to grow and add new 
personnel in the very near future.”

All in all, the company, which is about to cele-
brate 25 years as a firearms accessory manufactur-
er, has come a long way from its humble begin-
nings in the garage of founder Larry Moore. 
LaserLyte’s extensive product line now includes 
high-tech laser gun sights for Glock, Ruger, North 
American Arms, and Smith & Wesson J-frame 
revolvers and pistols, laser training systems, laser 
bore sights, and pistol bayonets with Ka-bar blades 
Booth #341. (928-649-3201; laserlyte.com) 

at 11,000 square feet and framed by picturesque 
mountains, LaserLyte’s new facility is a sign that 
the company is weathering the economic storm. 
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Sweet 
Exchange 
T/C’s New Switch-Barrel  
Dimension Delivers Affordable 
Versatility By Wayne Van Zwoll

Y ou can pick from 10 chamberings this year—not that you must stick to 
one. Choose all 10, if you like. T/C’s newest, most innovative rifle, 
which debuted yesterday at SHOT, gives a shooter a broad choice of 

barrels he can change at will. The 7075 alloy receiver is really just a shell for 
the bolt, magazine, and trigger group. The fluted bolt locks directly to a bar-
rel extension. Two guard screws, in alloy sleeves and torqued by a supplied 
wrench, hold the injection-molded polymer stock to barrel and tang. 
Bedding? There’s an alloy block up front, a pillar in the rear. To maintain 
zero during barrel changes, the scope becomes part of the rifle’s barrel unit 
with an optional cantilever mount. A rear set screw affords added stability 
through a wedge on the receiver’s bridge.

Okay. It’s different. But what does 
all that engineering mean? In sum: 
versatility at a modest cost. Takedown 
rifles date back a century. Switch-
barrel bolt-actions came later, but 
they’re far dearer. A Mauser 03 in 
figured Turkish walnut with two bar-
rels now nicks you for several thou-
sand dollars. If you’re keeping Junior 
in college and feeding him at home 
until he finds a job, you might well 
prefer the Dimension, which lists at 
only at $649. Additional barrels are 
just $199, with magazine group (box 
and housing). That’s all the change 
needed within cartridge families. 

Of course, you’ll swap more than 
the barrel when you switch from .223 
to .300 Winchester. To give you that 
sweep of chamberings, T/C designed 
the Dimension in four lengths. The 
length here is not the receiver (there’s 
only one); it’s the bolt throw. Choose 
.223-length, short (.308), long (.30-
06), and magnum. Bolts to fit differ-
ent cartridge head diameters cost just 

$129, complete. There’s no danger of 
mismatching bolt and barrel. If that 
happens, the bolt won’t close. The 
Dimension’s magazine groups are also 
cartridge-length-specific. Magazines, 
by the way, are the same as those in 
T/C’s Venture. The three-lug bolt, 
with face-mounted extractor and 
plunger ejector, is much like the 
Venture’s. To remove it, you must 
invert it to clear the stock comb.

Although the Dimension’s futuristic 
look might nettle curmudgeons who 
cut their teeth on Griffin & Howe 
sporters, this rifle promises better 
accuracy and durability at a fraction 
of the price of classic rifles—even 
those without switch-barrel capabili-
ty. It’s also lighter. In the .30/06 con-
figuration, it scales just 6 ¾ pounds. A 
final note: If the .300 Winchester is 
too mild for you, consider T/C’s 
Dimension in .338 Lapua, still in the 
blueprint stage. From .223 to .338 
Lapua—now that’s versatility. Booth 
#13729. (866-730-1614; tcarms.com)

Detachable magazine groups, with bolt and barrel, can be changed for differ-
ent calibers. Special supplied tools help the shooter quickly swap out barrels.
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US Patents Pending

1.800.967.8427

WWW.CARSONOPTICAL.COM

Test for 

yourself ,

SHOT SHOW 

BOOTH 810

1-800-967-8427  |  www.carsonoptical.com

Carson's new line of lens and screen cleaners feature a dry 

nano-particle C6 cleaning technology that quickly 

and safely cleans:

• Binoculars / Riflescopes / Cameras

• Tablets / AppleTM iPadTM, KindleTM / Kindle FireTM and more!

• Smart Phones / AppleTM iPhoneTM, AndroidsTM and more!

U.S. and Foreign Patents Pending

7 models available. 

Disposable models pictured.

Android™ is a trademark of Google.com
Apple™, iPad™, and iPhone™ are trademarks of Apple Inc., registered in the U.S. and other countries
Kindle™ / Kindle Fire™ is a trademark of Amazon.com, Inc. or its affiliates in the United States and/or other countries
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Meggitt Goes 
Wireless with 
Its New Target 
Retrieval XWT
Meggitt Training Systems, part of Meggitt 
Defense Systems, provides training sys-
tems and defense systems used by mili-
taries and law enforcement and security 
agencies around the world. It develops, 
manufactures, markets, and services 
quality virtual training capabilities and 
live-fire training systems. For the 2012 
SHOT Show, the Georgia-based company 
is introducing Outdoor XWT, a rugged, 
wireless target-retrieval system.

“Wireless is now the industry standard 
for most everything, and targetry is no dif-
ferent,” says David O’Meara, vice president 
of law enforcement sales. “The XWT was 
the first wireless, 360-degree-turning tar-
get-retrieval system. Now, range owners 
can take this same cost-saving technolo-
gy outdoors. The release of this unique 
target carrier is a testament to Meggitt’s 
position as the industry leader in firearms-
training equipment.” 

Outdoor XWT is designed to withstand 
wet, humid, sandy, and other harsh condi-
tions that live ranges are exposed to on a 
constant basis. The Outdoor XWT will 
operate just as the Indoor XWT does, but 

within a far more rugged design. 
The Outdoor XWT moves along the rail 

via an internal, variable-speed, DC-current 
motor-drive system, which eliminates the 
need to replace frayed or damaged cables 
and to continually adjust the tension of 
cables and pulleys found on traditional 
target retrievers. The unique design also 
eliminates stray lead fragments and cas-
ings from damaging the power source.

 The Outdoor XWT is operated via wire-
less communication through a user-friendly 
touch-screen controller. In addition, Meggitt 
Training Systems’ improved rail system uti-
lizes one-piece construction, roll-formed 
steel track for increased durability, reduced 
maintenance, and smoother operation. 
Other Meggitt products include weapon 
simulators for military training, a mobile 
shooting range called the Road Range,  
shooting stalls, and a line of live-fire target 
systems. Booth #12267. (800-813-9046; 
meggitttrainingsystems.com)

The new Outdoor XWT allows target 
retrieval without the mess of cables. 
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Yes, You Can
AAC’s interactive website dispels 
mistruth about suppressors

A s portrayed by Hollywood, silencers are the black hat of the firearms 
world. Most often wielded by spies or assassins, a gun with a silencer 
has become a visual cue that something dastardly is about to happen. 

In reality, silencers, more commonly called suppressors, offer nothing but ben-
efits for the shooter and hunter. And, they’re legal to own in 39 states, which 
generally comes as a surprise to even the most educated of gun enthusiasts. To 
help dispel some of the myths and mysteries surrounding suppressors, 
Advanced Armament Corporation (AAC) has created an online curriculum for 
consumers and dealers called, appropriately enough, Can U (aaccanu.com).

“A lot of the public doesn’t even 
know they can own a silencer,” says 
John Hollister, sales manager for 
Advanced Armament. “Silencers have 
always been legal, but no one has 
ever really known that, not even a lot 
of dealers. There has been a mystifi-
cation by the media that has made 
machine guns, silencers, and 
AR-platform guns the bad guys.  
Can U is basically the next step in 
educating people.”

Through two separate courses—
one for the public and another for 
FFL holders—Can U incorporates a 
series of “classes” that illustrate the 
history, functionality, and legality of 
silencers. The website lists the bene-

fits of owning a silencer, which range 
from increased accuracy and higher 
velocity to reduced recoil and, of 
course, a quieter muzzle report. As 
AAC sees it, Can U shines a light on 
a subject that even gun owners and 
dealers are misguided about.

“We tried to cover everything there 
is to know about silencers to help dis-
pel a lot of the rumors surrounding 
them,” says Hollister. “It’s a fun, 
interactive site to learn more so you 
can make an educated decision.  
The more you know about silencers 
and their benefits, the more reasons 
there are for owning one.” Booth 
#14268. (770-925-9988; advanced-
armament.com) —David Draper

Nikon Recognizes Top Sales Reps
The Nikon Sport Optics Sales Awards are chosen by taking  
into consideration sales number increases. But they also factor in 
unique aspects of a rep’s given territory and the efforts they put 
forth.

Salesman of the Year is based on the best percentage of dollar 
increase among all the reps individually, while Rep Group of the Year 
takes the best increase from a group perspective. Elite Salesmen 
must show an increase but are also chosen based on marketing and 
promotion efforts within their territories and stores.

The James R. D’Elia award is given in honor of Jim D’Elia, whose 
hard work and dedication propelled Nikon into the sports optics cat-
egory. Now retired, D’Elia’s strategies and ideas still influence the 
day-to-day operations of Nikon Sport Optics and the sales teams. 
This award is given to the representative who demonstrates the 
highest level of professionalism in all aspects of sales.

The 2012 winners are:
Salesman of the Year, Joe Palermo, 
Professional Marketing Inc.
Rep Group of the Year, Adventure Bound
James R. D’Elia Sales Professional 

Award, Waylan Owens, Owens Outdoor 
Sales
Rookie of the Year, Nick Gamel, Odle and 
Associates

The Elite Salesmen of the Year are:
Jon Rossow, Kurt Odle, and Josh Morse, 
Odle and Associates
Rocky Stewart, T.F. Gowen and Sons

Jason Phillips, Owens Outdoor Sales
Randy Hughes, Odle and Associates
Bruce Witte, Mitch Beene and Associates

“Despite an economy that’s been slow at best, our reps have gone 
the extra mile and challenged the normal way of doing things and 
achieved some dramatic increases,” says Randy Garrison, senior 
national sales and marketing manager. “We are thrilled to give these 
awards for all of the work they do supporting dealers and wholesal-
ers across the country.”
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Timney Offers Hands-Free Trigger
The aftermarket manufacturer puts its expertise where its mouth is

A s an aftermarket trigger manufacturer, Timney Triggers has a reputa-
tion for responding to customers’ requests when it comes time to devel-
op and market a new replacement trigger. But for the company’s newest 

product—a hands-free device that allows physically challenged shooters to 
engage their rifle’s trigger—Timney president John Vehr is making it personal.

The ember for a handicap-accessi-
ble trigger had long been glowing in 
Vehr’s mind, put there by a family 
friend who wouldn’t let his disability 
get in the way of his passion for 
hunting and shooting.

“A close friend’s father ended up in 
a wheelchair after a serious accident 
years ago,” says Vehr. “He was always 
super outdoorsy, and even after the 
accident found a way to keep hunting. 
I helped him put Timney triggers in 
his guns, and continued to lighten 
them up for him as the years have 
gone by and his hand muscles have 
deteriorated. Today, he barely has the 
ability to pull a one-pound trigger.”

With his friend’s triggers set as 
light as possible, Vehr started think-
ing about other ways to fire a rifle 
without the use of one’s finger or 
hands. Surely there was a way, he 
thought, but how? The idea 
remained just an ember, until a 
chance meeting a local gun range 

with another disabled shooter fanned 
it into a flame.

“About a year ago, I was sighting 
in a rifle and the guy next to me 
asked me to go downrange to pick up 
his target,” says Vehr. “Until then, I 
hadn’t noticed his crutches. We got 
to talking about shooting, and he 
mentioned how the limited mobility 
in his fingers was affecting his accu-
racy. When I told him I was in the 
trigger business, it was like a light 
when off in both our heads.”

The man, Mike Amboy, described 
coming up with a trigger activated by 
the mouth rather than your fingers 
and explained to Vehr how while fin-
gers tend to lose strength, the jaw 
muscles generally don’t. Vehr 
brought Amboy into the Timney 
Trigger shop and introduced him to 
Calvin Motley, Timney’s director of 
product development. After a lengthy 
product development cycle, along 
with extensive testing and evaluation, 

Vehr, Amboy, and Motley came up 
with a product that not only worked, 
but could be easily installed by peo-
ple with mobility issues.

The Timney Hands-Free Trigger, 
which is launching at the 2012 
SHOT Show, bolts to the trigger 
guard of a Ruger 10/22 and utilizes a 
bite-device to engage an actuator 
lever that pulls the rifle’s trigger. A 
Universal Adapter Kit is available to 
fit rifles of any model and caliber, 

offering disabled shooters the versa-
tility of moving the Hands-Free 
Trigger among all their firearms.

For Vehr, the Hands-Free Trigger 
is just another way Timney delivers 
on its mission to enhance accuracy 
and performance for shooters of all 
abilities and skill levels.

“I believe everyone should have  
a good trigger,” says Vehr. Booth 
#1846. (866-484-6639; timney 
triggers.com) —David Draper

When Your First Shot Is The Only Shot

Training, preparation and the right gear are essential for success in
hostile environments. Steiner Tactical Riflescopes are designed to
meet or exceed the tough requirements of military missions
around the world. From CQB tactical operations to 
long-range target engagement, make your first shot 
count with Steiner Tactical riflescopes. 

Available in 1x-4x-42mm, 3x-12x-50mm, 
3x-12x-56mm, 4x-16x-50mm and 5x-25x-56mm A NEW ERA OF INNOVATION

www.steiner-binoculars.comSteiner Booth #12755

4x-16x-50mm
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Timney’s Hands-Free Trigger has 
an adapter kit available to fit rifles 
of any model and caliber.
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Going Viral
Video marketing is more a� ord-
able than ever…but it takes know-
how to make it e� ective

W ith the unprecedented 
growth of online and social 
media over the last few 

years, marketing on the Internet has 
increasingly become a venue where 
major manufacturers and small shops 
can compete on a level playing field. 
Chief among effective Internet mar-
keting strategies is the use of online 
videos, but it takes more than a cam-
era and a computer to effectively and 
accurately spread your brand message.

According to Katie Howard, online 
media specialist for Must Have 
Outdoors, a production company 
specializing in Internet video for out-
door companies, videos that represent 
your company must be a quality pro-
duction that your consumer will find 
relatable. This is true whether they’re 
on your website or on social media 
outlets like Facebook or YouTube. 

“Online videos create a virtual sales 
force for your products that works 
24/7, empowering the consumer with 
the information they need to pur-

chase a product,” she says. “They cre-
ate brand awareness and customer 
loyalty, and add value to your compa-
ny’s website and social media outlets. 
But they cannot be an amateur pro-
duction and cannot be a commercial.”

Howard’s point is instructive: Don’t 
think of online videos as traditional 
commercials. Instead, consider creat-
ing a video that provides an in-depth 
review of your product, delivers user 
tips, or engages the viewer with a fun 
storyline. A video that informs and 
entertains can quickly turn ordinary 
consumers into brand evangelists as 
they share your marketing materials 
with everyone in their social network, 
exponentially turning a one-to-one 
conversation into a one-to-many.

A common misconception about 
video production is its high cost. By 
eliminating the need to buy expen-
sive airtime on television or sponsor-
ing television shows, online videos 
can be an affordable, effective alter-
native to producing and airing a tra-

ditional television commercial. 
“Many manufacturers deal with 

TV shows that have to pass on the 
cost of airtime from their networks,” 
says Howard. “With online video, we 
are able to cut those high costs and 
reach arguably more people than one 
limited network would be able to.”

Getting started with online videos 
needn’t be daunting. The first step is 
evaluating the purpose of the video. 
Do you want to highlight your com-
pany? Do you want to feature a prod-
uct that has just been released, or a 

product with high inventory levels?
“The online videos that we’ve seen 

work the best are product videos, 
how-to videos, and company overview 
videos,” says Howard. “I would rec-
ommend talking with an online video 
production company. They will talk 
through what would be the most ben-
eficial approach for you to take.”

Don’t think of video as the next 
wave in online marketing. It’s here 
now, and it should factor into the 
marketing strategies of companies, big 
and small, for 2012. —David Draper

A relatively small 
purchase for a 
single customer—
like that of a 
Browning knife— 
can quickly blos-
som into some-
thing much more 
substantial and 
far-reaching. 
With online vid-
eos, that same 
customer can 
read tips for 
usage, tips for 
cleaning, history 
of Browning, and 
easily pass on all 
that valuable 
information to 
those in his or her 
social network. 

The New Fiocchi of America Cowboy Ammo is here. Distinctively 

packaged in aged boxes, the SASS approved Cowboy Loads are now 

available in 32 S&W Long, 38 S&W Short, 38 Special, 357 Magnum,  

44 Special, 44-40 & 45 Colt. More calibers to come in 2012.

Cowboy Loads

For the Fiocchi dealer near you,  

Call 417.449.1043 / visit www.fiocchiusa.com

Since 1876

See uS at 

booth
15942
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Winchester Gets a New Look
Bolder packaging builds consistency in look across product lines, better 
shelf appeal for consumers and retailers By Doug Howlett

D espite Winchester 
Ammunition’s iconic status as 
one of the most recognized 

brands in all of shooting, executives 
there last year began the process of 
examining how they could improve 
upon their already recognizable pack-
aging to drive increased sales at the 
retail level. That meant going beyond 
the anecdotal theories of executives and 
reviewing past sales reports and actually 
seeking out and meeting with consum-
ers to see what they had to say. The 
experience was eye-opening, says Brad 
Criner, senior product manager and 
marketing manager for Winchester’s 
shotshell and rimfire product lines.

“This was an 18-month process to 
learn precisely how the consumer 
views our product and what factors 
go into their decision to buy 
Winchester ammunition,” says 
Criner. As part of the effort, 
Winchester contracted with a mar-
ket-research firm to conduct con-
sumer surveys, secret-shopper buys, 
focus groups, and more. The result 
was a wealth of information on how 
consumers view and make the deci-

sion to buy or not buy Winchester 
products. Winchester also learned 
how it could better aid the consumer 
in making the proper selection, a 
move that is expected to translate 
into more sales for retailers as well.

Winchester has traditionally had 
three recognized packaging schemes: 
black box ammo is seen as the highest 
of the high-end, employing multiple 
cutting-edge technologies; gray box 
ammo is the Super-X brand, viewed 
by consumers as delivering a great 
“go-to” blend of value and perfor-
mance; and white box ammo is seen 
as Winchester’s opening price point—
the best value ammunition for plink-
ing, small game, and target shooting. 

Despite consumer perceptions, 
Criner says that as the company 
developed ever-extensive offerings 
over the years, it unintentionally 
strayed from that strict packaging 
perception scheme. “We had lost 
some consistency,” he admits. 

Winchester also learned that con-
sumer opinion split on what informa-
tion was critical to include on the box. 
Some prefer written information, 

such as what game or shooting activi-
ty the ammo is good for, while others 
prefer images, such as the game icon 
that appears on most boxes. 
Placement of load specs on the boxes 
also varied, depending on the load.

The result of all this research is 
that Winchester has come out with 
packaging that delivers a bold new 
look while retaining the recognizable 
horse and rider logo. The new pack-
aging also builds consistency along 
the product lines and provides the 
information consumers need and 
want in the way they want to see it.

Packaging now includes load specs 
on the front panel and end flap, mak-
ing it visible no matter how a retailer 
displays it on their shelves. The help-
ful game icon and word description 
of the ammunition’s ideal use also 
appears on the top and front panels. 
On the rear of every box, consumers 
will have a description of the specific 
load and brand along with a cut-away 

of the shell or cartridge and four or 
five technical points about the load. 
A nod to retailers was also made with 
the new design, as company execs 
believe the improved look will create 
a cleaner display on shelves, make it 
easier to restock, and with consistent 
placement of UPC and product 
codes on every box, easier to ring up.

By March 2012 all the old packag-
ing across the entire Winchester line 
is expected to be phased out. Booth 
#13329. (618-258-2000; winchester
.com)

New packaging aims to make it easier 
for consumers and dealers to pick the 
correct load.

Come join us at the Leatherman booth #14512 from 

4:00-5:30 p.m. for free beer. We’ll also be selling 

one-of-a-kind flasks for $5. All proceeds will go to 

support The Mission Continues, the only national 

non-profit challenging post-9/11 veterans to rebuild   

a sense of purpose through community service.             

So come hang out and have a little “sudz” on us and 

learn more about a great cause.

WE ’RE ON A MISSION

FOR FREE BEER!

BOOTH #14512

 www.leatherman.com  |  www.missioncontinues.org
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Crystal clear in every lighting 

condition, nothing gives you 

faster acquisition than our 

holographic weapon sights. 

Transform your arsenal.

 Visit L-3com.com/eotech512 HWS 
mossy oak
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AmeriBag Unveils Browning’s 
Concealed-Carry Collection 
for Women

A meriBag Outdoors, licensee of Browning 
Sporting Bags and Travel Gear, has chosen 
the SHOT Show as the place to debut its 

hotly anticipated Browning Concealed-Carry 
Weapon (CCW) handbag collection, which will be 
marketed toward women shooters. The collection 
includes totes, hobos, messenger bags, and cross-
body styles. Fabrications include leather, micro-
suede, and poly-oxford in solids and camouflage 
patterns from Realtree and Mossy Oak. 

The collection is designed to combine fashion 
with function for women who want a CCW hand-
bag without sacrificing personal style or personal 
security. Each purse features a special compartment 
for a handgun, locking zipper, and a separate holster 
designed to fit securely within the CCW pocket. 
Each CCW pocket is designed to guide the user’s 
hand directly to the firearm grip. The CCW pocket 
and holster have been designed to fit the most pop-
ular sizes and calibers of most handguns.

“For more than 30 years, AmeriBag has been a 
leader in fine craftsmanship,” says Curt Shock, vice 
president of AmeriBag. “It gives us great pride to 
offer women a beautiful, sophisticated handbag that 
also provides a strong sense of security. AmeriBag 
Outdoors’ Browning CCW collection allows 
women to flaunt their femininity and maintain their 
fine fashion sense while feeling safe and confident.” 

Irwin Gaffin, president and CEO of AmeriBag, 
says, “We wanted the bag to be a system in and of 
itself. Sophisticated styling is our key concern. 
However, functionality is also important. Since 
there is a lock on the zipper, ladies can not only use 
the concealment compartment for a handgun, they 
can also place any high value item in their bag.” 
Booth #15640. (888-758-1636; ameribag.com)

Gerber’s New 
Tactical Dealer 
Program
Gerber Legendary Blades is launching its 
new Tactical Dealer Program at the SHOT 
Show. A tiered sales program designed for 
the needs of the independent retailer, the 
Tactical Dealer Program will help dealers 
present Gerber products aesthetically and 
efficiently, in turn helping them to move 
more goods and increase their bottom line.

“The program underscores our commit-
ment to our independent dealers and their 
business,” says Andrew Gritzbaugh, 
Gerber’s institutional marketing manager. 
“The program is designed to lend guidance 
and support to our dealers, while allowing 
for flexibility given the unique circumstanc-
es inherent to each individual customer.”

Under the program, a $2,500 opening 
order includes four innovative in-counter 
display units with an assortment of 
American-made automatic knives, new 
tactical knives, and multi-tools to fill the 
displays. The initial order also includes a 
Gerber Tactical banner.

Dealers can build on the assortment with 
a $1,600 graduated order, which includes a 
Gerber rolling floor display and an assort-
ment of 23 knife and tool SKUs to help 
round out the display. Booth #13614. (800-
950-6161; gerbergear.com)

Browning’s CCW handbags disguise the handgun; 
the separate holster and construction of the pocket 
assure that no silhouette of the gun will be visible. 
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S&W Debuts New 
Clothing Line
In response to the increasing demand for versatile outdoor apparel with an emphasis on street 

style and a genuine American heritage, Wild Things LLC (wildthingsgear.com), an apparel 
licensee for Smith & Wesson, is unveiling at the SHOT Show its first line of branded apparel 

for men and women. The line features classic twill and canvas fabrics as well as modern highly 
technical materials that provide the function and style for which Smith & Wesson is known.

Wild Things Gear, based in Newport,  
Rhode Island, was selected as the sole licensee 
for the Smith & Wesson line because of its 
long history in the alpine industry and military 
community as well as its expertise in utilizing 
modern technical materials and design tech-
niques. The new line will be available via out-
doors and shooting specialty outlets, as well as 
smithandwessonapparel.com.

“This line is a direct reflection of Smith & 
Wesson’s identity—independent, tough, and 
confident,” says Ed Schmults, CEO of Wild 
Things LLC. “It reflects 100 percent perfor-
mance while showcasing classic sportswear.”

Schmults says Wild Things is known for its 
technical fabrications that place an emphasis on 
functional ergonomic design. For instance, the 
jackets incorporate pockets designed for easy 
extraction of a concealed-carry firearm, and the 
pants have wide belt loops specifically designed 
to accommodate a variety of holsters. Both the 
men’s and women’s lines will have four jackets, 
four vests, four pants, and four shirts with a wide 
variety of price points. Furthermore, the gar-
ments are divided into four categories—
Shooting, Range, Tracking, and Hybrid. The 
Shooting collection is styled to reflect the long 
military history Smith & Wesson was founded 
upon, while the Range collection is a reflection 
of the American West. The Tracking collection 
is based upon a more traditional hunting style, 
and the Hybrid combines technical design ele-
ments to bridge the gap between outdoor appar-
el and everyday apparel. 

In addition, the clothing will have unique 
features to set it apart from the competition. 
The rivets, snaps, and buttons are recognizable 

parts of Smith & Wesson firearms and ammu-
nition, the gun handle grip motif is present on 
several pieces, and a graphic of an original vin-
tage blueprint of a classic Smith & Wesson .38 
can be seen on the lining of the jackets.

Lastly, the zipper pulls are made from the 
hammer of a classic .45-caliber pistol. “The 
untrained eye may never notice, but a true fan 
of Smith & Wesson will pick up on the details 
almost immediately,” says Schmults.

“Consumers are looking to their apparel to 
be more cross-functional,” says Wild Things 
designer Kim Pingaro. “We believe the Smith 
& Wesson line delivers. It will function well on 
a shooting range or while hunting, but at the 
same time can be worn in an office-casual envi-
ronment, or even a Friday night out.”

In addition, Wild Things Gear, under the 
Smith & Wesson name, is designing and manu-
facturing a complete tactical line of apparel for 
law enforcement, the M&P by Smith & Wesson. 
The line uses high-performance technical com-
ponents, including PrimaLoft synthetic insula-
tion and Tweave fabrics. The line is engineered 
to exceed the needs of military and law enforce-
ment professionals in the worst environmental 
conditions and provides a versatile range of styles 
that are meant to be worn alone or together.

“We chose Wild Things for these two apparel 
initiatives because of its 30-year heritage devel-
oping best-in-class technical, functional apparel 
in the outdoor and military categories,” says 
Harry Falber, vice president of licensing for 
Smith & Wesson. “Wild Things is well suited to 
ensure that the Smith & Wesson heritage lives 
on.” Booth # 13731. (800-331-0852; smith- 
wesson.com) 

Wild Things Gear 
is unveiling at the 
SHOT Show its 
first line of 
branded apparel 
for men and 
women, featur-
ing classic twill 
and canvas fab-
rics that provide 
function and 
style.

Remington’s Versa 
Max Road Show
When a major company releases what it hopes 
will be a landmark new product, future sales rest 
on the marketing strategies that follow. add a 
near incalculable amount of media diversity to 
the mix, and it’s a daunting task to communicate 
with dealers and stimulate consumer demand.

Last year, remington followed the release of its 
new Versa Max Shotgun with a disarmingly old-
school approach—the manufacturer invited deal-
ers and shooters alike to actually “test drive” the 
new autoloader at nearly 90 ranges and events 
across the country.

“The Versa Max On-Tour was a four-month 
hands-on demo program that allowed us to put 
the new autoloader in the hands of hunters and 
shooters at ranges and gun clubs from Texas to 
Maryland,” says marketing manager Mitch Cox. 
“We organized our retailers, field sales, social 
media partners, and websites to maximize expo-
sure for the tour event. We wanted to tell the 
story of what people who used our products were 
saying. The Tour has let consumers experience 
what a great product the Versa Max is first hand.” 

The Versa Max Truck is a completely self-con-
tained rolling display that can be set up and 
ready to show wares in less than 40 minutes. The 
truck carries 20 Versa Max Shotguns along with 
10 remington long guns.

Consumers are invited to demo five free shells 
that vary from 2 ¾-inch lead to 3 ½-inch steel to 
evaluate handling and recoil. at many events, 
guns were also available for short-term loans for 
shooters to evaluate point, performance, and 
recoil.

after spending nearly a year on the road at more 
than 90 events, driver and product display man-
ager Jeremy Cooper discovered that in-hand trials 
matter. “We see so many experienced shooters 
that have become seriously recoil-sensitive. a light 
recoiling shotgun is an important product that 
keeps these shooters in the game,” he says. 

at one event, he had a 90,000-round-a-year 
shooter that used a custom weighted modified 
European auto. after trialing the gun, he told 
Cooper that the Versa Max was the lightest-recoil-
ing gun he had ever shot in 12-gauge, and drove to 
a local dealer that day and purchased one. “That’s 
the kind of response we had, and you can’t create 
that kind of purchase until the consumer actually 
experiences it for themselves,” says Cooper. Booth 
#14229. (800-243-9700; remington.com)

the Versa Max on-tour was a hands-on demo 
program that allowed Remington to put autoload-
ers into the hands of hunters and shooters.
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A little over two months ago, James Debney became president and CEO 
of Smith & Wesson, a global firearms company in its 157th year of busi-
ness. SHOT Daily took a few minutes to catch up with the new CEO 

and get his perspective of Smith & Wesson and the challenges it faces in 2012.

SHOT Daily: The M&P line has 
been accepted by dealers and con-
sumers alike. What is it about the 
line that has made it such a success?
James Debney: When we first 
started the development of the M&P 
pistol line, we knew it was critical to 
involve our customer base at the 
design stage, so we gathered input 
from customers in both the consumer 
and professional markets. This 
enabled us to incorporate several 
innovative concepts as standard fea-
tures, including interchangeable grip 
sizes, ambidextrous controls, and the 
ability to disassemble the firearm 
without pulling the trigger, an impor-
tant safety feature. The end result 
was a feature-rich design in a highly 
reliable, very successful pistol that 
yields superior performance, ease of 
use, and easy target acquisition. 

These attributes meet the very high 

standards of our professional custom-
ers, and also make training and prac-
tice more effective for these users. 
Those professional users regularly put 
the M&P to the test against our com-
petitors, and based on its sustained 
strong performance, have made it a 
very popular choice with law enforce-
ment agencies both in the United 
States and abroad. Our dealers like 
the M&P for the same reasons, as its 
features make it an easy pistol to sell. 

SD: Smith & Wesson could be con-
sidered a “heritage” brand. How do 
you manage to keep the Old Guard 
on board while appealing to new, 
younger customers?
JD: We have one of the world’s most 
iconic brands. We intend to maintain 
and build upon our strong base of 
loyal customers by continuing to 
deliver the world-class firearms that 

have made our brand recognized 
around the globe. For some Smith & 
Wesson fans, revolvers will always be 
their preferred choice, and I know 
we will continue to please them with 
our renowned revolver portfolio. But 
today, the Smith & Wesson brand 
stands for much more. By offering a 
wide range of firearms, including 
polymer pistols, such as our flagship 
M&P pistols and our modern sport-
ing rifles—the M&P 15 is now the 
leading MSR brand in the U.S.—we 
continue to increase the value of the 
brand. These products are rapidly 
gaining traction in many markets 
around the world and, at the same 
time, bringing new generations of 
fans into the entire Smith & Wesson 
family.

SD: Personal defense, fueled by the 
growth in CCW permits, seems to 
be the driving force in handgun sales 
these days. What does Smith & 
Wesson need to do to remain a key 
player in this category?
JD: We have an unyielding commit-

ment to produce and bring to market 
self defense–oriented products that 
match the needs of the consumer. 
For example, new last year was our 
line of Bodyguard pistols and revolv-
ers. The Bodyguard 380 semi-auto-
matic pistol features a uniquely engi-
neered lightweight, compact frame 
with built-in laser sights that has 
made it very attractive to both con-
sumer and professional users. Booth 
#13731. (800-331-0852; smith-
wesson.com)

FIVE
MINUTES
WITH…

James Debney,
President and CEO 
of Smith & Wesson

Smith & Wesson president and CEO 
James Debney says the manufacturer 
will continue to focus on personal 
defense products.
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Fiocchi 
Ammunition
Shooter’s can light a path to their 
moving target with Fiocchi’s tracer 
shotgun shells. Available in 12-gauge 
2 ¾ oz. #8 shot, the shell is an ideal 
training tool to follow the impact 
point of a shooter’s swing. 

Packaged in a 10-round box, they 
function exactly like a traditional 
shotshell. The chemical tracer is 
powered by Cyalume and provides a 
visible trace that travels with the 
cloud of shot as it hits or misses the 
target or bird.

Certified environmentally safe by 
the EPA, the product represents a 
huge advance in shotgun training. 
This technology does not generate 
dangerous levels of heat and is classi-
fied as non-pyrotechnic, nor will it 
pose a risk of starting a fire. It is non-
corrosive and does not leave a residue 

in the barrel. SRP: $19.99. Booth 
#15942. (417-725-4118; fiocchiusa.com)

German Sport Guns 
German Sport Guns announced the 
arrival this spring of its .22LR ver-
sion of the world’s original “assault 
rifle,” the German StG44. Designed 
and manufactured during the end of 
the World War II, the firearm was a 
major leap forward in small-arms 
development, and served as an inspi-
ration for a generation of a military 
tactical firearms. 

GSG announced that it is manu-
facturing this .22LR under license 
from Schmeisser, with a design that 
promises to be close to the original. 
The GSG-STG44 will be available 
with a wood box, and the first ship-
ment to American Tactical Imports is 
scheduled for March 2012.  

SRP: $600. Booth #15549.  
(germansportguns.de)

Motorola 
Yesterday at SHOT, Motorola intro-
duced its new series of Talkabout two-
way radios, featuring a weatherproof 
design and Talkabout Clear for 
enhanced audio capabilities. The 
MT350R, MT352TPR, and MT352R 
two-way radios combine powerful 
communications, as well as enhanced 
practical features to provide hunters 
with optimal performance and dura-
bility for extended use in the outdoors. 

The weatherproof MT series offers 
a new dual watch feature, which 
simultaneously monitors activity on 
two channels, so hunters can stay on 
top of the hunters out in the field 
and what’s happening back at the 
base camp simultaneously. For added 
convenience and nighttime treestand 
safety, there is an emergency alert 
button and built-in LED flashlight. 
In addition, hunters can access 
NOAA weather channels. 

The Push-to-Talk (PTT) power 
boost option extends the transmis-
sion range by increasing the trans-
mitter power output while helping 
save battery life when no power 
boost is necessary. The MT series 
also features Talkabout Clear, which 
provides improved audio perfor-
mance for clearer transmissions at 
higher volume by reducing distortion 
with a Class D amplifier. 

Serious hunters and outdoorsmen 
will also appreciate the VibraCall 
function, which silently alerts them 
to incoming transmissions by vibrat-
ing without disturbing game. And, 
when it is imperative to minimize 
movement, the iVOX speech-activat-
ed feature allows for convenient 
hands-free communication.

The MT series is the first in 
Motorola’s consumer two-way line to 
feature extended battery life capabili-
ties, doubling the amount of battery 
capacity, which is imperative to hunt-
ers tracking game for long periods or 
for extended expeditions. The 
Motorola Talkabout MT352R and 
MT352TPR radios come standard 
with the extended life battery provid-
ing up to 15 hours of talk time. It is 
also available on the Motorola 
Talkabout MT350R as an optional 
accessory. Available May 2012. SRP: 
$89.99 to $169.99. Booth #1227. 
(800-638-5119; motorolasolutions 
.com) 

Midwest Industries
New from Midwest Industries this 
year is its AR-15/M16 Gen2 
SS-Series one-piece free-floated 
handguards. They offer a slim 1.5-
inch outside diameter, along with a 
lightweight design, and are available 
in 12-inch and 15-inch models; 
7-inch, 9-inch, and 10-inch models 
will be available later this year. 

Constructed from 6061 aluminum 

and hard-coat anodized, the 12-inch 
model weighs 9.3 ounces, while the 
15-inch model weights 10.9 ounces. 
These feature a modular design with 
MIL-STD 1913 top rail, T-marked 
for accessory location, with bipod 
stud and barrel nut wrench included. 
The Gen2 SS-Series handguards are 
made in the USA and feature a life-
time warranty. SRP: 12-inch model, 
$184.95; 15-inch, model $199.95. 
Booth #26000. (262-896-6780;  
midwestindustriesinc.com)

CVA 
CVA is adding the new Accura  
MR into its Accura family of 
premium muzzleloading 
rifles. The MR, which 
stands for “Mountain 
Rifle,” joins the Accura V2 
models. The action-style 
and stock design were  
borrowed from the CVA 
Apex, CVA’s muzzleload-
ing/centerfire interchange-
able model. However, the 
weight of the gun, at just 
6.35 pounds, is more than 
one pound lighter than the 
APEX because of an  
aluminum rather than a 
steel frame. This weight 
advantage, combined with 
the compact 25-inch 
barrel, make the 
Accura an easy rifle 
to carry all day in the 
mountains.

The Accura MR 
also features the com-
pany’s Quick 
Release Breech Plug 
(QRBP), a trigger 
guard-actuated 
breeching action, a 
Bergara barrel, and a 
premium SoftTouch 
stock with rubber 
grip panels. The gun 
also sports a Realtree 
Max-1 camo finish and a 
matching Quake Claw Sling. 
Booth #14516. 800-320-
8767; bpiguns.com)

Shot 
Show 
2012

New
Products

Fiocchi’s new 
Tracer Shells do 
exactly as the 
name implies: 
They leave an 
environmentally 
safe, visible 
chemical trail to 
help shooters 
track their shots, 
and will undoubt-
edly have other 
ammo compa-
nies wondering, 
“Why didn’t we 
think of that?”

The accura Mr from CVa bor-
rows some design features 
from the company’s popular 
apex muzzleloader/centerfire 
model, and features a realtree 
Max-1 camo finish. 

The .22Lr from German Sport Guns is likely to turn the heads of World War II 
buffs and modern shooters alike this March, with its updated version of the 
original German StG44 “assault rifle.”  

The ar-15/M16 Gen2 SS-Series hand-
guards from Midwest Industries are as 
tough as nails and made in the uSa.
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