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Few things are more American than a great rifle. And the new Patriot is the sum,
all those that came before it, from its fluted barrel, fluted bolt and adjustable trigs:
toits flush-fit box magazine and classic stippled stock. End to end it’s all Mos
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FLASHLIGHT SALES PRESENT
A PRIME OPPORTUNITY
TO BRIGHTEN
YOUR BOTTOM LINE

Streamlight ProTac Counter Display Larson Electronics LE-224 Browning Black Out 6V Head Lamp

Countertop displays, such as this When it comes to flashlights, it's important ~ Browning'’s Black Out 6V Head Lamp
Streamlight unit, allow customers to handle  not to overlook the first-responder market. produces 635 lumens with an effective
flashlights for size, tactile feel, brightness Larson Electronics offers a variety distance of 165 yards. It features four
and functions — which can make all the of flashlights that are rechargeable, brightness settings, plus an emergency
difference in garnering a sale. waterproof and explosion proof. strobe mode.
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elling flashlights to your customer presents

its own set of challenges, but if done right,

you’ll see the impact on your ledger. Unlike

“no-brainer” add-ons like ammunition and
holsters — which will easily complement a firearms
sale — hand-held flashlights remain an under-utilized
secondary sale. As you know, even gun-mounted lights
aren’t usually on a customer’s list when purchasing a
firearm. How can you create a natural tie-in to add a
flashlight to a firearms sale? Well, it turns out there
are a variety of resources at your disposal. We thought
it might be informative for our readers to gain insight
from the corporate side of the flashlight market, so we
turned to Michael Dineen, Streamlight’s VP of sales
and marketing, for his input on how dealers can take
advantage of flashlight sales.

Understandably, Dineen sees flashlights as products
prime for secondary sales to benefit firearms retailers.
“We don’t see carrying flashlights as a disadvantage for
retailers. Often, the sale of products like flashlights and
weapon-mounted flashlights can be at higher margins
than the sale of primary products,” he observed.

Selling flashlights and weapon-mounted lights
begins at ground zero with a trained sales staff and
manufacturers have turned toward new methods of
providing education to retailers. “We offer training
opportunities to retailers through our rep network and
through www.3point5.com online training,” Dineen
said. This is something we’ve seen from other manu-
facturers as well, especially since online access through
smartphones and tablets has made online training
easier than ever before.

Streamlight also works through their distribution
system to provide a host of other services to firearms
retailers. “The distributor support section of our com-
pany website features many resources, including a vir-
tual shooting range, information on product features,
beam patterns, LED technology, plus the latest adver-
tisements, product videos, POS displays, web banners,
and other marketing support materials,” Dineen said.

Many of these promotional aids are provided free to
retailers and ones that are out-of-pocket are typically
deeply discounted or sold at cost. Manufacturers want
you to promote their products and try to make it as
easy as possible!

PRO-ACTIVE POSITIONING

Dineen provided insight on the important aspects
of positioning and displaying flashlights to best take ad-
vantage of the customers’ awareness. “We recommend
displaying flashlights near their point-of-purchase
on individual modular slat wall bracket displays or

www.shoofingindustry.com

grouped countertop displays depicting the import-
ant features,” he said. “Displaying weapon-mounted
lights on displays that include special blue display
guns also show the proper mounting of the lights.”

Additionally, Dineen also said he “strongly feels”
flashlights are best displayed when available for
hands-on use. If you take advantage of in-store dis-
play options, you can make it easier for customers to
find your product, educate them with informative
information and allow that all-important “hands on”
experience. Also, you can create customer awareness
by displaying flashlights with your firearms —
either positioned next to them or mounted in their
main displays.

YOU CAN CREATE
CUSTOMER AWARENESS
BY DISPLAYING
FLASHLIGHTS WITH
YOUR FIREARMS —
EITHER POSITIONED
NEXT TO THEM OR
MOUNTED IN THEIR
MAIN DISPLAYS.

CURRENT TRENDS IN FLASHLIGHTS

Few other segments in the outdoors, L.E. and
military markets are as fast moving as the flashlights
and gun-mounted light segments. Consumers are
much more conscious of industry trends, thanks
to the smartphones, and want the latest technology
in their hands. Dineen provided his insight on the
current and future trends in flashlights.

“The biggest trend is advances in high-lumen
LED technology, which continues to evolve,” Dineen
noted. “Manufacturers will continue to further these
advances and by combining them with proprietary
design and engineering capabilities, will offer a wide
range of high-lumen products (800—2,000+ lumens).
High levels of candela, long-regulated run times
and innovative beam patterns will continue to be
important.”

In today’s marketplace, where consumers value
on-the-go convenience, multi-use flashlights are
gaining in popularity according to Dineen.
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Providing insurance solutions for the firearms
industry for over 30 years
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800.526.2199 | info@jcinsco.com | www.guninsurance.com

*Sling swivels
not included

M
Rifle
$139.95

*Weighs only 18.4 oz *Weighs only 19.2 oz

The Fully Adjustable Modular Buttstock Assembly for Carbine and Rifle

« Fits .223 & .308 AR Platform
« Easy to Replace & Quick Install
« Strong Fiberglass-Filled Nylon

« Features Picatinny Rail*
» New 3-Axis Adjustable Buttplate**
* Adjusts to 15.75” Length-of-Pull*

« Revolutionary Anti-Rattle Set Screw*
« Available in Black, FDE, and Pink

*MBA-3 **Available as accessory for MBA-1

You

madeinthe usA OROER ONLINEz www.LUTH-AR.com

Simple drop-in
installation.

For secure "holsterless" carry.
Y

A
Since;1995 Models for all popular handguns.

800-869-7501

www.clipdraw.com
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“Another trend we're seeing is

USB-rechargeable flashlights, which
i are now widely available — giving

! users the ability to charge on-the-go.
! USB rechargeable lights save time
and avoid the worry of not having

i batteries on hand when they’re

! needed most. Products that accept
multiple battery sources are also a

i growing trend among flashlights,”
he added.

Customization is growing in-

creasingly important for consumers,
i and now there are a variety of lights
! with programmable features, such
as those from Streamlight, SureFire,
i Brite-Strike and others.
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Celestron Elements Thermo

BECOME A “"GO-TO"” STORE

Given dedicated retail outlets for

flashlights are few and far between,
i there’s no reason your store can’t be
! “the” store for selling flashlights and
weapon-mounted lights. The de-

i mand in the sporting goods market
! is growing, but don’t underestimate
the product-specific first responder
i market (including law enforce-

i ment, fire and rescue and military

! segments) which can also generate
handsome profits.

With the right mindset to go

! after the flashlight and gun-mount-
ed light market in your area, all you
i need is a strategy for staff training,

! in-store positioning and display,

! promoting lights to the broad range
of customers who buy them and —
i last but not least — staying on top

¢ of the rapid advances in technology.
Taking advantage of the numer-

i ous resources manufacturers offer

! can make your goals much easier,
and the sooner you get started the

i quicker you can enjoy the broader

{ margins this lucrative market seg-
ment offers! @
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