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Unified and United
At the sold-out NSSF State of 

the Industry dinner on 
Tuesday night, NSSF presi-

dent Steve Sanetti told the audience, 
“Our membership has never been 
stronger or more engaged. We have 
had great success in recent years 
solidifying our industry’s base of sup-
port.” Noting that NSSF total mem-
bership is now more than 7,000, he 
said, “I have never seen us so unified 
and united in our purpose. The 
Mission Statement of the National 
Shooting Sports Foundation says it 
all—‘to promote, protect, and pre-
serve hunting and the shooting 
sports.’ And that’s what all of us are 
committed to, together for America.”

He then told the audience that on 
the 75th anniversary of the Pittman-
Robertson Wildlife Restoration Act 
(which created a dedicated tax on fire-
arms and ammunition), America’s 
hunters were contributing $2.5 million 

per day for conservation. “We’re a 
positive force, marching together for 
the common good of all Americans.”

But many Americans, he admitted, 
don’t know that hunters and shooters 
provide the vast majority of conser-
vation dollars. He said that NSSF 
would continue to get the word out 
about the important role hunters and 
shooters play in conservation. 

Other ongoing NSSF programs in 

the past year included blocking efforts 
to ban traditional ammunition. 

He closed by quoting the nation’s 
seventh president, Andrew Jackson: 
“Without union, our independence 
and liberty would never have been 
achieved, and without union they can 
never be maintained.”

Sanetti pledged that NSSF would 
continue to be a force to keep the 
shooting industry “unified and united.”

nSSF president 
Steve Sanetti 
stressed that the 
shooting sports 
industry is more 
unified than ever 
as it continues  
to  promote,  
preserve, and 
protect 
america’s fire-
arms freedoms.

Historic Pen  
on Display
Seventy-five years ago, President Franklin 
d. roosevelt enacted the Pittman-
robertson act, levying an excise tax on 
guns and ammunition that, since 1937, has 
raised $6.8 billion. Sporting arms and 
ammunition manufacturers were a driving 
force behind the excise tax, so it’s fitting 
that the pen roosevelt used to sign the 
bill is on display at SHOT as part of a year-
long celebration of the act’s successes. 

Pittman-robertson grants are made to 
states on a matching basis, and the funds 
are spent on land acquisition and man-
agement. “Pittman-robertson is the back-
bone of the most successful conservation 
effort in history,” says John Stremple, 
uSFWS fisheries biologist. Stremple notes 
that when Pittman-robertson became 
law, wildlife populations were so low that 
many states did not hold deer and turkey 
hunting seasons. Today, thanks in part to 
Pittman-robertson and an industry that 
saw the need to give back to conservation, 
many wildlife populations stand at record 
levels. To learn more and to see the pen, 
go to Booth #L345.

NEW PRODUCT 
REPORTS
SHOT daily hits the floor to see 
what’s new in the world of knives 
p. 16. also, see what accessories 
are hot this year p. 22 

NEWS
*CrimSon traCe  
tapS BloggerS  
The grassroots online community 
will play a big part in building 
product awareness going forward. 
See page 4

*revCon makeS 
hunterS inviSiBle
Patented component for fabric is 
unseeable to the naked eye—with 
big implications for the camo-
crazed hunting world. See page 8

*outDoor Channel 
flooDeD with CeleBS
TV and music stars come to SHOT 
Show to meet and greet fans and 
industry partners. See page 10

*Charter armS goeS 
rimleSS anD ClipleSS
double-action Pitbull revolver is an 
off-duty beauty. See page 12

FEATURES
*JaCk o’Connor’S  
no. 2 on DiSplay
The legendary gun writer’s Model 
70 was showcased at the 
Winchester booth by son Bradford 
O’Connor. See page 58

*hit a zomBie
new VisiColor Zombie Targets 
from Champion capitalize on the 
current popularity of all-things 
zombie. See page 60

*primaloft 
inSulation prepareS 
to make waveS 
Born out of the hardcore tasks of 
u.S. Special Forces, the material is 
a hot commodity for a number of 
companies. See page 67

ruger’s mighty 
Challenge Benefits nra 

Last year Ruger launched 
its “Million Gun 
Challenge to Benefit the 

NRA” campaign. The idea is 
simple—and bold. The manu-
facturer wants to sell one mil-
lion firearms in one year. And 
Ruger is donating one dollar 
from each firearm sold to the 
National Rifle 
Association.

“Selling one 
million guns in 
one year to the 
commercial fire-
arms market is 
something that we 
believe has never been 
done, but because of our 
strong product line and 
incredibly loyal customers, 
Ruger is making it happen,” 
says Ruger president and CEO 
Mike Fifer. “We are proud to 
be sharing this accomplish-
ment with the NRA.” 

Before SHOT Show 2012 
opened, the manufacturer 

announced that it is close to 
meeting its goal. Ruger sold 
315,100 firearms during the 
quarter that ended December 
31, 2011, and in turn will 
present the NRA with a check 
for $315,100. With one  

quarter left to go, 
Ruger has donated 

$871,200—that’s 
871,200 firearms.

“I want to thank 
everyone who has 

purchased a Ruger,” says 
Fifer. “This latest donation 
is possible because of your 
support of Ruger and the 

NRA. With one quarter left 
to go, we are hoping everyone 
will jump in and help us 
exceed the $1 million goal.” 

The final donation will 
occur at the 2012 NRA 
Annual Meeting and Exhibits, 
to be held April 13 to 15 in 
St. Louis, Missouri. Booth 
#11840. (203-259-7843; 
ruger.com)

NSSF
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Spomer Awarded the 
Bill McRae Lifetime 
Achievement Award
L ast year, Bushnell Outdoor 

Products created the 
Bushnell Bill McRae 

Lifetime Achievement Award to 
recognize the vast contributions, 
including mentoring young writ-
ers and industry professionals, 
the photojournalist has made to 
the optics and outdoors industry. 
The 2012 Bushnell Bill McRae 
Lifetime Achievement Award 
recipient, Ron Spomer, who 

received the award yesterday, 
celebrates 35 years as both a 
professional photographer and 
journalist. Spomer has had work 
published in more than 120 peri-
odicals and books, and is cur-
rently the host of Winchester’s 
World of Whitetails on the Versus 
Channel and a contributor to 10 
outdoors industry publications, 
including American Hunter, 
North American Hunter, Rifle 

Magazine, and Sports Afield. 
“Ron has dedicated his entire 

career to his passion, the out-
doors industry, and his contribu-
tions are evident in many 
forms,” said McRae. “It’s a plea-
sure to join Bushnell in recog-
nizing a fellow outdoorsman 
who has not only contributed 
individually, but who has helped 
many others throughout his 
career.”

Crimson trace Puts its Sights 
on the internet Community

C rimson Trace Corporation, which has 
shipped nearly one million sets of its 
Lasergrips and Laserguard units, is setting 

its sights on bloggers and online gun advocates to 
build product awareness. The company has been 
reaching out to the blogosphere to help spread its 
message, and while the SHOT Show is a time for 
the bloggers and online community to meet in 
person with the company, these efforts have been 
going for many months.

“This doesn’t begin just at the show,” says Iain 
Harrison, CTC’s public relations manager. “Our 
SHOT Show strategy started two months before.”

Harrison says the company’s efforts in this area 
have included regular contact with the bloggers 
over the course of the year. Given that the country 
finds itself in a new election cycle, he believes that 
the contact will likely only increase.

“I think that everyone in the firearms industry 
has a close eye on the election as we simply don’t 
know which way it is going to go. This has been a 
constant discussion among the bloggers as well.”

At SHOT, the contact will also be in person, 
and Crimson Trace is looking to continue to build 
an even closer relationship with the bloggers.

“One of the things that makes these individuals 

so important is that they blog about firearms and 
firearms-related topics because they are so pas-
sionate about it,” Harrison says. “And we need to 
feed this passion. It has to be a constant dialogue 
for it to be important.”

This also means treating the bloggers much like 
the traditional media, and at the show this will 
include the social setting as well as the profession-
al. Harrison also says that Crimson Trace has 
taken a cue from how bloggers in other industries 
are reporting at trade shows and big media events. 
He believes that bloggers will play an even bigger 
role at SHOT.

“I think what we’ve seen is that the bloggers are 
playing a bigger role here, and the readers are 
expecting more from live blogging and the cover-
age the bloggers are providing. The readers expect 
more content, more often.”

Harrison also believes that the statement “con-
tent is king” rings true, especially with bloggers 
who are upping the ante on breaking news. “This 
all gives good content that should appeal to the 
readers. But the truth is that content provided to 
the readers needs to be more than regurgitated 
press releases.” Booth #16731. (800-442-2406; 
crimsontrace.com)--Peter Suciu

S.P. Fjestad 
Honored by 
POMA and NSSF
The Professional Outdoor Media 
association (POMa) and the national 
Shooting Sports Foundation (nSSF) hon-
ored veteran communicator and best-sell-
ing author S.P. Fjestad with the prestigious 
POMa/nSSF Grits Gresham Shooting 
Sports Communicator award Tuesday eve-
ning at the nSSF’s State of the Industry 
dinner. Tom Gresham presented the award.

In honor of legendary outdoor communi-
cator Grits Gresham, POMa and nSSF 
developed the award in 2005. It recognizes 
communicators within the firearms/shoot-
ing sports/Second amendment arena who 
grasp the ideals, foster the commitment, 
and display the talent Gresham showed 
during his storied career. 

While working in the Investment rarities 
(IrI) Firearms division during the 1980s, 
Fjestad became the author and publisher 
of the Blue Book of Gun Values. With more 
than 1.4 million copies in print, it remains 
the best-selling gun book worldwide. 

“I’m glad Steve is finally getting recog-
nized for the fine work he has done over 
many years,” said Gresham as he present-
ed the award. “It takes an incredible 
amount of work to update gun values each 
year, and the Blue Book serves as a critical 
resource to millions of gun owners.”

“I’m very honored and proud to be this 
year’s winner of the prestigious Grits 
Gresham Shooting Sports Communicator 
award,” Fjestad said. “This honor validates 
the idea of developing and need to main-

tain the world’s largest firearms’ database.”
Over 30 years, Fjestad also has edited 

and published more than 160 books on a 
wide variety of subjects, including firearms, 
airguns, blackpowder reproductions and 
replicas, automobiles, guitars, engraving, 
billiards and pool cues, ammunition, and 
others. additionally, Fjestad has written 
and edited hundreds of articles for various 
trade publications.

Mark Thomas, nSSF managing director, 
marketing communications, said, “Grits 
Gresham was a great friend to nSSF and 
the industry it represents. We are proud to 
continue to partner with POMa on this 
award, which recognizes outstanding pro-
fessional communicators.”

Bill Mcrae (left)  
presented ron Spomer 
with the 2012 Bushnell 
Bill Mcrae Lifetime 
achievement award. 
The award was given to 
Spomer for his multi-
decade work as a jour-
nalist and photographer 
in the outdoors industry.

author S.P. Fjestad (left) accepts his POMa/
nSSF Grits Gresham Shooting Sports 
Communicator award.
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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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Remington Wins  Safety award
M edia Day at the Range part-

nered with Action Target to 
create the 2012 Action 

Target Media Day Safety Award, 
which is given to the media day 
exhibitor that holds to the highest 

standards of safety during the annual 
shooting event held the day before 
the opening of the SHOT Show. 
Each exhibitor is judged by a panel of 
safety auditors from DOA Tactical 
who score each exhibitor on its fire-
arms safety practices during the event. 

 “We have been a major supporter 
of Media Day at the Range for many 
years, and being the sponsor of the 

2012 Safety Award is an honor for 
us,” said Chad Burdette, Action 
Target’s portable target manager. 

The winner—Remington Arms—
received the award Tuesday after-
noon. In additon to the recogni-
tion, Remington also received 
$3,500 toward their 2013 SHOT 
Show Media Day at the Range 
shooting lane.

Safariland Saves 
Club Honors Officers
I t is the club no one would want to join, but 

every member is likely glad to be a part of: 
the Safariland Saves Club. Dedicated to 

those in law enforcement who risk their lives in 
the line of duty, Safariland Saves this week hon-
ored five officers—each of whom took the stage 
to share their story of how the Safariland prod-
uct they were using helped save their life. 

Officers Sgt. Randy Crowther of the Orem, 
Utah, Police Department and Officer Janine 
Triolo of the Pittsburgh, Penn., Police 
Department shared their tales of how Safariland 
holsters ensured that the bad guys weren’t able 
to get their respective sidearms. Both stories 
began very much the same—it was a routine 
day that suddenly became like no other.

Sgt. Crowther and his partner faced a dis-
turbed individual, who was acting disorderly at 
an apartment complex. 

“It was a common call—we get those all the 
time, it was no big deal,” Crowther said. It was 
far from a common night, and by the end, it 
would be a big deal. The individual proceeded 
to charge Crowther, and the officer found him-
self grappling with the man, who tried to take 
Crowther’s service weapon. Thanks to the hol-
ster, the individual was unable to get the gun.

Officer Triolo, too, was able to share her 
story, and is likely alive today because a sus-
pected arm robber, who attacked the 
Pittsburgh native, was also unable to get her 
gun. “I’m thankful for my holster,” said Triolo. 
“It definitely saved my life.”

Three other officers were able to tell their 
stories because a Safariland Second Chance 
vest gave them more than just a second chance; 
it saved their lives. 

In June 2011, Officer Malin Reynolds was 
pursuing a suspect who turned and fired at the 

officer. The assailant’s shot struck Reynolds’ 
Second Chance Summit SM01 Level II vest 
just a mere inch from the edge. 

“It might have been an inch,” said Reynolds, 
who went home with a bruise on his right 
chest, “but it could have been a mile. Words 
don’t explain how grateful I am to return to the 
priority in my life—my four kids and my wife.” 

Sgt. Bob Mefford of the West Virginia State 
Police Special Response Team was responding 
to call of a barricaded suspect, who was firing 
at officers on the scene. While entering the 
residence, the assailant fired at the officers with 
a .357, and a round struck the bottom of 
Mefford’s PROTECH Rapid Response armor. 

For Officer Katie Lawson of the Oklahoma 
City Police Department, a recipient of the 
Presidential Medal of Valor, her ABA armor 
made all the difference. After responding to a 
traffic stop, she observed a suspicious person, 
who immediately opened fire with an AR-15 
rifle. Multiple rounds struck Lawson’s car; she 
herself was struck six times during the gunfire—
including two shots that would likely have been 
lethal had the Safariland vest not done its job. 

“I was told later that our vests are not sup-
posed to stop AR-15 rounds, a .223 shell,” said 
Lawson, “but my vest did. Those two shots that 
hit my vest would have caused serious internal, 
probably fatal injuries. I’m very thankful for my 
vest and I’m very thankful to be here.”

On Wednesday, Ed Hinchey, Safariland 
Armor Technical Specialist, presented the five 
officers, the newest members of the Safariland 
Saves Club, with a Saves Club commemorative 
coin, plaque, polo shirt, and range bag. But for 
these men and women, who have truly put their 
lives on the line, thanks to Safariland they’ve 
been given so much more already.—Peter Suciu

remington arms was given the 2012 
Media day Safety award at the 
action Target booth.

Officer Malin 
reynolds reads 
thank-you letters 
that his children 
wrote to 
Safariland. 
Safariland’s 
Second Chance 
Summit SM01 
Level II vest 
saved reynolds’ 
life in 2011, when 
a suspect fired 
upon him.

RevCon Introduces 
Reflective Invisibility
While camo manufacturers continue to try to 
make hunters disappear, one company is show-
ing a more revealing side to being invisible.

The True american Gamehunter, LLC, has 
developed a patented reflective component 
called revCon, which is applied to fabric or a 
dipped hard surface, making it flourescent in 
man-made light, such as a flashlight, yet invisible 
to the naked eye. Game will not detect the appli-
cation because there is no uV. 

The proprietary process takes reflective crys-
tals and chemically applies them to almost any 
surface, whether fabric, metal, rubber, or plastic. 
after a six-year r&d period, developer Jeff Lampe 
and his associates Billy Wong and Mark nelan of 
nelan and Wong, Inc., have brought the product 
to the SHOT Show for the first time.

The process is ideal for hunting accessories 
such as gloves, hats, rangefinders, binoculars, 
and other small items that tend to disappear if 
left on the ground. “The idea came to me as I was 
looking at a reflective light on a trailer coming 
home from a hunt,” says Jeff Lampe, president of 
True american Gamehunter.

although spawned from a hunting idea, safety 
applications have moved to the forefront of 
Lampe’s concerns. “I started thinking of my son 
and I realized that this application could be applied 
to his camo, footwear, or hat, making him easy to 
see in low-light conditions. We are quickly finding 
that revCon translates well into the general outer-
wear and work clothing industries,” says Lampe.

you can see a demonstration of the product at 
the Cloak booth in the main hall on level one. 
Booth #11243. (841-272-5400; iwomouterwear.com)

revCon, which is applied to a fabric or dipped 
hard surface, is flourescent in man-made light, 
such as a flashlight, yet invisible to the naked eye.
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Bill D’alonzo named Budweiser 
Conservationist of the year
D uring a SHOT Show press 

reception on Wednesday eve-
ning, Bill D’Alonzo, was 

awarded the 17th Budweiser 
Conservationist of the Year award by 
the St. Louis brewer. A $50,000 
grant will be made to an organization 
of D’Alonzo’s choosing to support 
conservation efforts. 

As part of the Budweiser Outdoors 
program, individuals who have made 
exceptional contributions to the out-
doors and conservation are recog-
nized. With matching donations 
from the National Fish and Wildlife 
Foundation, the program has raised 
more than $10 million for on-the-

ground conservation initiatives.
Joining Ducks Unlimited at the 

age of 14, D’Alonzo quickly contrib-
uted as a volunteer, then as a national 
committee member, a state treasurer, 
and eventually a senior vice president 
for business planning. Today, he  
continues a commitment to wetland 
conservation while managing 20 hab-
itats of native grasses, shrubs, and 
grain crops. D’Alonzo’s belief in the 
power of conservation continues to 
make an impact across the marshes 
of Delaware and beyond.  

“Since 1995, the Budweiser 
Outdoors program has celebrated 
and supported the passion, dedica-

tion, and leadership of conservation-
ists across the country,” said Bob 
Fishbeck, senior manager for the 
Budweiser brands. 

Three other conservationists were 
selected alongside D’Alonzo as final-
ists for the award:  Fred Bryant of 
Kingsville, Tex.; Don R. Johnson of 
Festus, Mo.; and David Ramsey of 
Unicoi, Tenn. Each will receive a 
$5,000 grant to be distributed to 
wildlife or conservation projects of 
their choosing. Each year, the pro-
gram selects four finalists from an 
open-ballot process on Budweiser.
com. For more information, visit 
nfwf.org. —Peter B. Mathiesen

Winchester Ammo Honors 
Distributor and Dealer
For setting a high standard of service to dealers, 
solid sales performance, and support of the 
Winchester brand, W.L. Baumler Company has 
been named the 2011 distributor of the year by 
Winchester ammunition.

“W.L. Baumler Company was a large part of our 
success in 2011, and we’re excited to present 
them with this award,” said Brett Flaugher, 
Winchester ammunition vice president of sales 
and marketing. “We look forward to continuing a 
strong partnership with W.L. Baumler Company 
and, as we have for many decades, work together 
to meet the needs of our customers.”

Headquartered in Lorain, Ohio, W.L. Baumler 
Company was founded in 1946, and has been a 
valuable distributor for Winchester ammunition 
since the early 1960s. The company is a wholesal-
er of hunting and fishing supplies, including fire-
arms, ammunition, rods, reels, lures, and more.

“It means a lot to our company that Winchester 
ammunition recognized our work,” said Jack 
Baumler, W.L. Baumler Company owner and pres-
ident. “We receive great feedback on Winchester 
products. They are a great company to deal with 
and have been very loyal to W.L. Baumler 
Company. We owe a great deal of thanks to our 
customers and manufacturer’s reps for making 
this award possible.”

Winchester ammunition also honored Mack’s 
Prairie Wings with its dealer of the year award. 

“Mack’s Prairie Wings has been a leading dealer 
of Winchester ammunition for many years,” said 
Winchester ammunition’s Flaugher. “This award 
is our way of saying thanks.”

Outdoor Channel Aims 
to Be a “Big SHOT”
F or the Outdoor Channel, this year the 

show won’t just go on—it will go on in a 
big way, as SHOT Show attendees will 

have the opportunity to get up close and per-
sonal with the channel’s stars. 

The theme for the Outdoor Channel at this 
year’s SHOT Show is to truly be the “Biggest 
SHOTs of the Show,” as much of the on-air 
talent will be on hand to meet and greet with 
fans and attendees.

“Outdoor Channel is a long-time supporter 
of NSSF’s SHOT Show, and we truly look for-
ward to participating in the industry’s premier 
annual shooting and hunting gathering,” says 
chief operating officer Tom Hornish. “As the 
pinnacle-level sponsor of the 2012 show, we 
recognize the importance of our role among 
the key players in the outdoors ecosystem, and 
we take our mission of fostering the industry’s 
growth very seriously.”

As with past years, the Outdoor Channel has 
created a multitude of locations that allow 
attendees to experience the Outdoor Channel 
brand first-hand. Hornish adds that this setting 
allows fans to connect with the talent through a 
number of venues, such as autograph signings on 
the show floor and appearances by Michael 

Waddell and Zac Brown Band at the Channel’s 
Golden Moose Awards.

Among this year’s high-caliber celebrities are 
Ted Nugent and Jim Shockey, as well as some 
of the Outdoor Channel’s “hottest couples,” 
including Lee and Tiffany Lakosky, Ralph and 
Vicki Cianciarulo, Rick and Julie Kreuter, and 
Jay and Tammi Gregory. Those in front of the 
camera will not only be on hand this week to 
meet their fans, but will even admit it is actual-
ly a break of sorts.

“SHOT Show is the biggest gathering—and 
dare I say it, the biggest party—of the year for 
the outdoors community, and being here gives 
me an opportunity to directly interact with not 
only the industry, but with my fellow shooters,” 
says Michael Bane, host of several of Outdoor 
Channel’s leading TV programs, including 
Shooting Gallery and MidwayUSA’s The Best 
Defense. 

“Whether I’m on the show floor with 
Outdoor Channel’s fans, meeting with industry 
partners, or enjoying the company of my 
Outdoor Channel colleagues at the Golden 
Moose Awards, no other forum brings together 
the outdoors industry like SHOT Show.” 
Booth #L215. —Peter Suciu

Outdoors celebrity 
and TV host dave 
Watson greets a 
fan at the Outdoor 
Channel booth on 
Wednesday. 

Bill d’alonzo is a lifelong conserva-
tionist and longtime member of 
ducks unlimited.

Jack Baumler (left), owner of W.l. Baumler Co., 
accepts the Distributor of the year award from 
Brett Flaugher of Winchester ammunition.
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No Rims, No Clips, 
No Problem!
R evolvers need case rims like 

drawers need handles. 
Cartridge rims not only head-

space the rounds, they’re pull-tabs 
for extraction. A tap on the push-rod 
nudges them free of the chambers on 
a spring-loaded spider. Rimless 
rounds work when snapped into full- 
or half-moon clips that lie flat against 
the rear of the cylinder and move 
with the extractor.

You knew all that. So does Nick 
Ecker, president of Charter Arms. 
But the latest product from this 
Connecticut firm is a double-action 
revolver in .40 S&W—“the first 
offered by any manufacturer,” he 
says. The new Pitbull uses no clips to 
snare these rimless cases. Instead, 
there’s a spring-loaded lip pinned 
into each chamber. To load, you push 
each cartridge into place as you 
would a rimmed round. The lip gives 
way, then snaps into the extractor 
groove as the case mouth contacts 
the chamber for proper headspacing. 
A patent is pending on this device. 

The twin coil springs behind each 
lip don’t impede loading. While you 
can’t just drop cartridges into place, a 
little practice makes loading about as 
fast as it is with rimmed ammunition.

Ecker points out that the new 
snubbie is “an ideal off-duty gun for 
police who favor the .40 S&W as a 
service round. It’s a natural for civil-
ian self defense too, as it packs a 
punch but is very manageable in 
recoil. Besides, you can leave it load-
ed, as there’s no magazine spring to 
fatigue.”

The 20-ounce Pitbull holds five 
rounds, the same as Charter’s .357 
Magnum and .44 Special revolvers 
on the same frame. The 2.3-inch 

barrel is .1-inch longer than the 
.357’s because, according to Ecker 
“the ejector rod must bring loaded 
rounds clear of the cylinder. It has a 
slightly longer stroke.”

Otherwise, the Pitbull looks and 
functions like its kin. (A double-
action-only hammer is available.) A 
fixed front sight complements a 
grooved top-strap on the investment-
cast 416 stainless-steel frame. 
Crimson Trace makes aftermarket 
grips that give you a laser-sight 
option. Ecker notes that “all parts on 
this revolver come from within 50 
miles of our factory. All Charter 
Arms revolvers are 100 percent 
American-made.”

Will the internal lips work for 
other rimless rounds? “We’re already 
testing a 9mm revolver,” says Ecker. 
“We started with the .40 because the 
size of the case made our design easi-
er to implement, but it definitely 
works with other hulls.” He adds that 
a .45 ACP version of the Pitbull may 
well follow. “But we’ll need a slightly 
bigger cylinder, which means upsiz-
ing the frame.”

Ecker is enthusiastic about the 
prospects for this revolver, which lists 
for $465. Charter Arms dealers 
should welcome it, too. The compa-
ny will reward one dealer with a spe-
cially equipped Orange County 
Chopper—built a short drive from 
the Charter plant. Each sale of a 
Charter Arms revolver during 2012 
gives the dealer a raffle ticket to the 
drawing. The bike, on display now at 
SHOT’s main exhibit hall near the 
Ellett Brothers booth, will be award-
ed at the 2013 SHOT Show. Booth 
#13905. (203-922-1652; charter 
firearms.com) —Wayne Van Zwoll

The new double-action revolver in .40 S&W from Charter Arms, aptly named 
the Pitbull, has a 2.3-inch barrel. It uses internal spring-loaded lips, not clips, 
for extraction. The group shown above was shot off-hand at 15 feet.
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1. Roy’s
Cuisine: Seafood
Price Range: under $80
620 E. Flamingo rd.
702-691-2053
roysrestaurant.com

2. Off the Strip—Just 
Real Food
Cuisine: american 
Price Range:  $15–$20
10670 Southern Highlands Pky. 
702-202-2448
offthestriplvn.com

3. The Cheesecake 
Factory
Cuisine: american, Eclectic
3500 Las Vegas Blvd. South 
Caesars Palace
702-792-6888
thecheesecakefactory.com

4. Envy Steakhouse and 
Lounge at the 
Renaissance 
Cuisine: american, Seafood 
Price Range: $40–$80
3400 Paradise rd.
702-784-5716

5. Vic & Anthony’s 
Steakhouse 
Cuisine: american, Seafood, 
Steakhouse
Price Range: $30–$80

TRiP  
AdViSOR  
TOP 20

Restaurants
in Las Vegas

129 E. Fremont St.
702-385-7111 
goldennugget.com

6. Le Cirque (Bellagio)
Cuisine: Belgian, French
Price Range: $25–$100
3600 Las Vegas Blvd. South
877-234-6358

7. Mon Ami at Paris Las 
Vegas
Cuisine: French
Price Range: $21–$80
3655 Las Vegas Blvd. South
702-944-4224
monamigabi.com

8. in-N-Out Burger
Cuisine: american
Price Range: $5-$10
4888 dean Martin dr.
in-n-out.com

9. Eiffel Tower 
Restaurant at Paris  
Las Vegas
Cuisine: French
Price Range: $41–$80
3655 Las Vegas Blvd. South
702-948-6937 
eiffeltowerrestaurant.com

10. Society Cafe
Cuisine: Continental
Encore 3131 Las Vegas Blvd. South
702-248-3463
eiffeltowerrestaurant.com

11. Hugo’s Cellar
Cuisine: american, International
Price Range: $21–$100
202 Fremont St.
702-385-401
hugoscellar.com

12. Biscayne Steak, Sea, 
Wine
Cuisine: Seafood, Steakhouse
Price Range: $50
3655 Las Vegas Blvd. South
702-739-2222
troplv.com/dining/biscayne 

13. Jamm’s Restaurant
Cuisine: american, Coffee Shop
Price Range: under $20
1029 S. rainbow rd.
702-877-0768 
jammsrestaurant.com

14. Mandarin Bar
Cuisine: Bar
Price Range: $30
3655 Las Vegas Blvd. South
at the Mandarin Oriental Hotel
888-881-9367
mandarinoriental.com

15. Tableau
Cuisine: american, French
Price Range: $25–$35
3131 Las Vegas Blvd. South
702-770-9966 
wynnlasvegas.com

16. Addiction
Cuisine: american, Contemporary
Price Range: $29–$31
455 East Harmon
702-369-5400
rumorhotel.com

17. del Frisco’s
Cuisine: american Steakhouse
Price Range: $41–$80
3925 Paradise rd. 
702-796-0063
delfriscos.com

18. Lotus of SiAM
Cuisine: asian, Thai
Price Range: $20
953 E. Sahara ave.
702-735-3033
saipinchutima.com

19. Maggiano’s 
Cuisine: Italian
Price Range: $40–$60
3200 Las Vegas Blvd. South
702-732-2550
maggianos.com

20. Grand Lux Café
Cuisine: american, Casual 
3255 Las Vegas Blvd. South
#1580 (at the Palazzo) 
702-733-7411
grandluxcafe.com

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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Look Sharp!
Whatever the job, knifemakers will 
have the tool in 2012  
By Christopher Cogley

W hether it’s for military, law enforcement, hunting, sur-
vival, or everyday use, few tools are more important—or 
more sought after—than knives. And if you think that 

there can’t possibly be any other ways to improve upon the basic 
design that’s been around since man first sharpened stone? Well, 
then, you obviously haven’t seen the new lineup of knives being 
launched at this year’s SHOT Show. 

Benchmade
Greek for “invincible” or “uncon-
querable,” Benchmade’s new Adamas 
knives are so named because they’re 
designed to stand up to extreme situ-
ations. The folder is made with D2 
tool steel and features 
Benchmade’s patented 
AXIS locking 

mechanism  
(SRP: $195); the 

fixed-blade drop-point is 
made with skeletonized D2 
steel and has serrations on 
the spine (SRP: $140). 

The folder has a blade length of 
3.82 inches and an overall length of 
8.7 inches. The fixed blade has a 
blade length of 4.2 inches and an 
overall length of 9.03 inches. 
Benchmade is donating a portion of 
the proceeds to the Ranger 

Assistance Foundation. Booth 
#10357. (800-800-7427;  
benchmade.com)

Blackhawk
Created specifically for big-game 
hunters, Blackhawk’s new Gideon 
Drop Point is designed to allow 
hunters to use the entire length of 
the robust 5-inch fixed blade. The 
knife features a finger groove in front 
of the quillon to provide a more 
secure grip when field dressing. 
Blackhawk is also releasing a tanto 
version of the Gideon that also has a 
5-inch blade. Both versions are made 
with AUS8A steel with a black 
Ti-Nitride finish and have a CNC-
machine textured G-10 handle. SRP: 
$129.99. Booth #14562. (800-694-
5263; blackhawk.com)

Böker USA 
Under the Böker Plus brand, Böker 
USA is releasing two new knives in 
2012. The Baby Bat is a compact 
version of Böker’s popular Bat Knife, 
designed by Heavin Forge. The knife 
features a 31/8-inch hawkbill blade of 
440 stainless steel and G-10 handle. 
The Baby Bat has an overall length 
of 7¼ inches and weighs 3.6 ounces. 
SRP: $59.95. Böker Plus is also 
releasing the K-Bit, a compact neck 
knife made from titanium-coated 440 
stainless steel that comes with a 
Kydex sheath and ball chain that 
allows it to be worn discreetly under 
a shirt or vest. The K-Bit has a blade 
length of 15/8 inches and an overall 
length of 4 inches. It weighs 1.5 

ounces. SRP: $49.95. Booth #13376. 
(303-462-0662; bokerusa.com)

Browning 
For 2012, Browning is releasing an 
expansive line of Black Label tactical 
blades designed by Russ Kommer and 
Jared Wihongi. The lineup includes 
the Shadowfax fixed blade, with a 
4 5/8-inch blade of 154CM and a G-10 
handle, and the Turning Point 
Carbon folder, with a 3-inch 440C 
blade and carbon-fiber handle. 
Specialty blades include the Shock n’ 
Awe Tomahawk, with 1055 blade steel 
and a cord-wrapped handle. SRP: 
$19.95 to $249.95. Booth #12740. 
(801-876-2711; browning.com)

Columbia River  
Knife & Tool
CRKT is releasing a new lightweight 
fixed blade designed by Alan Folts. 

Blackhawk: The Gideon drop 
Point provides big-game hunters a 
more secure grip while field dressing.

Gerber Legendary Blades: The remix Tactical 
folder (top) features a new thumb lift for easier single-
hand opening. The Venture everyday carrier (bottom) uti-
lizes Gerber’s F.a.S.T. spring-assisted opening mechanism.

Benchmade: The adamas folder 
features Benchmade’s aXIS locking 
mechanism; the fixed-blade drop-
point has serrations 
on the spine.

Buck 
Buck is providing the growing 
population of female hunters 
with a wide selection of 
knives created specifically for 
women. The Haley Heath 
knives were designed in con-
junction with accomplished 
female hunter and cohost of 
the popular television show 
Family Traditions with Haley 
Heath. The line includes five 
fixed-blade and three fold-
ing knives, each one 
ergonomically 
designed to fit into a 
woman’s hand. 
Booth #14504. 
(800-326-2825; 
buckknives.com)
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The S.P.E.W. (Small Pocket Everyday Wharncliffe) 
is 6¼ inches long and features a 3-inch blade made 
with 5Cr15MoV (55-57 HRC) steel. The blade 
thickness is 0.10 inch, and the knife weighs 1.9 
ounces without the sheath. SRP: $39.99. Booth 
#414. (800-891-3100; crkt.com)

Gerber Legendary 
Blades
In 2012, Gerber is expanding its Remix series 
by introducing the Tactical folding clip knife 
that features a 3-inch tanto-style serrated 
blade made from 7Cr17Mov steel and a 
lightweight G-10 composite handle. Its 
newly designed thumb lift offers easier 
one-handed opening and increased sta-
bility. Overall length is 7.86 inches, and 
it weighs 4.6 ounces. SRP: $37. Gerber 
is also releasing the Venture everyday 
carrier that features a titanium handle 
and a 3.5-inch 7Cr17Mov steel blade 
that’s deployed with Gerber’s 
F.A.S.T. spring-assisted opening 
mechanism. The Venture weighs 4.2 
ounces and has an overall length of 
7.8 inches. SRP: $74. Booth #13614. 
(800-950-6161; gerbergear.com)

Harley-Davidson 
Harley-Davidson is releasing its 
first push-button automatic featuring textured alu-
minum handles. The Nonconformist features a 
3.4-inch blade made from 154CM coated steel. 
Available serrated or non-serrated with either a 
drop-point or a tanto blade, the Nonconformist is 

designed to be aggressive, yet maintain the style 
and functionality that H-D knives are known for. 
The Nonconformist weighs 5 ounces, has an over-
all length of 12.95 inches and a blade thickness of 

0.124 inch. SRP: $235. Booth #10357. (800-
800-7427; h-dknives.com)

HK Knives 
The new U.S.-made Epidemic features a 
3.44-inch D2 steel blade and is available 
with either a satin or black BK coating. The 
aluminum handle has a new ergonomic grip 
and a red ambidextrous thumb button to 
make it easy to deploy the blade, regard-
less of which hand is holding it. The 
Epidemic weighs 3.86 ounces and has an 
overall length of 8.22 inches. SRP:  
$280, satin finish; $295, BK coating.  
Booth #10357. (800-800-7427;  

hk-knives.com)

Leatherman 
Leatherman’s new 4-inch Rebar 
multi-tool is a midsize version of 
the classic Super Tool 300 design. 
In addition to the multiple tools 
and classic slope-neck needle-nose 
pliers, the Rebar marks the first 
time Leatherman has featured 
replaceable wire/hard-wire cutters 

in a 4-inch tool. To maintain the balance of materi-
als when making room for the removable wire cut-
ters, Leatherman added steel to key areas of the 
Rebar, giving it the strongest pliers Leatherman’s 
ever produced on a 4-inch tool. The Rebar carries 

Kershaw 
Featuring Kershaw’s SpeedSafe assisted opening, the new Echelon has a unique thumbhole 
cutout that makes the thumb stud appear to float. adding to the airy feel, the Echelon also 
features a semi-translucent G-10 handle. The Echelon has a 3¼-inch Sandvik 14C28n stain-
less-steel blade and an overall length of 7¼ inches. The knife weighs 2.6 ounces. SrP: $90. 
Kershaw is also releasing the ZT-Hinderer Folder that features a 3.75-inch blade made from 
ELMaX powdered steel that is deployed on a KVT ball-bearing system for quick, smooth 
release. The handle has 3-d machined G-10 on the front and titanium on the back. To reduce 
the weight of the big 8.8-inch-long knife, Kershaw skeletonized the liner and machined pock-
ets in the titanium handle and framelock. The result is that the knife weighs a much more 
comfortable 5.8 ounces. SrP: $325. Booth #14123. (503-682-1966; kershawknives.com)

CRKT: Columbia river 
Knife & Tool’s S.P.E.W. 
(Small Pocket Everyday 
Wharncliffe) has a 
3-inch blade, and was 
designed by alan Folts. 
Its glass-filled nylon 
sheath comes with both 
a neck lanyard and an 
adjustable belt attach-
ment for versatile  
carrying.

SOG: designed to com-
bine the best qualities of 
knives and multi-tools, the 
Powerduo is available in 
transparent/polish or 
stealth blacked-out finish. 
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Leatherman’s 25-year warranty. SRP: $50. Booth 
#14512. (800-847-8665; leatherman.com)

Lone Wolf 
This year Lone Wolf is launching its “The Hard 
Way” line of caping and skinning knives. Designed 
specifically for the minimalist or backcountry 
hunter, the caper is a mere 1.4 ounces and the 
skinner is only 2 ounces. Bohler N680 steel gives 
them great edge retention and makes them highly 
anti-corrosive. The handles feature a tough texture 
spray for tractability. Sold individually for $55 
each, or as a set for $100. Booth #10357. 
(800-800-7427; lonewolfknives.com)

Outdoor Edge 
The Blaze n’ Bone combo set is the latest 
in Outdoor Edge’s tools to process big 
game. The four-piece set includes a 4.8-
inch boning knife, 4.25-inch gut-hook 
skinner, a carbide sharpener, and a Mossy 
Oak Break-Up nylon sheath that converts 
to a belt scabbard. The knives and sharp-
ener all feature blaze orange handles to 
help keep them from getting inadvertantly 
left in the field. SRP: $46.95. Booth 
#1220. (800-447-3343; outdooredge.com) 

Puma 
Puma Knife Company USA has recently 
been re-establishing itself as a contender 
in the category. That tradition will likely 
continue in 2012 with the release of the 
Springbok 3310 Spring Assisted Knife. The 
Springbok features a 3.3-inch drop-point blade 
that’s made with German 440A steel and 
includes a distinctive diamond needle proof 
mark of a Rockwell Hardness tester. The 
Springbok also features spring-assisted release 
for easy one-handed opening. The overall 
length is 7.5 inches and it weighs 4.6 ounces. 
SRP: $59.95. Booth #520. (913-888-5524; 
pumaknifecompanyusa.com)

SOG Specialty Knives  
and Tools
SOG describes the new PowerDuo as “a 
hybrid between our knife mentality and 

tool sensibility.” On one side, the PowerDuo fea-
tures a full-size one-hand-opening locking blade, 
screwdrivers, can/bottle openers, toothpick, and 
tweezers; on the other is SOG’s trademark 
Compound Leverage pliers that generate increased 
wire cutting and gripping strength with less hand 
pressure. It has an open length of 6.2 inches, a 
closed length of 4.3 inches, and weighs 6.3 ounces. 
The 2.9-inch blade is made of 9Cr18MoV stainless 
steel. SRP: $80. Booth #425. (425-771-6230;  
sogknives.com)

Spyderco 
One of Spyderco’s biggest releases in 2012 is the 
Manix 2, a knife that’s already winning awards. Its 
33/8-inch blade is made from the newly released 

BD-1 Carpenter steel which has high carbon 
and chromium content to create a blade that 

both resists rust and retains a good edge. 
The Manix 2 also features a semi-opaque 

blue polymer handle and uses Spyderco’s 
Ball Bearing Lock system for a smooth 
and consistent lockup; it has an overall 
length of 8 inches. SRP: $119.95 to 
$169.95. 

Also new for 2012 is the Yojimbo2, 
with improved ergonomics that provide 
more secure knife control and encour-
age a thumb-forward grip. The knife 
has a 3¼-inch CPM-S30V blade and 
textured G-10 grip. Overall length is 
7 9/16 inches, and it weighs 4 ounces. 
SRP: $169.95. Booth #13113. 
(800-525-7770; spyderco.com)

Victorinox Swiss 
Army
Under the Hunter XT multi-tool’s 
ergonomic dual-density non-slip han-
dle are a one-hand locking blade, a 
one-hand gut hook, a bone saw, a 
Phillips screwdriver, a reamer, and a 
key ring. SRP: $55. Booth #14202. 
(800-243-4032; swissarmy.com)

W.R. Case & Sons 
The new Tec X line includes 28 differ-

ent utility knives. Targeting outdoors-
men and knife enthusiasts, each of the 

models has been created to incorporate 
sleek designs with practical functionality. 

The knives will include features such as 
anodized aluminum handles, AUS-8 blades, 

and titanium coatings. Booth #11349. (800-
523-6350; wrcase.com) 

Wenger  
This year, Wenger is launching the Blackout Series—a new collection of sleek, modern knives 
that are a bold revision of the traditional red flat-scale Swiss army Knife that has become so 
iconic over the years. Included in the collection are the Blackout EvoGrip 63, the Blackout 
EvoGrip 10 and the Blackout rangerGrip 52. all of these models feature black-on-black 
EvoGrip scales with PVd coated implements. The mirrored, scratch-resistant finish and textur-
ized scales help create the sleek, stylish look and the iconic Swiss Cross provides the promise 
of quality that Wenger knives have become known for. The Blackout EvoGrip 63 features six 
implements, covering nine functions. SrP: $59.95. The Blackout EvoGrip 10 has nine imple-
ments for 13 functions. SrP: $89.95. The Blackout rangerGrip 52 features three implements 
for three functions. SrP: $87.95. Booth #10840. (800-431-2996; wengerna.com)

Spyderco: The yojimbo2, a redesign of the 
original created by personal-defense trainer 
Michael Janich, has improved ergonomics 
that complement the natural contours of the 
hand to provide more secure knife control. 
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Odds and Ends
Retailers who carry a wide range of accessories will find these items 
sell well and deliver nice margins By Peter B. Mathiesen

T he 2012 SHOT Show will have an astounding number of 
accessories to add to your inventory. Like last year, dealers 
reported strong ancillary sales, which gave them the ability 

to expand profits when bundled with newly purchased handguns 
and rifles. Firmly led by accessories, sales of last-minute impulse 
items were also considered higher than expected. With several 
miles of aisles for you to walk, here’s a glimpse at some of the 
profit makers on the floor for this season.

Ameristep
A backrest for sitting against trees, 
the Lumbar Backrest uses a support-
ive, breathable mesh, making it ideal 
for use on treestands, ladder stands, 
or on-the-ground turkey hunting. 
The key component is the open 
mesh design, which improves oxygen 
and blood flow through the entire 
body to help hunters stay alert. A 
quick-attach strap makes it fast to 

install or remove. SRP: $14.99. 
Booth #10336. (810-686-4035; 
ameristep.com)

Atsko
This water-repellent Water-Guard 
Extreme spray uses polymers (chemi-
cally cross-linked) for maximum 
waterproofing and durability in a sin-
gle application. Water-Guard will 

allow leather or nylon fabrics to 
breathe completely scent free, once 
dried and cured. It can be sprayed on 
tents, boots, tarps, and even flags.

Ideal for use on Gore-Tex or other 
waterproof breathable fabrics, Water-
Guard also contains UV protection 
and a fungicide to keep odors and 
discoloration caused by mold or mil-
dew at bay. SRP: $7. Booth #10959. 
(803-531-1820; atsko.com)

Browning 
The new Sporter series of safes offers 
45 minutes of fire protection at 1,200 
degrees F. The Sporter features a 
1-inch thick door with two-sided 
locking bolts and Browning’s exclusive 
DPX Storage System on the top half 
of the door back. Anti-pry features 

include a 12-gauge steel body, 1-inch 
chromed locking bolts, and a fully 
reinforced, integrated doorframe. 

Offered in four models, the SP20 is 
58x30x20 inches and holds up to 23 
long guns. The SP40 is wider and will 
accommodate up to 52 long guns. 
Available in gloss black. SRP: starts at 
$1,238. Booth #12740. (801-876-2711; 
browning.com)

Bushnell Outdoor 
Products
Equipped with a 45-foot, motion-
activated sensor, 32 low-glow LEDs, 
and a new Field Scan feature, the 
Trophy Cam allows users to record 
game activity 24/7. The time-lapse 
technology automatically captures 
images from one minute to 60 min-

Ameristep: 
The Lumbar 
Backrest is made 
of supportive, 
breathable mesh; 
it can be used for 
treestands, lad-
der stands, and 
on-the-ground 
turkey hunting. 
Easy to install or 
remove, its open-
mesh design 
improves blood 
flow (and there-
fore oxygen flow) 
throughout the 
body, making it 
easier to remain 
alert for when 
that tom finally 
comes strutting 
into view.

Browning: 
The new Sporter 
gun safes from 
Browning provide 
45 minutes of 
fire protection at 
up to 1,200 
degrees F. 
They’re offered in 
four models, 
some of which 
can hold as many 
as 52 long guns. 
That’s one for 
every week of 
the year.



utes at pre-set intervals, allowing 
users to pattern game and expand 
coverage beyond the sensor 
range. In addition, the day/night 
auto sensor allows the user to 
monitor game at any time of day 
to capture live-trigger and time-
lapse images simultaneously.

The camera features enhanced 
8-megapixel full-color resolution 
as well as a new audio record fea-
ture for video. The 32GB memory 
allows hunters to capture more 
than 20,000 photos on a single 
memory card. Two of the models 
offer a built-in color viewer with 
enhanced zoom, allowing a more 
thorough, in-the-field review. SRP: 
$179.99 to $299.99 Booth #12519. 
(800-423-3537; bushnell.com)

CampCo
Inconspicuous and concealable, the new UZI 
Tactical Defender writing pen provides law enforce-
ment operators with a hidden feature: a secure, uni-
versal handcuff key. The pen uses a crowned cap 
that could be used as a defensive tool against aggres-
sive acts, and the diamond-point tip breaks auto 
glass for quick access and rescues. The outside has a 
raised serrated grip for added holding comfort. 

Tactical Defender Pens accept all standard Parker 
and Fisher Space Pen refills and are finished in 
either a corrosion-resistant black or gunmetal finish. 
Each comes with a one-year warranty. SRP: $24.95. 
Booth #12277. (888-922-6726; campco.com)

Do-All Outdoors
The two-sided Vital Records Tape Measure helps 
formulate live, field-dressed, and meat weights. 
The tape also includes age estimates based on 
teeth and jaw measurements and will score antlers. 
SRP: $4.99. Booth #3453. (800-252-9247;  
doalloutdoors.com)

Gerber Legendary Blades
Encased in a smooth, hard-plastic cover, the Bear 
Grylls Survival Sharpener fits easily in a pocket. 
Two diamond-coated sharpening rods handle ser-
rated blades while the coarse carbide and fine 
ceramic inserts get smooth-edge blades into shape. 

The handle is made of tactile rub-
ber for a secure grip in wet or 
cold conditions. SRP: $22. Booth 
#13614. (503-639-6161; gerber 

gear.com)

Hi Mountain 
Seasonings

Hi Mountain Seasonings has added 
two new breakfast sausage mixes to 

the line: Chorizo Blend and Sweet 
Italian Blend. Both can be mixed 
with fresh ground pork or combi-
nations of pork, beef, or venison. 

The spicy Chorizo Blend is richly 
flavored with chili pepper, paprika, 
salt, and vinegar powder. The 
Sweet Italian Blend balances spices, 
brown sugar, paprika, and garlic. 
SRP: $5.99. Booth #1725. (800-
829-2285; himtnjerky.com)

Hunter Specialties 
The Closer is a handmade, hybrid, boat-paddle-
style box call capable of producing a wide range of 
turkey sounds, yet it can still make soft yelps and 
clucks when a bird works in close. This high-vol-
ume turkey call is perfect for running and gunning. 
Constructed from a one-piece poplar body with a 
cherry top, the waterproof call is easy to tune, and 
the lid is held in place with a screw under spring 
tension. It comes with an attached elastic band to 
silence it when walking. SRP: $16.99. Booth 
#14205. (319-395-0321; hunterspec.com)

Hodgdon
The 2012 Hodgdon Manual features 100-plus 
pages of rifle and pistol data with well over 5,000 
custom loads. In addition, the manual includes 
data for propellants such as 30 Hodgdon, 
Hodgdon CFE 223, 19 IMR, and 10 Winchester. 
Readers receive lead-free bullet recipes for 21 rifle 
cartridges, along with seven articles on economical 
handloading “green” bullets by some of the indus-
try’s top outdoor writers. SRP: $8.99. Booth 
#1619. (913-362-9455; hodgdon.com)

Industrial Revolution
The Swedish FireKnife is collaboration between 

P r o D u c t S

Bushnell: The Trophy 
Cam lets you monitor game 

activity 24/7, capturing 
images at set intervals and 
when motion is detected.

Wiley X
Introduced for 2012 at a competitive price, the Valor lines of sunglasses include the blockbust-
er Black Ops theme; multi-lens, changeable packages; a polarized lens version; and one of 
their most popular non-polarized lenses, the bronze flash with black gloss frame. 

The glasses are rated OSHa grade, anSI Z87.1-2003 certified occupational eye protection, in 
addition to meeting the stringent mil-spec ballistic requirements for combat eyewear. SrP: 
$75 to $130. Booth #20220. (800-776-7842; wileyx.com)
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Light My Fire and 120-year-old 
knifemaker Mora of Sweden. The 
fire-making knife features a sturdy 
Sandvik stainless-steel profile-
grounded blade, a high-friction grip 
handle, and a color-matching sheath 
with locking clip. 

Not only is the knife sharp and 
sturdy, its handle contains a Swedish 
FireSteel Scout firestarter. With 
approximately 3,000 strikes, it will 
light campfires, gas stoves, and bar-

becues for years. SRP: $37.99. Booth 
#1619. (425-883-6600; lightmyfire 
usa.com)

Maestro
Maestro has teamed up with Paul 
Butski for a new line of four-reed 
mouth calls. The Cutt’n Up 4 has a 
four-reed cutter that combines dif-
ferent thicknesses of latex matched 
with a deeper cut and a small V to 
make yelps, cutts, and purrs. 

The Fatal Mistake 4 offers deeper 
tones with the fourth reed. This call 
produces old hen yelps, clucks, purrs, 
and cutts, as well as gobbler yelps. 
Both calls use hygienic latex to pro-
duce the highest quality tones. SRP: 
$9.95. Booth #1019. (877-269-8490; 
gsmoutdoors.com)

MOJO Decoys
The Extension Pole system uses 
three 4-foot sections to assist water-
fowlers in deep water or to raise a 
decoy higher in the air. Each section 
can be use independently in 4-foot 
lengths, or several can be clipped 
together for an 8- or 12-foot exten-
sion pole. 

The Extension Pole has a new 
socket with a cam lock to convenient-
ly receive a MOJO decoy for easy 
mounting. SRP: $25.99. Booth #1452. 
(866-216-6656; mojooutdoors.com)

Moultrie Feeders
The new Game Spy M-80XT is a 
5.0-megapixel game camera with 
added features including motion-
freeze technology, continuous shoot-
ing, and an updated Plot Stalker 
time-lapse mode. Game Spy 
M-80XT greatly reduces nighttime 
blur caused by an infrared flash, and 
the motion-freeze technology makes 
it easy to determine the points on a 
buck’s rack. The M-80XT can range 
to 60 feet while capturing video 
images in 16:9 widescreen. 

The continuous shooting mode 
captures up to three pictures per sec-
ond. Three operational modes trigger 

the camera—Plot, Plot by Day, and 
Infrared at Night. Operating on four 
or eight AA batteries, the Game Spy 
M-80XT functions up to one year in 
the field. An SD card slot accepts up 
to a 32 GB SD memory card. SRP: 
$159.99. Booth #16123. (800-653-
3334; moultriefeeders.com)

Radians 
The Remington custom-molded hear-
ing kit lets shooters create custom-
molded earplugs (NRR 26 protection 
rating) from non-toxic hypo-allergen-
ic silicone. Completely reusable, they 
can be made in 10 minutes. 

Truglo: The TSX sight allows ultra-fine click adjustments for windage to aid 
in setting up a bow. The sight provides a large, circular field of view, a 2-inch 
aperture, and a glow-in-the-dark shooter’s ring.Stealthcam: Equipped with 

TrIad technology, the unIT Ops 
scouting camera incorporates video, 
time-lapse, and still photography.
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The do-it-yourself kit comes 
with a lanyard cord and col-
ored screw ends to fit in the 
earplugs. A mirror is included 
to aid with molding, along 
with a microfiber bag for stor-
age. SRP: $19.95. Booth #842. 

(877-723-4267; radians.com)

Real Avid
The Multi-Cutter shears bird 
bones, field dresses deer, and 
saws through branches when 
creating a shooting lane or put-
ting up a stand. Packed with 
functionality, the Multi-Cutter 
includes a universal choke tube 
wrench, a tree step starter, and 
a pin punch to break down fire-
arms in the field. Stainless-steel 
shears, a limb saw, and a 3-inch 
drop-point knife blade com-
plete the package. Booth #2117. 

(800-286-0567; realavid.com)

Safariland
The next evolution in training aids for 
LE officers that carry a PR-24 
Control Device, the new #5107 
Monadnock Baton is a white foam 
trainer complemented with a neo-
prene sleeve. Covered by durable 
DuPont nylon for versatility, the tip is 
dipped in vinyl for added strength. 
Available in a black finish, this is an 
excellent tool for instructors to ensure 
safety during dynamic training scenar-
ios. The baton is 2.25 inches in diam-
eter, 24 inches in length, and weighs 
just 17.6 ounces. The side handle is  
5 inches in length and 1.25 inches in 
diameter. SRP: $65. Booth #12762. 
(909-923-7300; safariland.com)

Stealth Cam
The Unit OPS scouting camera is 
equipped with TRIAD technology 
that incorporates video, still imagery, 
and time-lapse shooting in one com-
plete package. The video setting is 
capable of capturing 5- to 240- 
second intervals with audio clarity. 
The three-resolution still imagery 
offers an 8MP, 3MP, or 1.3MP set-
ting with the time-lapse function. 

The IR 38/30 control switch 
enables the user to adjust light output 
to specific scouting scenarios where 
more or less light intensity may be 
needed. The OPS can record in either 
15- or 30-second increments and fea-

tures a Burst Mode that captures 1-9 
images per triggering with a 1-59 sec-
ond or 1-59 minute recover time out. 

The external LCD status display 
allows the user to quickly identify and 
select the modes of operation. A time/
date/moon phase and temperature 
stamp helps to identify the exact wild-
life habits for the hunter. The Unit 
OPS has a 2X or 4X digital zoom set-
ting, and incorporates an SD card slot 
to accept up to a 16GB memory card. 
SRP: $169.99. Booth #1452. (877-
269-8490; stealthcam.net)

Truglo
The rugged, lightweight construction 
of the TSX sight features ultra-fine 
click adjustments for windage and 
elevation to aid in setting up your 
bow. The unique stainless-steel tube 
pin designed for increased durability 
and brightness features the Tru-
Touch soft-feel technical coating. 

The sight includes a large, circular 
field of view, an aperture with a 
2-inch inner diameter, and a glow-in-
the-dark shooter’s ring. The adjust-
able second and third axis levels have 
two vertical bars illuminated with 
luminescent tape. The reversible 
bracket is designed for greater vertical 
adjustability. CNC-machined, the unit 
is adjustable for right and left-handed 
users. SRP: $89.95. Booth #11723. 
(972-774-0300; truglo.com)  

Wildlife 
Research 
Center
Coyote Juice is a strong long-
range attractant scent that 
excites coyotes by 
appealing to the 
animal’s curiosity, 
and its territorial 
and hunting 
instincts. 
Prior to call-
ing near the 
decoy, apply 
the scent lib-
erally to 
scent wicks. 
When the 
coyote 
responds and 
starts to cir-
cle downwind 
to scent 
check, he’ll 
catch the 
strong scent 
and come in. 
SrP: $12.99. 
Booth #1010. 
(763-427-
3350; wildlife.
com)

Safariland: The new #5107 
Monadnock Baton is a foam 
trainer in a neoprene sleeve, 
allowing law officers to train 
safely in dynamic scenarios.
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Family Business 
Finds Success in 
Competitive Market
MTM Case-Gard has found that staying small 
can pay big dividends By Christopher Cogley

The concept of a small family business that’s passed down from one generation to 
the next is a truly romantic American ideal. But in today’s society, where large 
corporations and gigantic conglomerates dominate the market, staying small 

doesn’t seem like a very practical idea. Unless, of course, you happen to be part of the 
family that makes up one of those businesses. Then it just seems like business as usual.

“It’s just what we do. It’s what we’ve always 
done, from the time we were little, sitting around 
the dinner table talking about the business,” says 
Steve Minneman, president of MTM Case-Gard, 
an Ohio-based manufacturer of shooting-sports 
accessories. “It’s like the business is just another 
part of the family.”

Maybe it’s that concept. The thought that it’s 
more than just a job, more than just a way to pro-
vide for your family. Maybe it’s the idea that your 
business isn’t a company, but rather a member of 
your family.

“You do have more invested in the company 
when it’s your family’s business,” Minneman says. 
“You don’t want to let your dad down. You don’t 
want to let your siblings down. So you tend to 
work at a different level. You do whatever you 
have to do to get the job done.”

Minneman says that kind of dedication also  
typically creates a strong camaraderie with other 
family-run businesses.

“They can relate to us, just like we can relate to 

them,” he says. “When you hear about a family 
business, you know that they are working hard, 
putting in a lot of extra hours with the hopes of 
building something they can pass on to the next 
generation.”

That was Al Minneman’s hope when he started 
MTM in 1968 with his brother. Now, Al’s chil-
dren—all six of them, including Steve—work at 
the company. Steve says that between them, he 
and his siblings have worked in nearly every aspect 
of the company, and he believes it’s that kind of 
commitment to the company and its customers 
that helps MTM Case-Gard continue its success 
in a very competitive market.  

“The benefit is that when you all work toward a 
goal as a family, you all get to share in the suc-
cess,” he says. “It’s hard work, but it’s really 
rewarding.”

And maybe that’s exactly why that romantic 
American ideal continues to get passed on from 
one generation to the next. Booth #16120. (800-
543-0548; mtmcase-gard.com) 

The lightweight K-Zone 
shooting rest features  
non-marring rubber pads 
and an easy-to-adjust 
benchrest-style hand-
wheel elevation system. 

AMK Cracks the 
Survival Code
adventure Medical Kits (aMK), a leading 
developer of survival gear and first-aid 
products for outdoors enthusiasts, is 
unveiling the SOL Escape Bivvy at the 2012 
SHOT Show. designed to be a major inno-
vation in survival-shelter technology, it 
should solve the age-old flaw that afflicts 
most bivvies—excess moisture build-up. 
Made from a vacuum-metalized spun-
bonded olefin, the Escape Bivvy’s ground-
breaking design lets condensation escape 
at the same time it keeps rain, snow, and 
wind on the outside. 
     The special material also reflects back 
radiated body heat, so an outdoorsman 
can survive an unexpected  night outdoors 
in relative comfort. 

“Have you ever slept in a Mylar space 
blanket?” asks aMK chief marketing officer 
Frank Meyer. “Well, to put it in the vernacu-
lar, it ain’t comfortable. although a space 
blanket will keep you warm, you usually 
wake up in a pool of sweat. not so with the 
SOL Escape Bivvy. This is the first time a 
survival bivvy has combined the features 
of life-saving body heat reflectivity, dura-
bility, and breathability into one lightweight 
package. With the Escape Bivvy, we believe 
we’ve truly cracked the code of survival 
shelters.” 

Weighing less than 10 ounces, the punc-
ture- and water-resistant Escape Bivvy fea-
tures a hooded, drawstring opening that 
can be cinched tight for cold, wet weather 
conditions or fully opened and unzipped for 
warmer ultralight backpacking trips. It 
sports a bright orange exterior, making it 
easier for rescue teams to spot it. “We 
believe it’s destined to become the indis-
pensable piece of survival equipment for all 
outdoors enthusiasts,” says Meyer, “and we 
expect it to be ready for retailers the first 
quarter of 2012.” SrP: $50. Booth #3472. 
(800-324-3517; adventuremedicalkits.com) 

the Sol escape Bivvy uses high-tech 
materials to keep warmth in while allowing 
moisture to escape, keeping the user more 
comfortable.
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Uncle Mike’s  
Donates Holsters  
to Haiti
Partnering with a charity, the LE manufacturer 
helps Haitian authorities keep the peace

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

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

Haiti.
Following January 2010’s devastat-

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

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

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

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

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

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

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

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

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

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

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

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

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

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

nomically designed for 
improved fit, and a 

patented three-point 
locking systems keeps 

the firearm solidly 
secure until needed. 

hawke’s Panorama scopes feature the 10X 
½-mil-dot with an adjustable objective. 
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Arc’ LEAF Leads the LE Pack
Y ou may know Arc’teryx pri-

marily as a manufacturer of 
high-end hunting wear. But 

the Canadian company also designs 
clothing for the law-enforcement 
sector through its LEAF (Law 
Enforcement & Armed Forces) 
division. For SHOT Show 
2012, this group is introducing 
a pair of new items that 
should whet the interest of 
any LE operator. 

The first is the Hide/Dry 
series, which features the 
first commercially available 
Gore-Tex MultiCam gar-
ments designed to provide 
high-level outdoor perfor-
mance across a broad range 
of light, elevation, season, and 
conditions. Waterproof, wind-
proof, and durable, every gar-
ment in the Hide/Dry Series 
combines the best available water-
proof technologies with the most 
versatile and adaptable pattern, 
enabling operatives to do exactly 
that: hide and stay dry in hostile 
environments. The garments have 
been designed to reflect the sur-
rounding environment; the pattern 
takes on the background tone, dis-
guises volume and shape, and its 

non-blocked pattern balances scale 
and contrast, even at close distances. 

“When it comes to top-tier perfor-
mance, staying dry can make all the 

difference when you’re out in 
the field,” says product line 
manager John Felushko. 
“Having been a longtime 
development partner with 
Gore-Tex, Arc’teryx LEAF 
is proud to bring this new 
technology to the special 
operations and tactical mar-
ketplace, delivering the lat-
est fabric innovations to the 
modern-day soldier and LE 
operator.”

Available in several high-
quality performance options 

for 2012, the LEAF prod-
ucts, constructed of Gore-Tex 

MultiCam, include the new 
Alpha Jacket and Pant and the 

Alpha Parka in full Gore-Tex 
MultiCam. Hybrid garments 
Gryphon Halfshell and Pant com-
bine Gore-Tex MultiCam with 
breathable armor-compatible Tweave 
Durastretch for comfort and temper-
ature regulation under kit. 

“The Hide/Dry series truly is a 
one-kit solution to secure exposure 
in austere, wet, and varied environ-

ments,” he says.
The second introduction is the 

Urban Wolf line, which breaks with 
tradition and introduces a color 
blend for modern environments. 
“Cities are largely made of concrete, 
asphalt, steel, and glass,” says 
Felushko. “Traditional uniform col-
ors for police and military—black 
and blue as well as various green and 
brown camos—are poor choices here 
for two reasons. First, they are very 
visible against urban backgrounds; 
second, the wearer is instantly identi-
fiable as a member of a security 
force. The medium values of gray in 
our new Urban Wolf colorway are 
low contrast against many common 
urban backgrounds, and, unlike the 
traditional colors, are more difficult 
to identify.”

The basic idea, says, Felushko, is 
“to blend in with the sprawl.” When 
you think about it, it’s not all that 
different from what hunters have 
been doing for years—wearing foli-
age-colored camo to keep from being 
spotted by sharp-eyed big game.

The Urban Wolf is available in the 
new Drac Jacket and Drac Pant, 
Bravo Jacket, and Naga Hoody. 
Booth #10526. (604-960-3001; 
 arcteryx.com) 

Arc’teryx LEAF designs high-end 
clothing for law enforcement opera-
tors. The Urban Wolf Naga Hoody 
pattern is for use in urban settings.
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Meprolight Hits the Mark
Y ou’ve got to be doing something right to sell 1 million units of any-

thing. But to sell 5 million? Obviously, that’s a grand slam. 
Meprolight, an international designer and manufacturer of a wide 

array of electro-optical and optical sights, night-vision devices, thermal sights, 
night sights, and other tritium- and LED-illuminated products for law 
enforcement, military, and civilian applications, celebrates that special hall-
mark of its self-illuminated tritium night sight at the 2012 SHOT Show. 

“We are proud of our success with 
the family of tritium night sights,” 
says Benny Kokia, Meprolight’s direc-
tor of sales and marketing. “We 
believe our self-illuminated night 
sight is the brightest night sight avail-
able today; it’s ideal for military, law 
enforcement, and civilian users—
including hunters and recreational 
sport shooting enthusiasts,” he says. 
“Combat-proven, with totally inte-
grated day/night sighting, these sights 
can be used to hit stationary as well as 
moving targets under low-light and all 
weather conditions, dramatically 
increasing hit probability. Results of 
tests by marksmen and journeyman-
level shooters have shown an astound-
ing 85 percent increase in efficiency.”

Kokia says these sights require no 
batteries, operate without switches, 
and can be mounted directly on the 
rifle with minor modifications. 
Another plus, he says, is that the 
sights require no maintenance for as 

many as 15 years. 
Meprolight is also using the 

SHOT Show to launch a pair of new 
products, the Mini-Hunter, a light-
weight night-vision sight, and the 
NOA NYX, an uncooled thermal 
sight with 2X magnification.

“Both sights are remarkably light-
weight and robust,” Kokia says. “The 
unique Mini-Hunter Compact 
Lightweight Night Vision Weapon 
Sight was developed and manufac-
tured by our sister company, Pulse 
Inteco Systems. Weighing less than 1 
pound, this easy-to-use sight offers 
2X magnification. Designed for 
durability and flexibility, the sight 
can withstand challenging battlefield 
conditions and can also be used for 
observation. It fits a variety of weap-
on types, and, powered by a standard 
AA battery, can operate continuously 
for up to 40 hours.” 

The NOA NYX also features 2X 
magnification and was developed in 

response to the critical need for pre-
cise target detection and engagement, 
even in conditions of dust, smoke, 
and total darkness. It weighs less than 
2.2 pounds and uses high-resolution 
microbolometer technology to ensure 
clear and consistent results. 

“The flexible unit can be used as a 
handheld device or fitted to a variety 
of weapons,” says Kokia. “Due to its 
light weight and long-range capabili-
ty, it is also suitable for sharpshooter 
rifles. The sight can detect man-sized 
targets out to nearly 1,000 yards.”

Kokia also likes to stress the unit’s 
high-tech features, noting that out-
put can be fed to a remote screen or 
recording equipment via its video-
out feed. It can store up to three 

user-configured sighting reticles and 
requires a warm-up time of less than 
five seconds. In addition, the NOA 
NYX can operate continuously for 
seven hours using four AA batteries. 

“These two sights are being shown 
for the first time in the U.S. at the 
SHOT Show,” he says. “They are 
the result of the implementation of 
customer requests for extremely 
lightweight sights that also have 
extensive capabilities. Both sights 
include features that make them 
especially suitable for Close Quarters 
Battle (CQB), and are generating 
considerable interest among our cus-
tomers around the world.” Booth 
#3427. (011-972-4-624-4111;  
meprolight.com) 

Meprolight’s  
flexible NOA  
NYX (making its 
SHOT Show 
debut) can be 
used on targets 
as far away as 
1,000 yards. It 
mounts to a  
variety of fire-
arms, and can 
also be used as a 
handheld unit.
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Smart Phones, 
Smart Images
Meopta connects sports optics to the iPhone

M eopta Optika, based in the Czech Republic, was founded in 1933 to develop 
and manufacture precision optical and electro-optical systems. Over the years 
the company—through its American arm, Meopta USA—has furnished high-

end products to the semiconductor, medical, aerospace, military, and consumer indus-
tries. One way the nearly 80-year-old company stays vibrant (and successful) is to look 
at changing consumer tastes and develop products that meet that evolving demand.

The MeoPix iScoping Adapter, developed to 
allow the iPhone 4 to interface with any binocular 
or spotting-scope eyepiece, is just such a product. 
With the MeoPix, iPhone users can transform a 
smartphone into the ultimate long-range photo 
and movie-capturing tool. The patent-pending 
and Apple-approved MeoPix iScoping adapter 
attaches securely to the iPhone. Its proprietary 
technology guarantees a secure fit, precise align-
ment, and incredible image quality.

“The latest smartphone technology, combined 
with our revolutionary MeoPix adapter, will ren-
der traditional camera-based digiscoping and 
binoscoping obsolete,” says Meopta USA general 
manager Reinhard Seipp. “The iScoping process 
harnesses the power of the iPhone to capture, edit, 
organize, and upload images from the field, and I 
can’t think of a big-game hunter who would want 
to pass up that opportunity. When paired with our 
premium spotting scopes and binoculars, the 
MeoPix adapter provides extraordinary close-up 

photos and movies with clarity and resolution that 
rivals traditional photography.”

Big talk. But since Seipp, an optical engineer 
who used to build Leica cameras, conceived the 
MeoPix, he knows what he’s talking about. “When 
digiscoping became popular, I started shooting 
images through a spotting scope using my SLR or 
smaller digital camera,” he says. “Recently, I found 
myself using the smartphone more and more, to 
the point where I left the other cameras at home.” 

That got him thinking. “I started photographing 
through spotting scopes and binoculars using my 
iPhone. But it was a cumbersome process that 
delivered poor results. Then a friend who knew 
my passion for photography sent me an article 
about Astroscoping [taking images through an 
astronomical telescope with an iPhone].”

Seipp got together with Matt Geyser (who 
invented and holds the patent for Astroscoping) 
and asked him whether his invention could be 
adapted to work with bincoculars and spotting 
scopes. They developed a prototype, and Seipp 
tested it, capturing images and movies of animals 
from 20 to more than 400 yards. 

The results blew him away. Marrying the two 
technologies not only gave him superior images, 
but the ability to digitally manipulate those images. 
He believes that hunters and guides will flock to 
this new platform. 

“They’ll certainly like the quality of the images,” 
he says, “but they’ll also like the portability, as well 
as the ability to send the image to a family mem-
ber or client almost immediately.”

Now when Seipp hikes, all he takes along is a 
Bog Pad (to steady the image), a binocular, and the 
adapter-equipped smartphone. He’s also working 
on a bird-recognition app that would allow a user 
to capture the image of a bird and have his iPhone 
tell him everything about that bird. That certainly 
would increase the enjoyment of hunters who sit 
for hours in a deer stand. Booth #3544. (800-828-
8928; meoptasportsoptics.com) —Slaton L. White     

The MeoPix iScoping adapter, approved by apple, 
attaches an iPhone to spotting scopes and binocu-
lars for long-range, high-resolution photos.

The iScoping adapter fits securely onto an eye-
piece, keeping the iPhone steady.
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Thousand-Yard Quest
The goal was a soft-shooting and accurate long-
range cartridge. It took nearly two years to develop. 
The result: the new 6mm Creedmoor By John B. Snow

My target was a white speck up in the hills that hovered on the edge of visibility. From 1,000 
yards away, the 18-inch steel square winked in and out of view in the mirage radiating off 
the dry ground. I could see it best when the crosswind picked up and held steady, which 

caused the mirage to subside—but the wind presented its own set of problems. 

I dug the legs of the bipod into the 
dirt and settled in prone behind the 
rifle, ready to take it on its maiden 
long-range shooting voyage. It was 
time to find out whether the brain-
power behind this project—a brand-
new cartridge in a custom hot-rod 
rifle—would be a match for the real-
world conditions that confronted me. 
If the concept didn’t fly, it certainly 
wouldn’t be from lack of effort.

Blank Slate
If you had the opportunity to help 
create your own cartridge, what 
would you ask for? Posing that ques-
tion to a shooter can be a comical 
proposition. Very quickly the check-
list of desired attributes departs the 
realm of the possible as the shooter’s 
grip on reality achieves escape veloci-
ty, rocketing into ballistic deep space. 
Make it accurate, he would of course 
request, with recoil that’s as soft as a 
maiden’s kiss and a trajectory as flat 
as a Nebraska cornfield. Let it be 
suitable for Western mule deer, dan-
gerous game, and complete domi-
nance at Camp Perry. 

Right. But every cartridge is a 
compromise. For this project, I 
wanted to develop a cartridge for a 
couple of specific, and overlapping, 
purposes. The main goal was to 
make a round for high-volume long-
range shooting competitions, specifi-
cally for sniper and tactical-style 
competitions. That called for some-
thing that could handle 1,000-yard 
shots yet not beat the shooter to 
pieces after a few pulls of the trigger. 
Matches of this sort can entail a cou-
ple of hundred rounds over the 
course of a day, so it would also need 
to be easy to reload. Accuracy, as you 
can imagine, was also paramount. 

My secondary aim was to create a 
capable, moderate-power hunting 
round for the wide-open spaces I 
hunt near my home in Montana—
one that would have enough knock-
down punch for mule deer, yet be 
precise enough to pick off a prairie 
dog peeking from its burrow. 

Versatile 6mm
I started with the 6.5 Creedmoor, 
one of the most impressive cartridges 

to crop up in recent years. Accurate, 
soft-shooting, and a snap to reload, it 
fit the bill perfectly. And, critically, 
there is excellent brass available for 
it. Necking it down for a 6mm bul-
let—specifically one of the long, 
sleek target bullets that are popular 
for long-range shooting games—
seemed a natural choice. 

Happily, my friends at Hornady 
(Booth #13145), the company that 
developed the 6.5 Creedmoor, 
agreed. The bullet we settled on was 
the 105-grain A-Max, a polymer-
tipped boattail that was designed for 
competition shooting but has also 
proven excellent for hunting white-
tails, antelope, and predators. 

By necking down the 6.5 
Creedmoor, did we just re-invent the 
.243 Winchester? That’s a fair ques-
tion, and at first blush they do seem 
to be close relations. But there are key 
differences in the engineering of the 
cartridges that give the 6mm Creed-
moor an advantage over the .243 for 
the type of work I want it to do. 

There’s more to creating a wildcat 
than simply stuffing a bullet of a dif-
ferent caliber, either larger or small-

er, into an existing piece of brass. 
The details contained within the 
dimensions of the chamber, for 
instance, have a huge influence on 
performance, especially when 
extreme accuracy is the goal. 

The 6mm Creedmoor has a  
generous section of freebore (0.183 
inches) —this is the portion of the 
bore between where the chamber 
stops and the rifling begins—which 
helps keep the pressures down and 
lets us seat the longer bullets out far-
ther so we can run the cartridge for 
all it’s worth. The freebore’s diameter 
is just .005 inches over the bullet’s 
(.2435 inches for our .243-caliber 
bullets), a nice snug dimension, and 
has a gentle taper along its length to 
guide the bullet into the rifling with 
a minimum of wobble. 

These qualities, which the .243 
Winchester lacks, ensure that the 
bullet will start its journey down the 
rifling traveling straight and true.

Can I take credit for these specifica-
tions? I wish I could, but no, I’m not 
an engineer. I’m just a shooter who 
knows what he wanted from the car-
tridge. Whatever glory there is to 
garner goes to the team at Hornady—
specifically Joe Thielen, who created 
the 6mm Creedmoor blueprints.

A Rifle to Match
But all this would be worthless if I 
couldn’t conjure up a rifle with the 
ability to deliver on the potential of 
the cartridge. The action I chose was 
a Sako 85 off a favorite hunting rifle 
of mine. Its slick three-lug design 
and reliability provided an excellent 
starting point. I felt it would work 
well for the fast and demanding 

the author’s wildcat 
drives a 6mm 105-grain 

bullet at nearly 3,000 
fps, fast enough to shoot 

beyond 1,000 yards.
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shooting that sniper competitions 
and prairie dog towns serve up. The 
action is stout and well built, but it 
would be a challenge to see whether 
we could overcome its major weak-
ness—a wimpy recoil lug—for true 
long-range shooting.

Frank Bartlein builds some of the 
finest barrels available, so I ordered a 
24-inch tube from him with an 
8-inch twist to provide adequate sta-
bility for our heavy-for-caliber 105-
grain bullets. Bartlein sent the barrel 
down to George Gardner at GA 
Precision (Booth #20440) who, along 
with his team of master craftsmen, 
assembled the rifle from the compo-
nents I had selected. 

With a reamer from Pacific Tool 
and Gauge (Booth #2049), Gardner 
was able to cut the chamber in the 
barrel and start the process.

Solid Foundation
The foundation of this rifle is the 
new McMillan A3-5 stock (Booth 
#13772), which is designed for prone 
shooting. It has a cheekpiece that 
adjusts both horizontally and verti-
cally to achieve a precise fit that 
aligns the center of the shooter’s eye 
with the center of the optical path 
through the scope. This stock is also 
built like a tank, providing the rigidi-
ty and stability needed for accurate 
shooting under abusive conditions. 

To create a bombproof connection 
between the stock and the action, 
and to address the Sako’s puny recoil 
lug, “Moondog” Roberts, one of 
Gardner’s gunsmiths, machined a 
piece of steel that fit perfectly with 
the contours along the bottom of the 

action. He then embedded the piece 
in fiberglass in the stock, creating an 
oversize “super lug” of sorts and exe-
cuting one of the finest bedding jobs 
I’ve ever seen.

Custom Rail
The tapered dovetail scope mounts 
on the Sako 85 are another of its 
quirks. They actually work quite 
well, but they limit the user’s scope-
mounting options. 

To overcome this obstacle, I went 
to Warne Scope Mounts and asked 
whether they could create a Picatinny 
rail that would slide onto the bases 
and also give the scope 20 MOA of 
elevation to help with long-range 
shots. (This “elevation” actually 
angles the scope downward, so that a 
100-yard zero places the reticle near 
the top of its up-and-down range of 
movement. This gives the shooter 
that much more downward adjust-
ment, which is what’s used to move 
the bullet’s point of impact higher.) 
Warne built a rail with tapered jaws 
that matched the geometry of the 
Sako’s dovetails exactly, thus solving 
my scope-mounting problems. 

Long-Range Optic
The Picatinny rail wouldn’t count for 
much without a proper scope 
clamped on it. Practical long-range 
shooting means engaging targets at 
unknown distances, so a scope with 
some sort of ranging ability is key. 

Long shots also require dialing in 
corrections for holdover and windage 
with the turrets or using reference 
marks on the reticle to accomplish the 

same thing. With this in mind, a scope 
with a broad magnification range, a 
side parallax focus knob, a reticle in 
the first focal plane with mil referenc-
es of some sort and windage and ele-
vation adjustments in 0.1 mil incre-
ments is what’s called for. I selected a 
Leupold Mark 4 6.5–20x50 ER/T M5, 
which has Leupold’s terrific Tactical 
Milling reticle—a simple and unclut-
tered design that allows for precision 
milling work and shot placement. 
(Booth #13023)

Eliminating Flinch
Flinching isn’t just a function of a 
firearm’s brute recoil. The report of 
the gun adds to the problem, and it is 
ironic that a muzzle brake, which 
lessens physical recoil, contributes 
mightily to flinching’s second cause—
an excessively loud muzzle blast. 
Flinching can take on more subtle 
forms than the obvious lurch some 
shooters exhibit at the anticipation of 
the shot. Whether we will admit to it 
or not, all of us experience degrada-
tion in our shooting skills due to 
flinching after surprisingly few shots. 

The beauty of a suppressor is that 
it lessens the felt recoil nearly as well 
as a muzzle brake while also elimi-
nating flinch-inducing muzzle blast. 
Suppressors give shooters the best of 
both worlds, improve our shooting 
and make for the most “polite” fire-
arms on a shooting range, but there 
are not a lot of 6mm suppressors on 
the market. I went with a Surefire 
6.8mm fast-attach model, which does 
an outstanding job of reducing the 
6mm Creedmoor’s report. (Booth 
#13968)

Dressing the Part
A standard finish for such a unique 
rifle and cartridge wouldn’t do at all, 
so I called on Jeromy Holmes, an 
artist based in St. George, Utah, to 
adorn the rifle with his one-of-a-kind 
handiwork. What looks like a regular 
camo paint job at a distance becomes 
a remarkable tableau when viewed up 
close of Mongolian horsemen, who 
use eagles to hunt wolves. This 
theme was inspired by a great video I 
saw online showing these hunters in 
action. Nothing escaped the claws of 
the raptors, and I thought that would 
be a fitting motif for this long-range 
wildcat rifle. (Search YouTube for 
“Mongolian wolf hunting eagles” to 
see what I mean.)

Pressure Cooker
Developing loads for the 6mm 
Creedmoor was a multi-stage pro-
cess. After prepping the 6.5 
Creedmoor brass by necking it down 
to 6mm, trimming it to the right 
length and going through a number 
of other steps, I loaded the cases with 
different types of powders in various 
charge weights. The first round of 
shooting wasn’t to determine accura-
cy; it was to establish which loads 
were generating safe pressure levels 
and to fire-form the brass to my 
rifle’s chamber, which would be key 
to my accuracy efforts later. 

I assessed the pressure of my loads 
by measuring the expansion of the 
new, never-before-fired brass at a 
point near the base of the case—on 
the web to be exact, which is where 
the metal transitions from the thick 
base to the case wall. This is a more 

Building a Hot-Rod Rifle
1The hook on the under-

side of the McMillan 
stock lets the shooter snug 
the gun into the shoulder. 
The cheekpiece adjusts for 
a custom fit.

2artist Jeromy Holmes 
(kustomcamo.com) 

adorned the rifle with 
images of Mongolian 
horsemen hunting wolves 
with giant eagles.

3The scope base was 
custom built by Warne 

Scope Mounts. It slots into 
the dovetails on the action 
and provides 20 MOa of 
elevation for long-range 
shots.

4Leupold’s Mark 4 6.5–
20x50 Er/T M5, with 

its milling reticle in the first 
focal plane and excellent 
glass, is an ideal optic for 
making shots out to 1,000 
yards.

5The SureFire suppres-
sor reduces recoil, 

makes the muzzle blast 
less damaging to the ears, 
and can benefit accuracy. 
Every rifle should wear 
one. 

1 2 3 4 5
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reliable method than looking for flat-
tened primers, a sticky bolt lift, or 
difficult extraction, all of which are 
just signs of excessive pressure rather 
than an actual measurement. 

Final Exam
Once I had determined which loads 
were safe, it was time to dial in the 
accuracy, which led me to that wind-
swept hill and the nearly invisible 
target 1,000 yards away.

After gathering load data and fire-
forming the brass, I settled on a 
charge of 45.7 grains of one of 
Hornady’s Superformance powders. 
This turned in 2,950 fps velocities 
and .470-inch 5-shot groups at 100 
yards. Lying prone on my shooting 
mat at the base of the hill, I dialed 82 
clicks of elevation—8.2 mils—into 
the scope and took a hard look at the 
wind. From my position it was quar-
tering from left to right in a series of 
gusts as strong as 20 mph, though it 

was difficult to tell what it was doing 
between the muzzle and the target. 

What the 6mm Creedmoor gains in 
shootability over more powerful long-
range rounds, such as the 7mm WSM, 
.338 Lapua and the like, it gives up in 
wind resistance, so it is more prone to 
being blown off-course than those 
faster, harder-kicking cousins. 

I waited until the wind was blow-
ing at a steady clip and, using the 
hash marks in my reticle, held to the 
left of the target 1.9 mils. With the 

gentle shove from the recoil, I never 
lost sight of the target and watched a 
plume of dust erupt just beneath it, 
dead center. I couldn’t help but 
smile. I put in a couple extra clicks of 
elevation, chambered another round, 
waited for the wind to settle again 
and broke the shot. 

It took the 105-grain bullet 1.3 
seconds to cross the distance but it 
traveled true, arcing with the wind 
into the plate. The hit marked the 
birth of a new cartridge. 

there is enough play in 
the tolerances of the 

6mm Creedmoor to allow 
for shooting under tough, 

real-world conditions.

Recipe for 
Accuracy
The components that make 
the 6mm Creedmoor a long-
range performer

Hornady’s 6mm 105-grain 
a-Max boattail bullet

6.5 Creedmoor brass necked 
down to .243 inch

Various powders and charge 
weights

Sub-half-inch 5-shot groups 
at 100 yards to achieve  

1,000-yard hits.
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The Great 
Connection
The NSSF is capitalizing on social 
media. You can, too By David Draper 

H unting and shooting sports might be termed a traditional 
industry, but that doesn’t mean it’s old-fashioned. If any-
thing, the outdoor industry pushes the leading edge of 

technology, whether it be the latest designs in fabrics for hunt-
ing clothing or new advancements in firearms or ammunition. 
Adopting new technology also extends to business practices—or 
it should, if companies hope to remain relevant to their tech-
savvy customer base. The NSSF has recognized this and 
embraced new and emerging ways of keeping its members and 
our consumers informed through the widespread use of social 
media.

“A big part of what we do is edu-
cating people about our industry 
and our sports,” said Bill Dunn, 
NSSF’s director of emerging media. 
“Social media allows us to connect 
with people that in the past we 
might not have been able to reach, 
spreading our message over multiple 
platforms. Our mission is to pro-
mote, protect and preserve hunting 
and the shooting sports, and social 
media really is just another way we 
go about fulfilling that mission.”

The NSSF’s social media efforts 
have not only earned it praise from 
outside the industry—in 
2010, Dunn was named the 
Digital Communicator of 
the Year by PR News—but 
has also given rise to expo-
nential growth in its target 
audience. The NSSF Blog 
and SHOT Show Blog 
have both seen huge 
growth in readers and sub-
scribers over the past cou-
ple of years. Thousands of 
people are fans of its 
Facebook page, follow the official 
NSSF Twitter account  (@
NSSFComm) and watch NSSF-
produced videos on YouTube. The 
NSSF’s e-newsletters—Bullet Points 
and Pull The Trigger—have also 
seen tremendous growth, combined 
reaching nearly 1 million subscribers. 

“We have been able to reach 
more people than ever before, and, 
as a result, our messages are being 
heard and shared by a rapidly grow-
ing audience,” said Dunn. 
“Whether it be an action alert 
about a legislative issue or a link to 
find a place to shoot in your area, 
we are able to connect with more 
people, who, in turn, can spread the 
word even further. The more peo-
ple we educate about our industry 
and our sports, the more our indus-
try and sports can grow and thrive.”

Social media and a digital market-
ing strategy can also help your com-
pany grow and thrive. Opportunities 
to interact with customers are evolv-
ing at an ever-increasing pace, and 

as consumers become savvier and 
adopt new technologies, companies 
and organizations must also evolve 
in the way they reach out to them. 
Surveys show 60 percent of e-com-
merce traffic is influenced through a 
company’s digital marketing strategy. 
In terms of brick-and-mortar retail 
sales, it’s estimated that up to 70 
percent of purchases are influenced 
by some form of digital information, 
whether it be online reviews or a 
Facebook post from a trusted friend.

Sharing information and connect-
ing with people through a variety of 

online avenues allows com-
panies to capitalize on this 
powerful trend, reaching 
both existing and new cus-
tomers with every click, fol-
lower, or new subscriber. 
No matter what entry point 
you choose— e-newsletters, 
Facebook, Twitter or 
mobile messaging—there’s 
a way to connect that’s nei-
ther difficult nor scary. It 
just takes a willingness to 

learn and, most importantly, listen to 
what your customers are saying.

“I tell people it’s okay to just lis-
ten for a while,” said Dunn. “Take 
note of how other people are using 
it. Set up a Twitter or Facebook 
account, and just observe for a while 
what others are doing. After a while, 
you’ll get a feel for what approach 
will be most successful for you.”

While the term social media 
might be relatively new, the concept 
has been around for as long as 
hunters have been telling stories 
over a campfire. Hunters and 
shooters love to brag to their 
friends about the coolest new gad-
get or a great gun they just bought. 
Social media is word-of-mouth 
advertising taken to a new level, 
where someone who loves your 
brand is now telling hundreds, if 
not thousands, about it through 
their computers or mobile devices. 
All you have to do is light the 
campfire. And like they always 
have, people will gather around it. 

SHOT Show: 
What Exactly 
Is It?
Some facts you might not know 
about the world’s largest industry 
trade show By Chris Dolnack

T he Shooting, Hunting and Outdoor Trade (SHOT) Show  
is our industry’s premier trade show. It is the only single 
place to see everyone and everything you need to give you a 

competitive edge. An international array of wholesalers, retailers, 
distributors and manufacturers convene, along with the largest 
gathering of outdoor media in the world.

Not only is the SHOT Show the 
world’s largest trade show for the fire-
arms and ammunition, hunting and 
shooting sports industry, but con-
tained within the exhibit floor is also 
the largest cutlery trade show and the 
biggest law enforcement trade show. 
The SHOT Show is the “Super Bowl” 
of the industry and kicks off, and sets 
the tone for, the new business year.

Every facet of the business benefits 
from the show in multiple ways. 
Manufacturers make product 
announcements; distributors and 
retailers get to view, 
handle, and order 
these products—often 
at special SHOT 
Show–only terms; 
retailers have opportu-
nities to expand cor-
porate contacts 
beyond the regional 
representatives with 
whom they typically 
do business, including 
company executives, 
and they also get to 
network with other 
retailers in attendance, 
ranging from mom-
and-pops to big-box 
giants; and more than 2,000 mem-
bers of the media get to talk to the 
designers of the products about 
which their readers, listeners and 
viewers wish to know.

The benefits of the SHOT Show, 
however, go well beyond the doors of 
the building that holds it. Your atten-
dance at the SHOT Show helps 
secure a bright future for our sports 
and our industry because proceeds 
from the SHOT Show provide 80 
percent of the National Shooting 
Sports Foundation’s funding to pro-
mote, protect and preserve hunting 
and the shooting sports. 

Revenue from the SHOT Show 
allows the NSSF to guard your rights 
and business interests through a pro-
active government-relations pro-
gram. The NSSF led the passage of 
legislation that preempted the frivo-
lous lawsuits that nearly crippled the 
industry, and, more recently, we cam-

paigned mightily against micro-
stamping legislation and championed 
the passage of firearms and ammuni-
tion excise-tax payment reform. 
Today we are fighting anti-gun and 
anti-hunting attempts to ban tradi-
tional ammunition. 

The SHOT Show also provides 
funding for our customer-recruit-
ment campaigns, such as Families 
Afield and First Shots. Families 
Afield is putting more hunters in the 
field by breaking down legislative 
barriers that prevent youth and oth-

ers wanting to give 
hunting a try the 
opportunity to do so.

First Shots offers 
newcomers the oppor-
tunity to learn the fun-
damentals of shooting, 
as well as the legal 
requirements of fire-
arm ownership. The 
novices can then shoot 
under careful supervi-
sion provided by 
NSSF member ranges. 
This program regular-
ly gives birth to new 
shooters, who become 
frequent visitors to 

shooting ranges and valued customers 
of retail stores.

In addition, the NSSF supports 
youth shooting programs run by the 
Boy Scouts of America, 4-H, the 
Scholastic Shooting Sports 
Foundation (SSSF) and others. In 
fact, the SSSF’s Scholastic Clay Target 
Program was founded by the NSSF.

SHOT Show proceeds also allow 
the NSSF to provide myriad member 
services, including our highly 
acclaimed industry research and anal-
ysis, retailer education and shooting 
range development. Our award- 
winning marketing communications 
provide our industry with a strong, 
singular voice in the media.

This is a long roster of services and 
programs, made possible in large part 
by the funding that the SHOT Show 
provides to the NSSF. The NSSF 
thanks your for your attendance and 
your support. 

Chris dolnack is the nSSF’s 
senior vice president and 
chief marketing officer.
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Taking Stock
Firearms inventory control is  
essential By Randy Clark

T he National Shooting Sports Foundation (NSSF), in con-
junction with the Bureau of Alcohol, Tobacco, Firearms, 
and Explosives (ATF), conducts quarterly meetings at the 

ATF headquarters in Washington, D.C., where several topics are 
discussed. One frequently aired subject is inspection findings in 
the retail stores. Not to be confused with Letterman’s Top 10 
List, the ATF’s list would show the top 10 cited violations in the 
stores from compliance inspections—and it is no joking matter.

According to inspection data 
released by the ATF, its most cited 
violation is failure to properly 
account for the acquisition or dispo-
sition of firearms in the records. In 
2009, about one out of four of the 
more than 10,000 FFLs inspected 
were cited for this violation, and in 
most cases the violations involved the 
failure to record the disposition. 

Inventory of firearms in the retail 
store is critical to the store on many 
levels. Businesses that consistently do 
inventory are at an advantage in sev-
eral key areas of store operations. 
Retail is detail in all facets of the 
store. Detail in the inventory process 
is critical to the continued success of 
your store. The taking of a serial-
number-based inventory of firearms 

on hand and comparing it to the open 
entries in the bound book will catch 
unrecorded dispositions and will alert 
you to conduct a more thorough 
search for unaccounted-for firearms. 

Being detail-oriented in your 
paperwork can help pay dividends. If 
you have a receiving employee who 
checks in firearms and enters the 
information into the A&D books, 
being meticulous in your follow-up 
to that individual ensures that this 
person will be diligent and detailed 
in his or her work. When the ATF 
comes into your store to do an 
inspection, the inspector will typical-
ly start by doing spot-checks on 
inventory and will consider unac-
counted-for firearms as a serious vio-
lation. The inspector is not there to 

do inventory for you, but if he spot-
checks your inventory and finds some 
issues, the ATF may take it upon 
itself to do an entire inventory of 
your store. If a store’s controls on 
inventory are poor enough to war-
rant the ATF to take an entire inven-
tory, the FFL can expect a long and 
difficult inspection process. 

Shrinkage is another reason to 
conduct inventories. Shrinkage is a 
retailer’s worst nightmare, and con-
ducting inventory in the store will 
bring out shrinkage issues either 
through paper shrinkage or theft. 

The NSSF has produced a video, 
“Take Stock…In Your Store and In 
Your Inventory Dollars,” which 
emphasizes the need to keep correct 

records of your inventory. You can 
view it on NSSF’s website at nssf.
org/retailers/videos/takestock.cfm.

Recent stories on “missing guns” at 
dealers in the U.S. are a reminder of 
how important it is that a store 
owner maintain the controls of his 
firearms inventory. A firearms dealer 
might find himself in the spotlight 
for one reason or another. A reason 
to be highlighted should never be 
one of missing guns.

All firearms dealers should  
“take stock” of their inventory  
procedures in their stores. Challenge 
yourself and your employees in all 
facets of firearms inventory controls. 
It is a challenge that you must meet 
successfully. 

Keep detailed (and accurate) records of your firearms inventory, or you could 
risk an unfortunate outcome when the ATF arrives for an inspection.
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Enhance and  
Promote
NSSF’s Hunting Heritage Partnership and 
Range Partnership grants help grow the  
shooting sports By Christopher Cogley 

D eclining participation in hunting and the shooting sports is a problem that 
impacts this industry and everyone in it. It’s a problem that each and every one 
of us should be concerned about. It’s also a problem that the National Shooting 

Sports Foundation is leading the charge to overcome with two partnership programs 
designed to give state wildlife agencies and shooting facilities across the country the 
resources they need to increase recruitment and retention where it’s most effective—at 
the local level. 

“The best way to increase hunter participation is 
to enhance and promote hunting opportunities at 
the local level,” said Melissa Schilling, manager of 
recruitment and retention for the NSSF. 
“However, state wildlife agencies often lack funds 
to start new efforts to stimulate hunting.”

Because so much of their funding depends on 
the revenue generated from the sale of hunting 
and fishing licenses, state wildlife agencies are 
often the first to feel the pain of decreased hunting 
participation. Unfortunately, when faced with the 
inevitable budget cuts that result from the drop in 
revenue, programs designed to increase participa-
tion are often cut to allow the agencies to accom-
plish their primary objective of maintaining 
healthy wildlife populations. It’s a downward spiral 
that the NSSF was determined to end. 

So, in 2003, the NSSF established the Hunting 
Heritage Partnership grant pro-
gram. This program allows state 
wildlife agencies to apply for 
grants that can provide them 
with the critical resources they 
need to develop and implement 
programs aimed at getting more 
people involved in hunting.

“These funds are helping states 
expand hunting opportunities, 
keep current hunters active, and 
recruit new hunters with the goal 
of preserving the future of 
America’s hunting heritage,” 
Schilling said.

It’s a goal that’s at the heart of 
our industry, and one the 
Hunting Heritage Partnership 
has been wildly successful at 
working to achieve. In 2010 
alone, the Hunting Heritage Partnership awarded 
$480,552 to state wildlife agencies. And since its 
inception, the program has awarded 109 grants in 
38 states and provided wildlife agencies with more 
than $4.3 million to help retain current hunters 
and recruit new ones. 

The early and overwhelmingly positive response 
to the Hunting Heritage Partnership convinced 
the NSSF to establish a similar grant program that 
focused on local shooting facilities. Similar to the 
Hunting Heritage Partnership, the Range 
Partnership grant program provides funds to local 
ranges—either public shooting facilities or private 
ranges with public shooting programs—to help 
them get new shooters involved in the sport and 
increase the participation of current shooters.

“There are not many grant programs out there 
to assist ranges with recruitment efforts,” Schilling 
said. “The NSSF began the program to help grow 

shooter numbers and shooting opportunities based 
on the fact that the best way to increase participa-
tion by the public is to promote and enhance 
shooting opportunities at the local level.”

Since the program was established in 2008, it 
has awarded 46 ranges nearly $1.17 million. The 
popularity of the programs seems to be growing 
along with its success, because more than $435,000 
of that total was awarded in 2010. 

And Schilling said she expects that trend to  
continue—with both the Range Partnership and 
Hunting Heritage Partnership grant programs. 

“Both programs are going strong,” she said. “As 
long as applicants keep on creating new, innovative 
ideas to recruit either hunters or target shooters, 
we will continue to have excellent programs that 
will help increase participation in hunting and the 
shooting sports.” 

Because of the increasing competition for funds, 
however, Schilling said that it’s important for 
ranges and state wildlife agencies to come up with 
innovative ideas to help increase recruitment and 
retention. She invites anyone who might be inter-
ested to contact her to discuss their ideas before 
submitting proposals, and she also encourages 
ranges and state wildlife agencies to model their 
proposals after programs that have already proven 
successful in other states.

Because, as the Hunting Heritage and Range 
Partnership grant programs so effectively demon-
strate, the best way to overcome the problem of 
decreasing participation is by working together 
and building on each other’s successes—one  
shooter at a time. For more information about the 
Hunting Heritage Partnership and Range 
Partnership grant programs, visit nssf.org, or  
contact Melissa Schilling at mschilling@nssf.org. 

The NSSF’s Hunting Heritage Partnership allows state wildlife agen-
cies to apply for grants, in an effort to encourage hunting participation. 
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Federal Trophy 
Copper Extends 
Slughunters’ Reach

T he whole game in the slug business is about extending the reasonable 
range a slug can be shot at,” says ATK’s director of new products, Drew 
Goodlin. “The old pumpkin balls were good at 50 yards; most current 

sabot slug systems are good to 100. We’re pushing the edge out to 200. 
Accuracy is paramount to hitting a target at that range.”

Goodlin is talking about Federal 
Premium Vital-Shok Trophy Copper 
sabot slugs, available May 1, 2012. 
With their extended reach and consis-
tent upset at those ranges, they prom-
ise to be a game-changer in the field. 

While accuracy is the name of the 
game—you can’t kill what you don’t 
hit—terminal performance is also 
key, and difficult to make happen at 
longer ranges. “The design work 
we’ve done on our slug allows it to 
upset correctly at that range,” says 
Goodlin. “It correlates to velocity.”

The changes start with the bullet 
itself. “We use the word ‘pro-
grammed,’” says Goodlin. “The slug 
has scoring in it—weakenings in the 
jacket or in the sidewall—that allow 
it to upset the same every time. It’s 
not a random event anymore; it’s a 
programmed event designed into the 
slug. So, when it impacts, it hydrauli-

cally opens. It does it the same every 
time, so it’s very consistent.”

This consistent terminal ballistic 
performance is something Federal’s 
bullet-design engineers have put a lot 
of work into. It upsets the same way 
on impact, regardless of the speed it’s 
traveling. 

“It’s very consistent over a rather 
large velocity window. Remember, 
we’re shooting over extended ranges 
beyond 150 yards. Our design work 
is such that at reduced velocity, as it 
slows down at extended ranges, you 
still get a very consistent, very reli-
able upset.”

It’s not just the bullet that’s differ-
ent. There are also differences in the 
sabot it rests in. “When you start 
looking at pushing slugs at higher 
velocities, to get them to work at 
those kind of ranges and have a tra-
jectory that make sense, you have to 

have a pretty doggone robust sabot,” 
says Goodlin. 

Federal’s sabot system has always 
been well regarded for its accuracy 
and terminal performance, but the 
higher velocities necessitated a 
change. “As we push these slugs fast-
er and faster, we had to redesign our 
sabot. When you try to push it that 
fast, you have to have a system that’ll 
work over a wide temperature range. 
It has to work whether you’re hunt-
ing in Minnesota when it’s minus-
whatever, or hunting in Illinois, 
where it’s warmer.”

The new system can endure the 
higher velocities in any environment. 
“Typically you have a bullet sitting 

inside of a plastic sabot. When you 
push that sabot at high velocity, plas-
tics have a tendency to fail,” says 
Goodlin. “We now have a metal 
pusher plate sitting on the back of our 
sabot that is able to transfer the ener-
gy from the interior ballistic event 
into the sabot and into the bullet, and 
that allows us to consistently launch 
our sabot round without failure of the 
plastic sabot,” says Goodlin.

“The idea is to launch, accelerate, 
and separate the sabot off the bullet 
without tipping the bullet and caus-
ing inaccuracy,” says Goodlin. “And 
that’s quite a trick.”

Booth #14551. (800-322-2342; 
federalpremium.com) —Rob Staeger 

Federal Premium Vital-Shok Trophy Copper sabot slugs, making their debut at 
SHOT, are designed to provide consistent terminal ballistic performance.
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Face to Face
NSSF’s 2012 Congressional Fly-In prepares for takeoff By Rob Staeger

Believe it or not, spring is just around the corner. And with 
it comes the much-anticipated annual migration. Not mal-
lards, teal, or even mourning doves—those can wait until 

fall. No, this April, great metal birds will converge upon 
Washington, D.C., carrying leaders of the firearms, ammunition, 
hunting, and shooting industry for two days packed with face-to-
face conversations with legislators at the nation’s Capitol. 

“It’s part of our overall government 
relations effort to bring top executives 
from member companies in the indus-
try to Washington to meet with key 
legislators and to advance our federal 
legislative priorities,” says Lawrence 
G. Keane, senior vice president and 
general counsel for the NSSF. 

“The more than 6,800 NSSF fire-
arms, ammunition and related indus-
try members simply have to have a 
unified, informed and articulate voice 
in Washington to make our unique 
concerns and perspectives known 
when it comes to possible legislation 
or regulation,” says NSSF president 

Steve Sanetti. “NSSF’s mission is to 
promote, protect, and preserve hunt-
ing and the shooting sports, and our 
annual fly-in shows influential mem-
bers of Congress just how concerned 
we are about issues that affect our 
business and our sports, from the 
unique perspective of manufacturers 
in this singular industry.”

The meetings get results. Last year, 
one of the priorities was the introduc-
tion of legislation to clarify that the 
EPA does not have jurisdiction to ban 
traditional ammunition. Within days 
of the meetings, the Hunting, Fishing 
and Recreational Shooting Sports 
Protection Act was introduced. “We’ll 
be pushing them to get that legislation 
passed before the next election,” says 
Keane. “I’m sure that will be a topic 
we’ll be talking about this April.”

There are usually about 50 partici-
pants in the fly-in, scheduled this year 
for April 18–20; participation is open 
to any Voting Member company. “We 
try to get the CEO or the senior man-
agement of the member companies to 

attend,” says Keane. “It makes an 
impact, when you meet with senators 
or members of the House, that these 
executives, these very busy CEOs, 
took the time out of their schedules to 
come to Washington to talk to the 
legislators about issues of importance.” 
It’s a meeting among peers, with peo-
ple at the highest levels of industry 
coming together with people at the 
highest levels of federal office. 

“It’s not just another lobbyist walk-
ing in to see you—it’s the CEO of a 
major, well-known manufacturer. 
And again, our companies are iconic 
brand names in American business—

Smith & Wesson, Remington, Colt, 
Winchester, Browning. So it does 
make an impact,” says Keane.

The fact that these legislators are 
getting to meet the people directly 
responsible for the firearms they use 
in the field doesn’t hurt, either. 

You don’t, however, need to be a 
CEO of a major company to repre-
sent the industry, says Keane. “We’d 
obviously encourage any member of 
the industry to engage in dialogue 
with their senators and their House 
member by contacting the congressio-
nal office and inviting their senators 
and House member to come to their 
factory, store, or place of business.”

Those one-on-one meetings are 
essential in getting your voice heard 
by precisely the person who needs to 
hear it. The purpose of the meetings 
isn’t just persuasion—it’s education. 
Not just about the industry’s priori-
ties, but also about the impact the 
industry has on the economy, both 
nationally and at the state level, and 
in many cases, in the member’s own 

district. It’s also about the taxes gen-
erated by the shooting sports indus-
try. As Keane notes, this includes 
sales tax revenues, federal taxes, and, 
of course, the Pittman-Robertson 
excise tax, which is celebrating its 
75th anniversary. 

Another purpose is to keep legisla-
tors abreast of industry initiatives, 
such as Don’t Lie For the Other Guy 
(a joint program between the NSSF 
and the ATF that has been going 
strong for more than a decade), 
which educates retailers about how 
to better identify and prevent illegal 
straw purchases. The program is also 
a public awareness campaign 
designed to dissuade people from 
making illegal straw purchases. 

“Obviously, given the situation in 
Mexico, it’s important to educate the 
folks on the Hill that the industry is 
working cooperatively with ATF to 
try to address this and to assist law 

enforcement in preventing the illegal 
acquisition of firearms through straw 
purchases,” says Keane. “Whether 
they’re misused on the streets of El 
Paso or in Juarez over the Rio 
Grande, we abhor the criminal mis-
use of firearms and work with law 
enforcement to try to prevent it.”

The fly-in is typically a two-day 
event. People come in during the 
afternoon, and then there are events 
that evening. “We encourage people 
to come in and meet with their own 
congressional delegation on day one,” 
says Keane. There are events and 
receptions and a dinner the first night, 
and a breakfast meeting in the morn-
ing, with a speaker from the Hill. The 
second day is full of additional meet-
ings with legislators, followed by a 
wrap-up reception. After that, some 
people fly out, while others stay an 
extra day. “They can spend time mak-
ing office visits on their own, to talk 
about their own individual issues with 
their senators or member of the 
House,” says Keane.

“We spend a lot of time setting up 
the schedule to try to get in to meet 
with key members of committees 
where bills are pending or leadership 
from both sides of the aisle,” says 
Keane. Fly-in delegations meet with 
legislators in groups, led by someone 
who’s familiar with how to get 
around the Hill. The NSSF provides 
all attendees with a package of back-
ground material on the priority 
issues, as well as a directory of the 
House and Senate offices. “They can 
take that with them when they go 
home, so they can look up any mem-
ber of Congress and be able to com-
municate with them. We give them 
background material on the issues so 
they can be briefed and prepared to 
talk about it.”

Meetings with members of the 
Senate and the House are scheduled 
for the fly-in. Last year, for example, 
the delegation had a meeting with 
Senate Majority Leader Harry Reid 
in his Senate office. “It was right in 
the middle of the negotiations about 
whether there’d be a government 
shutdown,” says Keane. “Senator 
Reid and Speaker of the House John 
Boehner were shuttling back and 
forth to the White House for negoti-
ations, and in the middle of all of 
those pressure-packed, intense nego-
tiations, Senator Reid took time out 
of his schedule that day to meet with 
us in person. That was really incredi-
ble, and I think it speaks volumes of 
the influence that our industry has 
on Capitol Hill. People understand 
our issues and want to hear from us.” 

Things can change on a dime in 
D.C., so it’s impossible to say exactly 
what issues the meetings will be 
about. “Sometimes we’re on defense, 
reacting to things that are going on,” 
says Keane. “More recently we’ve 
had the opportunity to be proactive 
about things. I suspect that we’ll try 
to continue to be proactive, and get 
things changed. For example, a cou-
ple years ago we got the excise tax 
payment schedule changed. Now 
we’re trying to get the Toxic 
Substance Control Act amended to 
clarify that the EPA has no jurisdic-
tion over traditional ammunition.” 

As Keane looks forward, he sees a 
favorable legislative environment.  
“We’re very fortunate that there is a 
pro-industry, pro-Second 
Amendment majority in both the 
House and the Senate, so our goal is 
to keep it that way.”

“No other group can represent 
industry’s concerns as comprehen-
sively as we can,” says Sanetti. “And 
when an industry CEO or other key 
executive takes the time to express 
legitimate concerns on a face-to-face 
basis with members of Congress, 
believe me, they listen.” 

Pictured, from 
left: Senate 
Majority Leader 
Harry reid; nSSF 
senior vice presi-
dent and general 
counsel 
Lawrence G. 
Keane; FnH uSa 
vice president, 
d.C. operations, 
George 
demetriades; and 
O.F. Mossberg & 
Sons, Inc. senior 
vice president 
and general 
counsel Joseph 
Bartozzi.



56 ■ Shot BuSineSS Daily ■ day, January XX, 2012

f e at u r e

L ast fall, Colt Defense LLC (Booth #12529), a leading designer and manufacturer 
of rifles and carbines, announced a partnership with Magpul Industries (Booth 
#20152), a Colorado-based manufacturer of firearms accessories, to create an 

enhanced version of Colt’s top-selling LE6920 MP carbine. 

“By combining Colt’s quality firearm with 
Magpul’s popular accessories and offering them 

together in one standard product, we are giving 
customers an option to save time and money,” says 

David Ridley, vice president of Colt Defense. 
“Magpul has earned its reputation for developing 
and manufacturing some of the most innovative 
firearms accessories available.”

With a fully retracted buttstock, the carbine 
measures only 30.5 inches and weighs only 6.8 
pounds. Ridley says the “carbine boasts proven 
advantages, such as a safe, semi-automatic rate of 
fire and speed of target acquisition.”

Magpul accessories on the new Colt LE6920MP 
platform include the MOE Vertical Grip (MVG), 
MOE Hand Guard, Generation 2 Rear Back-Up 
Sight (MBUS), MOE-K Hand Grip, MOE Trigger 
Guard, MOE Carbine Stock, and two durable 
30-round Magpul Polymer Magazines (PMAG). 
The Magpul MOE Vertical Grip (MVG), which is 
attached to the mid-length MOE Hand Guard and 
features an ergonomic design, is optimized for use 
with the thumb break shooting method. The 
LE6920MP is the only rifle on the market that 
offers the MVG as standard equipment. 

The Generation 2 Magpul Rear Back-Up Sight is 
a spring-loaded flip-up sight that stows to just .51 
inches above the rail and can be folded with either 
aperture in position. The MOE-K Hand Grip, with 
a compact design and a steeper, more vertical grip 
angle, allows for improved comfort and control. 
Paired with the MOE-K grip is the polymer MOE 
Trigger Guard that has rounded edges and features 
a shallow V shape, beneficial for shooters wearing 
gloves in tactical or cold-weather operations.

Also issued on the rifle is the MOE Carbine 
Stock, which has a streamlined A-frame profile. An 
extra-power lock mechanism with premium 
chrome-silicon springs helps to prevent auto-col-
lapse failure and resists spring relaxation to deter 
auto-collapse failure. The rubber butt pad pre-
vents shoulder slippage, even while the shooter is 
wearing modular gear or body armor. 

All models also come with two durable 30-round 
Magpul Polymer Magazines (PMAG), which, 
according to Drake Clark, Magpul’s senior direc-
tor of OEM sales, “have become the industry stan-
dard for reliable, impact-resistant, and resilient 
rifle-compatible magazines.” 

In addition to the black model, LE6920MP-B, 
other models being offered are the LE6920MP-
FDE rifle, which features Magpul parts in flat dark 
earth; the LE6920MP-O, including Magpul parts 
in olive drab; and the LE6920MPG-B, with green 
anodized receivers and Magpul parts in black. 
Excluding the LE6920MPG-B, these rifles are 
also available with a bullet button for California 
compliance. 

“Combining our products and giving shooters a 
quality rifle complete with accessories straight out 
of the box is something we’re excited to offer shoot-
ers,” says Ridley, “It is likely that this will not be the 
last product to come from this partnership.” 

The new Colt LE6920 MP platform includes the 
Magpul MOE Vertical Grip, MOE Hand Guard, 
Generation 2 rear Back-up Sight, MOE Trigger 
Guard, and two 30-round polymer magazines. 

Colt, Magpul Join 
Forces
The result is a quality rifle that features out-of-
the-box quality accessories
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A Father’s Legacy on Display
M any of us might be lucky 

enough to hunt with a gun 
handed down from our 

father, but few of those family heir-
looms hold as much significance as 
the one Bradford O’Connor, son of 
noted gun writer Jack O’Connor, 
takes to the field. Hunting with the 
Winchester Model 70 in .270, which 
Jack carried on many hunts and wrote 
about often, is a matter of pride to 
Bradford. He most recently shot an 
antelope with the famous rifle, which 
spends the off-season at the Jack 
O’Connor Center in Lewiston, Idaho.

“One of the arrangements I have 
with the Jack O’Connor Center is 
full visitation rights,” says Bradford. 
“I can take it out and hunt with it 
any time I want to.”

This week, Bradford and the Jack 
O’Connor Center were kind enough 
to loan the classic Model 70 out to 
Winchester, which has it on display at 
their booth. Bradford will also be on 
hand to keep a close eye on the rifle 
and to talk to fans about his father and 
the famous rifle, nicknamed No. 2.

“The gun began life as a pre-’64 
Winchester my father bought in 
1959 from the local hardware store,” 
says Bradford. “What he was plan-
ning to do was have Al Biesen put a 
stock on the gun and he’d use it as a 

backup gun for his favorite .270, the 
famous No. 1. He shot this gun a bit, 
and it dawned on him that it was a 
better, much more accurate rifle, so 
he put the No. 1 aside and his No. 2 
essentially became his No. 1 rifle.”

This year also marks the 75th anni-
versary of the Model 70, and the folks 
at Winchester are quick to note that a 
great deal of the gun’s popularity and 
its continued existence owes much to 
the elder O’Connor’s writing.

“As a writer, Jack O’Connor has 
given so much to the industry, but 
specifically to the Model 70 and the 
.270 caliber,” says Glenn Hatt, 
Winchester product manager. “Both 
owe their legacy to Jack. It’s an 
honor to us at Winchester to pay 
tribute to him. Without his writing 
and his promotion of the Model 70, 
we wouldn’t be celebrating the gun’s 
birthday in 2012.” 

As a way of saying thank you and 
paying tribute to Jack O’Connor, 
Winchester has produced two anni-
versary Model 70s for 2012—the 
Custom Tribute and the Tribute, with 
input from Bradford and the Jack 
O’Connor Center. Both rifles are also 
on display at the Winchester booth 
this week, alongside Jack’s original 
No. 2. Booth #11929. (801-876-3737; 
winchesterguns.com) —David Draper

Winchester’s booth also doubles as a mini Jack O’Connor museum (top). 
Several of the iconic writer’s rifles are on display (bottom right), including a 
Model 70 that O’Connor’s son, Bradford, shows off (bottom left).  
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Champion Double-Taps 
the Zombie Market
Company gets on board the ghoulish craze 
with VisiColor Zombie Targets. 

You know the rules: Get your cardio. Limber up. Get a kickass partner. And most important: Aim 
for the head, and double-tap. When the zombie apocalypse comes, you want to be ready. No 
sense in wasting ammo on body shots when the walkers come shambling your way.

If your customers are look-
ing to get some practice in 
before the dead rise, 
Champion Traps and Targets 
has them covered. Its new 
VisiColor Zombie Targets fea-
ture advanced, proprietary 
printing techniques for vivid, 
high-resolution imagery and 
ultimate realism. 

Depicting hostage 
situations to door 
breeches and street 
attacks, these large 
paper targets with 
eight different 
shooting scenarios 
deliver engaging 
practice options for 
all ages, and offer a 
new twist on the 
zombie craze that 
has been sweeping 
the nation.

The targets are reactive, 
engaging, and provide instant 
feedback. VisiColor technology 
indicates different shot zones 
with different colors. Bright 
“radiation” green indicates hits 
to zombie vital zones. Body 
shots deliver fluorescent yellow 
reactions. Misses and accidental 
hits to hostages and back-
ground areas appear white. 
Shooters can fire up the fun—
and blast these creepy charac-
ters back to the grave—for 
engaging practice in the back-
yard or at the range.

The targets are 
available in two 
6-count (“Attack” and 
“Hostage,” $10.95) 
and 50-count (“Door 
Breech” and “Street 
Attack,” $66.95) 
packs. The targets are 
perfect for competi-
tive shooting fun—
and like the undead, 
customers will keep 
coming back for 
more. Booth #14551. 
(800-322-2342; 
championtarget.com) 

—Rob Staeger

Here’s a target you 
don’t shoot at 
every day at the 
range! The new 
VisiColor Zombie 
Targets are a fun 
way to improve 
your accuracy. 

VisiColor Zombie Targets feature special technolo-
gy that indicates different shot zones with different 
colors—bright green indicates a hit to the vitals, 
while body shots appear as yellow. 

The targets are reactive, 
engaging, and provide instant 
feedback. VisiColor technology 
indicates different shot zones 
with different colors. Bright 
“radiation” green indicates hits 
to zombie vital zones. Body 
shots deliver fluorescent yellow 
reactions. Misses and accidental 
hits to hostages and back-
ground areas appear white. 
Shooters can fire up the fun—
and blast these creepy charac-
ters back to the grave—for 
engaging practice in the back-
yard or at the range.

available in two 
6-count (“Attack” and 
“Hostage,” $10.95) 
and 50-count (“Door 
Breech” and “Street 
Attack,” $66.95) 
packs. The targets are 
perfect for competi-
tive shooting fun—
and like the undead, 
customers will keep 

Fiocchi Releases 
Canned Ammo
Most of us simply don’t see a common 
relationship between ammunition and the 
sealed aluminum can. However, the folks 
at Fiocchi USA certainly have. Tuesday 
morning, they released an innovative line 
of bullets and shotgun shells in a packag-
ing system of circular releasable cans. 

The line includes .22 rimfire, .223, .308, 
.45 auto, .9mm, and Fiocchi Chemical 
Trace 12-gauge shells. The containers are 
airtight and come with a clear plastic reus-
able lid. They are conveniently stackable 
and come in a POS display that can be 
used on the shelf or on the counter. 

The goal is to bring convenience and 
organization to the handling and storing of 
ammunition. No more .22 casings rattling 
around bags or surprise bullet finds. “There 
are so many benefits with the cans. You 
can keep control of the ammunition, it 
won’t spill, and the clear lid makes it sim-
ple to see what is inside. For law enforce-
ment, the system means easier reporting 
of ammunition that’s unused because the 
seal on the top of the can has not been 
broken,” says David Shaw, marketing direc-
tor for Fiocchi USA.

For the retailer, this product is quick 
and easy to display, and can be stacked at 
the register. “Cases are shipped in self-
contained POS boxes ready to set up. We 
believe this kind of packaging can signifi-
cantly contribute to a consumer’s impulse 
buy of ammo,” says Shaw.

Fiocchi expects to add more sizes to the 
mix next year. Booth # 15942. (417-725-
4118; fiocchiusa.com) —Peter B. Mathiesen

Fiocchi’s resealable circular containers for 
ammunition are easily stackable for dis-
play, and the clear lid allows for easy verifi-
cation of unused ammo.
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Air Rifle Redux
M any of us pay lip service to getting more 

youngsters involved in the shooting 
sports. Then we become paralyzed by 

practicalities: Is small-game hunting the way to 
go? What about turkeys? A junior trap-shooting 
league? A .22 rifle and tin cans?

Glenn Duncan doesn’t see anything wrong with 
the above vehicles. But he’d also tell us to back up 
and consider a firearm from our past—the air rifle. 
“I started shooting air rifles through the YMCA 
when I was six years old,” says Duncan, owner of 
Duncan’s Outdoor Shop (duncansoutdoor.com). 
“I learned all the fundamentals of safe gun han-
dling and marksmanship, and I had fun competing 
at the same time. When I opened my store, I knew 
exactly what the best stepping-stone to shooting 
was, and how to get kids involved.”

Closed Shop…Open Door
For the past 18 years, Duncan’s has been closed for 
business every Thursday evening from 6:30 to 8—
but the place remains a beehive of youthful activity. 

“We run air-rifle leagues for kids, and we start 
them as young as five or six,” Duncan says. “We can 
handle up to 30 kids, and many evenings we have a 
full house. The reason I close the shop is so I can 

pay full attention to the kids. I also don’t want them 
or their parents—many of whom are getting their 
first exposure to shooting or firearms of any kind—
to feel any pressure to buy something. The kids are 
here to learn shooting and have fun. That’s it.”

Since many of his young charges are new to fire-
arms, the vast majority don’t own an air rifle. “I’m 
sure 90 percent of them don’t own any guns, so we 
supply them,” Duncan says. “We’ve been pretty 
successful at receiving grants through the ‘Friends 
of the NRA’ program, which is just a super deal for 
something like this. We supply ammunition—I use 
only pellets, not BBs—and targets, as well as adult 
supervisors. The only cost to the kids is three dol-
lars per session. We’ve considered offering it for 
free, but my personal belief is that, if something is 
free, people perceive it as having no value. And I 
believe this program is extremely important.”

Duncan’s Outdoor Shop hosts a 14-station 
range, and pairing one young shooter with another 
allows Duncan to keep 28 kids busy at a time. 
“The kids all receive instruction about safe han-
dling, shooting stance, and marksmanship,” he 
says. “So while one kid is shooting, the other kid is 
his coach; he watches the shooter and reminds him 
of the proper stance and observes each shot. This 
keeps the coach active and involved until it’s his 

turn to shoot. We’ve found this system not only 
helps kids learn better, but they also form a bond 
or friendship with their partner.”

Snowball Effect
Naturally, adult supervision is required. 

“Fortunately, I have built-in instructors in my dad 
and my sister, who are certified training instructors,” 
Duncan says. “But we also require that each parent 
stays for at least one session. After that, we encour-
age them to stay on and assist us. The only rule is 
that they can’t work with their own child. This is 
where things have really snowballed. Parents get 
involved, and then it’s another sibling, and then his 
cousin. It just keeps building.” 

Each shooter keeps a score sheet, which allows 
him to track his improvement as the sessions prog-
ress. “It’s satisfying to see the kids not only get 
excited about shooting but improve each week,” 
Duncan says. “They learn in a hurry that it doesn’t 
matter if you’re big or athletically gifted, you can 
still excel. And it’s a winner for me in the long 
run—I start with these kids when they’re seven or 
eight, and if they stay involved with the shooting 
sports, they know where my shop is.”—Scott Bestul

Many air rifles, like this Browning 
Gold single-shot, are precision shoot-
ing instruments that help young 
shooters safely hone shooting skills.
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A Reliable Recipe
Reloader Hub follows the Stormchasers Network’s 
successful formula By Rob Staeger

F or three years, avid waterfowlers have enjoyed an online 
home away from their blinds. Federal Premium’s online 
community, Stormchasers Network, marked its third full 

year last October. Last year also brought the site a younger 
brother, Alliant Powder and RCBS’s Reloader Hub, which 
debuted in April. It’s an exciting time for both sites and their 
engaged, enthusiastic members. Stormchasers Network has a lit-
tle more than 8,000 members, and Reloader Hub’s membership 
is nearing 3,000 after less than a year. 

In its three years online, 
Stormchasers Network has changed 
quite a bit. “It was one of our first dig-
ital initiatives with Federal Premium, 
really focusing on that waterfowl 
enthusiast,” says ATK digital market-
ing manager Reed Stover. “We’ve 
really listened to the folks who have 
joined the site from the very begin-
ning up all the way to the new people 
who are joining every day. We’re real-
ly trying to listen and design the site 
for what’s going to work for them—
what they’re excited about and what 
they want to talk about.”

The site has an active message 
board, several blogs, places to upload 
photos from the field, and more. 
New features are always being added. 
Stover points out a map feature 
where users can pinpoint their water-
fowl sightings. “That was something 
that the consumer really demanded,” 
he says.

“They’ve also been asking more 
recently for more information from 
Federal Premium,” says Stover, 
which is a good sign, since the com-
pany tries not to hard-sell its own 
product on the site. 

“Our initial thinking on this site 
and others like it was to create an 
area for our passionate users but not 
be a hard-sell,” says ATK public-
relations manager Tim Brandt. “So 
when they come in and ask for more 
information, we see that as a benefit. 
The one thing we don’t want this to 
be is just another sales outlet. That 
information is available. We have 
other avenues and advertisements 
and things for that. We don’t want to 
ram it down their throats.”

“We’ve added some new blogs this 
year,” says Stover. “We’ve done some 
flyway blogs, and we’ve actually invit-
ed some of our members to create 
their own blogs, and we’re going to 
be expanding that program as well.”

As Stormchasers Network enters 
its maturity, Reloader Hub is just 
starting to come into its own. To get 
the ball rolling, Stover says the 
development team looked toward the 
reloading enthusiasts already using 
Stormchasers Network. “What we 
tried to do was find some evangelists 
out there who were really excited 
about reloading,” says Stover. “We 
found those people on Stormchasers 

Network and invited them over to 
Reloader Hub to start the conversa-
tion and get people talking.”

An active conversation is crucial, 
says Stover. “You have to give a rea-
son for the consumer to come back 
and continue to use the site.”

“You can open up a site, but if 
nobody’s talking, nobody will come 
back. So we took a lot of those les-
sons to make sure that the consumer 
base was engaged and excited to talk 
about reloading. They’re a very vocal 
group. They have their opinions, and 
we wanted to give them a platform.”

The boards have somewhat different 
personalities—a natural outgrowth of 
the two different pursuits they’re cen-
tered around. “On Reloader Hub, 
you’re going to find some very techni-
cal, serious conversations about 
reloading, where on Stormchasers, it’s 
more about the camaraderie,” says 
Stover. “They’ll talk about many dif-
ferent things. It’ll be waterfowling, 
then it will be talking about the 
blinds—very broad subjects. Whereas 
Reloader Hub is very focused, about 
being at your bench and reloading.”

On the two sites, the message 
boards have the most activity. For the 
most part, the company lets conversa-
tions spring up naturally, but will 
occasionally start a thread if it thinks 
it will get an enthusiastic response. 
“If we want to get people talking 
about the new season, we might 
interject a question,” says Stover. 
“But it’s never about, ‘Hey, let’s get 
you talking about this product,’ or 
anything like that. It’s, ‘Let’s share in 
this enthusiasm for your passions.’” 

“The end users are definitely very 
different. To generalize, waterfowlers 
on the whole are very experiential; 
they talk techniques, anything from 

training your dog and what camo is 
the best to where to put your boat,” 
says Brandt. “Reloaders, by nature, 
are very scientific, and are very sound 
in their findings and their research 
and their data sharing. So that pres-
ents challenges for us, too, on how to 
connect with these different people.”

“We’re interacting with these folks 
on a day-to-day basis. One of the 
things that helps us here at Federal 
and at RCBS and Alliant Powder is 
that we’ve got people who are end 
users and very, very knowledgeable,” 
says Stover. “So our internal resourc-
es help us to be able to do this.”

The team is always trying to inno-
vate and come up with new features 
for Reloader Hub. For example, a new 
Reloader Hub app has been approved 
by iTunes and will be available for the 
Android as well. “It’s a reloading cal-
culator,” says Stover, “so that when 
you’re  at the store, you can actually 
compare your savings.” Once the app 
is released, the team will continue 
working to  enhance its functionality.

“You’re also going to see more 
expansions into frequently asked ques-
tions, and you’re going to see more 
videos, and eventually it will expand 
into a blog as well,” says Stover. Both 
sites are featuring contests to keep the 
membership engaged and active. 
“The first step for us was that we 
really wanted to see that conversation 
going out there. And now we can start 
adding on these cool features, and 
find out what the community wants 
and start building it that way.”

Like any good reloader, the team 
works step by step, according to a for-
mula–one that Stormchasers Network 
has already shown can hit the target. 
Booth #14551. (stormchasers
network .com; reloaderhub.com)

PrimaLoft 
Insulation 
Gains 
Market 
Share
Some of the top competitors 
in outerwear gathered to 
release their new wares at a 
press luncheon on Tuesday. 
The product that brought all 
of these competitors together 
is PrimaLoft insulation.

Originally developed and 
tested in Alaska for the Special 
Forces, the material is now a 
primary insulation supplier to 
five branches of the military. 
PrimaLoft has gained so much 
in-the-field praise that 
demand from consumer com-
panies is growing steadily. 

Former Captain Richard 
Elder, U.S. Special Operations 
Forces, 1st Battalion, 75th 
Ranger Regiment Assistant 
Program Manager, addressed 
how the insulation was tested 
in Kodiak Island. “We had to 
find a way to keep our guys 
warmer because most of our 
troops, particularly in 
Afghanistan, were simply 
freezing,” he said. “We tested 
numerous types of insulation, 
and PrimaLoft was the run-
away winner. We were able to 
soak soldiers in dangerous 
hypothermic conditions and 
they could dry themselves 
using their body heat,” he said. 
This ultra-light technology is 
so effective that it is on the 
fast track with some of the 
largest high-tech garment 
manufacturers in the hunting 
industry.

This year, licensing partner-
ships have grown, with prod-
ucts including jackets, parkas, 
pants, boots, hats, gloves, and 
socks from such companies as 
Browning, Fox River, Rocky, 
and Sitka.—Peter B. Mathiesen

Alliant Powder 
and RCBS’s 
Reloader Hub is 
a new online 
social communi-
ty,  based in part 
on Stormchasers 
Network, which 
turned three last 
year. Reloaders 
can share ideas, 
exchange formu-
las, and more. 

PrimaLoft insulation is adding 
licensees attracted to its 
superior performance.
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Otis Technology 
Branches Out 
U tilizing its trademarked 

Breech-to-Muzzle cleaning 
method, Otis Technology has 

become a leading supplier of high-
quality gun-cleaning systems to the 
U.S. Military. Although the manufac-
turer, based in upstate New York, is 
very successful in this niche, it want-
ed to expand into the recreational 
hunting and shooting market. As a 
first step, Otis Technology recently 
announced that it had retained the 
services of Swanson Russell, a mar-
keting communications agency based 
in Lincoln, Nebraska. The agency 
will provide Otis Technology with 
strategic planning, advertising, media 
planning/buying, public relations, 
and interactive services.

“Swanson Russell’s impressive stra-
tegic and creative capabilities, along 
with their extensive experience and 
expertise in the hunting, shooting, 
military, and law 
enforcement mar-
kets, make them our 
ideal agency part-
ner,” said Tom 
Scott, Otis 
Technology market-
ing director.

Founded in 1962, 
Swanson Russell is 
Nebraska’s largest 
marketing commu-
nications firm, with 
offices in Lincoln 
and Omaha. In 
addition to working 
with local and 
regional clients, the 
full-service agency is nationally rec-
ognized for expertise in agriculture, 
healthcare, outdoor recreation, and 
the green industry. 

“Otis Technology is an industry 
leader and innovator with huge 
potential for growth,” says Dick 
Placzek, vice president/account 
supervisor at Swanson Russell. “We 
look forward to helping this extraor-
dinary company build its brand and 
business in the U.S. and around the 
world.”

As Otis Technology and Swanson 
Russell move the brand forward, a 
natural question would be, why 
should an independent dealer stock 
the product? 

Because, says Cara Peebles, corpo-
rate public relations and community 
relations coordinator, “it is the indus-
try leader and the trendsetter.”

Peebles also stresses the quality of 
the manufacturer’s products. “For 
example, both the pull-strength on 
our Memory Flex cables and the 
brush thickness on our bore brushes 
far exceed that found on competing 
cleaning systems. In addition, Otis 
offers a lifetime warranty, and our 
products are made in the USA.”

So, it’s a great name and a great 
product. But given the state of com-
petition today, the manufacturer 
knows that that alone may not be 
enough to help put it in the hands of 
dealers. So, it will offer stocking 
dealers a free shipping program and 
other incentives to help move the 
needle. 

But that’s not all.
“Otis is also creating pull-through 

with end users by offering a rebate 
program for the first time,” says 
Peebles. “Periodically, Otis will also 
offer special purchase opportunities 
and discounts. More important, Otis 
has a world-class sales and customer 
service team ready to support our 
dealer partners at the retail level with 
in-store service and POP materials, 
including a new dealer start-up pack-
age.” 

Otis and Swanson Russell will help 

support the brand with a new, 
aggressive marketing campaign that 
launches in 2012. “We will launch a 
nationwide grassroots mobile mar-
keting campaign designed to bring 
the message of the superiority of the 
Otis Breech-to-Muzzle cleaning 
method to stores, shooting events, 
and hunting locations,” Peebles says. 
“The campaign will include TV, web, 
and print advertising. We’ll also uti-
lize celebrity pro staffers that retail 
partners can include in store events.”

One of the major goals of the cam-
paign is to demonstrate conclusively 
to retailers the advantages of Otis. 
“Otis is all about smart gun care,” 
says Peebles. “It is the original man-
ufacturer of the Breech-to-Muzzle 
method of cleaning. By cleaning 
breech to muzzle, you pull the dirt 
and fouling out of the barrel in the 
natural direction of the bullet. You’re 
not jamming any of this material into 
the action. You can clean with ease 
and without disassembly of your fire-
arm. The Otis system is quick and 
easy, lightweight, portable, and ver-
satile.” To see what she’s talking 
about, stop by Booth #14213. (800-
684-7486; otistec.com)

nSSF Research offers 
insight into handguns 

A survey of gun owners reveals 90 percent of respondents who report-
ed owning a handgun said they own more than one. In fact, of those 
gunowners, the average number of handguns owned is 7.4. A mere 

10 percent reported owning just a single handgun. The findings were part 
of a 2011 consumer study conducted for NSSF on gun ownership and 
usage, and unveiled yesterday during the NSSF Research Presentation.

Jim Curcuruto, director of NSSF 
Industry Research and Analysis, 
presented the foundation’s findings 
on this and a number of other proj-
ects his team was involved in during 
2011. In looking at handgun own-
ership, the study, conducted by 
Market Decisions Corp., received 
responses from more than 8,000 
gun owners and offered insight on 
when their last purchase was made 
and what factors influenced those 
decisions. Additionally, NSSF’s 
annual Firearm Retailers Survey 
also offered a look at habits of fire-
arms purchases.

“Retailers said 20 percent of cus-
tomers were buying their first gun, 
which flies in the face of anti-gun 
rhetoric that it’s always the same 
folks buying guns,” said Curcuruto.

In “Understanding Activities 
That Compete with Hunting and 
Target Shooting,” conducted by 
NSSF, Southwick Associates and 
Responsive Management examined 
which activities hunters choose to 
engage in when they decide not to 
buy a hunting license that year and 
go hunting. The study was a con-
tinuation of one conducted by 
NSSF in 2009, which found that 
only 35 percent of hunters purchase 
a license five out of five years. 

“The original study found that a 
majority of hunters were not buying 

licenses and participating  
every year, which raised the  
question, ‘What are people doing 
on those years that they don’t 
buy,’ ” says Rob Southwick, owner 
of Southwick Associates, who  
joined Curcuruto in presenting the 
findings. 

Sport-fishing is the leading activi-
ty people report doing, followed by 
camping, biking, hiking, golf, and 
similar activities—all enjoyed in the 
outdoors. The top reasons cited for 
not participating in shooting and 
hunting was a lack of time, which 
Southwick suggested is more of an 
excuse than a reality, followed by 
age and health, loss of interest, 
issues with access, and lack of 
somebody to go with. 

As with industry, Southwick sug-
gests that companies, organizations, 
and wildlife agencies need to con-
tinue to underscore that shooting 
and hunting is often just as conve-
nient timewise to engage in as the 
other activities, while individual 
sportsmen need to invite people to 
join them at the range or in the 
woods.

Attendees were given a copy of 
the 2012 Industry Reference Guide, 
which is available to all NSSF 
members, and is a compilation of 
data on the firearms and ammuni-
tion industry. —By Doug Howlett

Jim Curcuruto,  
director of nSSF 

industry Research and 
analysis, said that 20 
percent of a retailer’s 
customers were buy-

ing their first gun.

Otis Technology is the  
original manufacturer of 
the unique Muzzle-to-
Breech cleaning method. 
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Rocky Brands
Whiling away the hours in a tree-
stand or turkey blind just got easier 
with Rocky’s new touch-screen com-
patible gloves. Both thumb and index 
finger of the L3 Stretch-Back Glove 
are covered with a fabric that lets 
you text, make calls, and play games 
without removing your gloves.

Rocky’s new “Athletic Mobility” 
outerwear collection is aimed at a 
crowd that is enthusiastic, athletic 
and always connected.  The L3 
gloves feature neoprene knuckles and 
cuffs, a Velcro cuff in Mossy Oak or 
Realtree camo, and Rocky’s SIQ 
scent-control technology.  SRP: $29. 
Booth #11170. (740-753-4024;  
rockybrands.com)

Princeton Tec
Princeton Tec continues to prove 
that the military really does have all 
the coolest stuff. The company’s 
newest tactical light, the Charge 
MPLS, is a lightweight personal task 
light 

designed primarily for Armed Forces 
soldiers and tactical users to attach to 
their helmets. The flexible neck 
design allows the light beam to be 
manually directed in a range of 
directions, and the casing comes in 
black or a desert beige for ultimate 
concealment. 

The lamps inside the MPLS are a 
Maxbright LED and three ultra-
bright LEDs that run at 55 lumens, 
with a total burn time of 36 hours. 
The MPLS runs on 1 AA alkaline 
battery and is available with LEDs in 
a choice of configurations, including 
red, blue, green, or a combination of 
the colors. Booth #3821. (800-257-
9080; princetontec.com)

Leupold & Stevens
Get ready for the end of days with 
Leupold’s new VX-R Zombie Scope. 
Trimmed with lime-green nomencla-
ture, the 1.25x4 variable uses a one-
inch tube, and has an adjustable 
green recital dot. Specially calibrated 
for Hornady’s Zombie Max Ammo in 
both .223 and .308, the scope is per-
fect for fast-handlings MSRs. 

“This is a serious scope, repre-
sented by its SRP of $599. 

After all, everyone knows that 
zombie hunting is all about 
the head shot,” says Pat 
Mundy, Leupold’s commu-
nications manager. The 
metal eye covers are also 
ideal for keeping brain 

splatter off the glass. Booth #13023. 
(800-5387653; leupold.com)

Coating 
Technologies Inc.
Shooters can give new life to their 
worn firearms with Coating 
Technologies Inc.’s NP3 and NP3 
Plus electroless nickel/PTFE aero-
space accredited coating. NP3 is a 
surface treatment for metals and 
alloys, combining sub-micron parti-
cles of PTFE (polytetrafluorethyl-
ene) with autocatalytically applied 
nickel/phosphorus. This creates a 
low friction surface that is hard and 
resistant to wear, and regardless of 
the shape the coating thickness 
remains consistent—something that 
isn’t possible with traditional electro-
lytic plating.

Coating Technologies also has 
introduced its NP3 Plus coating, 
which offers additional corrosion 
resistance for marine and other hos-
tile environments, with up to 10 
times more resistance than regular 
electroless nickel. 

NP3 can be used in a variety 
of hostile environments, and is 
abrasion-resistant and can be used as 
a true finishing progress with no 
post-plate grinding or polishing 
required. Prices range from $199 for 
polymer body firearms to $315 for 
steel and aluminum frames. Booth 
#11479. (623-581-2648; coating
technologiesinc.com)

ATK
Under its Champion brand, ATK 
introduced its Pivot Traverse Bi-Pod, 
which offers smooth rotation along 
with a steady holder. It features inno-
vative technology that enables shoot-
ers to horizontally traverse back and 
forth without having to reposition 
the rifle. This offers an expanded 
field of fire while producing 
increased shooting options. A rapid-
adjust lever lock allows for quick 
transition from a fluid swiveling 
motion to a rock-steady lockdown in 
just seconds.

The Pivot Traverse Bi-Pod easily 
attaches to a sling swivel stud, and 
features spring-return telescoping 
legs for uneven terrain. It offers an 
all-metal construction with rugged 
tubular legs, and is available in three 
sizes: 6-inch to 9-inch, SRP: $67.25; 
9-inch to 13-inch, $67.46; and 13.5-
inch to 23-inch, $68.49. Booths 
#14551, #14562. (800-322-2342; 
champion.com)

Bushnell
Have trouble sitting up quickly to 
shoot from a laydown blind? Final 
Approach’s Up and At ’Em seat is for 
you. This padded seat helps boost 
you from lying down to sitting up 
and shooting in a wingbeat. The Up 
and At ’Em has adjustable springs to 
accommodate hunters of all sizes, and 
works without levers or catches. Sized 
to fit in any layout blind, it will also 
fit in a sneak boat, or it can be used 
by itself by hunters lying out among 
the decoys. See the Up and At ’Em 
and other Final Approach products at 
Booth #12519. (800-423-3537; 
bushnell.com)

SHOT 
SHOW 
2012

New
Products

ATK’s Pivot Traverse Bi-Pod rotates 
smoothly to give shooters a wider 
range of shot options. 

Princeton Tec’s new Charge 
MPLS tactical helmet light 

picks up right where the 
original Charge left off, and 

offers quite a bright punch for 
its compact size. 

Rocky’s new L3 Stretch-Back gloves allow users to use touchscreen smart-
phones in the field without removing their gloves. 

You can’t hit what you can’t see—and in the case of zombies, every advantage 
helps. Leupold’s VX-R Zombie scope will give you the edge. 
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