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What You Need To Know
For Success...

A custom bullet business is a very special enterprise, which can yield
amazing returns on arelatively modest investment, with far less risk than
most other new businesses. Typical AROI (Annual Return On Invest-
ment) is about 500%.

Compare that with your present savings accounts. Likely there is a
decimalin front of the interest rate. Ifitisashighas 1% and youput®1000
inthat bank account, a year later you willhave made *10. And inflation, or
the drop in buying power of those dollars, will likely be the same as it has
averaged for decades: about 3%. So you actuallylost 2% which means your
$1000 is now only “worth” *980 in real buying power. What a deal!

Suppose you put that $1000 into a custom bullet business and it
generated only afraction ofthe averagereturn, or 100%. Well,nowyouhave
made another®1000 or doubled your investment value, less inflation of 3%
whichmeansthe 2000 onthe booksis only worth®1940. But you still made
$940, instead of losing 320 on your savings to inflation.

Inreality, the average AROlIisbased on having the businessin operation
about five years, because it may take two or three years to get the word out
and getenoughincome flowtobreak even, as with almost any business. And
the highreturnis only true formoderate investments, usually under $20,000.
Onceyoustart movinginto higher production for larger markets, the return
on investment drops sharply. You probably can’t put $200,000 into the
business and get amillion dollar return.

Thatisbecause custom bullet making worksbestin niche markets, with
small market size, lower cost of equipment, and higher margins on smaller
volumes of sales. It does not scale up like a commodity product might.
Beyond a certain investment, the returns level out and become closer to
typicalmass market margins. Whichis exactly why somany people missthe
greatest benefit by looking toward high volume instead of high margins.

The people who want special bullets are far fewer than those who buy
massproducedbullets. Buttheyreallyneed exactly what they want and they
arewillingto pay farmore perbulletto getit. Therereallyisnointerestfrom
therestofthe shooters. Only the modest number of people whoneed aspecial
bullet from you will everbe customers, no matterhow much more you spend
onhigherspeed production equipment. Ifthere are only about 10,000 people
inthe world who want orneed a special weight, shape and caliber of bullet,
you can fill their desire with simple, hand fed presses. Buying million dollar
plus high speed equipment would only flood your small market, and you
would have to pay for the equipment sitting idle for the rest of the year.

Butbuying equipment that is priced in line with the demand, and with
whatit can produce perhour, day, or year means your production can stay
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up with the demand just by adding another pressif and when your market
grows beyond what you can make on one press. It is the balancing of
investment cost with the potential return which produces such highrates of
return. Some shooters will pay a high price to you forjust theright product,
butmost are happy with whatever the factoriesmake. So concentrate onthe
ones who pay well forwhat you do, and don’t worry about the ones who only
want whatis already available.

The custombullet marketisfar frombeing taken: there are vastnumbers
ofhandloaders, customreloaders, law enforcement agencies, manufacturers
of special firearms, and various defense sub-contractors who have yet tobe
approached by any custom bullet maker. An estimated 3,000,000 or more
customers are being served today by about 300 custom bullet makers, or
about 10,000 potential clients perbullet maker!

Mosthandloaders fire an average of one box of ammo every couple of
weeks, whichmeans about 20 rifle rounds or 50 pistol rounds. That means
520to 1,300 bullets every year for every client, on the average. Some shoot
overathousand amonth, some only afewboxesayear. There are generally
more handgunreloadersthanriflereloaders, so an over-all estimate of 1,000
bulletsperhandloader peryearisreasonable.

Thefigure of 3,000,000 handloaders (world-wide)isbased onindustrial
intelligence gathering from sales of handloading supplies, and may be low
becausenot every supplier publishes enough salesinformation to make a valid
estimate ofnew clients. Evenifthatisthe true figure, it means that there are
anaverage of 3billionhandloadedbulletsbeing shot every year, and only 300
custombullet makers offering products.

A custombullet maker can produce about 150,000 bullets each yearwith
onepressand three sets of dies. With 10,000 potential clients perbullet maker,
eachfiringabout 1,000 bullets a year, thisis amarket potential of 10 million
bullets per bullet maker peryear! And whatbetter sporting goods product
tomake than abullet: inert metal, with an unlimited shelflife, the sole purpose
of which is to be used up in one shot?

Making your productline uniqueisn't difficult. Unusual weights, special
purpose designs, odd calibers (over 537 calibers have been chambered in
modern times with less than 90 being currently offered by custom bullet
makers), and just plain good marketing can make your product unique.
Corbin specializesin designing unique bullets for our clients.

Noteveryhandloaderwillbuy custombullets, but the important consid-
erationisthat every handloaderis a potential clientfor custombullets at some
time. The secret of successfullylaunching yourbusiness depends on reaching
and convincing a small portion of the potential clients to try your bullets just
once, without spending your profits away in the effort.



Success Secret#1. Good marketing is vastly more important
than any aspect of the product design or choice of caliber.

Itisfarlessimportant whatyou choose to make than zowyoumarketit.
Any reasonably good bullet can become your key to financial security,
independence, and an enjoyable retirement. But you must know and dili-
gently follow aproven marketing planin orderto turn thebulletinto a steady
stream ofincome. About the same number of people will buy special airgun
pellets, shotgun slugs, big gamebullets, defensive handgunbullets...itdoesn’t
really matter what you choose. What mattersis how yousellit.

A good portion of this plan can be built on yourbackground and interest
inhandloading, by concentrating on one particular segment of the firearms
field. Youmust specialize to eliminate competition with the mass producers
and maintain a highly profitable price. Youmust offer a product that other
handloaders cannot easily duplicate without investing time and money equal
toyours. And youmustknow your product and the narrow segment in which
youplanto specialize better than anyone else, sothat youwillbe seenasan
expert --in fact, you WILL be an expert!

You are not selling just a bullet—you are selling confidence! Client
confidence comes from a careful series of steps that you must take to
generate aspecial feeling of pride toward your products, bothin the firearms
pressand ultimately in your potential clients' minds.

Falsehoods and exaggerations will bring about the downfall of nearly
any enterprise. If you only want a "quick profit", you are in the wrong
business. But if you want security, friendship with your clients, a sense of
having done a good deed by providing an answer to other people's desires,
and theincome that allows you to continue doingit, then you must master
afew, simple techniques which form the marketing plan given herein.

Ifyou do not let the world know about your best ideas, then the best ideas
will be lost to the world. 1t is not bragging to inspire confidence in a good
product, norisitunseemly forabusinessto placeits productsin the correct
light, so that theimpressionisthe mostfavorable. A photographer would not
fail to position lighting so as to present the best possible rendering of his
subject, simplybecause it might appear that histalent wasbeing showcased
immodestly. Just as the photographer wishes to practice the very best
techniques ofhis craft, so you should practice the finestknown techniques of
marketing your product: thatis as much a part of your craft as making the
bullets.



Success Secret#2. A good business plan, followed
tocompletion, is more important than product itself.

Thereisno "magicbullet" that automatically sellsbetter than everything

else. People think so, because of good planning! Corbin has developed a
proven 7-step plan for successful custombullet sales. It hasnever failedin
overtwo decades. These steps are:

Develop a Concept Registerweb
based upon a unique URL, set up e-mail,

. . but do not publish a
niche in the market. site yet.

~< Establish A Base of
Operations and

. . Geta FAX,
Communications answering machine,
] business phone,
Acquire the Tools PO Box and bank
for production. account.
4 Refine and Test the
Concept and
Techniques
— <~
Document Develop Good
results for proof Promotional Tools

inadvertising

— g
Convince the

— Opinion Makers
Publish

web site, set up e-mail
forwarding, and promote
URL Evolve with your

Clients

The"lucky seven"stepsarebased

on years of marketing experience. <=
Theyarealsojustgood "horse-sense".

A good plan, consistently followed, is the most likely method of being
successful. If you develop and work a good plan, thengood luck is more in
your favor while the effect of bad luck is minimized. Setbacks happen: you
createadvances.
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Develop a Concept

A unique product idea is not difficult to come by in the custom bullet
field. The books published by Corbin are filled with ideas. Start with
something of personal interest, that you know about from first-hand
experience, and talk with Corbin about that field.

Overly-complex bullet designs are difficult to produce at a profit.
Simple ideas with excellent promotion will always outsell and, more
importantly, will produce more profit for you than ideas so complex that
you constantly struggle to get any useful production. Your clients won't
be any more impressed with a difficult design than a simple one, if you use
the right marketing technique.

If possible, your design should have one major feature that makes it
different from other bullets. Don't worry about other bullet makers. They
have enough to do just filling their own orders. If you want to make more
than one caliber, make bullets that have something in common. Your
advertising will work harder for you if you specialize. Trying to make "all
the popular calibers" puts you right back in the lion's den with mass
producers: why compete when you can own a special market?

Success Secret #3. Concentrate on the value of being unique:
do not try to sell a cheaper bullet than your clients can buy
from the mass producers, or try to duplicate another bullet
maker's product.

Custom bullets are not designed as competition for mass produced
bullets. They are superior products at a premium price. They are for
people who want the best bullet, not the cheapest bullet. At some point
in their lives, nearly every handloader wants the "best" bullet available.
The price is not an obstacle. Most custom bullets cost over $1.50 each.

Be prepared to know who is not your customer: the 99 out of 100
shooters who scoff and walk away as soon as they see the price were
never your clients! You didn't lose them any more than you lost the
business of those who don't like guns and never buy anyone's bullets. The
people who are looking for cheap bullets will find them somewhere else.
Some other bullet maker can work much harder for a fraction of the profit
that you will make. Recognizing the one person out of 100 who is your
potential client will more than make up for all the others who walk off
shaking their heads at the price.

A big game hunter who is spending $10,000 on a guided hunt isn't
going to worry about spending another $37.50 for a box of 20 of the
world's finest bullets for his particular gun. The man who just read about
abreak-in and near-death of aneighbor at the hands of a drug-crazed felon
isn't too worried about spending $15 for a box of 10 of the world's most
highly effective defense bullets. Is your family worth $15?



Establish a Base of Operation and
Communication

Now itistime to get a permanent address other than your home. Renta
postofficebox. Getaseparatebusiness telephoneinstalled. Think ahead: you
do not want to publish information that may soon be incorrect. Plan for
permanence. Getyourliterature and web info planned out, but don’t publish
ituntilyouhave asafe address, the URL youwilluse “forever”, and email that
really is your own, not subject to another company staying in business.

You are going to build a path for money to flow in, and you don't want
it built on a weak, moving foundation that will crumble and have to be
rebuilt over and over, losing all the ground you have gained. Do it right,
the first time: don't try to "get by" with temporary measures. You don’t
want tots and teens answering your business phone, or calls from Europe
at midnight: the answering machine/FAX combo will handle it.

Foreign orders are easy to get when you publish your FAX number.
Connectyour faxtoanansweringmachine, setitup to auto-answer, andleave
iton 24 hours aday, so that people always send orders. Not doing so will cost
you sales. Later, you will want a separate phone line for FAX only.

Youremail account should also be well considered and strictly for this
business. Nothing is less attractive to clients than having you ignore their
messages. You'llneedtolookat your email atleast a couple oftimes a day,
and set aside some time to answer questions.

Setup abusiness checking account with your assumed businessname.
Corbin can help you develop a good business name with an effective logo.
Yoursalescanbe cutinhalfbypoor choices. Ideally, the name should describe
the productline so well that it alone tells people what you have to offer, and
thelogo should scale and reproduce well.

Theworse possiblenameis somethinglike"Joe's Enterprises”. Joe could
make anything: the nameisuseless as advertising. He mustbuy more space
to explain hisname! Betterwould be "7mm Specialists” or "Lead-Free Bullets,
Ltd."because they convey some sense of whatisbeing offered. You canhave
asmanytrade namesasyoulike, one foreachrelated product! Youcaneven
compete with yourselfto draw business, at some future point!

Setup amerchant VISA and Master-Charge service through yourbank,
if possible. Some banks are reluctant to do this for a new, home-based
business. It'sworth the effort: you can double your sales by takingbank cards
for payment. And you need this for sales over the internet, which is ahuge
misused asset formany smallbusinesses. Thereissomuchtotellaboutit that
itwill take anotherbook. Most “web design” serviceshaveno clue aboutbullet
sales,and youmay waste money and worse, have to doitall overagainlater.
Doneright, itishighly profitable. Otherwise it isjust a waste.



Acquire the Tools

Afteryouhave decided on aninitial bulletline that should have strong
appeal in a selected market, then you should acquire the tools to make
them. The reason you need tools now is because you need samples for
firearms writers, photographs and drawings for your web site, brochures
and press releases, and you need to become an expert in the operation of
your equipment before you take on the burden of filling orders or training
others to fill them.

Decide how to capitalize this investment. The safest method is with
savings that you won't need back for at least two years. Loans from home
equity, insurance, relatives and friends are the next best source. The last
choice should be a commercial loan, because it requires regular repay-
ments during a time when you will have little income from operations. Be
sure any commercial loan is servicable with other income for at least 18
months, and that your lifestyle won't suffer unduly because of loan
payments. Hint: home equity loan interest is usually tax deductable.

Because of the world-wide demand for high quality bullet swaging
equipment, delivery may seem agonizingly slow for some custom prod-
ucts. Be prepared for this and do not make any promises to clients. This
isn't a good time to sell. It is a good time to research your marketing
resources and get your technique honed to perfection.

Begin by subscribing to the major gun magazines, and looking through
thelibraryindex to periodicals for special interest gun magazines that might
liketohave articles about yourbullet. Build a file of gun writers, and note their
interestsby thekind of articles they write and the comments they make. Find
out who would best like your kind of bullet.

Call the magazines and ask the advertising director to send you the
address of staff writers. The magazines want to sell you advertising space
when you have the money. Most of them will help you now. Use them to
build yourknowledge of who influences opinionin your choosen segment
of the field, and get to know them from their work. Resist buying ads just
because there is some big special issue or great deal in the works: there
always is another just around the corner. You need to hold out the
possibility that you will become a paying customer later, but for now, you
have to build a steamroller marketing machine based on free publicity.

News is the steam that runs your machine, because all the writers
want news. It sells columns to editors, and magazines to the public. Your
product will be news if you make it news. If you don't, it will be unknown
and you will have to pay for advertising to announce it to the world. Later,
when it is not news, you will need to fuel your marketing machine with
cash, but by then, the cash will come from your sales and not your start-
up capital. For a while, you have news value. Make the most of it!



Refine and Test
the Concept and Techniques

As soon as any of your tools arrive, start getting familiar with them.
Try making jackets, cores, bullets. Find out where the easy and hard
processes are, and develop techniques to make the operation smooth.
Test the bullets in various weights and slight variations of style. Find out
what is easiest to make, what works best, and how to make it look as
professional as you can.

Don't worry too much about cosmetics: it is one thing to have a nice
looking, polished bullet and quite another to spend months getting the last
little fold mark or slight roughness out of the jacket tip. Few people will
fail to buy your bullet a second time because of appearance as long as the
bullet lives up to its performance claims. If you think cosmetics are that
important, look at the custom bullets on the market and notice how much
worse in appearance they probably are compared to yours, yet how little
the clients or the bullet-maker seem to mind as they continue to exchange
bullets for dollars!

Performance is the key, but again, do not put such high expectations
on performance that you overlook reasonable results while searching for
spectacular ones. You should always look forimprovement, to insure that
you can offer "new and improved" in coming years, for repeat sales. Ifyou
spend those years searching for the perfect bullet, think of all the lost
opportunity to finance your work by selling a good bullet, then a better
bullet, while you work toward the perfect bullet!

Refine your technique for manufacturing, iron out any rough spots,
make any necessary tooling changes, find out your maximum and
minimum weight ranges, pin down good sources of material, and con-
tinue to collect information on gun writers who can help you. Don't let
sales get lost while you are searching for perfection!

On the other hand, remember always that you are selling quality and
confidence in the performance of your product. You can't allow the first
materials, whether it be packaging, advertising, or the productitself, to be
shoddy looking. You don't get a second chance to impress anyone with
their first look!

There is a fine line between being so picky that you nit-pick yourself
out of business, and allowing quality to slip below its level of competitive
advantage. The secret is to define quality clearly, so you know what you
are trying to achieve. Quality isn't just "prettiness" or "perfection in
appearance”. It is the consistent delivery of the promised performance.
An implied part of the performance is that the product looks as if it can
perform to expectations, but bullets don't have to be jewelry.
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Acquire Promotional Materials

Acquire—not develop—is good advice unless you have strong market-
ing, copywriting, and artistic background and a good knowledge of the
firearms market with particular emphasis on handloading sales. But
there's a problem, besides the obvious cost involved.

Most agencies are strong on cars, beer, and cigarette advertising exper-
tise and woefully short onknowlege of bullet marketing. They getbigmoney
fortasteful art and skillful copywriting that won't sell many bullets. Oftena
local printing firm may know alocal graphic designer who can offer sugges-
tions ordo some orall ofthe work foryou. Sometimesalocal college willhave
a graphic design deparment with opportunities to get help from students.

Ormaybe you have a friend who can do reasonable page and graphic
design, evenifitisn’t quite up to thelevel of aprofessional agency. However,
it probably works better, since it is economical to reproduce and mail in
sufficient quantity to dosome good. Thebest materialisworthlessifyoucan't
affordtoreach enoughpeople withit. Thelogos mustbebold and stickin one's
mind. Writers and handloaders remember them. They reproduce will in
nearly any media, and don't use expensive color separations.

You must have a powerful brochure ready before you start sending
information to writers. Your press releases, brochures, and even your
price list will make an impression that says "amateur” or "professional".
No matter what else you do to get the attention, it is all wasted if you can't
close the sale. Custom bullet making is primarily a mail order business.
Youneed "paper salesmen" because potential clients will want "informa-
tion" at about 100:1 order ratio.

Success Secret#4. Sow the seeds for future sales by realizing
only one percent of all mailings result in immediate orders.

If you know this, you can plan enough mailings. The one thing that
seems to shock most new bullet makers is how many mailings it takes to
getan order. Some bullet makers have sent out as few as one pressrelease
to one writer (along with lots of bullets and other completely counter-
productive materials), and then waited for something to happen. Nothing
will, most of the time. You can build aninvaluable mailing list of gun writers
and editors, whichisastarting point (youaddtoitasyouresearch, and as the
writers move and change magazines over time).

It takes several months of consistently mailing a press release every
month, with slightly different emphasis and different pictures or slides
each time, to at least 75 to 100 writers, to have good results with free
publicity. Sending out 100to 500 mailings to potential clientsislike going to
LasVegaswithadollar. Youmight getlucky. But it's better toknowthe odds
andplayaccordingly. A direct mailinglistto clientsneedsatleast 5,000 names
to have reasonable returns. Mailing to writers can get results with fewer
stamps! Butit can take a while before you see those results.

11



Influence the Opinion Makers

In the firearms field, the opinion makers are the gun writers and
editors, top shooters, and to some extent the makers of firearms and
suppliers of ammunition. If you can get an article in print mentioning your
bullets favorably, it is worth a year's advertising. If you can get a new
product release published, it is worth a full page ad. If you can get popular
writers to just mention your bullets when they write about the sport,
firearm, or caliber of your specialty, it is worth tens of thousands of dollars
in promotion.

Ifyouare aphotographer, and can create high resolution digitalimages
(usually TIF or JPEG or PDF files) with good composition and contrast, and
also canwrite reasonably well, you can promote your own products through
articlesthat youmight alsobe able to sell. Butin any case, youneed to enlist
the help of gun writers. There are perhaps 95 who are worth your efforts.
These should be contacted monthly, foraslong as you wish to sell bullets, or
until your sales are so great that you don't want any more.

The contact canbe one-way. Send a pressrelease. Next month, send
a brochure. Constantly scan the magazines for articles that have the
slightest connection with calibers, activities, or firearms your bullets
could fit. Write letters to the editor complementing the article and
mentioning the connection to your product. Write polite letters to the
writer, suggesting that the (much enjoyed) article could be expanded in
the future with a test of your bullets. Do not send bullets unasked!

This process continues until you desire to quit growing. You don't do
itonce andsitbackto see whathappens. Nothing willhappen. Writers will
get your press release, glance at it, and think "Another nut thinks he can
make a living in firearms." Into the trash it goes. Next month, they get
something else from you. Itlooks familiar. Yourlogo sticks alittle in their
mind. Next month, another piece of mail. That really looks familiar.
Where did they see that before? Next month...

It won't take too many months before a deadline is due, and a column
needs two more inches to fill it. For one out of the 95 writers, your press
release happens to be the one on top of the mail stack. He picksit up, and
it is well written enough so that little or no editing is required to fill the
deadline. You've just made one writer happy.

So, your first press release hits the pages of The American Rifleman, or
Shooting Times, or Gun World. Make a photocopy. Include it next month
with every brochure you mail out. That shows the other writers someone
else took a chance and printed your name. They won't be so concerned
that if they do it, you'll be out of business already when the magazine is
printed (which certainly makes a writer look foolish). You've just grown
the first of what marketers call "whiskers"; the white hairs of experience
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and age in the market that tell people you mightbe around next year. Your
products are now newsworthy.

Thisprocessnormally takes from six to eighteen monthstobring positive
cashflowto yourbusiness. The minimum time is three months, becauseit
takes that long for a writer's work to appear: most magazines are made up
about one quarter yearin advance, and last minute columns and ads putinto
blocked-out spaces around the finished work.

Ifyouwant more speed, buy ads. Don'tbe surprisedifthey costasmuch,
ormore, thanthey produceinsales. Smaller ads, repeated often, do better
than onebig splash. The minimum effective size seemstobe about 1/6 ofa
page. Eventually, when the writers have set the stage, your ads will direct
people to your web site, email, phone, FAX, and address, and alert them to
the fact that they can use their bank cards to purchase your bullets.

Don'tneglect the gun makers and theammoloaders who might buy your
bullets. Contactreloading tool firms, also. Call your congressman and ask
howto get onthe GSAbidlist. Offer bulletsto top shooters. Givebullets as
match prizes sparingly, however. Check with catalog publishers who make
or sell the guns that use your bullets, or could benefit if they did use them.
Sometimes, another manufacturer or vendor will write something about
your productsjust tobe helpful to his own customers. Maybe someone has
beenlooking for your bullet for years, and didn't know you existed!

Today, the internet can provide you with tremendous ability to reach
thousands of people at minimal cost. But few people understand how to
do this effectively. Putting up a web site is useless unless your clients and
the people who influence your clients know about it. You have to promote
the web site just like you would any other product. It won't promote itself.
Most of the money spent by commercial on-line operations is for adver-
tising in other media! Magazines, TV, radio, billboards, and similar
conventional media are still the way most people learn about new
websites. And that is too expensive for most new bullet makers.

So, your alternative is to spend some time every week letting writers,
editors, and potential business associates know about your site. The
benefit of a website and e-mail account is that you can direct people to it
and then let it handle the repetitive details of explaining what you offer
and how to get it. A good website should be interactive, in the sense that
ittellsthe potential writer or client all they need to know—product pictures,
downloadable specification sheets, instant communication with you by
direct e-mail forms andlinks . Check formessages: nothingis more frustrating
thanthe broken promise ofinstant response).

A person should be able to order directly, with no further communi-
cation, from the info presented on your website. Having a useful web site
is a committment to using it every day. Far too many people “buy” a web
site, and then let it rot. Keep your site current, or it works against you.
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Respond to and Evolve
With Your Clients

First comes response to the writers' articles and press releases.
Inquires. Phone calls and letters ask for information. The plan is working.
Yourdirect response brochure and price list must now do their part. If you
obtained the best professional help, they will work in most cases without
modification.

What if you get lots of inquiries, but few sales? This means you need
to fix an obvious lack of power in your presentation material. Call Corbin.
Explain what ishappening. Send samples of your material for evaluation.
In most cases, it will be found that there is too little excitement in the
material, and too much of the same old routine: "My bullets are the best.
They are made really well. They are the most accurate in the world. You can't
get better bullets at any price.”

Sure. But why should anyone believe that? Whatis so different about
your bullets from the ones they always buy off the shelf? What is the
benefit to them for spending $37.50 for a box of your bullets (25 bullets,
at that) when they could get ordinary mass produced bullets at $15 for 50
or $25 for 1007

You must respond to your clients. If your design is unusual, you have
to explain it more clearly and boldly. No one will want to read a page of
fine print to discover the benefit. Show them with a drawing orimply with
a logo that says it all. Far too often, the only reason sales are not high
enough is the low impact of the material being used to present the sale.
A typewritten page or mimeographed flyer is not sturdy enough to
support the confidence that you are actually selling in the form of a better
bullet. Alltoo often, a bullet maker spends months perfecting his product
and a few minutes on a computer dashing off the material to try and
explain all that work. The advent of low cost color inkjet printers and
desktop publishing software has brought about a flood of poorly de-
signed, poorly written promotional materials. Itisbetter than nothing, but
barely.

Youneed apotentbridge between the client's mind and your concept.
Aprofessionally designed brochure, pricelist,logo, letterhead, and envelope
caneach contributetoyourimprovedsales. Ifall else fails, change the concept.
But don't make that your first concern. Nearly any concept can be sold ifit
has any merit. Some people jump the ship just because it hasn't caught the
wind yet, thinking it mustbe sinking before it even gets out of dry-dock! Ifan
idea obviouslyisn't selling, work onit. Pay attention to winds of change, but
don't change direction with every individual puff of air. Better marketing is
almost always the answer.
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Business Tools, Liability

Yourbullet making equipmentis a capital asset: tools which formapart
ofyour "net worth" and which are depreciated each year on paper, both for
ataxdeductionandtodetermine a cost of doingbusiness overaperiod of time.
Computers can be an important tool in your success. This cost can be a
deductablebusiness expense also.

FAX machines have already been mentioned. A chronograph, and of
course the firearms that you usein testing your bullets, are also deductible
business expenses that you can depreciate to provide some income tax
relief. Be sure to talk to your accountant about setting up a legal, effective
depreciation plan for all your business tools, orread both the IRS and your
ownstate's published brochures on depreciation procedures. Check out the
“Section 179” provision for “expensing” new equipment deductions. This
provision changes yearly but generally allows you to take the full price of new
equipment, up toalimit, asa deductioninstead of depreciatingit overseveral
years. Get professional help fortax planning.

Amajorbenefit of custombullet makingis that youdon'tneed abuilding
otherthan your ownhome, forannual sales as great as six figures. Thelow
overheadreally cuts yourrisk compared to that of mostbusinesses. Because
you probably will want to work at home, you'll want to discuss deducting a
part ofthe cost of maintaining yourhome for abusiness expense with your
tax advisor.

Productliabilityisa concerninanybusiness. Theriskwithloadedammo
and firearms sales is tremendous. With custom bullets, it is negligable.
Someone else puts the powder and primerbehind yourbullet and fires a gun
bought elsewhere. Most custombullet makers donot carry product liability
insurance, because thehistory of thisfield foratleast the past 45 yearshasbeen
free of any significant litigation.

Usually, the threats of lawsuits have been noisy egos bellowing their
insecurity to the world about some patented idea that probably would not
stand up to a test of validity. Few if any such threats have ever come to
court. Butthatisn't "liability". Theissue ofliability is in a defective product
that causes injury to someone due to your negligence.

What you say in your advertising can affect your liability. If you claim
a bullet will "stop a dangerous beast", you really ought to have tried it to
make sure it will, and then document it. If you claim a bullet "stops a fellon
in his tracks" and it doesn't, you might be liable. You can say a bullet is
designed to do these things, but it is something else to claim it always will!
Talk this over with your attorney. Everything in life has some risk.
Rewardsin business come from taking reasonable risk. If you can't handle
it, work for someone who can. Be aware, not afraid.
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Licensing Requirements

The sale of ammunition componentsin the U.S.A.is controlled by the
Bureau of Alcohol, Tobacco, and Firearms, a unit of the Department of
the Treasury. Fortunately, nothing that goes into the making of a bullet
isconsidered acomponent untilitis actually formedinto abullet. You can
buy all the tools, lead, jackets, copper tube, and supplies freely without a
license, and you can make the bullets for your own use without a license.

It is only when you offer the bullets for sale that you need the Class
6 FFL (Federal Firearms License). If you obtain a Class 1 FFL, for
dealership in firearms and ammunition, BATF agents have indicated that
this is considered adequate for selling bullets that you make. The Class
6 covers manufacture and sale of ammunition, which is taken to also
mean components of ammunition. It does not cover firearms, so you
have less record-keeping liability.

The license is quite inexpensive, and easily obtained (assuming you
are a typical good citizen). Look in the phone book under Federal
Government for Department of the Treasury, and find the nearest
BATF field office to you. (If you can't find it, call your congressman's
office.) Write or call, and ask for FFL licensing information. It's free. You
get a lot of information about both federal and state laws (most of which
are not about bullet making).

Apersonwhousesreasonably good record keeping methods willhave
noworriesregardingthe BATF. Chancesare goodyou'llnever see anagent,
anyway. The chance for difficultiesis greater for the dealerin firearms than
the maker of bullets. Basically, all you need is your normal sales records
(clients, orders, sales completed). Forthe IRS, youneed your profit andloss
information, as with anybusiness venture. Ammo makers (notbullet makers)
pay an L.R.S. excise tax on sales. At this time, there is no special tax on
components.

You may need a local business license, depending on your location.
In general, a home-based business that doesn't have a sign outside and
doesn't attact large numbers of trucks or walk-in clients is invisible. Since
most sales are by mail or at trade shows, there is hardly any reason to be
visible except in the magazines and on the Internet. A clue to dealing with
uninformed bureaucrats is to refer to your business as a "custom metal
forming" operation instead of a bullet works! Until someone puts powder
behindit, it's just a piece of pretty metal. No point stirring up a hornets nest
based on misunderstanding.

Youcanmake anicebassfishinglure in a point forming die, by the way.
Isthistoo subtle ahint? Remember, you can't stop arunaway train by standing
in front of it. The way to stop them is to get at the controls, something you
can't doif you are squashed flat! Meanwhile, staying clear of the tracks is
probably the best advise.
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Market Research and Pricing

Knowledge iskey to success. If you have not studied swaging, get the
Library of Swaging (BP-7) and skim through the info, stopping toread details
where they interest youand apply to what youwant to do. An additional book
you should have is the World Directory of Custom Bullet Makers, for
hundreds of sources forbullet materials, as well as the names and addresses
of other custom bullet makers.

You can do a little market research by looking for names too close to
the one you might want to use, and by studying products on the market
now that might be similar to the ideas you have in mind. It is easy to find
out what others offer: just send for their literature, ask some questions
about delivery time, and see how hard or easy it is to reach these people.
Pretend you are a buyer: are you satisfied with the experience, or have
you learned some things that you could do better in your own business?
You might want to buy a box of bullets from each of your potential
competitors and check the quality, packaging, delivery, and service.

Then you will see where you can offer improvements. You should,
load and shoot some of their bullets and devise tests, using the guidelines
in the World Directory, so you can compare your products with the
performance of others. However, don't become discouraged if you find
that someone makes a very fine product similar to your idea. There is
always room for improvement, even if it is only in packaging.

Even if your only improvement is in how easily people can buy from
you, that may be enough. But more than likely you will see room for actual
product improvements, such as offering different weights, or perhaps a
different caliber or shape of bullet. If you should ever become discour-
agedbecause someone "already didit", remember the huge beerindustry.
By and large, a beer is a beer. There is slight variation, but the biggest
changeis perception, not the actual products. Advertising and packaging
make 90% of the difference in beers to most people (there are a few true
connoisseurs, of course). In bullets, the differences are greater, but
marketing is still the biggest thing you can do to insure your success.
Corbin is here to help you. Just ask.

Andpricing: don'tforget that people buy French waterinabottle at twice
the price ofadomesticbrand, and ahundred times what it costs out of the tap
(evenwith afilter that makesit tastejust the same). Most custombullets are
sold at prices from eight to ten times the price of mass produced bullets. But
youhave an advantagebecause yourbullet actually can outperform standard
ones, and will offer benefits over other custom bullets in some way. Most
business failures happen to people who only sell by cutting their price
Successful people sell by pointing out performance benefits so the buyer
understands the value of payingmore. The viewis clearer and fartherat the
top. Gothere!
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The next step...

Where do you stand, in the seven blocks toward
success? Have you started yet? Why not?

Have you begun, but missed one or more steps?
Contact Corbin, evaluate your equipment, product,
and plan together. Good marketing can turn nearly
any product into a winner.

Doyouradsandmailings generate poorreturn? Most
peopledonotplace enough value onthe design of their
materials. Doyouhaveagoodwebsite? Isitadvertised
inprint media? Do potential buyers know it exists?

Doyouregularly contact gun writers andrespond to
articleseverymonth? You candoit,ifyou are persis-
tent! Butyoumustmake the efforttoday! Nothing ever
starts tomorrow.

Haveyouread Dave Corbin’sbook “Turning Ideas Into
Income™ Itgoesinto detail about every step, explain-
ing how to turn your ideas into income, and your
incomeinto both wealth andhappiness.
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