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can handle the product and turn it on to 
see how bright it is. Using the product is 
one of the best ways to become educated 
about the product.”

SureFire emphasizes the use of strategic 
packaging to ensure its flashlights appeal to 
customers and serve as educational mate-
rial for the dealer.

“Knowing that we can be handi-
capped by a retail clerk who isn’t edu-
cated, we make sure the packaging 
tells the story,” McDonald said. “If you 
look at the SureFire packaging closely, 
we tell the SureFire story in about two 

paragraphs. Then, we tell the technical 
aspects of the light, communicating the 
fact that we are made in the USA.”

Streamlight and SureFire also provide 
countertop flipcharts, product sheets and 
other informational displays that dealers 
can use to explain the technical aspects of 
the flashlights.

Education Equals Sales
Rep groups, websites and displays all car-

ry the same theme: education. And when it 
comes to boosting sales, McDonald stresses 
that increasing retail education for dealers, 

The rapid advancement of flashlight 
technology during recent years, while 

enhancing products, resulted in an often 
wide range of how flashlights were tested 
and rated. This led to confusion — and 
the need to establish standards. 

Streamlight was instrumental in form-
ing a coalition of 14 leading flashlight 
manufacturers to create standardized 
tests and a uniform rating system. The 
result was a series of guidelines called 
the “ANSI (American National Standards 
Institute)/NEMA FL1 — 2009 Flashlight 
Basic Performance Standard.”

“As a group, we identified which ba-
sic metrics, such as runtime and light 
output, we were going to measure, and 
then determined the standards to evalu-
ate performance,” said Ray Sharrah, 
Streamlight president. “This standard 
represents a great step forward for the 
industry and a genuine benefit for the in-
dustry’s customers.”

While compliance with the standard is 
voluntary, Sharrah says the coalition hopes 
all flashlight companies will adopt it. 

“The real key to industry-wide adop-
tion will be consumer demand for this 
information at the point of sale,” Shar-
rah said.

Streamlight has dedicated a section 
of its website to the ANSI Standards. 
Visit www.streamlight.com and click on 
“ANSI Standards.”

Setting A Standard

who can, in turn, educate sales staff, is key.
“When you’re selling a premium 

product that really has to be marketed to 
the nth degree, you can’t afford to not 
have your sales staff fully understand the 
product,” he said. “There’s a huge dif-
ference between a guy who’s read about 
your product and passed a test, and a guy 
who’s blinded the neighborhood pit bull 
with your product.”

Lucas emphasizes that all the resources 
offered by Streamlight are designed to 
ease the burden on the dealer, ensuring 
he has the knowledge base to prove he is 
smarter than his customer.

“Dealers are faced with so many dif-
ferent choices, which is also a struggle,” 
she said. “That’s why it’s important for 
Streamlight to educate them and put the 
right products in their hands. 9

See  Reader  Service, page 44, for a listing 
of flashlight manufacturers.

Flashlight Market
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THE REGENT
.45 ACP 1911A1

“In my opinion,
the Regent 1911A1 .45 is,
without doubt, the best 1911 type .45 
automatic on the market today for under $800.

Robert H. Dunlap
Master Gunsmith, Mechanical Engineer,
Lassen College Gunsmith Instructor Emeritus

NOT ALL 1911’s ARE CREATED EQUAL
The Regent Model R100, was created in Trabzon,

Turkey at a modern, high-tech state-of-the-art 
factory that also manufactures firearms for 

NATO under the strict requirements:
ISO 9000 & AQAP 120 NATO Quality Standards

FOR DETAILS, PLEASE GO TO 

WWW. IACIMPORTS.COM
MFG. IN TURKEY – IMPORTED BY IAC BILLERICA, MA 

MSRP: $559.95

             

Congratulations to the Pocono Pistol Club in Stroudsburg, Pa., for earning NSSF’s 
Association of Shooting Ranges’ highly-sought Five Star rating. 

“The club provides a safe and friendly environment for the active and the new 
shooter, making everyone feel welcome,” said Zach Snow, NSSF senior shooting pro-
motions coordinator.

Visit www.poconopistol.com. 
Salutes also to H&H Gun Range & Shooting 

Sports Complex in Oklahoma City for its re-certi-
fication as a Five Star facility by the NSSF.

“The Five Star was a challenging and impor-
tant goal for us, so this is an honor to our opera-
tion and to the shooters of our area,” said Miles 
Hall, founder and president of H&H.

Visit www.hhgunrange.com. 
To learn how your range can gain Five Star 

status, visit www.nssf.org/ranges/FiveStar.

Beretta Rewards
Customers With Gear

Beretta USA is offering up to $300 
worth of free Beretta Gear to custom-

ers who purchase a new competition shot-
gun. Through September 30, customers 
who purchase a current model competition 
shotgun, either semiautomatic or over-
and-under models, can get a Beretta Gear 
package with a selection of items, includ-
ing Beretta caps, range bags, gun cases, 
shell bags and hearing and eye protection. 

Dealers, for additional information and 
to download redemption forms for your 
customers, visit www.berettausa.com.

Pocono Pistol Club Rates Five Stars

In July, Altus Brands donated 1,000 of its Bughats (a $25,000 value) to Louisiana 
volunteers helping in the “Save Our Gulf” effort.
“News about the spill caused us to think about what a small company could do. And 

though large corporations and government are ramping up efforts, we decided to do 
something quickly that might help a little,” said Gary Lemanski, Altus Brands president.

Altus is challenging other companies in the industry to help in the effort.
“The Louisiana coastline is a national treasure,” Lemanski said. “What happens to it 

affects the entire country. If a small company like ours can make even a bit of difference, 
then just think what can happen as the momentum grows.”

Altus Group also is donating 10 percent of all future online sales of Bughats to sup-
port ongoing wildlife rescue in the Gulf Coast region.

Visit www.bughat.com. 9

Altus Brands Helps In Cleanup
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Industry
Every Supreme Court favorable 

ruling for gun owners and, in turn, 
the industry, is welcome news — 

something to be celebrated. But there is 
a danger in celebrating too much. That 
can create a false sense of victory in the 
ongoing fight against anti-
gun forces.

It’s understandable that 
pro-gun forces feel relief 
after too many years of anti-
gun movement advance-
ments. But “relief” must not 
translate into “relaxed.” To-
day, and likely for decades, 
it’s vital that there be contin-
ued vigilance. There are still a lot of people, 
many of them in powerful positions, who 
hate firearm ownership and those who make 
and sell guns. 

And, despite the Supreme Court’s rul-
ing that the Second Amendment guaran-
tees the right of individual citizens to own 
firearms, gun ownership — and the indus-
try — can be destroyed without violating 
the Second Amendment. 

Doubt that? Consider the actions of 
elected officials, in Washington, D.C. and 
throughout the country, to subvert other 
“rights” and to grab control of our lives. 
These are the same people who have fire-
arms on their “To Do” list. 

First, never relax in this fight. Even 
the most “innocent” rezoning, restric-
tion or ordinance update can erode indi-
vidual and business rights. Get involved 
in local government.

Second, continue your knowledge of the 
pro-gun fight. Part of that should be to know 
what the anti-gun movement is doing. A good 
place to start is the Brady Campaign. Despite 
reports of their loss of clout, they still wield 

power. Visit www.bradycampaign.org.
For news on anti-gun legislation, visit the 

“Government Relations” section of NSSF’s 
website: www.nssf.org/GovRel. NSSF pro-
vides insight into ongoing legislation that af-
fects the industry, and provides links to your 

government officials. 
It’s also important to 

understand the magnitude 
of the recent Supreme 
Court ruling “McDonald 
v. City of Chicago.” NSSF 
has posted on its website a 
two-part TV interview with 
NSSF President Steve Sa-
netti, who is also a lawyer. 

Sanetti examines the case and its impact 
on gun ownership and the industry. 

To watch the two-part analysis, visit 
NSSF’s YouTube chan-
nel at www.youtube.com/
theNSSF. SI Digital readers, 
click the “video” logo.

Yes, the recent victories should be 
celebrated. But the fight, likely, will nev-
er be over. 

Pro-Gun, Anti-Gun Battle Far From Over

Access Restrictions Hurt Hunting
Restricted areas that prohibit hunting continue to have a sig-

nificant impact on this segment of the market.
Nearly half of the hunters who were restricted from places 

they tried to hunt report they hunted less as a result, according to 
a recent www.HunterSurvey.com poll. 

Of those surveyed, 26 percent said access to where they hunt 
has been restricted in the past year. Of those respondents, 49.5 
percent said they spent less time hunting, while nearly 13 percent 
stopped hunting completely.

The majority (31%) of those polled at HunterSurvey.com report-
ed the reason for restricted access to their hunting spot 
was the landowner gave, leased or sold hunting rights 
to others. Another 25 percent of survey takers said the 
land was sold to a new owner who closed access. 

Restricted access occurred mainly on private land, 
according to 73 percent of those who participated in 
the poll, while 22 percent reported restricted access 

on public land. 
Southwick Associates conducts the 

monthly consumer monitoring service. Visit 
www.huntersurvey.com.

Buz Mills, former Marine and owner of Gunsite, dropped out 
of the race for governor of Arizona in July. 

“My goal was to offer a clear alternative to career politicians 
who were running on higher taxes and more spending,” Mills said.

However, with the nationally charged debate over Arizona’s im-
migration law (SB1070), there was a major shift in the campaign. 

“SB1070 has regrettably taken the 
focus off of job creation and fixing 
the state budget. So even though the 
chasm between (Gov. Jan) Brewer’s 
policies and mine is dramatic, SB1070 
has politically mitigated those issues. I 
have therefore decided to suspend the 
campaign,” Mills said.

Mills says that he still believes in 
“electing strong fiscal conservatives.”

“So, after a short respite at the 
ranch, I’ll be back to advance the 
cause,” Mills said.

Russ ThurmanIndustrywatch
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Continued on page 45

Mills Suspends Run For Governor

Buz Mills
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can be destroyed
without violating

the Second Amendment.
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