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Copyright: ©2013 National Shooting Sports Foundation

For all client unique research, copyright is assigned to said client. All report findings contained
within are the property of the client, who is free to use this information as desired. However, it is
recommended that the client contact Sports Marketing Surveys, prior to reproduction or
transmission for clarification of findings, analysis, or recommendations.

Disclaimer:

While proper due care and diligence has been taken in the preparation of this document, Sports
Marketing Surveys cannot guarantee the accuracy of the information contained and does not
accept any liability for any loss or damage caused as a result of using information or
recommendations contained within this document.

About NSSF:

The National Shooting Sports Foundation is the trade association for the firearms industry. Its
mission is to promote, protect and preserve hunting and the shooting sports. Formed in 1961, NSSF
has a membership of more than 9,000 manufacturers, distributors, firearms retailers, shooting
ranges, sportsmen's organizations and publishers.

About Sports Marketing Surveys:

Since 1985, Sports Marketing Surveys had led the way in being the informed, experienced and
uniquely positioned source to assist with any custom research projects. Whether it’s a dealer study
to get some feedback from your retail partners or an internet based consumer study to measure
the strength of your brand among the changing American consumer, Sports Marketing Surveys
conducts quantitative and qualitative marketing research and information for many of the leading
manufacturers and organizations throughout the industry.

Sports Marketing Surveys

6650 West Indiantown Road, Suite 220
Jupiter, FL 33458

p: 561.427.0647

e: usa@sportsmarketingsurveysusa.com
www.sportsmarketingsurveysusa.com
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1 METHODOLOGY

The MSR Consumer Study employed an online survey methodology. With no database available of
known MSR owners, NSSF promoted participation in this study via online banner ads on various
websites, blogs and e-newsletters geared toward firearms ownership and hunting such as:

e AR-15.com e-newsletter

e Bushmaster Website and Facebook page

e DPMS Website and Facebook page

e Field & Stream blog

e Gun Digest website

e Guns and Ammo website

e NSSF Facebook page & Twitter post

e NSSF/GunBroker Pull the Trigger e-newsletter
e Remington Facebook page

e Smith & Wesson Facebook page & Twitter post
e 3-Gun Nation website and Facebook page

e Tapco website and Facebook page

e Winchester ammunition e-newsletter

A contest to win one of three $500 Cabela’s gift cards was included as an incentive to complete the

survey in full. The term “Modern Sporting Rifle” was clearly defined as AR- or AK-platform rifles

such as an AR-15, AR-10, AK-47 or other semi-automatic rifles with detachable magazines. Photographs of
both AR- and AK-platform MSR's were shown on the survey landing page. To further pair down response to
those that would correctly complete the survey, the survey’s initial question asked “Do you own at least one
Modern Sporting Rifle? (If you do not own a MSR but would still like to be entered in the contest, select
“No”.) These safeguards narrowed the usable responses from 26,719 to 21,942.

This gives a very high confidence level. The Confidence Interval for the full “MSR Owner” sample
ranges from +/- 0.29 percentage points to +/- 0.68 percentage points at the 95% confidence level.
So, for example, if the survey shows 50% of MSR owners shoot at ranges, we can be confident 95
times out of 100 that the real value lies within +/- 0.68 percentage points so between 49.32% and
50.68%. Or to put it another way: Less than 5 times out of 100 would we expect to find a difference
of more than 0.68 percentage points due to sampling.

Survey was live April and May 2013.

© 2013 NSSF —
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2 EXECUTIVE SUMMARY

In the spring of 2013, The National Shooting Sports Foundation (NSSF) contracted with Sports
Marketing Surveys (SMS) of Jupiter, Florida to conduct a large consumer study to learn more about
the growing category of MSR Modern Sporting Rifle (MSR) ownership. This survey was formatted to
follow the 2010 MSR Consumer Report from NSSF and SMS first collaboration in 2010. In the 2013
survey, MSRs were specified as either an AR platform, AK platform or other semi-automatic rifle
with a detachable magazine. Prior to the start of the survey, the NSSF gathered together a panel of
industry leaders and experts from the manufacturing, retailing and law enforcement/military
backgrounds to ensure that right questions were asked to provide the most amount of information
possible.

The survey was conducted using an Internet based methodology. Links were posted on many of the
popular consumer oriented web sites in the industry in order to solicit responses. An incentive was
used in order to facilitate this process. At the end of the fielding period, well over 26,000 total
responses were received of which over 21,942 came from MSR owners. This response was a
significant increase from the 2010 study of 11,400 respondents. This large sample meant that we
were able to perform a number of very specific survey cross tabs to look at some differences among
MSR owners.

MSRs owners are predominantly male (99%). Over 75% of male MSR owners are married, of those
married, more than half indicated their wife went target shooting with them and 14% own her own
MSR. Even though only 1% of respondents were female, there appeared to be a large interestin
MSRs and MSR related recreational shooting activities within the female population.

Most owners are older, with 61% over the age of 45 and most don’t have children living in the
home (58%). The more MSR’s owned, the more likely they are to lock up their weapons.

35% reported having either military or law enforcement background. This is down from the
44% reported in 2010. Although the veteran status has increased slightly, the 2013 survey seemed
to tap more into the civilian MSR population.

Although Range membership is down from 51% in 2010 to 48% in 2013, members have increased
the usage of their MSRs compared to 2010. Range members tend to be older and have an income
greater than $75,000. In regards to weapon and accessory purchase, the Range and Non-Range
member have relatively the same habits with the exception of price. Over 60% are recent MSR
buyers and plan on purchasing accessories in the next 12 months.

The rate of ownership has increased dramatically since 2010. Those who only own one MSR, 49%
purchased their first in 2012 and 2013. Overall, 2012 was the highest (17%) for new ownership since
prior to 1994. 91% of all MSR owners own at least one AR Platform weapon. Just over a quarter of
owners report having 4 or more MSR’s, with 14% being only AR Platforms. Most own only one AK
Platform (67%). Those who one multiple MSR’s {2 or more) tend to be more active with almost half
of them hunting, 92% target shooting and 19% shoot in competitions with an MSR.

© 2013 NSSF e -Pages
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MSR ownership is not limited to one category of guns. Many MSR owners own at least one other
non-MSR weapon. Handguns are the most popular at 90%, followed by the traditional rifle and
shotgun (82%). Muzzleloaders (28%) and Paintball guns (15%) are less favorable. Those under the
age of 35 are more likely to own a paintball gun and less likely to own a muzzleloader. Only 1% of
MSR owners, whether a single or multiple owner, own only MSRs.

Over a third of MSR owners first gain interest in MSRs through a friend and a quarter through the

military. Most MSR owners target shoot with at least one other person (84%) which mimics the
2010 report. MSRs are mostly used for rifle target shooting (89%), either at a public range (52%)
or private range (51%). Almost half of all MSR owners target shoot on family land, which could
indicate target shooting as a family activity. 94% of MSR owners used at least one MSR in the past
12 months. Most (40%) used their MSR on average once a month. Frequency of use increases with
number of MSR owned.

Most MSRs were bought from an independent retail store. The average cost of a MSR was $1,058,
$25 less than the average spent in 2010. .223/5.56mm was the prefer caliber for the AR Platform,

where the AK platform was usual 7.62mm x 39mm caliber. Almost two thirds of MSR owners have
at least a few accessories, added within 12 months of purchase, on their most recent MSR with an
average of $400 dollars spent.

- 2010 2013
Average # MSRs Owned 2.6 2.
Average $ Spent on MSRs §1,083 $1,058

Average $ Spent on MSRs Accessories  $436 $381

*NOTE: 2013 NSSF Survey identified AR and AK platforms separately. 2010 NSSF Survey included AK
but was tailored more toward the AR platform owner.

© 2013 NSSF Page 6
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3 FAST FACTS

1. The average MSR owner is 35+ years old, married and has at least some college education. 54%
have a HH income of $75,000+ and 57% do not have children living with them.

2. 66% of MSR owners that responded to the study own 2 or more MSRs.

3. Those who shoot more than 24 times a year are much more likely to own multiple MSRs.

4. MSR owners are more likely to own multiple AR platform MSRs than AK MSRs.

5. 26% of MSR owners purchased their first rifle in 2012 or 2013. Over a 1/3 of those who own 4
or more MSRs purchased their first MSR prior to 1994.

6. 9 out of 10 MSR owners owned a handgun prior to owning an MSR.

7. 33% of range members first gained interest in MSRs at a shooting range. Over a quarter of all
MSR owners first gained interest in MSRs in the military.

8. 35% of MSR owners are current or former military/law enforcement.

9. Almost half of MSR owners are shooting range members and membership steadily increases
with age and income.

10. 8 out of 10 MSR owners purchased their MSR new. Those who own only one MSRs are slightly
more likely to purchase used than multiple MSR owners.

11. Showing this is a growth segment, 2/3 of all MSR owners obtained their most recent MSR in 2012
or 2013, while 7% received their most recent MSR in 2005 or earlier.

12. 55% of MSR owners paid under $1,000 for their MSR. Half of MSR owners who shoot 2+ times/
month paid $1,000 or more for their most recent MSR.

13. 36% of all MSR owners purchased their most recent MSR at an independent retail store or a gun
show.

14. Most MSRs recently purchased were chambered in .223/5.56mm.

15. MSR owners consider accuracy and reliability to be the two most important things to consider
when buying a MSR. Owners did not consider their friends/family having one to be important.

16. 79% of MSR owners have at least one accessory on their rifle or do not shoot “out of the box.”
Younger (under 35 years of age) shooters prefer to heavy accessorize their rifle. 62% of owners
accessorize their rifle after their purchase but within 12 months after purchasing it.

17. Those most likely to spend $600+ on aftermarket customizations are: 4+ MSR owners, 2+
times/month shooters, under 35 year olds and those with $110k+ HH income.

18. 71% of MSR owners use a scope as their primary optic. Older shooters tend to use a scope as
their primary optic whereas younger shooters prefer a red dot as a primary optic.

19. About half of all MSR owners use a 30-round magazine the most in their MSR. Younger MSR
owners are more likely to use higher capacity magazines than older MSR owners.

20. 66% of MSR owners use a collapsible/folding stock but this usage rate decreases with age.

21. 3 out of 4 of the most recent MSRs purchased had flat top upper receivers.

22. MSR owners are pretty evenly split on having rails or not having rails on their MSR.

23. Black is the most popular finish color with 80% of owners saying their most recent MSR is
black.

24. Of the most recent MSRs purchased, 62% had a threaded barrel, 57% had a flash hider, 58% had
a 16” barrel, and 51% operate on a direct gas impingement.

©2013NSSF -  Page7
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25. Those most likely to purchase a MSR in the next 12 months are: 4+ MSR owners, 2+
times/month shooters, and between the ages of 45 to 54.
26. The 3 most owned accessories are: gun cleaning kit (93%), extra magazine (82%), and targets

(81%). The top 3 that MSR owners intend to buy are: extra magazine, trigger upgrades and

targets.
27. Recreational target shooting (8.9/10.0) was the #1 rated reason for owning a MSR in terms of

importance. Home defense was 2™ at 8.2. Professional use/job related was the least important
at 2.9.

28. 94% of owners have used their MSR in the last 12 months. Usage slightly decreases with age
going from 96% usage rate for under 35’s to 92% for those 65+.

29. 38% of MSR owners shoot their MSRs 12 times or more allually. 36% of reloaders shoot 12 times
or more compared to 25% for non-reloaders.

30. 34% of MSR owners shot more than they did the previous year. Half said they shot the same
amount compared to the previous year.

31. 26% of MSR owners reported shooting more in the past 12 months which is down from 34%
reported in 2010.

32. 52% of owners shoot at a public range and 51% shoot a private range. Private range usage
increases with age, income, number MSRs owned and shooting frequency.

33. 83% of all MSR owner keep their MSRs in a secure box when not in use.

34. MSR owners use “budget” factory loads 43% of the time while premium loads account for 29%,
reloads 16%, and import ammo 12%. Those who shoot more often are much more likely to use
reload.

35. 21% of owners shot more than 1,000 rounds out of their MSR in the last 12 months. 27% of range

members and 16% of non-members shot more than 1,000 rounds in the last 12 months. 26% of

all owners anticipate shooting more than 1,000 rounds in the next 12 months.
36. 42% of owners buy 500+ rounds of ammo at one time. Frequent shooters and multiple MSR

owners are most likely to buy 500+ rounds at one time.

37. Just over a third of owners reload their ammo. Reloading is more popular with older shooters,
range members and multiple MSR owners.

38. 7 out of 10 reloaders reload 40% of more of their ammo; 27% reload 90% or more.

39. The most popular distance to hunt/target shoot with an MSR is 100-300 yards with 58% of
owners shooting at those distances. 33% shoot at less than 100 yards. Younger shooters tend
to shoot at shorter distances than older shooters.

40. 17% of MSR owners go shooting alone which is down from 20% in 2010. Older (over 35 years of
age) shooters are more likely than younger shooters to shoot alone.

41. 8 out of 10 MSR owners feel they have not been able to shoot their MSR as much as they would
like in the last 12 months.

42. Lack of ammo available and the cost of ammo are the two main issues preventing MSR owners
from shooting as much as they would like. The cost of ammo is much more important to
younger shooters than it is to older shooters.

© 2013 NSSF ‘ Page 8
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4 SAMPLE PROFILE

4.1

Gender

Age

income

Education

Overall profile of MSR owners
N= 21,942

Overall Sample Profile

Male

Female

Under 35

35to44

45to 54

55to 64

65+

$45,000 and Under
$45,001 to $75,000
$75,001 to $110,000
>5110,000

Some high school or less
High school graduate or GED equivalent
Some college but did not graduate
Associate degree
Bachelors degree

Post -graduate degree
Other professional degree
Children in home

No children in home
Married

Not Married

Military/L.E. Background
Non-Military/ L.E.
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4.2  Geo-Analysis

The following map shows the number of MSR owners per household that responded to the survey.
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4.3 Range Membership
e 2012 N=21,942

Shooting Range Membership
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4.4  Military / Law Enforcement Background

The following table shows the percentage of MSR owners that are active/veterans of military and
law enforcement.

Military / Law Enforcement 2010 2013

All MSR Owners

Military Background 37% 29%

LE. Background R R

Either a Military or Law Enforcement Background 44% 35%

For those with a military background, the following table shows the split between active/veteran

and the branch of military. Multiple selections allowedm figures may exceed 100%.

Military Background 2010 2013

Military Active

Military Veteran

Military Branch
Army
Navy
Air Force

National Guard

Coast Guard BTt

Reserves 10%

For those with a law enforcement background, the following table shows the split between
active/veteran and the branch of law enforcement. Due to multiple responses, totals will not add

up to 100%. Multiple selections allowed, figures may exceed 100%.

R R R

so% s

Local 63% 63% »
State S e

Federal
Other

18%
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5 MSR BUYING PROCESS

5.1  Number of MSRs owned

e 2010N=7,372
e 2012 N=21,942
Number of MSRs Owned
m 2010 m2013 2010 Average Owned: 2.6

50%
40%

40% 35% -
30% 25%  25% H
21%
20% 14%  14%
0%
1 2 3

e 35% of MSR owners own a single MSR.
e Over 30% reported owning 3 or more MSRs in both 2010 and 2013.

Number of MSRs Owned

B MSRs AR Platform B MSRs AK Platform B Other MSRs
67%

60% 51y 54%
40%
20% 11% 1% 4% i
i _- o
4+
e The average number of AR Platforms owned is 2.12.
e The average number of AK Platforms owned is 1.68.
© 2013 NSSF - " Page13
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5.2  First MSR purchased
e N=21,942

When did you purchase/obtain your first MSR?
0% 10% 20% 30% 40%

= 19%
7013 eon— 6% S
3%
= 17%
fre to et e s e e %
T P Y SO D R T R S A T
2017 SR | 50 '
T
A
[ R e o
[t e ey sl
2011 =eeee———— .

Psiatilhoe s Rt 9
2010 5% 10% MSR’s Owned

—— (% B Total
2008 EE——— 30,
Pr———— |k
— 50, i
2008 = 7%
% E3
A

2007 we—" 0% ' WA+
2006 w—'3%

2001-2005 o— %

1995 - 2000 ee— 1%

) L VA
Priorto 1994 maaS— |1
S P X Rl A S S TSR, 50

e 9% of MSR owners first purchased an MSR in 2013.
e Those who own 4 or more MSRs have been owners for a long time, with 36% first buying
prior to 1994.
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e PES Y Hagos L0

5.3  Firearms owned prior to MSR ownership

e N=21,942

Which of the following did you purchase or own previous to

Handgun

Traditional Rifle

Shotgun

Muzzleloader

BB/Airgun

Paintball gun

None

owning a MSR?

0% 20% 40% 60% 80% 100%

90%
89%
90%
R R P R e iy, 1.
PR R R S R L e B P e S e oS
Sl R R RRTEEY  30%

B e e, T

R e R R T B N A ANy, 82;@ MSR’s Owned
D ———
R R R T AR, m Total
B h———e

PR TS s e e e ml
R R R R R D SR Ty
e 2
R S Ty A R s
SRR 20, w3
CEOEEEEE

e v S W4+

R (¢,
EEERET T

® 9 out of 10 MSR owners had a handgun before owning their MSR.

© 2013 NSSF
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5.4 Interest gained in MSRs

e N=21,942

Where did you first gain interest in MSRs?

Own Personal Interest

Friend

Military

Shooting Range

Family Member

Magazines

Internet

Movies/TV

Job

Other

X

Ul
%
x

10% 20% 30% 40%

50% 60%

w
3
¥

m |
=& ||
R w
T
(=]
e

MSR’s Owned
M Total
1
L
m3
o4+

e Own personal interest, friends and military background were the most important

influencers.

*Multiple response, total will not equal 100%

© 2013 NSSF
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5.5 Most Recent Purchase
e N=21,942

What platform was your most recently purchased MSR?
0% 20% 40% 60% 80% 100%

AR Platorm I < O MSR’s Owned

foiicey 0 R SRR e e e i S W Total
1%
N 00 ml

AK Platform N 0%
BN ) L
. LA
— =3
A

Other mEE 6% W4+

- Y%
- 7Y

e 82% of most recent MSR purchases were an AR Platform.

Was your most recently acquired MSR's?

0% 10% 20% 30% 40% 50% 60% 70% 80% 90%

BRSO R P TR S e 09/
T, e T e e R e R S A,
L 883;/“0/
e O B R e S ey
R T R RS N NS SR
S |5 "
—— 0, MSR’s Owned
Purchased USED IS 5% Total

E— {0, w e
I (4
i

Received NEW as a gift : %g E.!’Mﬂv u2
1 1% N3
I 1%

) . 1 1% W4+

Received USED as a gift 1 1%

I 1%
0%
e 82% of all MSR purchases were new.
e lessthan 2% of all purchases of MSRs were for gifts.
©2013NSSF a Page 17
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5.6  Year of purchase
e N=21,942

In what year did you receive your most recent MSR as a
purchase/gift?

0

2

o 5% 10% 15% 20% 25% 30% 35% 40%

N
N
R

2013

w
N
X

B 7 i Sy A e e it et i i
R R e B e e e R S s T R e A R e s,

2011 . 00
P ey e
E— 0% MSR’s Owned

I 2
2010 ® Total
R 50 |

IR 50 m2
2009 = 4%
 JEA E3

[~ A B4+
2008 s 4%

2007 m 1%
2006 = 1%

2005 or earlier N 7Y%

e 29% of MSR owners obtained their most recent MSR in 2013.
e For those owning 4 or more MSRs, 38% obtained an MSR in 2013.
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5.7  Price paid

e N=21,942

What was the initial price of your most recent MSR

Under S500

$500 - $1,000

$1,001 - $1,500

$1,501 - $2,000

$2,001 - $2,500

$2,500 - $3,500

$3,500+

Don't Know

(new out of the box cost)?
0% 10% 20% 30% 40% 50%

RN 09
I 09
I 00,
L IPA
I 20

l‘
e
o
2
-

o~

S
firs
X
B
[22]¢))]
o
o

N|NN
2
U
X

9% MSR’s Owned

W Total

i
LIPS N2

(=]
(=}

. 0% m3

50, W4+

e 55% of MSR owners paid under $1,000 for their most recent MSR.
® The more MSR’s owned, the more likely the owner would pay more for another gun.
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5.8 Place of purchase
e N=21,942

Where did you buy your most recently acquired MSR?
0% 10% 20% 30% 40%

R R AR IR 36%
. R TR .
Independent Retall SIOre o ———— 3,
e e A
SRR TR 19%
| SRR
Internet Website o —— 25 %
SRR
I 1%
. . , e A
Chain or Big Box Retail Store r—
I 10% W Any
I 07
e EREA
B 1% M AR Platform
B 1%
. —7§/:/6 W AK Platform
UNSNOW e 13%
I 3% B Other
. 3%
. W 3%
Purchased as a Kit Y
B 1%
: 2%
. .. W 2%
Received as Gift = 3
4%
B 1%
m 1%
B 1%
B 1%
S 100
S EpA
e LA
P e o A

Different Parts Purchases

Direct Mail Catalog

Other

e Independent retail accounted for 36% of all recent MSR purchases.

e For the “other” responses, 1) Individual/Private Sale/Face to Face, 2) Purchased from friend
or family, 3) Custom built/parts from a variety of sources were the top three purchasing
sources.
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5.9 Reasons for purchase

How important were each of the following reasons for buying your most recent MSR?
® Onascale of 1=Not at all important to 10=Very important

Top 5 Reason for buying their most recent MSR

Total Military/L.E. Non-Military/L.E.
Reliable 9.01 9.10 8.96
Accuracy 8.77 8.88 8.72
Reputation of Manufacturer 8.27 8.32 8.24
Fits Body Type/Good Ergonomics 8.23 8.32 8.18
Easy to Shoot 8.11 8.13 8.09

B Total MARPlatform W AK Platform

o
(]
oy
o
N
o
(98]
()
N
O
w1
&
(o)}
o

~J
o
oo
o
0
&
[
[
% |

Reliable

Accuracy

N
w
~

Reputation of Manufacturer

|

Good Ergonomics/Fits Body Type

~
oY
wn

Easy to Shoot

l,
Ny
0®
A
©

(0]
(]
N

Availability of Parts

,\1

Availability of Ammunition

ll

Ability to Accessorize

(s3]
o
H

“,,
]
Ny~
ww
&»

Aesthetically Pleasing

P
S

Low Cost of Ammunition

"y
o0
~

Doy
0
INTS

Price

ﬂ,
N
[ve]

Light Weight

%2
~J
EaN

Ul (a0
o

To Avoid Any Future Ban

o
O
ok 0P
=

L
w
Lo

Low Recoil

Im
oy
e
w

To Shoot Competitively

lh
N
w

Taught to Use in Military/L.E.

lUJ
B
[o2]

Top 3 Reasons
4.29 2010 2013

97 ~ Accuracy Reliable
~ Reliable

Recommended by Retailer

w
[ox]
wo

My Friends/Family Had One 4.08

UJIl
Fo ¢
N

S
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Reasons purchase MSR Year Comparison
(1=Not Important to 10=Very important)

Reliable

Accuracy

Reputation of Manufacturer
Good Ergonomics/Fits Body Type
Easy to Shoot

Availability of Parts
Availability of Ammunition
Ability to Accessorize
Aesthetically Pleasing

Low Cost of Ammunition
Price

Light Weight

To Avoid Any Future Ban
Low Recoil

To Shoot Competitively
Taught to Use in Military/L.E.
Recommended by Retailer

My Friends/Family Had One

0.0

2010 W2013

10 20 30 40 50 60 70 80 90 100

SR S TR R 3 3

SRR TR ©.05
e armecare e e e T R

RO A S 230
R TR

SRR SRS 5.10
it n e e e s

R R R 7 85
[ e e =T B

R R SRR 508

SRR RS 5,10
— 7.73

TR S R 7.52
e _ B

ST TSR £ 05
[ o e o e T

DR RSN © 59
[EErss Lo e S

SRR o.72
TR R R

TR REE 6,78
Boizs poane e e e

OB B S A 7 31
oS e e T

TSRS © 07
e ek

SRR 502
D R R O

AR 3.90
ot e

TSNS 3,50
TSR

DR 3 45

i i T
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& MSR AND ACCESSORY SPECIFICATION

6.1 MSR Caliber
e N=21,942

What caliber is your most recent MSR?
0% 10% 20% 30% 40% 50% 60% 70%
22375 50mMI e e A N A S IR RIS (500
7.62mm x 39mm e 10%
0.308 memmm 6%
0.22 = 4%

7.62mm x 51mm or x 54mm ™ 2%
.300 Blackout m 2%

6.8 ® 2%

545x39mm ® 1%

9mm Para 1 1%
Other mm 3%

e Over half of recent MSR purchases were chambered in .223 / 5.56mm.

B AR Platform B AK Platform B Other
0% 10% 20% 30% 40% 50% 60% 70% 80% 90%
223 /556mm e 11%
0.308 mm 3%
022 ® 1%
6.8 0%
300 Blackout 0%
0
7.62mm x 39mm . 7 |
7.62mm x 5Immor x 54mm =M 3%
9mm Para = 0%
545 x3%mm e 3%

Other m 2%
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6.2 Level of accessories
e N=21,942

| would consider my most recent MSR as | currently use

it to be:
0% 20% 40% 60% 80%
Have a Few Accessories (1~3) — 65%
_ 62% MSR’s Owned
B o | ® Total
I - "
Out of the Box {No Accessories) - 19% : i
I
- LR Few 1-3 Accessories
Heavily Accessorized {4+ ) - 16%
| REZ
.

e Multiple MSR owners tend to accessorize their MSRs to a greater extent.
e Only 19% of MSRs were operated “out of the box” with no accessories.
e Almost Two thirds of MSRs had 1-3 accessories fitted.
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6.3 When accessorized
e N=21,942

When did you add your accessories to your MSR?

0% 10% 20% 30% 40% 50% 60% 70%

Post Purchase (within 12 months)

MSR’s Owned

At Time of Purchase | 13 B Total
L ml
L0 m

Bl o E3
B W4+

Post Purchase (after 12 months) - 11%

Not Applicable | 15

e 19% of MSRs were accessorized at the time of purchase.
e Just under two thirds of MSR owners accessorized within the first 12 months of purchase.

*Multiple Response, total will not equal 100%
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6.4 Amount spent on accessories

o N=21,942

How much after market customization did you do to
your most recent MSR in terms of dollars spent?

50

$1-5100

$101-5200

$201 - 5400

$401 - 5600

S601+

0% 5% 10% 15% 20% 25%

ERSPRSIRIRTIERE 15%

e e =
COCNE TR
e
T

B 5y

e

[

e

5

SRR 10%
s

PRI ST
RS
TSRS

SR R SRR 230
R
R TR,
e e
e o
R R 7%
TR
e i
TR
=
R R T 04%
ETRRTR I

s o ot e T S
P

30% 35% 40%

Total Averaged Spent

MSR’s Owned
W Total
ml
i
m3
W4+

. ___J

e 24% of MSR owners spent $600 or more on accessories for their most recent MSR purchase.
This rose to 34% for those owning 4 or more MSRs.

Averaged MS
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6.5 Optics
e N=21,942

The following table shows the optics fitted to the most recent MSR purchases:

R, e R A R e
ronsights ~~ IEPZR 33% 41% 51%
——_—

28% 26% 9%

Laser designator ————

1% 1% 0%

I oo 100% 100% 100%
6.6 Scope
What type of Scope?
e 2013 N=9,699
Don't know Oth”
% 1-4x power

6 - 20x + power scope
scope 26%
10%
4 - 14x power
scope

15%
2 -7x power

3-9 power scope
scope 9%
33%

3-9x power is the most popular scope with 33%.
A quarter of MSRs have 1-4x power scopes.
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What type of scope do you have on your most recent

MSR purchase?
100%
W 1 - 4x power scope
80% W 2 -7x power scope |
M 3 - 9x power scope 1
60% ¥ ¥
B 4 - 14x power scope
40% W 6 - 20x + power scope
20% . ® Don't know
1% e B Other
0% 4%
AR Platform AK Platform
6.7 Magazine capacity
Which magazine capacity do you use the most in your most recent MSR? \)’
e 2013 N=21,942 \j
Other 5 rour"ttd 10 round
2% cap;f Y capacity
3 12%
15 round
capacity
/ 2%
30+ round
capacity 20 round
56% capacity

21%

25 round
capacity
4%

e 56% of all MSR owners use 30+ round capacity magazines in their most recent MSR
purchase.
e The next most popular magazine capacity is 20 round.
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6.8 Stock type
e 2010N=7,372
e 2013 N=21,942
What type of stock is on your most recent MSR?
100%
90%
80%
70% B Collapsible/Folding
60% B Fixed
50% W Precision
40% oth
30% n er
20% %
10% = Z//
- 1% %
2010 2013
e Over 66% of MSR owners in 2013 used a collapsible/folding stock.
6.9 Upper receiver
e 2010N=7,372
e 2013 N=21,942
What type of upper receiver is on your most recent MSR?
100%
S0%
0% W Flat top
70%
60% W Removable Carry
50% Handle (A3}
40% M Fixed Carrying
30% Handle (Al or A2)
G B Other
10% 2% 6%
0%
2010 2013
e Nearly 7 out of 10 of the most recent MSRs purchased had flat top upper receivers.
©2013NSSF Page 29

NSSF 005932




Case 3:23-cv-00209-SPM Document 230-11 Filed 09/13/24 Page 33 of 43 Page ID #13151

MSR Consumer Report 2013

6.10 Hand guard
e 2010N=7,372
e 2013 N=21,942
What type of hand guard is on your most recent MSR?
100%
90% B Free Floating with Rails
80% B Standard without Rails
O,
e W Standard with Rails
60%
50% B Free Floating without Rails
40% W Monolithic
" 21%
30% W Other
20%
some || 3% li% 59| | 3% 59  MDon'tKnow
0% B
2010 2013
e MSR owners seem to prefer hand guards with rails (53%) than without (38%), whether
standard or free floating.
6.11 Finish color
What type of finish color is your most recent MSR?
100%
90%
80% W Black
70% B Camouflage
60% 80% B Custom
50%
’ W Flat Dark Earth (FDE)
40%
30% W Olive Green
3% 3%
20% = 5% e 6% B Wood Grain
% = 3% 2 3%
1% 2% e 5% i W Other
0% : 2%
2010 2013
e Black is by far the most popular finish color with 80% of recent MSRs.
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6.12

Barrel and Operation

Thinking of your most recent MSR purchase:

e L CONSUIRET Repart 2010

e 2010N=7,372
e 2013 N=21,942
Is the barrel threaded or non-threaded? Does the barrel have:
100% 100%
. ® Flash Hider/Non-
90% 90% Permanent
80% W Threaded 80% = H?“
70% 70% Hider/Permanent
- B Muzzle Brake/Non-
50% B Non-threaded 60% Permanent
50% /Crowned 50% = Muzzie
40% B Don't Know 40% Brake/Permanent
30% 30% W Don’t Known
20% s 20% 1% 3% | mother
10% - 2% 10%
0% o - 0% B None
2010 2013
What is the barrel length? What type of system does it operate on?
o,
100% e 1% 100%
& Direct Gas
%
o | B4 0% impingement
80% 80%
70% e 70% M Gas Piston
60% mig" 60%
50% Wik 50% M Recoil/Blow-back
40% 20 40% Operated
% ” %
e w24 Si% B Don't Know
04
20% o, B Don't Know i
3% 5%
1 moth s 1%
1+ f T (]
0% / 3% 2% & 0% ® Other
2010 2013 2013
® 62% of most MSRs had a threaded barrel, 57% had a flash hider, 58% had a 16” barrel and
51% operated on direct gas impingement.
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7 FUTURE PURCHASE INTENTIONS

7.1 Likelihood of buying a new MSR in next 12 months

e N=21,942
e On ascale of 1=Not at all important to 10=Very important

How likely are you to purchase a new MSR in the next 12
months?

0.0 1.0 20 3.0 4.0 5.0 6.0 7.0 8.0

# of MSRs owned

D
. B
SRR,
More than 24 times | RN 7 57
L R TR
e R R S .

How many times
used in the last
12 months?

o L SRRSO S e R
B oot B
TR
$45,000 and Under | RN, - 2/
¢ $45,001t0 575,000 |EEEEG_——— .22
2 7500105110000 N 51

L R,

The most likely sub-groups to buy a new MSR in the next 12 months were:

e Multiple MSR owners

e Frequent users

e The under 44s

e The more affluent groups
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7.2 Currently own and likely to buy

e 2010N=7,372
e 2013 N=21,942

Pl
(]

Gun Cleanmg Kit 93%
————
Extra Magazmes 81%

————
70% 78% 10%
————
71%

————
68% 65% 16% 20%
————
55% 16% 20%

Railed Handguard ————

51% 49% 17%

————
40% 44% 15%
————
37% 34% 11% 14%
| RangeFinder  Rdeviis b it s ot T
33% 32% 24% 2%
————
16% 10% 10%
————
6% 19% 20%

*5 new categories were added in the 2013 survey

Top 5 most owned: Top 5 most likely to buy in next 12 months:
1. Gun Cleaning Kit 1. Extra Magazine
2. Targets 2. Trigger Upgrade
3. Extra Magazines 3. Targets
4. Rifle Sling 4. Mounted Rifle Scope
5. Soft Carrying Case 5. Tactical Flashlight
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8 MSR USAGE

8.1 Reasons for owning a MSR
e 2013 N=21,942

Please rank the following reasons for owning a MSR.
(1=Not Important to 10=Very Important)

0.00 2.00 4.00 6.00 8.00 10.00

o
\s)
® g

Recreational Target Shooting

0Q

~d
i
X0
2O
o

00 09 i 00

Home Defense

00 s 1= (1 =2
ooWw
w

©
vl

MSR’s Owned
W Total

|m
w
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Collecting

|\uo
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0
0

ml

o
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n
N}

nODWw

: ) 2
Varmint Hunting

m3

Lo
Qow

N4+

|D|
.U‘gm
Ui [y

w

Competition Shooting

9
33
5y

Top 3 Reasons
201

~J
()]

R R

R P RO,
Big Game Hunting I

R e

TR e
Professional Use/iob Related IS

Multiple (4+) MSR owners gave higher importance ratings for:
e Recreational Target Shooting
e Home Defense
e Collecting
e Varmint Hunting
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Please rank the following reasons for owning a MSR.
{1=Not Important to 10=Very Important)

0.0 2.0 4.0 6.0 8.0 10.0

. ST RS o0
Recreational Target Shooting % 880
R e B RGN B

it S e T L TS A
Home Defense 8.07
S e e

RN 7 00 W Range Member
Collecting b
: B Non-Member
(NSRS 10

Varmint Hunting [ ety o
TR - 50
e s s
RN 1 o4
MRS
B .5

I

Competition Shooting
Big Game Hunting

Professional Use/Job Related

Please rank the following reasons for owning a MSR.
(1=Not Important to 10=Very Important)

0.0 2.0 4.0 6.0 8.0 10.0

s
Recreational Target Shooting T s -
B s e e T e
oo e o ne s e W Military/L.E.
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| RERRTRRRA PR
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Varmint Hunting

it oo e
R e
o T
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Big Game Hunting

oot e

o
I 3o

Competition Shooting

Professional Use/Job Related
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Please rank the following reasons for owning a MSR.

(1=Not Important to 10=Very Important)
0.0 2.0 4.0 6.0 8.0 10.0

SRR 8.3
[ et e g e s
R e e ar b R e A
b ne e e s s
SRR I SRR SETRE  £.02
[EEa s e s e B
IO R N IR N T
Pt vemnnana s da s

SRR, 7 .01 # Times Used an MSR
A WA T S TR R :

R ;%2 in the Last 12 months
PSRN m 3 times or less
o e S S
e e T R T
e o e e S
R e, |

R, 441 W 12 to 23 times
e e s s

o e TR T T U
SR ©

Recreational Target Shooting

Home Defense

Collecting

Varmint Hunting

B4 tol11times

Competition Shooting
B More than 24

times
RN 4 16
; : i
Bl M U o 5 00
e e e E o
I 2 52
) I .76
Professional Use/lob Related em——
N .67
Avid users gave significantly higher importance ratings for:
e Competition Shooting
e Varmint Hunting
e Big Game Hunting
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8.2 Usage

Have you used a MSR in the last 12 months?

e N=21,942

Use of MSRs by Number of MSR's Owned
0% 20% 40% 60% 80% 100%

R A e R R R R R R R PR . 94% M Total
R R A R o R e S e S R R R i R O e s -
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e s e el e s e sk SRk i e R R
R R R AR R SRR IR s B

N 6% N3
I 0%

No I 5% W4+
4%
B 3%

Use of MSRs by Range Member vs. Non-Range Member
0% 20% 40% 60% 80% 100%
DRI v

AR R RN R RO R P R I
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B %
W Non-Range
N 4]
© - iy Member
. o
Use of MSRs by Age
0% 20% 40% 60% 80% 100%
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Y PR T S R R g R VS NI - S P A U G S S DL S B Under 35
R e e e S
EW35to 44

WA B45t054
4%

No 5% W55 to 64
N 0%
39 W65+
—x A

e Usage patterns were very similar across most sub-groups. Younger, range members and
multiple MSR owners tended to use their MSRs more.
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8.3 Frequency of usage

Approximately how many times in the last 12 months have you used your MSRs?

Frequency of Usage by Number of MSRs Owned
0% 10% 20% 30% 40% 50%

R 1%
R e A SRR e e e 3 1%
3 Times or Less NN 2 1%
R 8%
I 2%
T SRS 0%

SR SRR R R ok ‘
4o 11 Times I /50 mi
BRI RS 39
TR R SR RO, ; N2
B 207
20% =3

el 15
12 to 23 Times I 2 17 B4+

RS ORREE 1Y

TR 0o

SRR 18%
R 0%

More than 24 Times I 15%
PRS2
Pt s e

e The average number of times used among all MSR users was 16.5 in the last 12 months.
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Frequency of Usage per Range Member vs. Non-Range Member
0% 10% 20% 30% 40% 50%

S 21
3 Times or Less | 17
f i e
AR R B, 40%
4to 11 Times |, o
P

B Total

member
SRR 20
12to 23 Times 1 - W Non-
T Member
SRR 15% 4 or More Times
More than 24 Times | ./
R

Usage frequency was higher among:

e Range members
e Multiple MSR owners.

8.4 Able to Use as Often as Like
e N=21,492

Used MSRs as Often as Wanted by Number MSRs
Owned

0% 20% 40% 60% 80% 100%

N 13%
RS BT 18"/2 % Shooting as often as like to MSR’s Owned

Yes NN 17%

18% MW Total
RS A
I C 1
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T e P A A s e e B e o e i AR A A g 82%2 m2
BN % 0 i S 2 A S R ST R S R e e 3
R R T T T TR,
R R S R T U e 1 s W DR T O Rrea B4+

e Over 80% of all MSR owners reported not shooting their MSR as often as they would like.
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How important are each of the following in preventing
you from shooting your MSR more often?

0.0 2.0 4.0 6.0 8.0 10.0

CEER R PR RN R 8 48
AR R R

Lack of Ammunition Available GGG 252
T e e S R D, 00
[l ot oyl W e R e
SR e 7 9%
oot i
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I 3 00 VISR’s Owned
R R R DR,
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D e

[ R R B4+
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— 4.74

T 3 7]
e e T
Cost of Range Fees R .67
EmTaTETReE -
e———

BRI 3,62
o e T
No One to Go With I 5.5
oo e
EERGTRREE

e The lack of ammunition available was the main reason for the majority of all MSR’s owners
report for not using their MSR as often as they like.

Top Main Reasons for Not Shooting
20 S DT 35
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