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OC Honors Morgan
Last night at the 13th annual Golden Moose awards celebration, 
Outdoor Channel presented country music star Craig Morgan, host 
of Craig Morgan All Access Outdoors and Field & Stream Total 
Outdoorsman Challenge, with its first-ever Humanitarian award. 
Morgan received the award for his tireless work on behalf of the 
Folds of Honor Foundation, a nonprofit that provides educational 
scholarships to the spouses and children of soldiers killed or dis-
abled on the battlefield. In tribute to the heroes that Folds of Honor 
supports, the singer has recorded “What Matters Most,” a song 
about fallen soldiers and their families. Bushnell has partnered with 
the artist to donate $1 per download (up to 10,000 downloads) of 
the song to Folds of Honor. 

NEW PRODUCT 
REPORTS
SHOT daily hits the floor to find 
out what’s new in the world of air-
guns p. 14 and airsoft p. 22 

NEWS
*nSSF on preventing 
unauthorizeD acceSS
The central issue involved in  
violence where a firearm is  
misused is unauthorized access to 
the firearm. See page 4

*magnum goeS 
ultralight
The company introduces a new, 
ultralight footwear line: the Mach 2 
8.0 Speed Series. See page 6

*rock SteaDy
The changing reality of law 
enforcement purchases results in 
an uptick in sales for rock river 
arms. See page 54

*FreSh Buzz
Savage and Hornady team up with 
the new .17 Hornet. See page 57

FEATURES
*FeDeral to launch 
upDateD weBSite
Better organization and improved 
content to help with ammunition 
selection. See page 42

*an american Story
T-reign’s mission is to keep hunt-
ers from losing small accessories. 
See page 46

*Born to Be wilD
Synergy Outdoors revs its engine 
with a new Wildgame logo. See 
page 52

The Power of the Dollar
A lthough it doesn’t garner the 

headlines it deserves, the 
economic impact of hunters, 

anglers, and other outdoorsmen and 
-women is worthy of national atten-
tion. According to reports released 
yesterday at a press conference joint-
ly held by the National Shooting 
Sports Foundation and the 
Congressional Sportsmen’s 
Foundation, 37.4 million people 
over the age of 16—a group as large 
as the population of California—
hunted or fished in this country in 
2011, the year in which the most 
current statistics are available. 

According to the U.S. Fish and 
Wildlife Service 2011 National 
Survey of Fishing, Hunting and 
Wildlife-Associated Recreation, 
those 37 million people contributed 
an estimated $90 billion into the 
economy, with an average of more 
than $2,400 per person spent on 
hunting, fishing, and outdoor pur-
suits. The numbers indicate that if 
sportsmen were a company, they 
would rank 24th on the Fortune 500 
list of the world’s largest businesses, 
putting them ahead of such well-
known companies as Procter & 
Gamble, Kroger, and Costco.

Using information from the 
USFW 2011 National Survey, along 
with data from surveys conducted by 
Southwick & Associates as commis-
sioned by the NSSF and the 
American Sportfishing Association, 
these reports are intended to further 
emphasize the incredible impact 
hunters, shooters, and sportsmen 

have on both local and national 
economies. 

According to the reports, in 2011 
sportsmen and -women spent $90 
billion (more than the combined 
global sales of Apple’s iPhone and 
iPad the same year). In addition, the 
$11.6 billion spent by sportsmen on 
food and lodging is almost 3 percent 
of the entire Gross Domestic 
Product in these industries. 

Sportsmen spent $25 billion on 
special equipment, including boats, 
trucks, RVs, and ATVs, which is as 
much as the annual revenue for the 
video-game industry. 

Hunters spent $6 billion on fire-

arms, ammunition, and archery 
equipment—equal to the sales of 
bicycles in the United States the 
same year. Spending by hunters pays 
$5.4 billion in state and local taxes, a 
sum that could pay the wages of 
113,000 firefighters, 37 percent of 
all professional firefighters in the 
country. If you add in federal taxes 
paid by hunters, the number doubles 
to $11.8 billion.

Far from the marginalized minor-
ity they are often portrayed as being 
in the mainstream media, hunters 
and sportsmen make up a populous, 
and powerful, economic force. 
 —David Draper 

In 2011, sportsmen spent 
$90 billion , more than 
the combined global 
sales of iPhones and 
iPads in that same year.
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Parsing the Numbers 
A t yesterday’s statistics-rich NSSF 

Research Presentation, new data was 
presented on the economics of hunting 

and target shooting, hunter-education graduate 
rates, firearms retailers reports, and diversity in 
hunting and target shooting.

It comes as no surprise that NICS checks 
increased by 14.2 percent from 2010 to 2011, 
the highest annual increase since the first year 
NICS checks were recorded. The number of 
concealed-carry permit holders increased by 29 
percent, from an estimated 6.9 million in 2010 
to an estimated 9 million in 2012. 

U.S. firearms production has also increased, 
from 5.2 million in 2010 to 6.2 million in 2011. 

Firearms imports saw an even steeper 
increase of 45 percent for the first nine months 
of 2012 over the previous year. 

In the hunting world, according to the NSSF 
Hunting License Index, all hunting license 
sales were up by approximately 5 percent in 
2012 over the previous year. The USFWS 
2011 National Survey numbers indicate a 
9 percent increase from 2006 to 2011. The 
takeaway? More people are hunting each year 
throughout the United States.

“We found it’s not the same 15 million guys 
going hunting every year. It’s maybe the same 
12 million, with maybe another 3 million 
added from a pool out there. We can safely say 
there are 21 million active hunters—somebody 
that has hunted at least once in the last five 
years,” said Jim Curcuruto, NSSF director of 
industry research and analysis. 

“That number may tie into this 9 percent 
increase in hunting we’ve seen over the last 
three years,” said Rob Southwick, owner of 
Southwick Associates. “A 9 percent increase. 

Are those new hunters? Are we getting our 
hunters to hunt more often? Instead of quitting 
one year, did they hunt instead? That’s a big 
question, because new hunters buy more equip-
ment. Hunters who hunt more often buy more 
ammunition, but they buy fewer new firearms. 
What we’re going to try to do this year is do 
research to figure out what’s going on because 
it does affect marketing programs.”

Cucuruto said the NSSF made it a priority to 
look at how many hunters who graduate from 
hunter-education programs actually buy a 
license afterward. 

By matching 2006 hunter-education graduate 
database numbers with the 2006–2011 hunting 
license sales database, it was discovered that 67 
percent of graduates went on to purchase a 
license at least once.  

“What happened to the other 33 percent? 
This report just came out, and we gave individ-
ual state reports back to the 12 states that par-
ticipated and are asking them to take a hard 
look at what we found,” Cucuruto said. “A lot 
of states are getting back to us now with com-
ments like, ‘In Virginia, you have to take hunt-
er ed, but if you’re a landowner, you don’t have 
to buy a license.’ There are military exceptions. 
Some are telling us they see a lot of parents 
there taking their kids to hunter ed but have no 
interest in hunting themselves. So, we’re going 
to spread the word that our hunter ed classes 
not only have to teach safety, but also encour-
age people to buy a license.” 

Now on to the gear. The industry has seen a 
55 percent growth in dollars spent on hunting 
equipment in the past five years. Southwick 
attributes this to the availability of more high-
tech products on the market. —David Maccar

Bushnell Wins 
2013 Cabela 
Business Award 
Bushnell Outdoor Products has been chosen as 
the recipient of the 2013 Cabela Lifetime Business 
achievement award. The award was accepted by 
Bushnell president and CEO Blake Lipham and 
was presented by Scott Williams, executive vice-
president and chief financial and e-commerce offi-
cer of Cabela’s, Mike Callahan, president of aspen 
Partners and chairman of the Outdoor Business 
Council, and Bud Pidgeon, u.S. Sportsmen’s 
alliance (uSSa) president. 

The uSSa and its Outdoor Business Council 
created the award in 2006 to honor the Cabela 
family’s dedication to protecting outdoor sports, 
including hunting, fishing, and trapping. It is pre-
sented to companies that demonstrate the same 
passion and commitment to protecting america’s 
outdoor heritage as the Cabela family has shown.

“This is our way of honoring the Cabela family 
and other leaders such as Blake and Bushnell in 
the outdoor business community for their efforts 
to defend our rights,” said Pidgeon.

Bushnell has been an industry leader in high-
performance sports optics and outdoors acces-
sories for 65 years. Its guiding principle is to pro-
vide the highest quality, most reliable, and afford-
able sports optics products on the market. For 
years, Bushnell has been a major supporter of 
conservation. Its support of uSSa’s Outdoor 
Business Council, a coalition of businesses dedi-
cated to protecting outdoor traditions, has made 
a large impact on hunting and shooting programs 
from coast to coast. 

Cabela’s, known as the World’s Foremost 
Outfitter, has grown from simple beginnings to 
become the world’s largest direct marketer and a 
leading specialty retailer of hunting, fishing, 
camping, and related outdoor merchandise. 

Preventing unauthorized access

A ll Americans share the goal of wanting to 
make our communities and children safer 
by reducing violence in our 

society, like the tragic incident 
that occurred last month in our 
community of Newtown, 
Connecticut. We are review-
ing President Obama’s pro-
posals with an open mind in 
hopes they will offer real means 
of achieving our shared goal.

The central issue involved in violence 
where a firearm is misused is the unauthorized 
access to the firearm. We believe it is critical to 

first focus on the unauthorized access to firearms 
by irresponsible persons and those not legally 

qualified to possess them.
We support immediate improve-
ments to the National Instant 

Criminal Background Check 
System (NICS) that will bring all 
appropriate mental health and 
other records, such as restraining 

orders, into the NICS system. 
Fixing NICS must be among the high-

est priorities in order to help further prevent 
illegal purchases of firearms from federally 
licensed retailers.

In order to help prevent unauthorized access 
to firearms in the home, we have long supported 
and are initiating an expanded safety campaign 
to promote the secure and responsible storage of 
all firearms and ammunition when not in use. 
We believe the personal responsibility of gun 
owners, especially if there are children or at-risk 
individuals in the home, is central to any mean-
ingful discussion of the issues.

The NSSF will continue to lend its expertise 
to this important national conversation and the 
accompanying legislative and policy-making pro-
cesses. We do so respecting the various points of 
views represented in these discussions.

at the nSSF 
research 
Presentation, the 
audience was 
treated to a 
data-rich morn-
ing that illumi-
nated both the 
opportunities 
and the chal-
lenges that hunt-
ing and shooting  
sports face in the 
united States.
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range Systems introduces 
Passive thermal targets
F irearms training system manu-

facturer Range Systems intro-
duced a new line of 

ThermBright passive targets, which 
utilize a proprietary advanced coating 
process that effectively reflects the 
cold energy of space when tilted back-
wards by 10 degrees. When used in 
conjunction with any in-service sights, 
including image intensifiers and 
Fusion sights, the targets are effective 
in daylight or at night, and will work 
in all weather conditions. The 
ThermaBright targets require no 
power source or batteries, and are thus 
designed to be safer and more eco-
nomical than heat-activated targets. 

“The ThermBright targets are completely 
passive,” says Mike Pingel, Range Systems 
product manager. “They require no external 
power source. These have much more longevity 
than the standard thermal powered targets that 
are on the market. They are also easier to main-
tain, easier to transport, and more adaptable to 
different training scenarios.”

The ThermaBright targets feature a sturdy 

construction and are designed to 
endure 2,000 rounds of small-arms 
fire before thermal degradation 
begins to occur. The targets are 
offered with a variety of training 
imagery, including soldiers, armed 
insurgents, tanks, and armored vehi-
cles, as well as target patches, mark-
ing panels, and even animal images. 
SRP: $35 to $600.

Range Systems also introduced its 
new redesigned steel target line, 
which has been upgraded to AR500 
steel, and now features interchange-
able target heads for both armored 
and unarmored stands. These were 
upgraded from 3/8-inch to a half-inch 

to provide better quality and meet increasing 
demands.

“We made this change to meet the increas-
ing demands from the U.S. military for 
higher- caliber steel targets,” says Pingel. 
“These are a little more robust to handle .300 
Winchester and the military’s new 5.56 round 
for the M855A1.” Booth #20321. (888-999-
1217; range-systems.com) —Peter Suciu

Magnum Goes Ultralight

I f you’re in the footwear business, control-
ling leather costs is nearly as challenging as 
speculating on the cost of oil. In the last 

two years, an increased demand for leather for 
everything from couches to auto seats has made 
certain grades for shoes difficult to source, and 
has often resulted in highly unstable prices. 

It’s adapting to these changes that brought 
Magnum USA to the 2013 SHOT Show with a 
new, ultralight duty product line that just may 
be the lightest in the industry, the Mach 2 8.0 
Speed Series. 

“We wanted to use another material that was 
strong, had improved breathability, and com-
pared favorably to the feel of leather,” says 
Dayna Stejskal, Magnum USA’s marketing exec-
utive. “That eventually led us to a fabric called 
Clarino. This is a microfiber that is lighter than 
traditional nylon, has impressive breathability, 
and has better durability than leather.”

In a world where all things lighter and stron-
ger often result in higher sales, the bottom line 
for Magnum is that this new material translates 
to a very durable and super-supportive athletic 
duty boot. The product is so light that it weighs 
an average of just 14.2 ounces per shoe. That’s 

lighter than most slippers.
The Speed Series has an athletic look and feel 

while using a running last. The upper utilizes 
durable rip-stop nylon and Clarino faux leather. 
With no metallic hardware, the waterproof 
boots provide a responsive sole and footbed. An 
Achilles flex zone offers freedom of ankle 
movement, and the composite shank delivers 
added protection. The sole uses a modular 
ultralight, easy flex EVA midsole for support, 
while the grippy Vibram outsole furnishes trac-
tion on concrete surfaces. Available without side 
zippers, and in non-waterproof styles, the boots 
comes in extended, wide, and half sizes. Pricing 
ranges from $130 to $150.

Magnum speaks of ignoring short-term style 
trends while it focuses on high-performance 
materials and functional designs. Giving cus-
tomers what they want seems to be working. 
With distribution in more than 100 countries, 
global sales are up more than 12 percent. And 
with a lineup of expanded international domes-
tic distributors, these increases are expected to 
continue into next year. Booth #11164; (800-
853-2896; magnumboots.com)  
 —Peter B. Mathiesen

The Mach 2 8.0 
Speed Series uti-
lizes a water-
proof synthetic 
material that 
feels like leather 
but wears like 
iron. In addition, a 
special flex zone 
offers freedom  
of ankle move-
ment, and a 
composite shank 
delivers added 
protection.
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Ruth Cusack 
Named Prois 
Award Winner
The idea behind the annual Prois Award is sim-
ple: The clothing manufacturer seeks to recognize 
women who “live to hunt and hunt to live.” In 
order to find women who are serious about their 
pursuits and committed to conservation, contes-
tants are required to write an essay about their 
passion for the sport. Twelve finalists are select-
ed and their names on posted to proishunting.
com for an initial round of voting. Final voting is 
conducted by a panel of judges. 

“Each year we receive numerous outstanding 
entries from women who more than just hunt for 
a hobby, but make hunting a lifestyle and are just 
as passionate about conservation—vital factors 
that Próis holds close to heart,” said Kirstie Pike, 
president and CEO of Próis Hunting & Field 
Apparel. “These women are not just our custom-
ers, they are our community, and we’re excited to 
once again highlight and reward one passionate 
hunter for all of her accomplishments outdoors.”

The 2012 award winner, announced yesterday 
at a press conference at the SHOT Show, is 
Alaskan hunter Ruth Cusack. In her winning essay 
she wrote, “My passion is the outdoors. Most of 
my hunts are self-guided remote wilderness 
hunting for Alaskan big-game animals. Whether 
it’s flying into a high alpine lake to hunt late- 
season mountain goats on Kodiak Island, battling 
the elements on the Alaska Peninsula hunting 
coastal brown bears, or packing into a river above 
the Arctic Circle to hunt moose and caribou, I am 
always ready for the adventure.”

Not only will Cusack take claim to the title of 
2012 Próis Award, she’ll begin packing for her 
grand prize of a five-day hunt of a lifetime in 
Namibia. She’ll also be fully outfitted for her hunt 
with the latest gear from top equipment manu-
facturers who sponsor the contest.

Cusack accepted the award on Monday night, 
and thanked her husband for his support. She also 
said, “Life is too short to watch from the sidelines, 
so pull on your boots and get to work.”

Nikon Presents the 
2013 Ian McMurchy 
Award
A aron Carter, managing editor for the National Rifle Association’s American 

Rifleman magazine, has been honored with the 2013 Ian McMurchy Award, 
presented by Nikon Sport Optics. This award is given annually to an out-

door communicator who best follows in McMurchy’s footsteps of educating read-
ers and helping them discover more enjoyment and success in their sport during 
the past year.

McMurchy passed away four years ago, but is 
remembered for his work as a biologist, target 
shooter, hunter, and communicator. Known as 
much for his shooting skills as his hunting abil-
ity, he loved every minute spent outdoors. 

Like McMurchy, Carter’s passion for the out-
doors has led him to spend countless hours 
hunting and shooting. Introduced to these out-
door activities at a young age, he began reload-
ing when he was 13 years old with shotshells 
and later progressed to metallic cartridges. His 
love for the sport continues today, and has 
helped him succeed in his career. 

“I started hunting small game with firearms 
when I was about seven years old,” Carter said. 
“Before that, I was pursuing aluminum cans 
and cardboard boxes with an airgun. Usually, 
after school, either my dad, stepfather, or 
grandfathers would take me hunting until I got 
old enough to go by myself. That was about 
the same time I became a trapper as well, 
which I continue to be to this day.”

Before Carter’s career with the NRA began, 
he volunteered as an EMT in Fauquier County, 
and worked as a police officer in Prince 
William County, Virginia. During this period, 
he was selected as the assistant editor for 
Shooting Illustrated, before ascending to his cur-
rent position.

“Aaron exemplifies everything we look for in 
a candidate for this award,” said Jon LaCorte, 
senior product marketing manager for Nikon 
Sport Optics. “Ian was very special to the 

Nikon family, and we are honored to present 
this award to someone as deserving as Aaron. 
Not only does he possess excellent communica-
tion skills, but he has grown up living the life 
as a true sportsman, a public officer, and an 
educator. We know Ian would be proud that 
Aaron has been selected for this year’s award.”

McMurchy was a huge force in educating 
and entertaining shooters and hunters around 
the world while teaching them how to enjoy 
their passion even more. The passion and 
knowledge of the outdoors and shooting sports 
that Carter has makes him a qualified candidate 
for this award. Carter carries that tradition for-
ward through his print and online work. 

“It’s difficult for me to comprehend that I’ve 
received such a prestigious award, especially 
since I’m being honored for simply doing what 
I enjoy,” said Carter. “Few things are more 
pleasurable to me than challenging myself to 
write an authentic piece that not only enter-
tains readers, but also educates them. I demand 
that each review or article provide something 
everyone will take from it. Ian did the same; he 
knew a range of subjects with extraordinary 
detail, yet he could convey the information so 
that even novice readers could learn from it. 
He was an expert at doing so, and that’s no easy 
task. Best of all, his writing maintained your 
interest throughout the entire article.”

Past recipients of the Ian McMurchy Award 
include Greg Rodriguez, Andrew McKean, and 
Scott Olmsted.

Kirstie Pike (left), president and CEO of Próis 
Hunting & Field Apparel, presents Ruth Cusack with 
the annual Prois Award that celebrates women who 
“live to hunt and hunt to live.”

Aaron Carter (left), managing editor of American 
Rifleman, receives the Ian McMurchy Award from Jon 
LaCorte, Nikon’s  senior product marketing manager.

expo d4 pp08.indd   8 1/17/13   4:32 PM



10 � SHOT BUSINESS DAILY � DAY 4, JANUARY 18, 2013

N E W S

Rivers West Stretches 
Profit for Retailers 
A fter an investment of more than 16 months of research and development, 

Rivers West, an outerwear company based in Seattle, is using the 2013 
SHOT Show to announce a pioneering fabric system it calls Advanced 

Waterproof Fleece (AWF). AWF consists of a waterproof/breathable fleece shell, 
an interior lining, and fully taped seams. The two-layer system will debut at 
retailers this summer. 

The line features eight new styles, with 
increased dealer margins and lower retail price 
points. As a result, minimum dealer margins 
for AWF start at 50 percent, while retail price 
points have dropped 13 to 40 percent across 
the board. 

“Compared to brushed tricot, a staple in the 
waterproof hunting market for the past 15 
years, AWF is softer in-hand, has lateral 
stretch, and is a much quieter fabric,” says 
Matthew Ryan, Rivers West executive vice 
president. 

Ryan then addressed some of the misconcep-
tions that are typical to both consumers and 
retailers when it comes to choosing a garment. 
One issue that is a sore point with him is when 
a company states that “brushed tricot is their 
‘quiet’ waterproof fabric, when in reality, 
brushed tricot will never be as quiet as 
100 percent polyester fleece.”  

Another point of contention involves brands 
that have not developed seam-sealed fleece 
garments, choosing instead to purchase off-
the-shelf fabrics. “They often use Weft-Knit 
fabrics that are extremely difficult to seal.”

To him, the inevitable result speaks for itself.
Ryan also said that many clothing companies 

often start with a single garment design to 
achieve a desired retail price. Working back-
ward, they then determine how many pockets, 
zippers, and snaps, and which types of fabric, 
can be utilized in order to reach that finished 
retail price point.

“Our approach allows us to modify garment 
design based on fabric limitations,” he says. 
“For example, our flagship, Original 
Waterproof Fleece, has limited breathability. 
This trade-off increases durability, longevity, 
and warmth. To improve ventilation, we add 
options with underarm zipper vents, mesh-
lined pockets, and external storm-flys.”

Rivers West’s new Advanced Waterproof 
Fleece products will continue to offer some of 
the highest dealer margins in the industry for 
performance fleece outerwear. In fact, the 
prices are well below what they were a year 
ago, a trend that retailers and hunters can 
embrace. 

Retailers will like the extra profits they 
will pocket, and hunters will enjoy high- 
performance, breathable waterproof garments 
that are easy on the wallet as well. Booth 
#1750. (riverswest.com) 

–Peter B. Mathiesen

Camp Chef Takes 
Outdoor Cooking 
Up a Notch
There was a time when the camp chef was most 
likely a reluctantly recruited volunteer whose 
main talent was the ability to tamp down a 
grease fire. These days, camp chef means some-
thing altogether different, thanks to a Utah-
based company that is totally focused on provid-
ing outdoorsmen with products that truly 
enhance the outdoor cooking experience.

Camp Chef was launched in 1990, on the notion 
that there just had to be a better way to cook out-
doors. Ty Measom, an engineer for a fabrication 
company based in Logan, recognized that many 
campers and outdoorsmen had a serious interest 
in outdoor cooking and wanted to be able to eat 
well while in deer camp or on a fishing trip.  

That “aha” moment led to Camp Chef’s first 
product—the DB-60D, a powerful two-burner 
stove with side shelves. It has changed some over 
the years, but, now dubbed the Pro-60, it remains 
the flagship of the line. 

In the intervening years, Camp Chef has contin-
ued to grow, adding accessories such as barbe-
cue grill boxes, flattop griddles, and Dutch ovens 
to enhance the outdoor cooking experience. 

“Camp Chef products stand out in the crowd of 
outdoor cooking for their quality and simplicity. It 
starts with a stove, and can be built into a custom 
outdoor kitchen by adding accessories. The best 
part: It’s easily taken on the road wherever you’re 
headed,” says Steve McGrath, Camp Chef’s direc-
tor of marketing and public relations.

I had the chance to enjoy McGrath’s considerable 
skills using his own gear in a Cabela’s tent camp 
last spring while hunting turkeys in the Sand Hills 
of Nebraska. We hunted hard all day, and in the 
evening, thanks to his seasoned touch and well-
designed cooking gear, ate like kings. Not only did 
we enjoy some serious smoked meats and panini 
sandwiches, but McGrath also made fried Oreos 
for dessert. The members of the camp jumped on 
that plate like a pack of wild dogs on raw meat. 

“There are few things you can control in the 
outdoors: the fish won’t always bite, the game 
may not show up. And we all know the weather is 
a wild card,” says McGrath. “With all those 
unknowns, it’s nice to be able to count on the 
food back at camp. Bad food shouldn’t happen.” 
No argument there. Booth #15543. (800-650-
2433; campchef.com) —Slaton L. White

ATK Dealer Awards
The Blackhawk Dealer of the Year Award was presented Tuesday morning to Shoot 
Straight, a retailer with seven locations in Florida. Shoot Straight carries a wide array of 
Blackhawk products, and sales have increased 98 percent over last year. Goschinski’s 
Fin, Feather & Fur took home the award for Ammunition Dealer of the Year. The growing 
business’ three Ohio stores are totally dedicated to ATK, with a full line from each of 
ATK’s ammunition brands. Finally, the ATK Shooting Accessory Dealer of the Year Award 
went to Southern California–based Turner’s Outdoorsman. The retailer has proven to be 
a leader in the West and has recently grown its ATK accessory business to new heights.

The Advanced 
Waterproof Fleece 

fabric system 
consists of a 

waterproof fleece 
shell, an interior 
lining, and fully 

taped seams.
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Remember When? 
In my youth, I longed for a 1952 

Mannlicher-Schoenauer carbine. I 
couldn’t even spell the name then, 

but the lithe, graceful lines of this full-
stocked, split-bridge rifle with the but-
terknife bolt and the romantic past 
jacked my pulse. Alas, such rifles cost 
more than a Winchester or a 
Remington, far more than the $15 I’d 
squirreled away for a surplus SMLE. 
That .303 British served me well as 
my first deer rifle, and I’ve upgraded 
since. But the ’52 M-S has eluded me.

“We tried to bring back those lines,” 
said Steyr’s Oliver Bauer, as he handed 
me the newest Steyr bolt rifle, the SM 
12 (Steyr Mannlicher Model 12, intro-
duced in 2012, but only just now avail-
able). It did indeed have a taut, sleek 
profile. Svelte, but carnivorous. The 
bolt handle didn’t hug the stock as on 
early Mannlichers, and the lock-up 
differed, as did the bridge. But the 
slim forend nestled deep in my hand. 
The lightweight rifle hopped to my 
shoulder, its sights instantly lined up. 

“It feels old, but works better,” 
Bauer said.

What’s better? 
“The action is stronger, and the bar-

rel is wonderfully accurate,” he said. 
The bolt has two pairs of opposing 
lugs, a recessed face with plunger ejec-
tor. The hammer-forged barrel retains 
the signature visible twist at the 
breech. Having hunted with and tested 
the 12’s predecessor, the SBS, I can 
vouch for Steyr accuracy. With a car-
bine in 9.3x62 and a rifle in .270 
WSM, it was no trick to fire ¾-inch 
groups. The new rifle has the same 
solid but lively feel, and something 
more. The tang switch is not a safety 
as on the SBS; it’s a cocking mecha-
nism. So you can carry the rifle with a 
chambered cartridge safely. A couple of 
other European firms have adapted 
this idea to double rifles and straight-
pull bolt guns. 

“But their strong spring resistance 
makes operation difficult for weak or 
cold hands,” said Bauer. “This Steyr 
switch moves like a safety.” 

He’s right. It’s easy. To decock, you 
press forward and down. Easy again. 
The striker protrudes slightly when 
cocked, so you can check it with a 
glance or a touch. At just over 2 
pounds, the clean-breaking trigger is 
light enough for experienced shoot-
ers. But Steyr went one better and 
designed the mechanism to set for 
12-ounce pull when you nudge the 
trigger forward.

The SM 12 stock—of modestly fig-
ured, open-grained walnut—has an 
understated, radiused rise to the 
comb, a flat, nicely detailed “double-
flame” cheekpiece with crisp edges, 
and a tight but comfortable grip. 
Checkering has been replaced by a 
scaled surface that’s functional if not, 
to my eye, as attractive. A thin black 

rubber buttpad babies your shoulder.
Chambered for 10 popular car-

tridges, from .243 to .300 
Winchester—including European 
standouts such as the 6.5x55, 8x68, 
and 9.3x62—the MS 12 is slated for 
the WSM stable and other U.S. 
favorites. You can specify either the 
standard polymer magazine (my 
choice) or stamped steel.

The SM 12 weighs 7¼ pounds 
with its 22-inch barrel. Magnum 
chamberings come with 24½-inch 
tubes that hike the weight to 7¾ 
pounds. Open sights are standard. 
The front is adjustable for elevation, 
the rear for windage. Steyr’s MS 12 
retails for $3,200.

Perhaps even more intriguing this 
year is the Steyr Duett, a hinged-
breech boxlock combination gun, with 
a centerfire rifle barrel over a shotgun 
barrel. The hammerless action has 
double triggers (pull weight: 3½ 
pounds) and a tang-mounted cocking 
switch. It slides forward (and back to 
de-cock) easily—though in my view 

the barrel lever could be shorter, to 
give the cocking thumb more room. 
Bored for 3-inch 12-gauge shells 
below and your choice of eight rifle 
cartridges above, the 23½-inch, cold-
hammer-forged barrels can be regu-
lated with a screw at the muzzles. 

“We adjust them so a shotgun slug 
and a rifle bullet hit to the iron sights 
at 50 meters,” said Ernst Reichmayr, 
co-owner of Steyr and a fellow hunt-
er. “For most hunting, that’s a good 
setting.” The Duett also comes with 
an 11mm scope mount rail.

The Duett’s walnut stock, with 
scaled grip panels, is crisply con-
toured in European profile, and well-
fitted to the metal. False side-plates 
give engravers a place to show their 
talent; you can choose from five lev-
els of engraving (and wood quality). 

For me, the most appealing virtue of 
this 6½-pound combination gun is its 
handling. Though slim, it cannot 
physically match the lean look of a 
smallbore shotgun. But it comes to the 
cheek on its own, and needs no cor-
rection to the target. Weight-between-
the-hands balance is part of it. Modest 
barrel length and a short breech con-
tribute. So does excellent stock design. 
Still, there’s a magic in the lift of the 
Duett I can’t quite explain. This gun 
points itself, making me think I could 
shoot it with my eyes closed.

The standard Duett lists for $2,850, 
with rifle chamberings .223, .243, 
.308, 7x65R, .30/06, .30R Blaser, 8x57, 
and 9.3x74R. If, like me, you recall the 
Savage 24 of the 1960s, the exposed-
hammer .22/.410 that started many a 
lad hunting cottontails, you owe your-
self a few minutes with the Steyr 
Duett. It’s a more sophisticated gun 
than the 24. But it has the I’m-ready-
for-anything-that runs-or-flies-today 
appeal Savage over/unders brought to 
youngsters in blue jeans and barn 
boots—youngsters who could only 
dream of 1952 Mannlicher-Schoenauer 
carbines. Booth #10246. (steyrarms.
com) —Wayne Van Zwoll

Windham and Cabela’s Put 
Wounded Veterans Afield
Windham Weaponry and Cabela’s presented 
the Paralyzed Veterans of America a check for 
$90,260 Wednesday morning at the 2013 
SHOT Show. The funds, raised through a part-
nership between the two companies, gives $10 
for every Windham Rifle sold at Cabela’s to 

the wounded veteran’s organization. 
The check presented represents the total 

funds raised for the 2012 year, and these funds 
will be used so that disabled veterans can 
experience a variety of fully sponsored hunts 
in the coming seasons.   

Steyr’s new SM 12 (Steyr Mannlicher Model 12) features a sleek profile 
and boasts a stronger action than its predecessor. It will be available in 

10 popular calibers, including .243 to .300 Winchester.

The stock on the SM 12 is a modestly figured, open-grained walnut. The tang 
switch is not a safety. The accurate barrel can deliver ¾-inch groups.
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Accuracy Under Pressure
Airguns can be precision tools for exacting marksmen, but they also 
can provide low-cost fun for the average plinker By Jock elliott

A irguns can build profits and allow customers to shoot and hunt in many places where firearms are forbidden. Suitable for 
everyone from the seasoned marksman to the beginning shooter, airguns deliver high shooting fun on a low cost-per-shot 
basis, and the fit and finish and accuracy of some models are simply remarkable. Here’s what’s new for 2013.

AirForce 
Auto-Numatic Corp.—the Texas-
based parent of industry leaders 
Airforce Airguns and BKL 
Technologies—recently announced 
the formation of its latest venture, 
AirForce International. As the name 
implies, the new company will join 
AirForce Airguns in the expanding 
realm of pre-charged pneumatic 
(PCP) airgun systems.

The new company will be charged 
with importing and distributing pre-

charged shooting systems from 
around the world. The first to 
become available in America will be 
the Spanish-made Cometa line of 
airguns. 

The Cometa LynxV10 is a pre-
charged pneumatic air rifle with a 
precision hammer-forged barrel, a 
large air reservoir, a regulated air  
system, adjustable power, and a high-
efficiency barrel shroud. The Lynx 
includes an adjustable trigger as well 
as a 13-shot rotary magazine and a 
precision single-shot loading tray. 
The ambidextrous .22-caliber Lynx is 
41.3 inches long, weighs 7.8 pounds, 
and is available with a black, blue, or 
natural-wood finish stock. SRP: 
$999.95. Booth #2036. (877-247-
4867; airforceairguns.com) 

Anschutz 
Anschutz is unveiling the 8002 Black 
Air rifle with the new SOFT-Grip 
stock. The SOFT-Grip stock com-
bines the outstanding vibration-
damping and recoil-absorbing char-
acteristics of a naturally grown 
wooden stock with the easy care and 
weatherproofing of a plastic stock. 
This precision target air rifle will 
deliver approximately 300 consistent 
shots per fill. The 8002 Black Air 

features a maintenance-free  
stabilizer, and a recoil- and vibration-
free compressed-air action with 
vibration-absorbing elastomers. SRP: 
$2,150. Booth #10246. (anschutz-
sport.com) 

Crosman
Crosman Corporation is introducing 
a number of new products for 2013, 
including the Crosman MSR-style 
Break Barrel air rifle. The single-
shot .177-caliber rifle is powered by 
Crosman Nitro Piston technology 
and features a military-style all-
weather, tactical synthetic stock with 
a two-stage adjustable trigger. This 
new rifle incorporates a carry handle 
with rear sight, a rifled barrel, a 
Weaver-style mounting rail, and sling 
mounts. Weighing under 7 pounds, it 
will launch lead-free pellets as fast as 
1,200 fps and lead pellets at speeds 
up to 1,000 fps. 

The Crosman TR77NP Tactical 
Break Barrel Rifle is a .177-caliber 
break-barrel rifle powered by Nitro 
Piston technology. It includes a  
military-style all-weather tactical 
synthetic stock, a two-stage adjust-
able trigger, and a 4x32mm 
CenterPoint scope. Weighing under 
7 pounds, it includes a rifled barrel, a 

dovetail mounting rail, a fluted muz-
zle brake, and a removable butt pad 
with storage in the stock. Velocity 
with lead-free pellets is 1,200 fps; 
lead pellets travel at 1,000 fps. SRP: 
$169.99.

The Crosman Vantage NP with 
4x32mm Scope is a .177-caliber 
Nitro Piston–powered single-shot 
rifle. It includes an ambidextrous 
hardwood stock, a two-stage adjust-
able trigger, a CenterPoint 
4x32mm scope, a rifled barrel, and 
a dovetail mounting rail. Weighing 
under 8 pounds, it delivers 1,200 
fps with lead-free pellets and 1,000 
fps with conventional lead pellets. 
SRP: $159.99 to $169.99. A version 
of the Vantage without the scope 
will be available for $109.99 to 
$129.99. 

The new Benjamin Avanza is a 
.22-caliber break-barrel air rifle pow-
ered by Crosman’s Nitro Piston 
technology. The Avanza includes a 
CenterPoint 3–9x40mm scope with 
mil-dot reticle, an overmolded barrel 
with sound-suppression system, 
adjustable comb height, and a two-
stage adjustable trigger. The synthet-
ic, all-weather stock is ambidextrous 
and features soft-touch inserts and a 
Weaver-style mounting rail. The 
Avanza can launch lead-free pellets at 

Crosman The Zombie Field Target 
is one of many target options 
Crosman offers to hone your skills for 
the grim day when the dead rise.

Crosman among Crosman’s 2013 offerings are the 
Benjamin avanza, a .22-caliber break-barrel air rifle (top); 

the .177-cal. Vantage nP with 4x32mm Scope (bottom); 
and the 1911BB TaC pistol (right). 
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950 fps and lead pellets at approxi-
mately 800 fps. SRP: $249.99.

The Crosman 1911BB TAC is a 
semi-automatic CO2-powered BB 
pistol with a mock silencer and laser. 
It features a 20-round capacity BB 
drop-out magazine, a Picatinny rail 
for accessories, and a Class II laser. It 
can launch BBs at 480 fps. 

The Crosman Bugout Kit includes 
a Backpacker variable pump, bolt-

action .22-caliber air rifle with 
removable shoulder stock. The 
Backpacker take-down carbine fea-
tures a rifled barrel and an adjustable 
notch and fiber-optic peep sight. The 
kit also includes a soft-sided back-
pack, a 22-ounce water bottle with 
spout, a 75-piece first aid kit, a 175-
count tin of .22-caliber pointed  
pellets, and 20 varmint targets. The 
single-shot rifle is capable of launch-

ing .22 pellets at up to 480 fps.  
SRP: $109.

The Crosman GI Model 1911 
GBB is a CO2-powered BB pistol 
with realistic blowback action. Its all-
metal construction includes a 
20-count BB drop-out magazine and 
a unique CO2 tool stored in the grip. 
It is capable of sending BBs down-
range at up to 450 fps. 

The Crosman MK-177 is a 

.177-caliber variable-pump bolt-
action air rifle that can shoot BBs or 
.177 pellets. A new valve design pro-
vides more power with less pumping 
effort and can produce velocities of 
750 fps with pellets and 800 fps with 
BBs. The MK-177 sports tactical 
styling, and has fully adjustable front 
and rear sights, a full-length 
Picatinny rail with two accessory 
rails, and a rifled barrel. 

Daystate LTD 
Following a successful 2012 launch and overwhelming success with the Wolverine .303-caliber pellet rifle, Britain’s finest at daystate LTd are 
pleased to offer the more conventional Wolverine .22- and .25-caliber options for common airgun pellet use. Keeping with the advanced design of 
a magnum hunting rifle, the .22 will be shooting at around 60 ft.-lb. of energy, and the .25 will be at 80 ft.-lb., giving it extreme power and long-
range hunting ability. These models will complement the popular Wolverine .303, which pushes past 100 ft.-lb. of accurate and consistent power 
for use on larger game. Booth #13707C. (480-461-1113; airgunsofarizona.com)
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The Crosman Zombie Field Target 
can be used to hone shooting skills. 
It features a “zombie head” target 
that knocks down when the kill zone 
is hit and can be reset at a distance 
with the included reset line. For use 
with lead pellets only, it features all-
metal construction, corrosion resis-
tance, and a powder coating. SRP: 
$29.99. 

In keeping with the undead theme, 
Crosman’s Zombie Paper Targets are 
9.75x9-inch full-color paper targets, 
including five each of four different 
zombie designs for a total of 20 tar-

gets per package. Ideal for honing 
shooting skills to improve accuracy, 
these zombie-themed paper targets 
are compatible with Crosman’s 
Indoor/Outdoor Pellet Trap, and can 
also be used alone. SRP: $6.99. 

The Crosman Zombie Race Game 
is a fun target-shooting game for 
more than one shooter. It features 
all-metal construction, corrosion 
resistance, and a powder coating. For 
use with lead pellets only, it can be 
quickly disassembled for storage or 
transport. SRP: $20. 

Crosman’s Zombie Spinning 

Targets offer two target sizes and six 
zombie stickers, and can be folded 
for storage or portability. For use 
with all pellet guns (lead ammo only) 
up to 1,000 fps and .22 rimfire 
ammo, the spinning target measures 
11.5 by 13 inches and offers metal 
construction, corrosion resistance, 
and a powder coating. SRP: $14.95. 

The Crosman Zombie Target 
Holder with 100 targets includes a 
heavy-duty collapsible target trap 
that holds replaceable paper targets. 
For use with lead pellets only, the kit 
includes 50 bull’s-eye targets and 50 

zombie targets. Booth #13940. 
(800-724-7486; crosman.com)

Leapers
The Leapers UTG AccuShot 30mm 
SWAT 8–32x56 EZ-TAP IE scope is 
a nitrogen-filled shockproof, fog-
proof, and rainproof riflescope with 
Side Wheel Adjustable Turret 
(SWAT) for parallax adjustment from 
10 yards to infinity. Built on the True 
Strength platform, it features zero 
lockable and resettable windage/ 
elevation target turrets with very 

FX
a new target-specific royale has been added to the FX royal lineup. 
The FX royale—developed by two of the world’s leading airgun minds, 
Fredrik axelsson and Ben Taylor—has become one of the most desired 
PCP long-range high-power airguns in history. The royale has proven 
itself in the field on game, as well as the on the competitive firing line. 
With its patented Smooth Twist barrel, the royale challenges the finest 
custom-made air rifle target guns right out of the box. This success 
prompted the FX factory to produce a benchrest/FT version for com-
petitors seeking such a model. 

The royale FT boasts a long list of features. a fully adjustable alloy 
target stock with grip, cheek, butt, forend, and length-of-pull adjust-
ment allows the shooter to fit the rifle to his or her shooting style. a  
precision regulator is standard on each of the FT models, providing 

extremely consistent velocity spread for extreme accuracy. a multi-shot 
magazine is included, and customers can purchase a single-shot tray as 
well. The new royale power wheel is standard, giving the shooter the 
choice of multiple velocity settings. a sound moderator and a pressure 
gauge also come standard. The new match trigger is much more com-
plex than that on the standard royale guns, and provides settings as 
low as a few ounces. permitting the most accurate shot control. The 
new trigger shoe can be adjusted for comfort of finger position.

The FX royale FT can be purchased with a 400cc bottle in .177- and 
.22-caliber, a 500cc bottle for .25-caliber guns, or a 240cc cylinder 
for .177- or .22-caliber. Each of these models has barrels selected for 
their accuracy and precision. Booth #13707C. (480-461-1113;  
airgunsofarizona.com)

Leapers The 
uTG 1-inch 
3–9x40 TF2+ 
mil-dot scope 
(top) features 
Tool Free 2-step 
Plus turrets; the 
uTG accuShot 
30mm SWaT 
8–32x56 EZ-TaP 
IE scope  
(bottom) sports 
the EZ-TaP 
illumination sys-
tem and comes 
with Picatinny/
Weaver Qd  
lever-lock rings 
(shown).
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generous W/E adjustment ranges,  
an etched-glass mil-dot reticle, flip-
open lens caps, and Picatinny/
Weaver QD lever lock rings. The 
scope includes Leaper’s exclusive 
UTG illumination system (the 
EZ-TAP Illumination Enhancing 
System), which can be used in a red/
green dual-color mode and a 
36-color multi-color mode to accom-
modate all weather and light condi-
tions. SRP: $329.97.

The UTG 1-inch 3–9x32 TF2+ 
AO Scope is nitrogen-filled, shock-
proof, fogproof, and rainproof, and is 
built on the True Strength Platform 
with Smart Spherical Structure, pro-
viding the most responsive adjust-
ment and toughest recoil resistance. 
User-friendly TF2+ (Tool Free 
2-step Plus) target turrets allow easy 
zeroing, locking, and resetting. 
Simply pull up the adjustment knobs 
to dial the reticle into position and 
lock zero by pushing the knobs 
down. This speeds up the zeroing 
process and eliminates the need for 
removable knob covers. 

The TF2+ turrets incorporate a 
resetting function with set screws for 
re-aligning turret markings. The 
objective is adjustable from 5 yards 
to infinity. This scope, which has a 

mil-dot reticle, comes with medium 
profile airgun/.22 rings and flip-open 
lens caps. 

The UTG 1-inch 3–9x40 TF2+ 
mil-dot scope is built on Leaper’s 
True Strength Platform. This  
nitrogen-filled shock-proof, fog-
proof, and rainproof scope is pre-
adjusted for 35 yards and features 
Leaper’s TF2+ target turrets for easy 
adjustment, a mil-dot reticle, air-
gun/.22 rings, and flip-up covers. 
SRP: $69.97. Booth #2246. (734-
542-1500; leapers.com)

Umarex USA
Umarex USA is expanding its prod-
uct reach with several new entries in 
both air rifles and pistols, and it 
includes a couple of new brands as 
well—Uzi and Legends.

The Legends brand was created 
for the market of historical firearms, 
and as of this year, Arnsberg-based 
Umarex is the official airgun and  
airsoft licensee of the well-known 
firearms brand, Uzi.

The Walther LGV may have 
debuted at the IWA show by 
Umarex, but it’s just now making its 
way to North America. Umarex USA 
is offering the LGV in five different 

models in two calibers. The first 
LGV was built in 1964, and almost 
50 years later has been re-engineered 
as the spring-piston air rifle that gen-
erates the least amount of vibration, 
which consequently increases the 
rifle’s accuracy. The LGVs are 
expected to retail between $500 and 
$800 for respective models.

In the break-barrel rifle category, 
Umarex is also introducing the 
Umarex Surge and Umarex Octane. 
These are the first break-barrel rifles 
introduced under the Umarex brand. 

The Octane incorporates both a 
gas piston and a noise dampener. 
This gun is unique in that its gas pis-
ton operates in reverse of other gas 
pistons on the market. Termed the 
Reaxis Reverse-Axis Gas Piston, 
Umarex’s version has been shown to 
provide an increase in velocity. Its 
“SilencAir” is a non-removable sup-
pressor with five chambers that 
greatly reduce muzzle noise. The 
Octane also comes with a 3–9x40 
scope, an all-weather synthetic stock, 
and an adjustable two-stage trigger. 
SRP: $159.

The Umarex Fusion CO2-powered 
bolt-action rifle is amazingly quiet. It 
incorporates Umarex’s SilencAir five-
chamber airgun noise-damping  

system and an ergonomic all-weather 
stock, and it comes standard with 
fiber-optic sights and a 4x32 scope. 
SRP: $159.99.

Under the famous Uzi brand is a 
replica semi-auto submachine BB 
rifle. Its all-metal receiver, realistic 
weight, and blowback action that 
holds open when empty make this 
one impressive BB gun. The drop-
free magazine houses a single 
12-gram CO2 capsule and holds 25 
spherical steel rounds. This Uzi rep-
lica even has adjustable sights. 

Falling within Umarex’s new 
Legends brand are replicas of the 
famous German Luger P08 and the 
Mauser C96. Both are heavy metal 
lookalikes that are powered by CO2 
and shoot steel BBs from drop-free 
magazines. 

Lastly under airguns for Umarex is 
the Umarex TAC Converter. TAC 
stands for Tactical Adjustable 
Carbine, and the “Converter” part of 
the equation means that the device 
will attach to four different BB  
pistols—the S&W M&P, the Umarex 
XBG, the HK USP, and the P99 
DAO CO2-powered airsoft pistol—
and convert them into carbines. 
Booth #14545. (479-646-4210; 
umarexusa.com) 

Umarex 
Clockwise from 
lower left: 
umarex’s 
Legends brand 
now includes a 
replica of the 
German Luger 
P08; umarex is 
offering the 
Walther LGV in 
five different 
models in two 
calibers; having 
recently acquired 
the license to 
uzi, umarex now 
offers a semi-
auto replica edi-
tion; the umarex 
TaC Converter 
changes certain 
umarex pistols 
into carbines.
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Serious Shooting
From zombies in the backyard to force-on-force 
training, airsoft is the way to go By Jock elliott

Airsoft replica firearms, which shoot 6mm plastic BBs, can be a profitable addition to any gun 
shop. They’re high on fun, cheap on a cost-per-round basis, and just what the doctor ordered 
for backyard sport, force-on-force training, and scenario play. Here’s the latest for 2013.

Crosman 
Corporation
Crosman Corporation has the undead 
on its mind with its Undead 
Apocalypse line of airsoft products. 
The Undead Apocalypse Zombie 
ReZponder Z30 Spring Powered 
Airsoft Pistol is a spring-powered 
single- shot airsoft pistol in zombie 
green and black. It features a comfort 
grip, a metal barrel, a fixed front sight 
and fixed-notch rear sight, and an 
easy-to-load 12-round magazine. It 
launches airsoft BBs at up to 325 fps. 

Crosman’s Undead Apocalypse 
Marker BBs come in two versions: 
Zombie Virus and Zombie Antidote. 
These BBs, constructed with a solid 
core and non-toxic water-soluble dry 
lubricant, leave a mark to confirm  
your shots. The blood modification 
agent in the green Undead Apocalypse 
Virus BBs leave a green mark and will 
help the shooter create countless zom-
bies to take over the world. On the 
other hand, the blue Zombie Antidote 
BBs leave a blue mark and will help 
the shooter save the world from the 
undead apocalypse. SRP: $12.99 for a 
2,200-count bottle. 

Practice for the inevitable with 20 
targets uniquely designed for zombie 
airsoft. Crosman Airsoft Zombie 
Targets include a 20-pack of four dif-
ferent designs. These targets are 
compatible with the Crosman Airsoft 
Zombie Fun Kit. SRP: $6.99.  
Booth #13940. (800-724-7486;  
crosman.com)

Palco 
The latest addition to the Palco 
Colt AEG family, the Colt M4A1 
Carbine, offers a great combination 
of quality and price. The rifle fea-
tures a full-metal gearbox and gears, 
a metal high-capacity magazine, a 
removable carry handle, adjustable 
sights, and a host of metal external 
parts. Weighing in at more than 6 
pounds, the new Colt M4A1 
Carbine is sure to satisfy both sea-
soned airsoft players and players 
looking to upgrade their rifle. SRP: 
$179.99.

Another new addition to the 
Cybergun family is the fully 
licensed Kalashnikov SVD Sniper 
Rifle. While others have tried 
before to offer an electric SVD-type 
rifle to the airsoft world, those 
attempts have resulted in models far 
too expensive to be practical. In 
teaming up with esteemed airsoft 
maker King Arms, Cybergun has 
been able to create not only the 
first licensed SVD on the market, 
but also the best-priced SVD on the 
market. The Kalashnikov SVD fea-
tures full-metal construction, semi- 
and full-auto modes of fire, a full 
metal gearbox and gears, a 200-
round detachable magazine, and 
adjustable sights. For the airsoft 
player who wants to be in the long-
range shooting game, the new 
Kalashnikov SVD is the rifle of 
choice. SRP: $319.99.

The third key introduction for this 

year comes in a far smaller package. 
The new Kahr Arms TP45 Spring 
Pistol carries on the proud Cybergun 
tradition of introducing high-quality, 
unique spring pistols to the airsoft 
market. With a spare magazine and 
500 BBs included, the Kahr Arms 
TP45 is no exception to that tradi-
tion. Any airsoft shooter will appreci-
ate the heavy weight and 320-fps 
velocity that combine to make the 
Kahr Arms TP45 the ideal spring 

pistol for general airsoft use. SRP 
$34.99. Booth #3025. (800-882-
4656; palcosports.com)

Umarex USA 
Umarex USA is increasing its air-
soft presence as it moves into 2013 
with introductions not only under 
the newly licensed Uzi trademark, 
but also under the officially 
licensed trademark of Red Jacket 
Firearms—the brand behind 
Discovery Channel’s Sons of Guns 
TV show.

To kick off 2013, Umarex USA and 
its Elite Force airsoft division are 
offering a Red Jacket–branded 1911 
CO2-powered airsoft pistol. True to 
the RJF 1911, this all-metal handgun 
has a realistic kick, RJF’s trademark 
grip, a skeleton trigger, a 
Commander-style hammer, and an 
adjustable hop-up. It holds 14 rounds 
in a drop-free mag and shoots at 345 
fps. SRP: $125.

A spring version of the 1911 RJF 
model will also be offered. It has a 
12-round magazine, a metal barrel 
with auto hop-up, and shoots at 325 
fps. SRP: $19.99. The RJF AEG 
(Auto Electric Gun), modeled after 
the AK-47, shoots full-auto with a 
200-round capacity and comes with a 
battery charger. SRP: $79.99.

Umarex’s airsoft entry under the 
Uzi brand is a CO2-powered subma-
chine rifle that shoots full auto. It has 
an all-metal receiver, a folding stock, 
a functioning grip safety, an adjust-
able hop-up, and a 25-round maga-
zine for realistic scenario play. 

Umarex USA is also entering the 
realm of the undead with its Zombie 
Hunter Destroyer, an M4-style full-
auto rifle, and the Eliminator, a 
Mag-9–style carbine. Both are semi- 
or full-auto airsoft guns. SRP: 
$99.99, Zombie; $49.99, Eliminator. 
Booth #14545. (479-646-4210;  
umarexusa.com) 

Crosman  
The Zombie 
reZponder Z30 
is a spring- 
powered single-
shot airsoft pis-
tol that launches 
airsoft BBs at the 
undead at up to 
325 fps. The 
undead 
apocalypse 
Marker BBs come 
in two versions: 
green Zombie 
Virus and blue 
Zombie antidote. 
The BBs leave a 
mark, so there’s 
no question 
about who’s 
been turned into 
a filthy undead 
brain-eater.

Palco The Kahr arms TP45 Spring Pistol ships with a spare magazine and 
500 BBs, which it fires at 320 fps.

Umarex The all-metal rJF 
1911 has a realistic kick, red 
Jacket’s trademark grip, and 
a skeleton trigger.



28 ■ Shot BuSineSS Daily ■ day 4, January 18, 2013

f e at u r e

Membership Has 
Its Benefits
Are you a member of NSSF? You should be.  
By David Draper

Selling firearms and firearms accessories offers tremendous rewards, and not just 
financially. Helping a parent pick out a first firearm for his or her young hunter, 
or educating a new shooter about the ins and outs of gun ownership, can put a 

smile on the face of everyone involved. The firearms business, however, is not without 
its challenges. By the very nature of the product on the shelves, firearms retailers face 
government regulation, legal obstacles, and other bumps along the road. Luckily, they 
don’t have to go it alone. The National Shooting Sports Foundation is there to offer 
its members a host of benefits that make running a business not only easier, but also 
more profitable.

“Anybody who’s in the industry needs to be a 
member of the NSSF, especially the retailer,” says 
Bettyjane Swann, director of member 
services for the NSSF. 
“Everything that we offer the 
retail member, from ATF 
compliance training to edu-
cational materials to legisla-
tive updates and marketing 
support, far outweighs the 
cost of a membership.”

So, what exactly does the fire-
arms retailer receive in return for a 
minimal investment in an NSSF member-
ship? In addition to being an important part of a 
unified voice for the firearms industry and its con-
sumers, retailers have access to an impressive list 
of opportunities designed to help them not only 
survive, but also thrive, even under the tangle of 
legal issues involved in owning a firearms-related 
business. 

ATF Compliance
Probably the most daunting issue facing a firearms 
retailer is complying with the growing number of 
regulations enforced by the Bureau of Alcohol, 
Tobacco, Firearms, and Explosives (ATF). That’s 
why NSSF offers in-store ATF compliance train-
ing taught by retired ATF officials who have a 
combined 125 years of experience and are experts 
in the legalities of selling firearms. For retailer 

members, this invaluable training costs just $499, 
with the NSSF covering travel costs and any 

remaining adviser fees.
In the absence of a trained 
adviser, the firearms retailer 

isn’t left alone in its ATF-
compliance efforts. NSSF 
also offers a free overlay  
for the ATF Firearms 

Transaction Record, more 
commonly known as Form  

 4473. The overlay helps retail-
ers correctly and accurately com-

plete the form when transferring firearms 
to the consumer, reducing the chance of making 
critical and costly mistakes that could result in an 
ATF violation.

Insurance
Mistakes can happen to even the most diligent and 
prepared retailer, but a comprehensive insurance 
policy can save a business from the potential high 
cost of noncompliance. That’s why NSSF endorses 
a special policy just for its retail members offered 
by Joseph Chiarello and Co. The Firearms 
Business Insurance Program protects policyhold-
ers from ATF enforcement action with liability 
insurance coverage and legal assistance from an 
insurance company with more than 30 years of 
experience and expertise in defending firearms-
related claims.

Legal Consultation
NSSF retailer members are offered a one-time, 
free consultation with one of the nation’s leading 
legal experts on firearms-related laws. With more 
than 25 years of experience in the field of firearms 
law, the lawyer can provide the retailer with advice 
on ATF licensing and regulatory matters, includ-
ing license revocation.

Retail Member Hotline
Among the newest member benefits is a special 
Retail Member Hotline (855-FFL-NSSF/ 
855-335-6773) that rings directly into the office of 
Patrick Shay, director of retail development for 
NSSF. “One of the key aspects of my job is work-
ing with our retailer members to help them not 
only improve their businesses, but also stay in busi-
ness,” says Shay. The 24/7 hotline into NSSF 
headquarters will provide answers to questions 
regarding ATF compliance, transactions, legisla-
tion, and other retail-related topics within 24 hours 
of the initial call.

Education
Staying on top of the ever-changing nature of the 
retail industry is a constant challenge, so NSSF 
provides its retailer members seemingly unlimited 
opportunities to further their education. From the 
SHOT Show University classes held the day 
before the convention opens to a library of free 
books created just for the firearms retailer and dis-
counted research materials about our industry, 
NSSF retail members have no excuse not to stay 
abreast of the trends, opportunities, and best busi-
ness practices that can help them achieve success.

As business grows, it can be hard for a busy 
retailer to take advantage of all the educational 
opportunities available, so NSSF is proactive in 
reaching out to its retail members. It regularly 
delivers online, e-mail, and print communications, 
including SHOT Business magazine, the NSSF 
Member News e-newsletter, and timely Legislative 
Updates to ensure members are fully informed on 
the state of the industry.

“Of all our retailer members, 75 percent say the 
most important information they receive are the 
legal and legislative updates,” says Swann. “They 
like to know what’s happening at the state and fed-
eral level so they can address any issues that may 
affect their business.”

Marketing Support and 
Partnerships
In addition to providing legal and educational sup-
port, the NSSF offers its retail members opportu-
nities to grow business and cut costs through part-
nerships with organizations like the Boy Scouts 
and national companies such as Staples and FedEx.

SHOT Show Special 
Membership Discount
If this incomplete list of benefits isn’t enough to 
convince firearms retailers that a NSSF member-
ship is a wise investment, they should note the 
special membership discount offered for one-time 
only. In celebration of the SHOT Show’s recent 
35th anniversary, NSSF retail memberships have 
been greatly discounted, with first-tier member-
ship costing just $35. This represents a significant 
discount over the standard annual dues, but the 
price is only good during the 2013 show and will 
never be this low again. To sign up at the SHOT 
Show, visit the NSSF Membership Booth in the 
lobby of the convention center. 

From government 
regulation to  
legal battles,  
firearms retailers 
face many 
challenges— all 
the more reason 
to become a 
member of the 
national  
Shooting Sports 
Foundation. a 
membership to 
nSSF comes with 
insurance, mar-
keting support, 
educational 
opportunities, and 
more. not to men-
tion you become 
part of the unified 
voice of the fire-
arms industry.
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Charting a New Course
Successful seminar becomes a road map for 
indoor range developers By Cathy Glazer

F or those kicking the tires on the idea of opening an indoor shooting range and 
retail business, the National Shooting Sports Foundation has a new tool to help 
navigate the start-up process. Based on the volume of inquiries the trade associa-

tion had been receiving on all aspects of starting an indoor range, last summer NSSF 
pulled together 15 distinguished shooting range and industry professionals for a three-
day workshop in St. Louis. The first-of-its-kind “NSSF Range & Retail Development 
Workshop” addressed a spectrum of start-up questions, from what will it cost to where 
to get advice. For those who couldn’t meet them in St. Louis, their presentations are 
available from NSSF on a nine-disc DVD set that includes panel discussions and mate-
rials provided at the workshop.

Attendees came from all over the country to take 
advantage of this unique opportunity. That was no 
surprise to Zach Snow, NSSF manager of shooting 
promotions, who had been fielding an increasing 
number of inquiries over the past two years from 
potential new indoor range developers. “It was a sell-
out,” he says. “Our goal was 75. We had 97 partici-
pants and a waiting list.” They were not disappoint-
ed, according to their responses on post-workshop 
surveys, Snow points out. “We got rave reviews. 
Most said the workshop exceeded their expectations.”

Presentations by successful range owners offered 
real-world, been-there, done-that advice that was 
not sugar-coated—something attendees 
appreciated. “Financial realities,” “The 
truth,” and “A reality check on costs” 
were among their survey comments. 
Despite the dose of reality, or per-
haps because of it, most remained 
undaunted, according to their sur-
vey comments. Only a few noted 
they would have to “re-think” their 
plans to develop an indoor range. 
Many noted they were inspired and 
energized by what they learned. 

“It validated our initial planning assumptions,” 
wrote one attendee. “Reinforced our idea that it 
can be done.” Another said: “Big cost plus big 
effort equals big profits.” “Very inspiring—a great 
model for my business” was another comment.

Workshop presentations covered the gamut of 
start-up issues—choosing a location, the business 
plan, infrastructure, insurance, staffing, bank rela-
tions, and marketing and public relations. A high-
light was a field trip to three successful ranges. 

“We fortunately have three NSSF Five Star–rated 
ranges in the St. Louis area,” Snow says. “To achieve 
a Five-Star rating, a range must demonstrate excel-
lence in key areas of management and operations.”

Attendees toured Ultimate Defense Firing 
Range and Training Center, Top Gun Shooting 
Sports, and Metro Shooting Supplies. The owners 
shared their personal experiences and what they 
felt helped them achieve success. 

“Attendees rated the tours very highly, a very 
valuable part of the workshop,” Snow says.

Snow believes the increased interest in indoor 
range development can be attributed to a combina-
tion of factors. “In this economy, with job uncer-
tainty, more people want to work for themselves,” 
he says. “With the boom in our industry there’s 
increased interest—people want to get involved in 

it. We’ve always had those passionate gun 
owners who want to open up a range. 

Now we’re seeing a more business-
savvy group, people more focused on 
the business side, and we’re seeing 
shooting sports enthusiasts partner-
ing with someone with business 
expertise.”

Based on the positive response, 
Snow sees the potential for repeating it 

every other year, with the possibility of 
one-day workshops devoted to specific top-

ics to be held in between. “What was really exciting 
to see was how engaged these people were for the 
two-and-a-half days,” he says. “We hit a home run.” 
Zach Snow can be reached at zsnow@nssf.org.

Workshop presentations and panel discussions 
are available from NSSF on a nine-disc DVD set, 
which also includes all materials attendees 
received. To order the “Range & Retail 
Development Workshop DVD Package,” go to 
nssf.org/ranges/workshop or call Ann Siladi (203-
426-1320). The package is available to NSSF 
members for $350; non-members pay $695. You 
can purchase the DVDs at the SHOT Show at 
NSSF Member Booth L221. 

All-Star Panel
NSSF 2012 Indoor Range & Retail Development Workshop Presenters
Robin Ball, owner, Sharp 
Shooting Indoor Range & Gun 
Shop
Paul Bastean, director, 
Ultimate Defense Firing Range
John “Skip” Bright, founder, 
Bright Management 
Consulting
Joseph Chiarello, vice presi-
dent, Joseph Chiarello & Co.
Stan Dix, owner, Top Gun 
Shooting Sports
Miles Hall, founder and  

president, H&H Shooting 
Sports Complex
Steven King, owner, Metro 
Shooting Supplies
Scott Kranz, senior project 
manager, AMEC Environment 
& Infrastructure
Brandy Liss, director of adver-
tising, human resources and 
safety officer, The Arms Room
John Monson, owner, Bill’s 
Gun Shop & Range
David O’Meara, vice presi-

dent, law enforcement  
systems, Meggitt Training 
Systems
Ed Santos, founder and presi-
dent, Center Target Sports
Brian & Tricia Sisson, co-
owners, The Range at Lake 
Norman
Addison Sovine, co-founder, 
Action Target
Doug VanderWoude, range 
program manager, AcuSport 
Corp.
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The Go-To Resource
NSSF’s online media resources promote  
positive, accurate coverage By Cathy Glazer

F rom background fact sheets on firearms industry issues to how-to videos on 
YouTube, the National Shooting Sports Foundation’s website (nssf.org) offers a 
treasure trove of information, resources, statistics, and story ideas for the media. 

The 51-year-old trade association has built a solid reputation as an accessible, accurate, 
and respected source on firearms issues and an enthusiastic supporter of outdoors writers. 
New communication tools, including social media and the Internet, and NSSF’s expand-
ed roles in industry research and the political arena, have enhanced that relationship.

“NSSF is considered a key source on firearms-
related issues, by both mainstream and outdoor 
media,” says Bill Brassard, NSSF director of com-
munications.

“As the industry’s trade association, NSSF serves 
a unique role as the voice of the industry,” adds 
Bill Dunn, NSSF managing director of marketing 
communications. “We’re a go-to resource.”

The backbone of NSSF’s media resources is its 
“Newsroom” section of the website, featuring the 
organization’s latest press releases, a press release 
archive, links to NSSF blogs, and Bullet Points, a 
weekly online brief of news and trends that impact 
the firearms industry. A relatively new addition to 
NSSF’s information arsenal is its YouTube video 
library. Begun three years ago, the site offers close to 
200 high-quality individual videos on hunting and 
shooting, from how-tos, tips, and advice to technical 
expertise. New content is added every week. The 
site has attracted more than 5 million viewers.

“It’s a very active site,” says Brassard. “For out-
doors media in particular, it’s the best new 
resource. The content is free, and we encourage 
outdoors writers and others to repurpose that con-
tent for online newsletters, blogs, and websites.”

During last summer’s Olympic games in 
London, NSSF posted a new video each day, 
explaining the Olympic shooting events and fea-
turing tips from U.S. Shooting Team members 
such as bronze-medal winner Matt Emmons. 
NSSF shot the videos at the Olympic Training 
Center in Colorado Springs prior to the games, 
and edited them in NSSF’s on-site recording stu-
dio in its Newtown, Connecticut, headquarters. 
The studio comes in handy when an issue in the 
news requires an immediate response: NSSF can 
produce a video and post it online within hours.

An online video newsletter, Pull the Trigger, offers 
a half-dozen tips each 
month from firearms 
experts. “These instructors 
are among the best, and 
we encourage media to use 
this content for the benefit 
of their viewers and read-
ers,” Brassard says.

Another popular new 
resource for the media is 
NSSF’s digital photo 
library, which offers high-
resolution magazine-
quality images that can be 
downloaded at no charge. 
“New photos are added 
constantly,” Brassard says.

Writers and others 
researching a firearms-
related issue can find fact 
sheets and background 
papers on the website. 
“Any key industry issue, 

from microstamping and export statistics to the 
characteristics of modern sporting rifles, has a 
background or ‘white paper’ available to the 
media,” Brassard says.

Reporters are always looking for that key statistic 
relating to a new trend, lifestyle, or attitude, and 
NSSF can provide the data on shooting sports par-
ticipation, firearms sales, background check statis-
tics, economic impact, and the public’s attitudes on 
gun issues. “NSSF commissions its own studies on 
firearms participation and attitudes, using well-
respected research firms,” says Brassard. “We also 
gather information from outside sources, such as 
the National Safety Council and the National 
Sporting Goods Association. NSSF is able to not 
only deliver the statistics, but also to put them in 
context.”

Two must-haves for any journalist tackling fire-
arms stories or issues are NSSF’s online Writers’ 
Guide, available in PDF format for downloading, 
and its Glossary of Firearms Terms.

The Range Report, NSSF’s magazine for shooting 
facility managers, which just went digital last year, 
is another valuable resource, and offers writers and 
photographers an opportunity to contribute. “We 
welcome story proposals from freelance writers,” 
says Glenn Sapir, NSSF director of editorial ser-
vices. Guidelines are on the website. 

Being a reliable resource is part of the bigger pic-
ture of maintaining good relationships with the 
media, Sapir notes, especially the outdoor media. 
NSSF has always shown its support for the 
Professional Outdoor Media Association and the 
Outdoor Writers Association of America, and is 
well represented at those group’s annual conferenc-
es as well as those of some regional and state 
groups.

At the SHOT Show, in addition to sponsoring a 
well-equipped press 
room, NSSF is the title 
sponsor for Media Day at 
the Range the day before 
the show opens. The 
event allows invited 
media to try out many 
new firearms and inter-
view industry reps, and 
affords many great photo 
opportunities, especially 
for journalists on dead-
line. The Boulder Rifle & 
Pistol Club in nearby 
Boulder City hosted this 
year’s event.

Questions about 
NSSF’s media resources 
may be directed to Bill 
Dunn, bdunn@nssf.org; 
Bill Brassard, bbrassard@
nssf.org; or Glenn Sapir, 
gsapir@nssf.org.  

The NSSF’s website is a virtual gold mine for 
the outdoor press, with up-to-the-minute info 
on firearms industry issues and how-to videos.
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SHOT Daily: Swarovski has a well-deserved rep-
utation for quality. How do you keep improving your 
products when you have already raised them to such 
high levels?

Dean Capuano: From its founding, the 
company philosophy has been to “constantly 
improve what is good.” As a result, our products 
are always evolving, because there is always room 
for improvement. As great as our products are, 
we will always be looking for ways to make them 
better. Whether it is introducing a specialized 
coating to improve light transmission or a new 
technology, such as SWARO-AIM (the angle-
compensation technology in our EL range-
finding binoculars), we want to provide our  
customers with the best, and the most useful, 
technology currently available. We believe this 
combination of great technical features and  
ergonomic design improves the overall perfor-
mance and enjoyment of using our optics.

SD: Which are your biggest sellers—scopes, range-
finders, or binoculars?

DC: Riflescopes and binoculars make up the 
largest part of our worldwide sales. 

SD: are your riflescopes used mainly by hunters or by 
target shooters? 

DC: Our riflescopes are used by hunters and 
shooters alike, though each group tends to prefer 
different configurations. But given the phenomenal 
growth of shooting competitions, especially 3-Gun, 
this is an audience we are eager to cater to. The Z6i 
1–6x24 BRTi illuminated riflescope, for instance, 
has become extremely popular with 3-Gun shoot-
ers, especially when paired with our specially 
designed throw lever, which allows the shooter to 

quickly zoom in and zoom out on the target.

SD: you once said your workforce seems to be your 
greatest asset. do most of your employees shoot or 
have some interest in the products you make?

DC: We have an excellent team of dedicated 
employees, many of whom shoot, hunt, or are 
active birders and naturalists. We encourage all 
employees to use the product, and we host sev-
eral company events throughout the year to get 
employees involved and to use the products 
hands-on. We have shooting days, where 
employees are encouraged to partake in a shoot-
ing event at a local club, to get them more com-
fortable with using the product, and to provide 
them with additional knowledge of the product. 
We are also very proud to have created a family 
atmosphere and have our people feel like they 
are part of something special.

SD: How important is conservation to the brand?

DC: That is very important to us. Over the last 
several years we have invested in many conserva-
tion projects all over the world. We take envi-
ronmental issues very seriously; we not only sup-
port many wildlife protection projects, but we 
also utilize clean and efficient technology and 
packaging in order to produce our final product.

SD: How much do you rely on customer feedback? 

DC: Our customers are very important to us, 
and their feedback is highly regarded. After all, 
they are a main reason we have been so success-
ful. We value their opinion, and take into 
account what they are looking for in the prod-
ucts they use, and what they have come to 
expect from us.  

dean Capuano (standing) observes as a technician measures the quality of a Swarovski Optik binocular. 
Capuano says the company is dedicated to providing customers with constantly improving technology.

Five
MinuTeS
WiTH…

 Dean Capuano 
 Director of Communications,  
 Swarovski Optik North America

haVa and 
uSyF Join 
Forces
H onored American Veterans Afield 

(HAVA) and United Sportsman’s 
Youth Foundation (USYF) recently 

annpounced the successful completion of a 
pilot project to launch a new series of out-
door activities for the benefit of veterans, 
disabled veterans, and injured active-duty 
military, as well as kids from all walks of 
life. This pilot program ultimately is 
intended to expand HAVA’s service to dis-
abled veterans, other veterans, and injured 
active-duty personnel, and to introduce 
youth who have had little exposure to mili-
tary service to those veterans, who can teach 
life’s lessons in a unique way.

Dubbed the 1st Annual HAVA/USYF 
Field Day and conducted near Freeport, 
Illinois, the event was a day of trap, birds, 
dogs, and good camaraderie for 15 veterans 
and 15 youngsters. They spent a day 
together one-on-one, hunting and talking 
about the sacrifices required for freedom. 
Most of these kids knew little of military 
service, and these veterans were able put a 
human face to what can be to some an 
abstract concept—defending freedom.  
More than 20 volunteers helped with bird 
cleaning, cooking, and setup. The kids and 
veterans alike learned life lessons that only 
the outdoors can teach.

“The joining of these young people and 
veterans in an outdoor setting has been a 
dream for HAVA, and partnering with 
USYF in sponsoring this event was the  
perfect way to make it a reality,” says  
HAVA chairman Tom Taylor. “This pilot 
project showed that the interface is positive 
for both groups, and we intend to go for-
ward with the concept for 2013 and 
beyond.”

“HAVA came to us with the idea of put-
ting veterans and kids together in an out-
door event and it all worked much better 
than even we had anticipated,” says USYF 
director Brendan Walsh. “The veterans had 
life’s lessons to share, and the kids’ faces 
told the whole story of how one generation 
can help the next. Each veteran was very 
appreciative that these youngsters honored 
their service in defense of freedom.”

HAVA is a 501(c)3 organization formed 
by companies in the shooting and outdoor 
industry for the purpose of raising aware-
ness and further assisting disabled veterans 
with their healing process through guided 
hunts, shooting events, and other outdoor 
sports activities. Sustaining sponsor compa-
nies include National Shooting Sports 
Foundation, Smith & Wesson, Mossberg, 
Yamaha Outdoors, Crimson Trace, Leupold 
& Stevens, Surefire, Hornady, Ruger, XS 
Sights, Barrett, Glock, and FMG 
Publications. 

The United Sportsman’s Youth Foundation 
is a 501(c)3 corporation dedicated to securing 
and managing habitat, and to teaching kids 
about outdoor sports. Their mission is to 
unite sportsmen, agriculture, and communi-
ties, and to offer youth an opportunity to par-
ticipate in and enjoy outdoor activities.  
(honoredveterans.org; usyf.com) 
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GSM Outdoors Launches 
Rebranding Campaign
A n acronym doesn’t get much simpler than this: GSM Outdoors (stands for 

Good Sportsmen Marketing). And while you might think such a simple name 
is akin to setting the combo lock on your gun case to 1-2-3, it masks a sophis-

ticated approach to outdoor marketing. Reduced to basics, GSM is a holding compa-
ny, but it’s really all about technology and how using the latest and greatest can 
enrich the experience of the hunter. 

One look at the brands under its banner will 
tell you that: Stealth Cam and Wildview scout-
ing cameras, Epic action cameras, Walker’s 
Game Ear hearing protection and enhancement, 
Maestro and Western Rivers game calls, Cyclops 
portable lighting and power, American Hunter 
and Feeder Max feeders, and SSI shooting 
accessories. All of these brands are instantly rec-
ognizable to anyone who hunts—and sells hunt-
ing equipment.

“For more than 12 years, GSM has developed 
innovative products and cultivated industry-
leading brands to create a portfolio of multiple 
product categories,” says Doug Mann, vice pres-
ident of product development and marketing.  

Mann says GSM solidified its market position 
by not only developing and growing brands such 
as Stealth Cam and Cyclops from the ground 
up, but also by making strategic acquisitions, 
such as Walker’s Game Ear and Western Rivers.

No question, the firm has a stable of thor-
oughbreds. But they want more. GSM is taking 
steps to elevate its profile. The first is a new, 
more contemporary logo, which will be inte-

grated across all its marketing platforms, includ-
ing the 2013 catalog, an all-encompassing web-
site, advertising campaigns, packaging, and com-
pany apparel. Second, GSM will combine all its 
brands into one master GSM Workbook. This 
resource, Mann notes, will add up to more than 
80 pages, representing some of the most influ-
ential brands in the industry. “The idea is to cre-
ate a powerful sales tool for the GSM team as 
well as a valuable resource for buyers,” he says.

Third, the new website will house retailer 
locaters, which will direct consumers straight to 
the GSM partners’ doorstep. GSM will also 
support retailers through online video content 
and social media integration to communicate 
the realm of cool and up-to-date outdoor gear 
represented under the GSM brand.

“As our portfolio continues to expand, it makes 
sense to tie it all together under GSM Outdoors, 
giving buyers and retailers an easy, one-stop shop 
for some of the top names in the industry,” 
Mann says. Not a bad plan: Make good products, 
and make it easy for consumers to find them. 
Booth #1019. (877-269-8490; gsmoutdoors) 

GunBroker Hits  
$2 Billion in Sales  
Late last fall, GunBroker.com, the world’s largest 
Internet auction site for firearms and accessories, 
announced it had reached $2 billion in cumula-
tive merchandise sales. The site, which reached 
$1 billion in sales 10 years after its launch in 1999, 
rapidly grew to $2 billion in less than three years 
after that initial milestone.

“This is an incredible achievement for the entire 
GunBroker.com team—one that we are extremely 
proud of. ” said GunBroker CEO Steve Urvan. “We 
have made significant enhancements to the site 
over the past couple of years that are proving to 
be a catalyst for continued success.”

The popular firearms auction site has steadily 
grown by more than 265,000 new users per year, 
cementing its position in the marketplace. It is 
ranked as the 646th largest U.S. website accord-
ing to Quantcast, and Hitwise lists it as the third 
largest “Shopping and Classifieds—Auctions” 
site, behind eBay and eBay Motors.

“The e-commerce industry continues to see 
considerable growth, and reaching this milestone 
in such a short period of time reassures us that 
we have the right systems in place to be a major 
player in the space,” said Urvan.

GunBroker.com was named SHOT Business 
Company of the Year at the 2011 SHOT Show and 
was recently named the Official Internet Auction 
Site of the National Shooting Sports Foundation, 
USA Shooting, and the USA Shooting Team 
Foundation. Booth #15147. (gunbroker.com)
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The Who Factor
NSSF reports provide insight into participation trends  
By Christopher Cogley

T here was a time when change came slowly to the hunting and shooting sports industry. That 
time has passed. Today, new technology seems to be emerging on a daily basis; new products 
are brought to market more rapidly than ever, and new consumer interests are developed in 

the amount of time it takes someone to upload a video to YouTube. This constantly evolving mar-
ket can be nearly impossible to keep up with, but NSSF is making the prospect infinitely easier by 
releasing several industry reports that, when looked at collectively, provide critical insight into the 
current state of the market as well as the participation trends of hunters and shooters. 

“The focus of all our research is to 
help our members make informed 
decisions about their businesses,” 
says Chris Dolnack, senior vice presi-
dent and chief marketing officer of 
NSSF. “I know from being on the 
manufacturing side how difficult it 
can be to find quantifiable informa-
tion that you can use to make strate-
gic, data-driven decisions, and we 
wanted to make sure that we had a 
way to give our members easy access 
to that kind of information.”

One of the reports that provides 
valuable insight is based on the 
National Sporting Goods Association’s 
annual survey. The NSSF has con-
tracted with the NSGA for the past 10 
years to help determine hunting and 
shooting participation trends in the 

general population. The NSSF takes 
that information and creates a report 
that shows how many people are 
actively participating in various shoot-
ing sports. This report also allows 
NSSF members to compare current 
participation with historical 
data and get a better idea of 
where participation trends 
might be heading. 

“This information is 
valuable to many in the 
industry,” says Jim 
Curcuruto, NSSF director 
of industry research and 
analysis. “With the infor-
mation in this report, man-
ufacturers can see how 
their products are being 
used, retailers can use the 

information to adjust their invento-
ries based on participation numbers 
across the country, and ranges can be 
prepared for the newest shooting 
trends that are heading their way.”

Another report that provides valu-
able insight for retailers, 
manufacturers, and ranges 
is NSSF’s “A Profile of 
Today’s Hunter.” This 
report is specific to partici-
pation trends in hunting 
across the country and is 
based on information from 
the U.S. Fish and 
Wildlife’s certified paid 
hunting license holders. 
The report not only pro-
vides a 20-year history of 
hunting participation by 

state, but also outlines the most cur-
rent demographic information about 
the people who are hunting different 
parts of the country as well as which 
type of hunting is most popular with 
each demographic. 

As a way to provide even more con-
crete information about participation 
trends, NSSF also contracted with 
Responsive Management in 2010 to 
conduct an extensive phone survey of 
the general population to determine 
how many people participated in 
some form of target shooting the pre-
vious year. The report that resulted 
from the information obtained in this 
survey was so popular that a follow-up 
survey is planned for February 2013, 
and NSSF members can expect the 
final report from this survey in April. 
This report will not only show the 
current participation in shooting 
sports, but also how those numbers 
have changed since 2010. 

“There is no crystal ball,” 
Curcuruto says. “But by looking at 
sources such as these and combining 
this information with local condi-
tions, NSSF members have a leg up 
on understanding participation trends 
in hunting and target shooting.” 

With that information, NSSF mem-
bers are better able to make the kind of 
strategic, data-driven decisions needed 
to be successful.

For more information on the NSSF 
reports, visit nSSF.org/research. 

Scan for a chart 
of Paid Hunting-
License Holders 

by State for each 
year from 1991 
through 2010.

‘Made in USA’ 
Makes a Difference 
But price remains a big factor

W hen HunterSurvey.com and AnglerSurvey.com sought to determine how 
much weight the “Made in USA” tag carried with sportsmen when mak-
ing purchases of outdoor equipment, they found most respondents 

agreed that U.S.-made products were of better quality and it was important to 
buy them. They also discovered there is only so much most hunters and anglers 
are willing to pay for that label.

When asked how important it is 
to buy fishing tackle or hunting 
equipment that is made in the U.S., 
nearly 89 percent of anglers said it 
was very or somewhat important; 94 
percent of hunters said it was very 
or somewhat important. At the 
same time, 47 percent of those 
anglers feel U.S.-made tackle is 
generally better in quality and 63 
percent of hunters believe U.S.-
made hunting gear is better than 
equipment made overseas.

So how much more are sportsmen 
willing to pay to support American 
jobs? If the Made in USA product is 
5 percent or less in cost, 85 percent 
of anglers and 89 percent of hunters 
report they will buy the American-
made product. But after that, num-
bers begin to drop sharply, and once 
the U.S. product exceeds 20 to 30 

percent in cost, only 34 percent of 
anglers and 36 percent of hunters say 
they are willing to pay the difference.

“All things being equal, sportsmen 
appreciate American quality and are 
certainly eager to support American 
jobs,” says Rob Southwick, president 
of Southwick Associates, which 
designs and conducts the surveys at 
HunterSurvey.com and Angler 
Survey.com. “However, it doesn’t 
take much of a price difference 
before economic realities set in, and 
hunters and anglers are forced to 
make important decisions about how 
much they will spend.” 

Southwick also notes that there is a 
compelling reason why imported 
products take up so much retail 
space. “Hunters and anglers, like all 
other consumers, want to get more 
for their limited dollars,” he says. “As 

long as U.S. pro-
duction costs 
remain high, 
whether related 
to taxes or other 
factors, imported 
products will 
continue to own 
a large share of 
the U.S. market.”

Over the years, SHOT Business has 
noticed this trend as well. Many 
manufacturers have said they would 
prefer to manufacture their products 
in the United States, but economic 
factors—chiefly the expense involved 
in maintaining American opera-
tions—often get in the way. Three 
years ago, Danner announced an 
expansion of its Portland, Oregon, 
facility that makes premium boots. 
Because these boots command higher 

prices, it makes sense to build them 
here. The lower-cost lines are still 
produced overseas. 

Recently Sentry Safe moved its 
premium line of safes back to the 
U.S. Increased transportation costs 
from China were one factor; an 
inability to get high-quality welds 
was another. In other words, when 
you build a product that commands a 
higher price, the customer expects a 
higher level of quality, and if you 
can’t supply it, they’ll go elsewhere. 

although customers will pay more for the “Made in uSa” 
label, the costs of american labor make the most sense 
for high-end lines of quality goods, like this Sentry gun 
safe or danner’s premium line of boots.



f e at u r e

Federal to Launch 
Updated Website
Better organization and improved content to 
help with ammo selection By Doug Howlett 

SHOT Show marks the launch of a completely redesigned website by Federal 
Premium Ammunition, geared to help tech-savvy consumers find the best infor-
mation on Federal offerings through a variety of digital tools. The site is designed 

to provide better-organized and more in-depth information necessary to help consum-
ers make more informed choices. It will also be optimized to offer a seamless experi-
ence no matter how a consumer is accessing the site.

“We’ve seen a large spike in visitors accessing 
our sites on their mobile and tablet devices,  
reaffirming that it is critical we give the consumer 
an online experience that’s consistent across all  
devices—desktops, laptops, tablets, and mobile 
devices, too,” says senior digital manager Reed 
Stoven. But that doesn’t mean limiting informa-
tion accessed by a phone just to speed up or 
streamline the digital experience.

“We’ve enhanced our website from the ground 
up,” Stoven adds. “As opposed to creating a sepa-
rate mobile site that limits information, we took a 
step forward with responsive design, which is the 
cutting-edge of web development and allows for a 
seamless experience on any device.”

As part of that effort, Federal has improved the 
quality of the content organization and simplified 
navigation to help consumers find what they’re 

looking for more quickly. This reduces the time 
they need to research a product or seek out infor-
mation and instead spend more time in the field or 
at the range. There is also a revamped load recom-
mendation tool and an interactive product catalog. 
The education and conservation sections of the 
site have also been expanded. The site is also con-
tinuing its already strong alliance with messages 
and information tailored for social media such as 
Facebook, Twitter and YouTube. 

“Viral referrals and consumer advocates play a 
major role in purchase decisions,” says Stoven. 
“These technologically mature consumers are 
leveraging and gravitating toward brands that 
understand and utilize these new technologies.” 

In the shooting space, Federal is working to be 
that brand. Booth #14562. (800-322-2342;  
federalpremium.com) 

Get Smart
“Mobile websites are becoming more popu-
lar all the time because most everyone now 
has a smartphone,” says Brandon Butler, 
director of outdoor markets for Callis  
(ecallis.com). An integrated marketing 
agency in Sedalia, Missouri, Callis repre-
sents two companies in the shooting indus-
try that are here at the 2013 SHOT Show: 
Buffer Technologies (Booth #20330) and 
Sierra Bullets (Booth #16334). 

“Unfortunately, most companies’ stan-
dard websites are not optimized for viewing 
on the small screen of a mobile phone, and 
that could be costing them business,” he 
says. “Potential customers should easily be 
able to see the most important compo-
nents: products, ordering information, con-
tact information, FAQs, and so on. But if the 
website is not also a mobile site, the text on 
the screen could be too tiny to read. That 
could possibly cost the company a sale.” 

As an alternative, Butler recommends 
businesses “strategize and build a new 
mobile web experience for their customers.” 
In addition to Callis building these types of 
mobile sites, Monarch Mobile (growwith 
monarch.com), located in South Haven, 
Michigan, is also in the business of develop-
ing websites for smartphones. 

“Sportsmen are often on the go, so a 
mobile site optimized for smartphones is 
yet another way companies can connect 
with their target audience,” says owner 
Andrew Gross. “Sportsmen use this tech-
nology more and more in the field, especial-
ly younger hunters and shooters. It’s a highly 
competitive marketplace, and if a website 
takes too long to load—or loads in a format 
too small to be easily navigable—customers 
will go elsewhere.”

What’s the cost of having an existing 
website adapted for viewing on a mobile 
phone? 

“For our current clients, it’s less expen-
sive—about $800—because we have full 
access to the code base of their websites 
and we know how those sites are struc-
tured,” says Gross. “For others, the cost 
could be several thousand dollars or more, 
depending upon the level of complexity. But 
it’s the wave of the future. Customers don’t 
expect to wait for information anymore.” 
                            —W.H. Gross 
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Work and Play
Carhartt’s “cross over to the weekend” campaign  
retools its workwear image By John Haughey

A fter 120 years of relying exclusively on word-of-mouth promotion, Carhartt has launched a 
multi-million dollar national advertising campaign in an effort to expand its brand profile 
with new people as well as change the way its longtime core constituency, those who work 

and play in rugged outdoor environments, think about its products.

“We’re always designing for our 
core consumer, the guy who needs us 
on the job,” says Carhartt brand 
marketing manager Tim Humes. 
“But we also want to consider what 
he’s doing on the weekend and 
design for that. We are always look-
ing to add value to a product that 
you can wear at work during the 
week and at deer camp during the 
weekend.”

Michigan-based Carhartt, with 
sales revenues of $466 million in 
2010, is the largest manufacturer of 
workwear made in the United States. 
But the company’s jackets, insulated 
pants, and bib overalls, among many 
other items, have always been popu-
lar with—and praised by—hunters as 
an ancillary benefit of clothing made 
to endure a demanding outdoors 
worksite.

“The outdoors community has 

embraced our products for decades,” 
Humes says. “But if you only have 
enough money for one thing, make it 
so it can be used in multiple settings 
and can cross over to the weekend.” 

Carhartt’s “cross over to the week-
end” emphasis is evident this fall in 
its camo line—38 items ranging from 

jackets and bib overalls to headgear 
and gloves in blaze-orange and cam-
ouflage patterns designed by 
Realtree, specifically made for the 
hunter and angler who works out-
doors, not the outdoor worker who 
hunts and fishes.

The nuance is by design, Humes 
says.

“We have to respect our custom-
ers’ hard-earned dollars. One way to 
do that is by addressing value for 
hunters by adding features to [work-
wear] we’ve always made,” he says. 
“We want to continue to add features 
that do that; to make products that 
can be used in multiple settings; and 
to always listen to our customers 
when they ask, ‘Can you design bet-
ter pockets for fishermen?’”

A favorite among hunters and 
anglers, Carhartt’s family of Camo 
AP active jackets are not the compa-

ny’s trademark Detroit Jackets mere-
ly dressed up in Realtree camo, but 
100 percent cotton duck, thermal- or 
quilt-flannel lined, water-resistant 
outerwear with inside pockets, large 
lower-front pockets, rib-knit cuffs, 
and tight-fitting waistbands. 

Carhartt’s camo jackets, which sell 
from $115 to $125 apiece, draw praise 
from hunters and anglers on Internet 
bulletin boards for their lightweight 
flexibility and warmth while stalking 
in thorny bush, goose hunting from a 
blind, and icefishing, as well as for 
being “indestructible.” The jackets 
draw occasional criticism for being 
noisy and stiff “until broken in.” 

The company’s popular line of 
camouflage bib overalls has the same 
micro-sanded soft finish and light-
weight polyester insulation at the 
waist as its workwear overalls do, 
only they also feature front-elastic 
suspenders, a multi-compartment bib 
pocket, and ankle-to-knee leg zippers 
with storm flaps. 

At $130 each, Carhartt’s Camo AP 
Bib Overall is popular with turkey 
hunters and wade fishermen.

They must be doing something 
right. Last summer Carhartt was rec-
ognized with the Legends of the 
Outdoors Manufacturing Excellence 
Award, which honors companies that 
create “great products for use in the 
outdoors industry.” Booth #13905. 
(800-833-3188; carhartt.com) 

“If you only 
have money 

for one 
thing, make 

it so it can 
cross over to 
the weekend.”
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An American Story 
T-Reign’s mission is to keep hunters from losing small accessories

It’s no secret that many American businesses have simply thrown in the towel when faced with less-expensive imports. Rather than 
trying to figure out how to stay competitive here, they simply shut down their manufacturing operations and outsource the prod-
uct line to a low-cost provider, wherever it may be. But California-based West Coast Corporation, makers of Key-Bak and 

T-Reign retractable tethers, has gone a different route—and stayed in the U.S.

“We were determined that with 
ingenuity and dedication we could 
win the outsourcing battle,” says 
company president Boake Paugh. 
“One big factor is that we are an 
employee-owned company, so we all 
have a stake in it.” Paugh is all-in as 
well: His father started working for 
WCC in the early 1970s and then 
bought the company in the mid-
1980s.

Paugh says the first step to meet-
ing imports head-on was the acquisi-
tion and modification of sophisticat-
ed equipment designed specifically to 
meet the unique requirements of 
WCC’s manufacturing operations. 
He cites, as one example, the insert 
molding system, which now allows 
for quick changeovers of molds. 
“This lets us do custom molds at 
globally competitive rates.”

High-tech molding machines that 
have robotic arms with separate parts 
can run overnight and on weekends, 
unattended, which helps reduce both 
labor costs and utility bills. 

But it’s far more than sophisticated 

equipment. It’s also ergonomic appli-
cation of their skilled workforce. 
“For example, production specialists 
are trained to carry out every step in 
the process from the initial stage to 
final completion of any model,” says 
Paugh. “They may start at the begin-
ning, but then move on to fill anoth-
er task.” This is more than an effi-
cient use of manpower; it also avoids 
burnout and physical problems 
caused by repetitive functions on a 
full shift.

Another efficient use of personnel 
is a satellite program of outside con-
tractors for jobs that can be done 
independently. But these are not ran-
dom choices. “They are experienced 
former employees who are not able 
to work full-time,” Paugh says. “We 
call it ‘homesourcing,’ and it’s a great 
way to utilize skilled workers in spe-
cialized areas.”

But all that efficiency would not be 
worth a plugged nickel if WCC 
didn’t design and manufacture prod-
ucts that outdoorsmen value. The 
company’s roots date back to 1948, 
when entrepreneur Ray Lummis saw 
that railroad switchmen needed to 
have a safer way to carry their keys—
the dangling key chains of the day 
could catch on equipment as they 
mounted and dismounted moving 
rail cars. Thus, the famous Key-Bak 
key reel. 

Applying the same proven system 
to the outdoors, WCC created the 
T-Reign line of retractable gear teth-
ers in 2009. All T-Reign tethers fea-
ture a durable, waterproof polycar-

bonate case, a rugged Kevlar cord for 
quiet, smooth extension, and a uni-
versal gear attachment to secure the 
gear. Attachments include a belt clip, 
a carabiner, and a Velcro strap.

“We consider our retractable gear 
tethers to be the accessory to protect 
a hunter’s necessities,” says Randy 
Martin, sales director for the T-Reign 
outdoors market. “Our goal for the 
hunter: Never lose your gear again!”

T-Reign models are available in 
three configurations: The large 
model has a 48-inch cord with 
10-ounce retraction force, the medi-
um gear tether has a 36-inch cord 
with 6-ounce retraction force, and 
the small model has a 24-inch cord 
with 4-ounce retraction force. SRPs 
range from $15.95 to $24.95.

The latest addition to the T-Reign 
family is the ProCaseT, designed to 
protect handheld electronic gear 
such as rangefinders, GPS units, dig-
ital cameras, and cell phones. These 
cases have a 36-inch Kevlar cord.
Booth #450. (909-923-7800; 
t-reignoutdoor.com) 

Efficient use of  
personnel and high-tech 
machines helps T-reign 

keep production based 
in the united States.

Where it all began. Lummis Mfg. Co. 
started making the Key-Bak key reel 
for railroad switchmen in 1948. 
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Containing Excitement
MTM Case-Gard looks to a new generation of  
shooters By Robert F. Staeger

I t’s been a good year for Al Minneman, vice president of marketing for MTM Case-Gard. The 
manufacturer’s line of molded-plastic products, from handgun cases to clay target throwers, has 
been selling well, with a noticeable increase in reloading supplies. “It’s been an uptick year for 

reloading, and we haven’t seen that in a long time,” Minneman says.

This new activity, for the most 
part, isn’t old hands taking up reload-
ing again. It’s largely fueled by peo-
ple reloading for the first time. “A lot 
of them are asking the questions that 
new reloaders have,” Minneman says. 
“They’re going off of assumptions, 
and they haven’t reloaded much, but 
you just sit there and you educate 
them. But, yeah, I think there’s a tre-
mendous number of new reloaders 
out there. Which is good—you get 
’em reloading now, and they’ll reload 
in the future.”

Minneman says he sees a bright 
future for reloading, as long as ammo 
prices stay high. But the company 

hasn’t put all its eggs in the reloading 
basket; in fact, it doesn’t recommend 
storing things in baskets at all. MTM 
makes a wide variety of containers, 
such as dry boxes and ammo cans. 
Even shooters buying new ammo, 
according to Minneman, are taking 
their loads out of the factory card-
board box and storing it in “one of our 
handier and more durable containers.”

One ammo box in particular has 
been popular recently, though 
Minneman knows it won’t last  
forever. “The zombie brand was a 
very good idea,” he says. “They just 
look cool, and they’re fun. Almost 
like an American Chopper–type thing.”  

MTM Case-Gard jumped on the 
bandwagon, offering a zombie-
branded ammo can. “All we did was 
rebrand a box, and it was good for a 
long while.” 

But ultimately, zombies are just an 
undead flash-in-the-brainpan. When 
it comes down to long-term sales, 
tactical is where Minneman sees real 
growth. “Anything that’s used by tac-
tical people is selling right now,” he 
says. “A lot of guys who are going out 
and buying all this ammunition are 
going to start shooting it. I think tak-
ing these tactical guns and using 
them for varmint hunting is going to 
be a big thing, and I think some of 

these shooters are going to start com-
peting. And if we can get them to use 
those firearms for a hunting purpose, 
then we’ve got them forever.

“I think we had a whole generation 
there who weren’t buying firearms,” 
he says. “But now I’m seeing a lot of 
late-20-somethings going out and 
buying firearms, stuff that they want 
to just fool around with and use.” By 
way of example, Minneman’s son-in-
law just bought a shotgun and is 
shooting sporting clays. His nephew 
just bought a 1911 for some target 
shooting. These are two guys who 
never gave shooting a second 
thought, but were recently drawn in 
by the fun of the sport. 

The influx of new shooters means 
their buying patterns aren’t necessari-
ly set yet—and may be different from 
those of more seasoned customers. 
“What we’re trying to find out is how 
they’re storing their ammunition, 
how they’re storing their guns, what 
kind of accessories they’re carrying,” 
says Minneman. “We can make con-
tainers and items for them, like our 
target stands. We’ve made easy-to-
set-up target stands so they have 
something easy to shoot at. That’s an 
important thing right there. You’ve 
got to make this sport easier. That’s 
been one of MTM’s mottoes, ever 
since the beginning: If you’re going 
to make a product, make it a product 
that makes the shooting experience 
more pleasurable.” Whether it’s an 
ammo can, a clay thrower, or a target 
stand, the goal is the same: Make 
each product a pleasure to use. 

A significant portion of MTM 
Case-Gard’s product line originates 
from Minneman’s own experience as 
a competitive shooter, or that of his 
brothers. “I spent 30-something days 
in competition last year, and my 
brother Steve did about the same. 
When you’re out there shooting, you 
think, ‘I wish I had one of these,’  
and you end up making one for your-
self,” says Minneman. “Then you can 
bring it back to the shop and say, 
‘What if we made this out of  
plastic?’”

Once the specs are hammered out, 
the company has itself a new prod-
uct. “It’s amazing how many of those 
little SKUs that we’ve got started out 
that way,” says Minneman, “and 
they’re very successful because of it.”

On the horizon are some new dry-
storage boxes and ammo cans for 
long-term storage. “We’ve got a .30-
cal. ammo can that’s highly stackable, 
with a good O-ring seal to it,” says 
Minneman. And in response to cus-
tomer inquiries, MTM Case-Gard is 
also going to be coming out with 
products that can be stored in the 
ground. “If you want to take a load 
of ammunition and bury it in your 
backyard or put it in a place where it 
will be exposed to the elements, we’ll 
have a container that you can do that 
with.” 

Dig that. Booth #16120. (mtm-
case-gard.com) 

MTM Case-Gard 
continues to pro-
duce ammo 
cases, contain-
ers, and target 
stands designed 
to make shoot-
ers’ lives easier 
and their experi-
ence on the 
range more fun 
and rewarding, 
whether they’re 
keeping sharp for 
personal defense 
or if they are 
prepping for the 
zombie apoca-
lypse.
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Celerant Goes Mobile
I t’s said, “The best never rest.” If true, retail software leader Celerant Technology, best known 

for providing point-of-sale support through its Celerant Command Retail system, is right up 
there at the top, because it simply refuses to rest on its laurels.

Two years ago, it helped improve 
the efficiency (and profitability) of 
firearms retailers by teaming up with 
GunBroker.com, the world’s largest 
online auction site for firearms and 
accessories, in order to enable retail-
ers to optimize turnaround by pro-
viding an easy and unique way to sell 
firearms online. Integration with 
Celerant Command’s e-commerce 
system allowed retailers to sell these 
products directly from their invento-
ry, in real time.

Last year, Celerant took another 
big step forward in real-time produc-
tivity and efficiency through a rede-
sign of its existing point-of-sale 
(POS) screen. The redesign allowed 
retailers “to maintain a high degree 
of operational awareness at the store 
level through price-optimization, 
customer-satisfaction initiatives, 
employee management, and tight 
inventory control,” says president 
and CEO Ian Goldman. What the 
company was looking for, he says, 
“was a POS screen designed, pro-
grammed, and re-coded with 

advanced features for increased flexi-
bility and ease of use.”

Now, Celerant seeks to help retail-
ers improve the customer experience 
with Celerant’s mobile applications. 
“With the proliferation of mobile 
devices in shopping activities, con-
sumers are more knowledgeable and 
engaged in their brands,” says 
Goldman. “Consumers use their 
phones and tablets to research, com-
pare, purchase, review, and share 

products. And although a growing 
number of consumers are embracing 
M-Commerce, the majority still pre-
fer the customer service of brick-
and-mortar retailers.”

What Celerant’s mobile app-
lications do is create an intersection 
where the customer, the Internet, 
and a retailer can meet. “Mobile 
devices are not only empowering 
consumers, they are also invaluable 
for store associates,” he says.

For example, he says, Celerant 
Command Retail’s POS software can 
turn any floor associate into a mobile 
cashier. Mobile POS allows you to 
sell anywhere, so your customers can 
check out at their convenience. 

The system also allows for that all-
important personal touch. “Mobile 
POS is connected to the CRM 
[Customer Relationship Management 
database], so your associates can view 
purchase history, update contact 
information, and access your loyalty 
program,” he says. 

A key aspect here, Goldman says, 
is to always verify a customer’s cur-

rent e-mail address to keep your 
CRM up to date. This way you can 
keep customers informed with news-
letters and personalized promotions. 

Another great advantage of Mobile 
POS is that it’s quick. “During busy 
seasons, Mobile POS can be used to 
line bust and produce quotes,” he 
says. “It’s is also great for those get-
in, get-out customers who have only 
a few items and no patience for lines. 
Your customers will appreciate the 
expedited checkout.”

Product knowledge is an ongoing 
issue between customer and sales 
associate. How many sales are lost 
because store personnel can’t remem-
ber a key product detail? You can 
now consign that problem to the 
dustbin, because your staff will have 
all that knowledge in the palms of 
their hands.

“When customers have a quick 
question and need an accurate 
answer, they can ask a sales associate 
equipped with a Mobile POS,” 
Goldman says. “Celerant’s Mobile 
POS can be used to verify inventory 
availability, product details, and 
price. Your sales associates may never 
again say, ‘I don’t know.’” That alone 
may be worth the price.

As a preferred partner of the 
NSSF, Celerant Technology provides 
NSSF members with a 25 percent 
discount. Booth #616. (718-605-
7733; celerant.com) 

Celerant Technology’s Mobile POS 
puts product (and customer) infor-
mation at your sales reps’ fingertips.
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Born to Be Wild
Synergy Outdoors revs its engine with a new 
Wildgame logo By Robert F. Staeger

T he world saw it first on an episode of American Chopper last September, when Paul Teteul Sr. 
rolled out on a new custom motorcycle for Wildgame Innovations. Featured on the chopper—
a monster bike crowned by a gleaming rack of antlers—was the new Wildgame Innovations 

logo, a crisp reimagining of the original design. The former logo’s calm buck in profile has become a 
much more imposing presence head-on.

The new logo, launching in part at 
the SHOT Show, is meant to reflect 
the company’s changing focus. “We 
first started our company with deer 
feed, a very robust, rugged-type mar-
ket,” says Matt Busbice, president of 
marketing of Synergy Outdoors. 
“Then Wildgame transformed more 
into a technological company offering 
trail cameras, action cameras, and 
innovative feeders with complex 
power control units. Our logo needed 
to reflect the direction that we were 
heading, into the electronic world of 
game management.”

The new logo, created in-house by 
designer Jeremy Helm, is more 
aggressive. “We think it will help 
make us stand out from the crowd 
and add more patrons to the brand, as 
we start to develop as a true house-
hold name. We wanted to start an 
icon that people would want to sport 
on a hat, a T-shirt, or their trucks.

“However shallow it may be, it’s a 
big deal,” says Busbice. “If people 
don’t like that look, they get disen-
chanted. You gotta have the whole 
package.”

The whole package is what Synergy 
Outdoors is all about. The company 
was formed two years ago to be an 
umbrella for all the brands associated 
with Wildgame Innovations. The old-
est, Barnett Crossbows, dates back to 
1956, but the Busbice family didn’t 
start acquiring companies until 2002, 
when it founded Wildgame.

The Synergy umbrella helps man-
age the consolidation. Prior, some 
employees had a half dozen business 
cards, one for each brand. “Now we 
have one card that says Synergy, and 
we represent each of these brands. 
And being family-owned allows us to 
be nimble and quick, and to respond 
and react without the bureaucracy of 
a publicly traded or private-equity 
company.”

To manage such a broad-based firm, 
a certain spryness is called for. Busbice 
provides a quick run around some of 
the bases Synergy covers. 

“We’re seeing a huge demand for 
powder feeders,” says Busbice. 
“There’s so many deer attractants on 
the market that are powder-based or 
bran-based, and a feeder that won’t 
clog while dispensing powders is defi-
nitely needed.” Attractants like Acorn 
Rage, Sugar Beet Crush, and others 
are driving the market. “We’re seeing 
a huge response to feeders that have 
the capability of offering any feed, any 
time, regardless, outside of corn.”

In addition, Wildgame is boosting 
the efficiency of standard food plots 
with its plot mixers. “That’s a trend 
that we’re kind of starting, because of 
so many hunters using co-op seed to 
plant on their property,” says Busbice. 
Think of it as a bottle of fuel enhanc-
er that you can add to a tank of sub-
premium gasoline for better perfor-
mance. “You just put it in the hopper 
with your seed. It boosts the potential 

of your plot for both nutrition and 
attraction, without having to pay for 
full coverage. You can have the power 
of a very expensive food plot.” 

The company is also refining game 
calls, with its Flextone brand. “One of 
the calls we’re working on with a 
compact size but with a long-range 
calling capability is the Brotherhood,” 
says Busbice. A tweaked tone board 
reed system, with Flextone’s flexible 
technology, helped the company per-
fect the sound of each deer vocaliza-
tion at the volume of larger calls.

“I absolutely love it,” says Busbice. 
“It’s pretty tiny, with very accurate 
sounds for each whitetail vocalization, 
and yet the volume will blow you 
away. Very loud and aggressive calls, 
and very natural sounding all in one.”

Wildgame’s Halo rangefinders are 
also getting a bit of a makeover, mak-
ing their design more compact with 
higher performance. “We have the 

performance to battle any rival out 
there, at a very aggressive price 
point,” says Busbice. “We’re doing it 
with engineers and innovative, driven 
sourcing. Engineering to do more 
with less.”

Cell technology and coverage is 
changing every day, and Synergy is 
banking heavily on its remote trail 
cams. “The growth of cell coverage in 
remote areas is growing the remote 
scouting–capable cameras at the same 
time,” says Busbice. Plus, invisible-
flash technology on some cameras is 
starting to really take shape, and 
Synergy works that angle, too. Its 
Lights Out cameras have an invisible 
LED flash. “You can literally have 
zero detection when illuminating 
taken pictures. Our Elite Lights Out 
trail camera is really stepping it up in 
performance, overall clarity, and flash 
range, out to 80 or 90 feet and 
beyond.”

The camera design accommodates 
almost any placement. “The battery 
compartments are on a hinge to adapt 
to any situation, whether it’s a small-
diameter tree, a T post, or a fence,” 
he says. “You name it, it can be 
applied and mounted.” 

In crossbows, Barnett is seeing suc-
cess with its reverse-draw models. 
“We’re thinking that the majority of 
the crossbow market will stick with 
the traditional style, but there is a 
buzz going on about the reverse-draw 
technology as people adapt to this 
foreign-looking concept,” says 
Busbice. The design keeps the size 
compact, while allowing a long power 
stroke and high speed.

“Reverse draw allows for a small, 
compact weapon, but there are ways 
to make traditional crossbows com-
pact and fast, too,” says Busbice. “It’s 
not a complete game changer, but it’s 
something to add to your arsenal.”

The Ghost 380 is a prime example 
of Barnett’s capability to go smaller, 
lighter, and faster with a traditional 
crossbow. Its patented step-through 
carbon riser allows a greater power 
stroke without increasing the length 
of the limbs of the crossbow, and the 
inverted cam increases it further. The 
crossbow’s honeycombed structure 
keep the weight low. “There’s many 
tricks of the trade to go smaller, light-
er, and faster, and we intend to stay 
ahead of the curve,” says Busbice.

With all those plates spinning, it 
seems as if the Busbice family will be 
on their toes in the coming years. 
“The biggest challenge I foresee is 
just keeping up,” says Busbice. 
“There’s a lot of growth in some of 
the categories that we’re in, and we 
have products in development in 
some of the categories that are slated 
as far as 2016. The challenge to make 
sure we’re relevant is always there.”

As for that chopper, you can see it 
firsthand here at SHOT. “It’s front 
and center at our booth,” says 
Busbice. “It’s a really exciting bike.” 
Booth #15527. (800-847-8269; 
wildgameinnovations.com) 

the Wildgame innovations chopper, 
as unveiled on Discovery Channel’s 
American Chopper last September, 

can be seen at the Wildgame booth.

F e at u R e

The cast of American Chopper  
admiring their handiwork before the 
Wildgame chopper leaves the shop.
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Rock Steady 
In recent years, manufacturers have 

been having trouble getting fire-
arms into the hands of their cus-

tomers. Supply is simply being out-
stripped by demand, and some models 
are unavailable, no matter how long a 
customer says he will wait.

When customers buy from Rock 
River Arms, however, there’s always a 
little wait, even in the smoothest of 
sales environments. That’s because the 
company builds every firearm to cus-
tomer specifications. 

“We’re always a couple of weeks 
behind just because of the nature of 
the business,” says Steve Mayer, the 
LE/government sales manager of 

Rock River Arms. “But now we’re 
certainly longer than that, because of 
the sheer number of sales. At certain 
times we’ve just outstripped our ven-
dors’ ability to provide product.”

A significant part of the sales uptick 
is an increase in law enforcement pur-
chases, driven by the changing reali-
ties of law enforcement. “You’re see-
ing a lot more departments allowing 
individual officers to buy for duty 
use,” he says. 

The departments establish criteria, 
and then the officers have the leeway 
to buy a firearm that fits those crite-
ria. Consequently, the purchases are a 
little more spread around than just 

one bulk purchase for the whole 
department. Custom gun companies 
like Rock River benefit from that.

Also, there’s simply a greater per-
ceived need for tactical rifles than 
there’s been in the past. “Rural and 
suburban counties are now seeing the 
need to have rifles instead of shot-
guns, or alongside their shotguns, as 
the typical squad-car long arm,” says 
Mayer. “Some of that is because crime 
has trickled down. What used to be 
major urban crime has come out to 
more rural communities.”

Another factor is that, in these 
times of tight budgets, police depart-
ments are smaller than they used to 
be. Some communities have only a 
few officers, and immediate backup is 
not always available. If an officer is 

forced to engage in a firefight, he’d 
better be ready to win it on his own. 

Consequently, says Mayer, “you’re 
seeing a lot more acceptance of the 
patrol rifle across the spectrum of law 
enforcement. It’s not just a tactical 
rifle for tactical teams anymore.”

MSRs are also becoming more 
accepted out in the field. “In hunting, 
we’ve had a tremendous surge,” says 
Mayer. The Fred Eichler series, 
which the Predator Nation host helped 
design and lent his name to, continues 
to sell well for the company. And in 
2012, Rock River launched the Ehides 
(WYL-Ehide and the PRK-Ehide), 
cleverly named hardcoat digital anod-
ized rifles with patterns based on coy-
ote and wild pig hides. The image is 
actually in the hardcoat, so it’s incred-
ibly durable.

This year should see more expan-
sion of both the AR-15 and LAR-8 
platforms. “We’ve got some room to 
do different cartridges at different lev-
els, and it’s just a matter of deciding 
what we can make work, and what we 
decide we can sell,” says Mayer. 

Beyond that, it’s simply a matter of 
customer responsiveness. “We try to 
listen to our customers, and a lot of 
them have said our handguards are 
heavy, so we’re going to try some 
lighter handguards. We’re just coming 
up with the products that they ask 
about.” Booth #14271. (866-980-
7625; rockriverarms) —Robert F. Staeger

Much of the increase in MSR-
platform sales stems from rising 
orders from law enforcement 
agencies and individual officers.
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MEET THE GUNNY.

If you missed him Tuesday, R. Lee Ermey, aka 

“The Gunny,” is back for a second tour of duty. 

Visit SOG at Booth 425 on Friday from 8:30am – 

12:30pm for pictures, autographs and more.

ONE LAST SHOT
AT THE GUNNY.

12.05.2012  15:18    AdID: 9649 SBDD413  
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Handcrafted in Europe 
Visit us at SHOT Show Booth #10232 to learn more about LOWA Hunting, Service and Work Boots. 
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NEW Hunter GTX® Evo Extreme

Details That Matter

#18: BRANDED COMPONENTS
Take Primaloft® insulation and patented lasted GORE-TEX® 

construction for waterproof / breathable comfort with fewer 

hot spots and blisters. Then add VIBRAM® outsoles with 

shock absorbing PU midsoles that perform better and longer 

than the cheaper alternatives. That’s the LOWA Hunter 

GTX® Evo Extreme– the new standard for cold weather,

big mountain hunting boots. 
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Know When to Grow
D eciding to expand the physical structure of a 

business—or simply move to a newer, larger 
space—is one of the most important deci-

sions a retailer can make. Done right, an expansion 
can result in extra room for inventory, a cleaner, 
brighter look, more customers, and better cash 
flow. Done poorly, it can be disastrous. 

For advice on when and how to grow, I contact-
ed a couple of experts. Richard Sprague, owner of 
Sprague Sports in Yuma, Arizona, has expanded 
his shop three times since 1987, and he plans a 
fourth building project in 2012. Miles Hall, owner 
of H&H Shooting Range in Oklahoma City, 
Oklahoma, has taken on expansions in each of the 
last eight years. 
SHOT Daily: You’ve each grown multiple 
times. How did you know when it was time to 
make your first addition?

Hall: I think the question anyone has to ask 
themselves is, “Am I meeting the needs of my cus-
tomers?” Because if you don’t, you risk becoming 
irrelevant and opening the door for competitors. 
Sprague: I agree completely. We decided to 
build a new store and open an indoor range mainly 
because of the steady drumbeat of competition.
SD: But how do you recognize the needs of your 
customers and/or know what you’re not doing?
Hall: We were shocked at the simplicity of this: 
You ask them! Back in the 1980s, we were getting 
pretty routine-oriented and awfully comfortable. I 
know now this a bad place to be—it means you’re 
not paying attention. When we took the time to 
survey our customer base, we were amazed at the 
things we weren’t doing or could be doing better. 
Their vision of us is what we eventually grew into.
Sprague: A lot of this is as basic as paying atten-

tion to what’s happening in the industry, too. We 
talk to our customers, but we also listen to retailers 
about general trends and specific items that are 
important and long-term. Going to trade shows like 
SHOT is critical as well; you simply learn to view 
your business from a broader perspective and make 
smart decisions about how and when to grow.
SD: Any surprises in your information-gathering 
that helped you decide how to devote your space?
Hall: Before our first expansion, we’d done some 
research on gun sales in Oklahoma and found that 
3 of every 4 guns sold was a long gun. Well, we’d 
been a handgun store since the beginning—that’s 
what we did. But those facts made us realize we 
were missing out on a ton of sales and needed 
room for long guns. More recently, we added 
retail space for leather goods, which surprised me. 
That stuff now takes up 19 shelves.
Sprague: I’ve been amazed at the growing 
interest in collectibles. Our upcoming expansion 
will include an estate room just for the purpose of 
showing people these collections of older guns 
that come in from time to time. 
SD: Anyone who’s built a simple lawn shed knows 
building ain’t cheap. How do you pay for it?
Hall: From the time we pay for one expansion, 
we’re saving for the next. If I can finance the 
expansion from store profits, that’s the ideal. Of 
course, that’s not always possible. Then I always 
stress the need to view a banker as a partner; if you 
need a loan, you need to be able to show well-
tended books and a solid business plan.
Sprague: “I have a formula for what I can 
afford. I calculate my sales-per-square-foot of gen-
eral merchandise—excluding firearms—then cut 
that number in half. That total is an estimate of 
how much income the new space will generate. 

—Scott Bestul

Moultrie Goes Wide
Three wide screens are better 
than one with the new 
Moultrie Panoramic game 
Camera, a first in game  
imaging.

With three different motion 
sensors, each covering a 
50-degree detection zone, 
the camera’s Silent-Slide 
lens rotates to take photos or 
videos in the zone where 

motion is detected. 
The camera offers two cap-

ture modes. Panoramic Mode 
consists of three photos from 
each 50-degree area, which it 
assembles into a single, 
extra-wide image. In Single 
Mode, the camera detects 
game and then silently 
rotates the lens to capture an 
individual wide photo and 

video from the area where 
motion is detected. 

Using the company’s 
Illumi-Night sensor, the cam-
era’s low-glow infrared flash 
reaches up to 100 feet at 
night. Motion freeze reduces 
nighttime blur, and video is 
captured in 720p high-defini-
tion for clear footage. There is 
also a time-lapse still mode. 

SRP: $249.99. Booth 
#16123. (moultriefeeders.com) 

Home Defense 
Goes 20-Gauge
Mossberg has expanded its 20-gauge line 
for home defense. Built on the proven 500 
platforms for more than 50 years, the 
updated 20-gauge pumps can use both 
2¾ and 3-inch rounds. “This is an ideal gun 
for home defense. It’s easy, quick to han-
dle, and perfect for women, who may find 
a 12-gauge too heavy or awkward,” says 
Linda Powell, 
Mossberg’s director of 
media relations.

The Model 500 
pumps have non-bind-
ing twin-action bars, 
positive steel-to-steel 
lock-up, and an anti-
jam elevator for 
smooth operation. The 
20-inch barrel features 
Ghost Ring aperture 
sights, the exposed 
metalwork has a non-
reflective matte blue 
finish, and stocks and 
forends are made from 
synthetic materials in 
matte black. 

The pumps have an 8-round capacity 
magazine tube, an ambidextrous top-
mounted safety, and sling swivel studs. 
SRP: starts at $485. Booth #12734.  
(mossberg.com)—Peter B. Mathiesen
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NEW Zyklone GTX® Hi
[also available in Desert]

Details That Matter

#7: RAPPELLING ARCH
We took our patented MONOWRAP® construction and beefed it 

up with a medial sole wrap to protect against rope abrasion on 

rappels. We also toughened up the MONOWRAP® design with a 

heavy duty frame, then added a full length nylon stabilizer and 

an aggressive rubber outsole for extra stability and protection 

underfoot. The result is the new Zyklone GTX® Hi, a technical 

high performance for today’s demanding new conditions.
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Fresh Buzz
Savage and Hornady team up with the new 
.17 Hornet By John B. Snow

T he .17 Hornet, introduced this year, is the necked-down offspring of the .22 
Hornet, which was considered hot stuff for small game and varmints when it was 
developed as a wildcat in the 1920s. The .22 Hornet is itself based on an older 

cartridge, the .22 WCF, which Winchester rolled out at the end of the blackpowder era 
in 1895—so one could argue the .17 Hornet has been 117 years in the making.

Savage was one of the first companies to make 
rifles for the .22 Hornet when it was offered com-
mercially to the public in 1932, and they are the 
first out of the gate with rifles for the .17 Hornet 
as well, chambering this varmint round in their 
M-25 action.

Savage’s partner for this project is Hornady, 
which is producing .17 Hornet ammunition with 
the same 20-grain V-Max bullet they load in the 
.17 HMR. The .17 HMR is an excellent 150-yard 
varmint cartridge, though the  terminal ballistics on 
larger prairie dogs lack the explosive impact that 
more potent rounds, like the .223 and .22/250, can 
deliver. With the 20-grain V-Max, the published 
muzzle velocity is 2,375 fps. 

In the case of the .17 Hornet, Hornady is using 
one of its Superformance powders, which pro-
pelled the 20-grain V-Max at 3,677 fps from my 
test rifle. At that speed, the bullet becomes a legit-
imate 300-yard cartridge and helps the Hornet 
join the ranks of other big-boy rounds, like the 
.223 and .17 Fireball (4,000 fps with a 20-grain 
bullet).

The .17-caliber bullets can be finicky with 
respect to accuracy, and it took about 20 rounds 
for my rifle to settle down. The average five-shot 
group from a clean barrel was an unimpressive 
1.351 inches for the first four groups, but after 
that the groups shrunk to the point where they 
could all be covered by a quarter. 

The next six groups averaged .611 inch, with the 
smallest running .348 inch. At this point the foul-
ing built up to where the groups opened up a bit—
and the MV  rose to 3,704 fps—but the overall 
group size for the next 10 groups still averaged  
.861 inch. 

My rifle tipped the scales at an ounce shy of 7 
pounds, and it came from the factory with a 
2-pound 15-ounce trigger pull on the adjustable 
AccuTrigger. The SRP for the synthetic model is 
$567.

The synthetic stock isn’t very pretty, but it’s 
functional and will withstand abuse better than a 
wood one. The stock’s trim lines and modest 
weight are designed more for carry than shooting 
off the bench, making the M-25 a good choice for 
stalking ground squirrels and small game on foot. 
The thick recoil pad is more than the .17 Hornet 
requires, though an industrious shooter could easi-
ly convert the rifle to a shorter length of pull by 
replacing it with one that is thinner. T

o accommodate the rimmed brass case, the 
single- stack magazine, which holds four rounds, 

juts  below the stock at an angle. 
I actually tested two rifles, an early prototype 

and, later, a production model. While the proto-
type had some feeding and ejection glitches, which 
are not unusual in pre-production guns, the pro-
duction model ran smoothly and without a hitch, 
just as Savage had promised when I reported the 
problems. The production rifle fed from the mag-
azine just fine, and the brass empties popped clear 
of the receiver with authority. On close inspection, 
I noticed that the plunger ejector in the produc-
tion model protruded from the bolt face a few 
hundredths of an inch more than the ejector on 
the prototype did, explaining the fix. 

While the .17 Hornet won’t enjoy the same level 
of success that the .17 HMR has had, it does fill a 
nice niche between the “Hummer” and the .17 
Fireball that Remington introduced in 2007.  It is 
moderate enough to sidestep the erosion issues we 
see in cartridges like the .17 Remington (4,436 fps 
with a 20-grain bullet), yet it has enough punch to 
put down varmints at longer ranges. 

The groups shrunk to 
the point where they 
could all be covered 

by a quarter.

The Savage M-25 
walking varminter 
carries easily and is 
steady off a field rest.
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Garmin Unleashes the Alpha
E ighteen months ago, Garmin, known for its GPS prowess, acquired Tri-Tronics Inc., the leading designer and manufac-

turer of electronic dog-training equipment. The idea behind the acquisition was simple—in doing so, Garmin could 
expand its leadership position in both the tracking and training of sporting dogs. The term often used for this sort of 

deal is “synergy”; sometimes it works, sometimes it doesn’t. Last fall, Garmin unleashed the Alpha, a fully-integrated tracking 
and training system for hunters and their canine companions.

“The Alpha GPS Track and Train 
system for sporting dogs is the result 
of our collaboration with Tri-Tronics. 
Little more than a year after joining 
forces, we’re now able to offer the 
sporting dog world a no-excuses sys-
tem that encompasses the best of both 
worlds—robust GPS tracking with 
built-in topo maps from Garmin and 
proven electronic correction from Tri-
Tronics,” says Dan Bartel, Garmin’s 
vice president of worldwide sales. 
“And the Alpha is packed with great 
new features that make it completely 
unlike anything else on the market.”

Alpha 100 
Handheld Tracking 
Features
According to Bartel, with location 
updates as frequent as every 2.5 sec-
onds, the Alpha 100 handheld tracks 
and trains as many as 20 dogs up to 9 
miles away, depending on terrain. It 
features a 3-inch, glove-friendly touch-
screen display that’s easy to view in 
bright sunlight. The touchscreen 
allows hunters and trainers to config-
ure their setup to their specific needs—
it displays only the relevant informa-
tion necessary to accomplish a task.

In addition to tracking an owner’s 
dogs, Alpha is the first device of its 
kind to feature a “buddy tracker” 
function. A party of hunters, each car-
rying an Alpha, can track not only 
their dogs, but other Alpha users—
any combination of up to 20 dogs and 
hunters. With Alpha’s buddy tracker, 
there’s no more guesswork in deter-
mining the location of other hunters. 
That makes time afield not only easi-
er, but safer. Alpha users can also send 
and receive pre-selected messages in 
the field—phrases such “help,” “come 
here,” or “go on without me”—which 
further adds to the Alpha’s utility.

Hunters can follow their dogs and 
buddies on the Dog Tracker Page, 
which depicts a familiar three-axis 
compass, with color-coded arrows 
that indicate the direction and dis-
tance of each dog. And whenever a 
dog trees a quarry or goes on point, 
the Alpha can give an audible or 
vibration alert. 

The other primary tracking page is 
the Map Page. The Alpha is pre-load-
ed with 100k topo maps, so hunters 
will always know what sort of geo-
graphical features (including ravines, 
rivers, and roads) are nearby. The 
Alpha is also compatible with other 
maps, like BirdsEye Satellite Imagery 
(sold separately). Users can even set up 
customized radius or geofence alerts to 
notify them if their dog has entered or 

exited a pre-determined area.
 Above the Alpha 100’s touchscreen are 
three configurable buttons that the 
trainer can set to virtually any combi-
nation and level of continuous correc-
tion, momentary correction, or tone. 
Trainers can set up different stimula-
tion levels for each dog, and control 
them all from a single handheld device. 
When a correction is made, a menu 
automatically appears, so the user can 
quickly choose from 18 intensity levels 
on the fly. Straight out of the box, the 
unit’s stimulation settings are config-
ured in 18 levels of linear stimulation.

Users can also set the Alpha to 
emulate the traditional setup of the 
Tri-Tronics Pro 500 G3 EXP, with 
six levels of low, medium, and high 
correction.

The Alpha 100 handheld is pow-
ered by a replaceable lithium-ion 
rechargeable battery that’s capable of 
up to 20 hours of battery life, and it’s 
waterproof to IPX-7 standards.

TT 10 Dog Device
The TT 10 collar is designed to take 
anything the hardest-hunting dog 
can dish out. The antenna, which 
communicates with the Alpha 100 
handheld, is made of rugged aircraft 
cable, and for optimal satellite recep-

tion, the GPS antenna is positioned 
so that it rides atop the dog’s neck. 
The TT 10’s standard 1-inch coated 
nylon collar strap can be swapped 
out for a different color to easily dis-
tinguish between multiple dogs.

At a 2.5-second update rate, the 
TT 10 will get approximately 24 
hours of battery life when fully 
charged. By slowing the update rate 
down to once every two minutes, the 
TT 10 collar can get up to 44 hours 
of use. The update rate can be 
changed at any time, as long as the 
Alpha 100 handheld is in contact with 
the TT 10 collar. As a safety feature, 
the Alpha also has a selectable dog 
rescue mode, which automatically 
switches the TT 10 to a two-minute 
update rate when the battery is less 
than 25 percent charged, making it 
easier to recover a lost dog.

The TT 10 also features an inte-
grated LED beacon, visible up to 
100 yards away, for night use that can 
be activated from the Alpha hand-
held. Waterproof to 10 meters, the 
TT 10 has just one charging inter-
face, and it can’t get fouled with mud 
or debris. The TT 10 collar, the 
Alpha 100 handheld, and its assorted 
accessories can be stored in the dura-
ble field bag that’s included with the 
system.

Because of enhanced features such 
as remote training, a faster update 
rate, and the expanded number of 
dogs and buddies the system is capable 
of tracking, the Alpha does not com-
municate with Garmin Astro or Tri-
Tronics products. SRP: $799.99, 
Alpha GPS Track and Train system; 
additional TT 10 collar devices, 
$299.99. 

The Delta Series
At the 2013 SHOT Show, Garmin 
rolled out another example of its syn-
gery with Tri-Tronics: the Delta 
Sport. Designed for dog owners who 
want both a training collar and a bark 
collar, the Delta Sport is a sleek, 
ergonomic, and simple-to-use elec-
tronic training system for dog owners 
who want to teach their canine com-
panion new commands, or refocus 
them away from unwanted behaviors. 
Functioning as a “virtual leash” up to 
three-quarters of a mile away, the 
Delta Sport gives dog owners a wide 
range of customizable correction set-
tings, including tone, vibration, and 
18 levels of momentary and continu-
ous stimulation. And when not being 
used as a training collar, it serves 
double duty as a bark collar.

The Delta handheld’s easy-to-read 
LCD display makes it simple to 
switch among five different training 
configurations. The trainer can make 
immediate corrections when neces-
sary—all based on the temperament 
of the dog and the specific situation 
at hand. The Delta handheld can 
control up to three collars (sold sepa-
rately), and switching between differ-
ent dog collars is effortless. The 
lightweight and compact Delta fea-
tures integrated stainless-steel con-
tact points, and both the collar unit 
and handheld are waterproof to one 
meter of water for up to 30 minutes. 
Both the handheld and the collar 
unit come with long-lasting, 
rechargeable batteries that last up to 
three months (depending on use). 
SRP: $249.

Finally, to show the depth of com-
mitment Garmin has made to this 
market, it recently announced that 
well-known dog trainers Rick Smith 
(son of legendary dog trainer Delmar 
Smith), Ronnie Smith, and Susanna 
Love are now using e-collars and dog 
tracking systems designed and built 
by Garmin and Tri-Tronics. “They 
are truly the ‘first family’ of bird-dog 
training,” says Ted Gartner, Garmin’s 
director of corporate communica-
tions. Booth #3009. (800-800-1020; 
garmin.com) 

Garmin’s new 
Delta Sport is  
a sleek, ergo-

nomic, and  
simple-to-use 

electronic dog-
training system.
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HPR Expands 
EMCON Line 
At yesterday’s Media Direct press luncheon, a 
host of companies—including Ameristep, 
Brite-Strike, Taurus, Traditions, and Wildlife 
Research Center—presented details of their 
current and upcoming projects to attendees. 
Among them was HPR Ammunition, repre-
sented by sales director Ryan Nicholas, who 
discussed the company’s EMCON loads, 
designed for use with suppressors and named 
for the military abbreviation for “emissions 
control.” 

“HPR is all about innovation and creating 
new products that meet the demands of the 
throngs of new shooters and the younger gen-
eration entering the market,” said Nicholas.
Unlike many factory-loaded subsonic rounds, 
EMCON doesn’t use dirty powders or primers. 

Its HyperClean technology (a combination of 
cleaner-burning powders and primers) keeps 
things cleaner, and the Total Metal Jacket 
projectile completely encapsulates the lead 
core from muzzle flash, reducing the lead 
emissions that can build up in the suppressor. 

“We re-designed it from the ground up spe-
cifically for the suppressed shooter,” said 
Nicholas. “We worked with SilencerCo to 
develop an extremely quiet, clean line that 
cycles well across the spectrum of suppres-
sors.” 

The initial EMCON offering is a 9mm 147-
grain TMJ, but .40-caliber S&W 180-grain and 
.45-caliber Auto 230-grain rounds are in the 
works for 2013, as well as the .300 AAC 
Blackout subsonic, with a hollowpoint boat-
tail design.

HPR ammunition is available from a variety 
of distributors, including Sports South, Kroll, 
Big Rock Sports, and Ellett Bros. Booth #8403. 

Otis Announces 
Sales Awards
O tis Technology announced its 2012 Sales Representative and Sales Agency of the 

Year awards earlier this week at the 2013 SHOT Show. Chad Underwood, a sales 
representative for Maschmedt & Associates, is the Sales Representative of the Year.

“Chad exemplifies the traits that quality manufac-
turers look for in a salesman,” said Len Nelson, vice 
president of sales and marketing at Otis. “He recog-
nizes opportunities, communicates frequently with 
our commercial sales team, and has developed 
excellent sales growth with our customer base in 
Missouri, Iowa, Nebraska, and Kansas. We are 
extremely fortunate to have him on our team and 
extend him our congratulations.”

Kolder Canada, Inc., based in Toronto, is the 
2012 Sales Agency of the Year. “The strides that 
have been made within the Canadian market by the 
Kolder team have been exceptional,” said Frank 
Devlin, commercial sales manager at Otis. “They 
took a relatively untapped market for Otis and are 
executing our brand strategy flawlessly. Canada will 
be a significant part of our growth in the upcoming 
years with the Kolder Canada Agency’s efforts.”

Chad Underwood (holding award), a sales rep-
resentative for Maschmedt & Associates, with 
staffers from Otis Technology.
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Emerson  
Knives Inc.
To do the job right, you need the 
right tool—and Emerson Knives 
believes its new pocket-size Multi-
Tasker is ready for any job. Available 
in multiple colors, the compact tool 
system features a 2.5-inch blade with 
Emerson’s Wave Shaped feature, both 
flat-head and Phillips head screwdriv-
ers, multiple wrenches, and, of course, 
a bottle opener for those times when 
the work is done. Booth #10679. 
(310-539-5633; emersonknives.com)

Americase
The UL2166 and UL21106 are the 
latest additions to Americase’s Ultra 
Lite Series of handgun cases, which 
are designed to be light yet strong 
for travel and storage. The four- 
pistol UL2166 weighs just 6 pounds, 
while the eight-pistol UL21106 
weighs in at 9 pounds. Both are made 
of aluminum, with reinforced edging 
for added protection. The cases fea-

ture key locking with optional pad 
locks for two layers of security. 
Booth #1609. (800-972-2737;  
americase.com)

Safariland
The Safariland/Kona Patrol Bike 
(29er), which made its debut in 2012, 
and is built from the ground up with 
advanced bicycle components as a 
premium patrol bike for law enforce-
ment and security markets. It’s now 
available in white with a high-gloss 
finish to provide increased visibility. 
The bike’s design was the result of a 
professional collaboration between 
Safariland, bike manufacturer Kona, 
and law-enforcement bike patrol  
officers.

The Safariland/Kona 29er in white 
is constructed of Kona Race Light 
7005 aluminum, which makes it easy 
to carry as well as ride. A tapered 
oversize headtube offers improved 
stability and durability. The Patrol 
Bike features a 30-speed Shimano 

Shot 
Show 
2013

New
Products

German Sports Guns
Following the successful introduction of its STG44 replica gun in caliber 
.22LR, German Sports Guns is introducing the GSG-MP40. Known as 
the Schmeisser, the MP40 remains among the most iconic small arms 
of the Second World War. The original MP40 was manufactured from 
1940 to 1944 and used by the German Wehrmacht, and thanks to 
countless World War II movies, the Schmeisser is instantly recognizable.

The GSG-MP40 resembles the WWII version, with the addition of a 
faux suppressor (not shown) as part of its 16.3-inch barrel. It will be 
manufactured under the Schmeisser brand and sold with an original-
looking wood crate. Booth #15549-3. (germansportguns.de)

Emerson 
Knives Inc. 
The pocket-size 
Multi-Tasker fea-
tures a 2.5-inch 
blade as well as 
flat-head and 
Phillips head 
screwdrivers.
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LAR-15LH LEF-T ELITE OPERATOR-L / 
WITH HALF QUAD, FREE FLOAT MID-LENGTH HANDGUARD

LH1276

5.56MM NATO CHAMBER / 16 INCH, CHROME-MOLY, 1:9 LH TWIST BARREL / FORGED A4 LEF-T UPPER RECEIVER 

/ FORGED RRA LAR-15LH LOWER RECEIVER / RRA TACTICAL MUZZLE BRAKE / RRA TWO-STAGE TRIGGER GROUP 

/ RRA WINTER TRIGGER GUARD / AMBIDEXTROUS CHARGING HANDLE AND MAGAZINE RELEASE 

/ STANDARD LH SAFETY SELECTOR / RRA OPERATOR CAR STOCK / ERGO SUREGRIP PISTOL GRIP 

/ RRA HALF QUAD, FREE FLOAT MID-LENGTH HANDGUARD / 8 POUNDS/37 INCHES / 1 MOA AT 100 YARDS 

/ INCLUDES MAGAZINE, CASE, MANUAL AND RRA LIMITED LIFETIME WARRANTY

SPECS:

MSRP: $1050
LH1278

LH1277TACTICAL (LH1278) AND ENTRY (LH1277) 

OPERATOR-L MODELS ALSO AVAILABLE LEFTIES  REJOICE  AT  www.rockriverarms.com

VISIT  US  AT  SHOT  SHOW  BOOTH  #14271

BC_009799_SBDD113P.indd   1 12/11/12   10:11 AM
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drivetrain, and is ergonomically 
designed for increased rider response 
in an upright position. It also 
includes hydraulic disc brakes, inter-
nal non-obstructive cabling, and a 
heavy-duty kickstand. Booth #12762. 
(904-741-1765; safariland.com)

Streamlight
The Stinger Classic LED is an 
update to the standard flashlight used 
by law enforcement and other pro-
fessionals the world over. It was 

designed in response to customers 
who appreciate the compact size and 
simpler functionality of the original 
Xenon Stinger model, but who also 
want the advantages of the latest in 
LED technology. The updated 
model offers three microprocessor-
controlled variable-intensity modes 
and a strobe function. It delivers 390 
lumens and 13,200 candela peak 
beam intensity on the high setting, 
210 lumens and 6,500 candela on 
medium, and 100 lumens and 3,100 
candela on low. Runtimes range from 

6 hours 45 minutes on low to 1 hour 
45 minutes on high. 

The new light is available with 
either a three-cell, 3.6-volt Ni-Cd or 
Ni-MH sub-C battery, both of which 
are rechargeable up to 1,000 times. 
Fabricated from 6000 series 
machined aircraft aluminum with an 
anodized finish, the Stinger Classic 
LED also includes a durable, multi-
function, push-button switch. SRP: 
$205. Booth #12562. (800-523-
7488; streamlight.com) 

Tenzing
The shape of the TZ BV13 vest 
allows more natural movement of 
body motion, whether using both 
arms to navigate through heavy cover 
or when swinging quickly on a bird. 
The wrap-around bird-carrying com-
partment allows easy access from 
either side. And when it’s time to 
clean birds, the compartment unzips 
for easy access.

The vest is also part pack. It has 13 
pockets and compartments, including 
two for radios or dog collar accesso-
ries, plus 14 shotshell loops. High-
quality zippers and buckles deliver 
dependable performance in all kinds 
of weather. Additional straps allow 
for the easy addition of more items 
on the outside. It also has a compart-
ment that can stow 2- or 3-liter 
water reservoirs,. SRP: $199.99. 

Booth #14829. (800-874-6905;  
tenzingoutdoors.com)

Meprolight
The MEPRO 4X is a compact and 
lightweight (1.7 pounds) combat 4X 
scope. Utilizing a quick-release 
Picatinny adapter, this MIL-STD 
sight provides five different bright-
ness settings. The sight operates 
with a single standard battery and is 
equipped with a unique energy-saver 
feature for extended operation. 

The MEPRO M5 is a lightweight 
MIL-STD red-dot sight specifically 
optimized for “both eyes open” 
shooting. The M5 features an 
enlarged display and a 2-MOA red-
dot aiming point with four variable 
brightness settings. It is capable of 
up to 8,000 hours of operation. 
Booth #26513. (meprolight.com)

Safariland The Patrol Bike has 
improved stability and durability, and 
uses a Shimano 30-speed drivetrain.
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Tenzing TZ BV13 upland bird vest has a fully adjustable waist belt and two 
load-lifter straps designed to keep weight off the shoulders and neck. In addi-
tion, the vest has 13 compartments and pockets for maximum storage.
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Show
Scenes

Once again, SHOT Daily, published by Bonnier Corp.,  cap-
tured the events of a very well-attended SHOT Show, 

Todd Binsfeld (left) of Birchwood Casey receives the 
SHOT Business Sales representative of the year award 
from SHOT Business editor Slaton L. White.

Field & Stream rifles editor david Petzal examining a new 
FnH rifle in the SHOT Daily digital media booth.

Easy rider indeed. rOKOn’s all-wheel-drive motorcycles 
help wilderness hunters get away from it all.

The King loved Vegas, as do the many Elvis impersonators 
walking around the Sands Convention Center.

Shooting expert Todd Jarrett auto-
graphs posters at the CTC booth.

SOG, known for tactical knives, 
unveiled a new line of hunting knives. 
a pair of pigs helped writers test the 
mettle of the new products.

attendees at nSSF’s State of the Industry dinner were 
treated to a show by Las Vegas star impressionist Terry 
Fator, known for his special brand of ventriloquism.

Legacy Sports International debuted 
the Ladies 20-gauge pump, which 
wears Moon Shine Muddy Girl camo.

do-all Outdoors is best recognized for clay target throw-
ers, but it also offers a wide variety of shooting accesso-
ries. It used this eye-catching quintet of models to attract 
SHOT Show attendees to the booth. 
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