CHARTING A
COURSE FOR
GROWTH

© Ipsos | Discover Boating Growth
Strategy | Client Use Only




Background & Objectives

Executive Summary

»0CétrRU 9066UFRA | éenCUAETD
A Types of Targets: Current Owner & Prospective Owner
A Current Owner Overview
A Prospective Owners Overview + Detailed Profiles

» O N6 GUO6FRU :1 eACUAETD

A Ol éyrU :TénH]JNAH | n YUI D OolGLCH

A Futureproofing Profiles: How Needs are Changing +
How to Connect

Appendix
A Additional data findings from Quantitative Research

© Ipsos | Discover Boating Growth Strategy | Client Use Only 2




Background
& ODbjectives

Discover Boating partnered with
Ipsos, a Market Research and
Consultancy specialist, to gain
strategic insights on the evolving
dynamics of recreational boating.
This collaboration aimed to help

Discover Boating understand the
landscape today, trends that will
shape recreational boating, and
actions to take to retain and grow
the category.

To achieve these objectives, Ipsos
conducted qualitative interviews
with industry leaders and
guantitative research with current
and potential boat owners.




How to use this handbook

This handbook synthesizes our comprehensive insights for
Discover Boating into two sections of practical insights and
recommendations:

1) Today's Boating Landscape An overview of who current
and potential boaters are, with detailed profiles on the
most promising prospects

2) Futureproofing analysis and recommendations for
Discover Boating, Manufacturers, and Dealers to connect
more effectively with boaters over the next 3 years.

We recommend that Manufacturers and Dealers begin by
reviewing the Executive Summary, followed by the "Today's
Boating Landscape" section. They can then proceed to explore
the profiles, insights, and strategic recommendations relevant
to their specific interests.
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Defining our Target Boaters

To understand how to reach our target audiences and grow
the recreational boating category, the industry needs to know
who today's boat owners are and who could become owners in
the future. Through our research, we havelefined two
primary groups of targets : Current Ownersand Prospective
Owners.

These groups are fundamentally different in their relationship
with boating: one group already participates in the category
while the other represents our high potential new buyers to
grow the category. Each group has distinct needs,
motivations, barriers that require tailored approaches to
effectively engage them.

Across these two primary groups, we have identified further
clusters (6 in total) that allow for even more precise targeting

6y UFTDA] gl A UoWwAT Fo)] nylU | n U
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Across these two primary groups, we identified six clusters of Target Boaters

Target Boaters clusters include both Current and Prospective @ners, and are mapped to Discover Boating, Dealers, and/or
Manufacturers for targeted action

U 2
= 0%
Gy CURRENT OWNERS é 3_’) PROSPECTIVE OWNERS
People who currently own at least one boat People who may be interested in owning a boat in the future
------=-=-------  REACH & INSPIRE--------------  ENGAGE------------------  CONVERT
ESTABLISHED OWNER RECENT BUYERS
_ COSTCONSCIOUY TIMEPRESSED INEXPERIENCEL SALES READY
Purchased their main Purchased their main Interested, but are not| | Core barrier is lack Have the means, bu Fewest barriers
boat prior to 2020 boat after 2020 as financially ready; of time; open to feel they need more| | experienced: ready
open to alternative alternative access experience, support to buy
\ J U J access models models and knowledge
Focus for.. h 2 2 g ’
Focus for.. Focus for.. Focus for.. Focus for..
@ ? A ggﬁ%\N/(EBR DISCOVER
DISCOVER
| | WNesineg INecatne G5 @ VS 4
Dealers Manufacturers Discover Boating
Discover Boating Discover Boating Dealers Manufacturers Dealers Manufacturers
DISCOVER

AN BOATING

Discover Boating
(Hand Raisers)
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Current and Prospective Owners have some key differences

Prospective Owners tend to be younger, have lower income, and turn to pedriven digital channels to engage with boating

GQ: CURRENT OWNERS

People who currently own at least one boat

A Older, higher income, more educated

A Have more positive outlook on
personal finances

A Value boat manufacturer websites,
online articles/reviews, dealer
websites as main resources

© Ipsos | Discover Boating Growth Strategy | Client Use Only
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qﬁ%’ PROSPECTIVE OWNERS

People who may be interested in owning a boat in the future

Younger, lower income, less educated
Higher engagement with boats via charters and rentals

Friends and family, YouTube, and social media play a
bigger role when it comes to key information resources




Prospective Owners are also varied in their background, needs, and readiness for
recreational boating

Data overviews for each Prospective Owner Target are presented in the following pages, with more data available in the append

P BERER NESRE o & i A

----------------------- REACH & INSPIRE - --------=-=-=---------------ENGAGE ------------------------CONVERT---------------->

e o s e et o e e raees ™

: ’ ' experienced; ready to buy

alternative access models models support and knowledge
Prospects who are looking to Prospects areMillennials and Prospects who areclose to a Prospects whoare ready for
purchase in the next 15 years. Gen X majority living in the sales discussion and areGen a sales discussionare
Theyare less likely to be South. Theyare less Z or Boomerswith 25% of millennials with kids in the
advance or expert boaters and concerned about the cost or their income as discretionary. home and at least 50% of
are mostly concerned with their experience with boating , Theyreside mainly in the their income is discretionary.
costs, considering not only the andmore concerned having Northeast andhave novice to Theyreside in the west and
initial cost of the boat but also enough time to use the boat. beginner boating experience. south and have at least some
the storage and ongoing ‘ experience boating. '
maintenance for the vehicle. e e Npmmmm e ’

Focus for Manufacturers
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NINEXPERIENCEDKEY OVERVIEW

Inexperienced are prospects who are ready for a sales discussion are Gen Z or Boomers wi
25% of their income as discretionary. They reside mainly in the Northeast and have novice

to beginner boating experience. They are still trying to decide what type of boat to buy and

are ready to buy in the next-2 years.

KEY DEMOGRAPHICS < o KNOWLEDGE LEVEL PURCHASE TIMEFRAME BARRIERS
Zi 37 Avg. Age ® } } EXPERIENCE (Net)_ 96%
® Novice
D 61% o
M Male Gen Z - 34% ([ = Beginner 350/ Not sure what yﬁefof boat 74%
lenniall B 215 ° , O Next 12 years 2 Mg e e
Q 38% Millennia 41% b Intermediate @6 iR U ngL A TeeD DrowHhAI
Female Gen X . 14% ° Advanced knowledge or experlenct;)e to 51%
b ; TOP BOATS INTERESTED IN operate a boat
o 42% Boomers Ml 12% b Expert Not sure where | would 4%
% Chlldren ............................................................... 25% FreShWaterflShlng boat StOI‘e |t
in HH White [N 56% ®
Y 19% Yacht Concern about the 6%
i I t
$68.5k Black WM 23% Y 20% 17% Fish-and-ski boat environmental impac
Avg. Income ; ; () 1%
Hispanic . 12% L COST (Net) - 50%
Discretionary Income N . N 2 | A
y other Il 8% e LIKELIHOOD TO BUY BOAT 1@ p: wRD2 9wl » A WRogonoq o ongoing
............................................................... [ costs of maintenance and 34%
o iti = I3 ™~ - =\ ~ - I
56% 1oo ooooes ! 18% 2504 o 16% Fead o0g 1@ UAoeDa 90é UyLPKeRPR
o discretionary West Northeast (Y Aware of Discover Boating (n=18% Concerned about the cost 5
. ortheas *Base too low to report (n<30) of storage 17%
0y, 0% necessities / ®
50% discretionary ® ESTIMATED BOAT BUDG ET Initial purchase price is 16%
, ([ too high 0
® 1
17% 0 - —|$ 70.9k @HrRU 4DDL W JEED DhowAl
41%sSouth Midwest ® 72 /0 el : time to use itregularly I é%
Miscellaneous Demographic Question, o Like |y to buy - Average
Slb, B3, HQS5, S5b, B1, B4, B2, C9, C% [ Budget
° < Lo _ o — e i o - . on average
weEDO ~nCDlI Yo »oyeéet uoU'fDéLJUvumE_Qaum
®3iCba ~ACDI Yo »oyéet GoUFTDAUD wl goayuy 10
Indexing reported if Total Pros pects %=5%+ R



SALES READY |KEY OVERVIEW

\ Sales Ready are prospects who are ready for a sales discussion are millennials with kids in
the home and at least 50% of their income is discretionary. They reside in the west and
199% south and have at least some experience boating. With a high income they have few barriet

and are ready to buy in the next 224 months.

An online resource for learning

West Northeast
34% 50% necessities /

47%  about boating and boat

50% discretionary 170, ownership Not sure what type of boatfis right 12%
_— . or me
. N 7o ESTIMATED BOAT BUDGET 44, Anorganization for promoting

20% 25% n_ecesgﬂes/ Midwest — the boating lifestyle ~n CoRRrRY ¢gDDt A Ie7§ D DnowHI

75% discretionary $99 6 k 1 510, A boat dealership or a chain of use it regularly &

. T boat stores
Miscellaneous Demographic Question, A e 25% A boating magazine or TV sho
34% verage —
S.lb, B3,VHQ85, SSt.), I?l’ B4, B2, C9, C% i Budget 19% A specific brand of boat
weEDO ~nAcCDl Yo »oyYéetr ~aePHFDAYD wyE@Iyy 0 i

®3nCDI ~"RCDI Ub »0Uét ~GoUFTDAUU WL .6ayu 11 16% A boat club or rental service

KEY DEMOGRAPHICS Z o KNOWLEDGE LEVEL PURCHASE TIMEFRAME BARRIERS
34Avg Age
: ([
9O 64% e  ™Novice “ 47 %0 Next 12 months COST (Net) _ 62%
| |
M Male Gen Z - 21% () = Beginner i_ H i A s oo hidh 230
Millennial [N 6706 ¢ Intermediate — 469%0 Next 12 years MG [P g e Y %
2 36% o 51% .
Sl Gen X l 11% ° Advanced Concerned about ongoing costs of 2504
b Expert TOP BOATS INTERESTED IN maintenance and upkeep
xper
2 68% Boomers _____ | oo © P Concerned about the cost of —
(BJ\[# Children White [N75% 40%  Jetboat storage 0
in HH 32% i
Black M 11% L B Sailboat EXPERIENCE (Nepf | 58%
$80.1k _ . [ 35%  Freshwater fishing boat
Avg. Income Hispanic [ 9% S 7%
Not sure where | would store it 23%
— Other | 4% ® N
Discretionary Income o LIKELIHOOD TO BUY BOAT ] @" nu: wND?2 Ow! »”r WR ]
L — 84% Concern about the envwopmental 18%
340, (2% necessities / 17% o Like tobuv on~ 34% 1 Fedd o4 1 @ UAcEDG 9068 U] 5 PR
25% discretionary 33% 2 5 y y @0 AR U gbblg ATeeD E?LEO/OWH' Lo
" average or experience to operate a boat ?
([
([
([
([
([
()
@
([ )
P

. . A f Di Boati =32
Indexing reported if Total Pros pects %=5%+ ware of Discover Boating (n=32)



We also identified 3 Macro Forces that not only impact consumers, but also the
needs and expectations of Target Boaters and how they engage with the category

These Macro Forces will also have implications on how Manufacturers, Dealers, and Discover Boating connect with their Target
Boaters

Macro Forces and its resulting Drivers of Change

=

Increasing Cost of Living and Fragmented Labor Market
Economic Optimism and Luxury Spending
3. Changing Definition of Ownership

Economic
Uncertainties

N

. 1. Growing Diversity and Generational Shift
Social o . g .
R - 5 2. Value Reprioritization and Delay in Traditional Milestones
AR CEABA 3. Mindful and Purposeful Living
1. Increased Digital Usage in All Aspects of Life
Tech-Celeration 2. Openness to New Technology

3. Social Media as a Source of Influence
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Key Takeaways for. Manufacturers

Relevant Target Boaters

A Current Owners (Established & Recent)
A Inexperienced
A Sales-ready

Ways to Connect

A Communicate boating as an activity that can benjoyed within a moderate budget and
serve as arusted mentor by offering clear, easyto-understand guides

Provide resources on how boating can be enjoyed sustainable ways, and for better
mental health

Actively promote boats designedfor enjoyable family and kid-friendly experiences
Position new boat tech features as enablers of efficiency, safety, and connectivity

Developstandardized digital assets (e.g., video tutorials, interactive calculators) for
dealers to use in the research phase of the purchase journey

Offer immmersive digital experiences of boat interiors and exteriors, and invest in
professional video walkthroughs of high-interest models

Strategically partner with influencers on social media and post videos on YouTube to gain
more visibility and interest

o To Do Do Do D>

Further implications are detailed within the individual Target Cluster profiles in the Futureproofing section.
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LANDSCAPE

Understanding Current and
Prospective Owners




CURRENT BOAT
OWNERS

Profiles of who they are today, their needs
and motivations
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GQ: CURRENT OWNERS

People who currently own at least one boat

ESTABLISHED OWNER RECENT BUYERS

Purchased their main

Purchased their main
boat prior to 2020

boat after 2020

\ J - J/

Focus for..
m DISCOVER

@ "4 BOATING

Dealers Manufacturers Discover Boating
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There are two main segments of Current Owners, distinguished by how recently
they purchased a boat

ESTABLISHED OWNERS RECENT BUYERS

Purchased their main boat Purchased their main boat after to 2020

prior to 2020

PAST TWO YEAR
BUYERS

Purchased their main boat
between 2024-202F

LESS RECENT

Purchased their main boat
between 2021-2023

2020 2023 2025

© Ipsos | Discover Boating Growth Strategy | Client Use Only 17



Recent Buyers are different: they are younger, more diverse, and more affluent
compared to the Established Owner

Established Owners Recent Buyers
GENERATION @n AVERAGE INCOM $96k $111k

Established Owners @ Recent Buyers
WHITE

13%. GenZz A PIN @
HISPANIC
ETHNICITY
e Millennials A [0 AFRICAN
AMERICAN

GenX 'V b % KIDS IN H A5% 70% A
9% I ECEIEE 1 / |3% T BACHELOR DEGRE 22% 35% A
AVERAGE AGE A\l 36 <5 VOC. DEGRE} 38% 64% A

Base: Established Owners (n=82), Recent Buyers (n=418)

Miscellaneous Demographic Questions
QS1C.VOC_YN. Have you ever completed a certificate or diploma from a vocational school, trade school, or apprenticeship pro@This includes programs for skilled careers like automotive repair, &

plumbing, electrical work, carpentry, cosmetology, culinary arts, etc.
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Recent Buyers spend time in fresh and saltwater and do so more frequently than
Established Owners. Recent Buyers also use their boat in various ways compared
to Established Owners, who tend to fish and relax

RecentFirst Time Buyers(40%) are Almost half ofMore Recent Buyers

LOCATION more likely to use Inland lakes than HOW USED (Pa;t Two Years) are more likely to u
Repeat Buyers their boats for Watersports and
Entertaining Guest or Clients
Established Owners @ Recent Buyers Established Owners @ Recent Buyers

¢

65%

FRESHWATER (N 51% ichi
S (NetW ¢ BOATING MONTHLY+ 4% Fishing
A‘.A

Inland lakes W' 28% 59% Relaxing/leisure cruising

. 0,
Rivers Established @

Owners
SALTWATER (Net)y  [Zek4
89%
A

71%

UGVl Socializing with friends and family Feleb

27% Watersports 39%

\/

11% 20% Entertaining guests or clientsdh 017 +20%

Intracoastal waterways I 8%

0, ili 0,
7% 18% Sailing A 28%

Recent
Bays or sounds I 9% Buyers

7%

Coastal/near-shore oceanAm

6% Offshore / deep sea I 10%

Base: Established Owners (n=82), Recent Buyers (n=418)

13% Overnight trips/camping V' N 34% +21%

7% To live in for periods of timedh L)

QA1. Where do/did you primarily use your boat?
QAA4. Thinking about all the ways your boat isiwas used (by you, your family, or friends), what are the activities it is/wgsitally used for?

© Ipsos | Discover Boating Growth Strategy | Client Use Only 19
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QAOa. Thinking specifically about the main boating season (i.e., the warmer months when you typically use/used your boatwhaften do/did you use your boat? &




However, all boat owners experience barriers anchoring them to shore. For the
Established Owner, the barriers are physical (health, effort), while Recent Buyers
face more mental barriers (stress)

Established Recent
Owners @ Buyers
33% Not enough free time

23% Health or agerelated reasons 14% B4

22% Effort of preparing boat for use and cleaning after 15%

13% Unpredictable weather « byl
13% Ongoing costs of fuel
13% Ongoing costs of maintenance 14%
D% Finding other people to go with me
7% . Ongoing costs of insurance 119
6% . Stress and responsibility of being the primary operator A « Qﬂrfﬁiieﬂg%e{hiag;i ?TJS”?JQE% [

4% I Ongoing costs of storage N A -

Base: Established Owners (n=82), Recent Buyers (n=418)
QD6. What prevents you from using your boat more often?
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AV ndicates statistically greater or less than Established Owners at 90% confidence



l FuDEé) L] AnH Ul DND

6 AGioUU

ettt

90éUy wFnil

exposure and experience to boating and water correlate with ownership
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Boating-adjacent
Activities

A Desire to be on the
Water

Such as paddle boarding,
fishing , canoeing or
kayaking are more common
among Owners

Engagement with boats via
charters and rentals jumps
from among
2020 vs 2024 Buyers and is
significantly higher among
Prospects

© Ipsos | Discover Boating Growth Strategy | Client Use Only 21

Outdoor Activities

Specifically skiing,
snowboarding, rock
climbing, backpacking are
more common among
Owners

1

Childhood
Experiences

Buyers who purchased post
2020 are more likely to say

they hadfrequent exposure

as a childand have some of
their




But exposure to the water gene does not have to be through your immediate
family nor childhood it can also come from friends or outdoor recreation

experienced throughout life, especially among Recent Buyers

Through a camp,

Renting or chartering school, or youth
organization

On a boat owned by my
immediate family On a boat owned by : :
members other relatives - On a boat owned by friends a boat

| Multiple
Times a
Year A

H About Once
aYear

EEvery Few
Years

A

14% 11% V

45% 43%

9%
18% 0% 20% 23% ___Mu 20% ¥ 24% ¥V

Never 10% V 1% V¥ 9% WV

m Once or
Twice Ever

Recent ~ Established Recent - Established Recent ~ Established Recent  Established Recent
Buyers Owners Buyers Owners Buyers Owners Buyers

Established :
Owners Buyers Owners

Base: Established Owners (n=82), Recent Buyers (n=418)
QD3. still thinking about your childhood and teenage years, how often, if at all, did you go boating in the following ways?
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As the consumer evolves, boat shows need to as well. They are no longer a place
just for brokering deals, but an opportunity for enthusiasm, experience, and

education
BOAT SHOW ATTENDANCE / PERCEPTIONS AND WHAT IS WANTED FROM BOAT SHOWS

i 0
@ 63%0 of Established Owners W Perceptions 69%0 of Recent Buyers have ® Perceptions
have attended a boat show té ” 153 attended a boat show
Wants About the same % of First Time Wants
Buyers have also attended

I 19%A

N 5o Showcases of the latest technology and innovations A
) . 6 0
A wide selection of boats and brands 43% 37 /4 A
. - _ 0
A wide range of price points, including affordable [N 23% A fun, family-friendly atmosphere 40% A
options > —
A wide selection of boats and brands 0
Showcases of the latest technology and innovations _24% 38% 43%
A wide range of price points, including affordable [N 450
A fun, family-friendly atmosphere _27%‘?7% options 31%
Easy access to dealers for pricing and financing N 329 Easy access to dealers for pricing and financing [N ng%A
information 24% information 37%4
. . . . 0
A low-pressure, relaxed environment I 33%;/3 % Educational seminars and learning opportunities _2630/3 ﬁ‘
0
Educational seminars and learning opportunities [ 1%9/2/" A low-pressure, relaxed environment = 227%%)
: = I 18% . .
On-water experiences and test drives 23(:% On-water experiences and test drives _ 2277(;/0‘

Base: Established Owners (n=82), Recent Buyers (n=418)
QC5. Have you ever attended a recreational boat show? C6. What is your overall perception of boat shows?
QC6b. And, now thinking about what would make a boat show most valuable to you, which of the following features or experiena®e most important?

23

© Ipsos | Discover Boating Growth Strategy | Client Use Only
AV ndicates statistically greater or less than Established Owners at 90% confidence



The purchase journey has also fundamentally shifted from relationship -driven to
digital -driven, with Recent Buyers using an array of online content for research

INFLUENTIAL RESOURCES B Established Owners PURCHASE CHANNEL

= Recent Buyers Online purchaseswere even more

common Past Two Years Buyers (27 %),

@ Friends, family, or colleagues 44% 38% and Recent Repeat Buyers (25%)
36% 0
29%
24% 25% 23%
=1 . 33%
Boat manufacturer websites - 38% 10% 12% 9% 9% 10% 9% \ 4
I N .
e o - O 32%- LA e o x A w2
te== DuiUodet DI Fg guoN @b -Zg%’oul NH g0] DACRU Bty from a New boat dealer Used boat Online At aboat show Other
private seller dealer/broker
0,

u YouTube videos or other video content .283/20/

0
TOP DEALER FACTORi Past Two Years Buyers are
o= , 23% o looking a dealer that has the
Dealer websites - 299, 38% 38% 43% 350¢ specific boat brand they are

33% 8% 0 gy, 32%  looking for (41%) vs. 27%
) ) ) 2204 among Less Recent Buyers.
Online articles and reviews
380 A
0,
<> G Attending a boat show .éj/)
0 Transparent » 1 D CDeé t Dffiersldwide Carries the
0 16% pricing with no reputation and selection of specific boat
OQO Social Media H % A hidden fees trustworthiness different boat brand(s) | am
38% types and models interested in

Base: Established Owners (n=82), Recent Buyers (n=418)

QC1. Where did you purchase your / would you plan to purchase your boat?

QC3. Whenresearching a potential boat purchase, which of the following resources are most influential to you?

QC4. And when it comes to choosing a specific dealer or seller, which of the following factors are most important inyour dgion?
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For Recent Buyers, boat clubs and fractional ownership are attractive alternatives
to owning a boat

Buying a pre-owned / Renting or chartering a Joining a fractional
used boat Joining a boat club boat for a day or a week ownership program
T2B% 45% 65%A  T2B% 23% 62%A  T2B% 40% 57%A  T2B% 21% 52064

B Extremely . A

Interested 18%
H Very

Interested A
B Somewhat A

Interested
© Not Very

Interested v

9 1% V
37% 9% v : 10% 35%
Not at all 8% 17% 5 v
Interested 10% 5% W 1% V. i % ¥V o
Established Recent Established Recent Established Recent Established Recent
Owners Buyers Owners Buyers Owners Buyers Owners Buyers

Base: Established Owners (n=82), Recent Buyers (n=418)
QC8. How interested are you in the following alternatives to traditional boat ownership?
© Ipsos | Discover Boating Growth Strategy | Client Use Only 25
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The increased price of boat ownership is evident with Recent Buyers spending
almost 30% more on a vessel in the past 5 years, and over double annually

PURCHASE PRICE

21%
Less than $10,000 9%y

B Recent Buyers
$10,000-$24,999 E()%%i%%

$25,000-540, 990 L 15% Mean Price
%
¥50,000-$74,999 H/ 19%A Established Owners
$75,000-$99,990 9% . $59 770
1

$100,000-$149,999 H% 14%A

$150,000-$249,999 4;{,% Recent Buyers

$250,000-$499,999 23‘{;0 A
$500,000+ %g;;
A C()ﬁRFOOOO AéLt
| did not purchase it myself szz’

Base: Established Owners (n=82), Recent Buyers (n=418)

QA8. Thinking about when you acquired your [INSERT H5 PRIMARY BOAT], what was its approximate purchase price?

M Established Owners

ANNUAL SPEND

Less than $1,000 m 37%
$1,000-$2,499 m,%%
$2,500-$4,999 ‘15%;5%‘
35,000-59,969 m 29% A

Recent Buyers

5%
$10,000-$14,999 h 179%A $7,580 K

1%
15,000-$24,999
$ ¥ h 6% A

Mean Spend

Established Owners

$3,830

2%

$25,000+
3%

QA9. Excluding the initial boat purchase, how much do/did you spend annually on your boating lifestyle (e.g., fuel, insuramoaintenance, storage, etc.)?

Base: Recall Where Boat Was Purchased Established Owners (n=76), Recent Buyers (n=413) QC2. How was your boat purchasepaid f

© Ipsos | Discover Boating Growth Strategy | Client Use Only
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HOW PURCHASED

20%
Financed

) 80%
Established Paid in full
Owners
20%
Financed
Recent 80%
Paid in full

Buyers




Despite spending more, Recent Buyers tend to perceive boating more affordable
than Established Owners, suggesting either inexperience or financial readiness

Initial purchase price for a
boat is reasonable

Overall, owning a boat is an
affordable hobby

T2B% 50%

u Strongly
Agree

TA%A 37% 77%h

A

H Agree

H Neither
Agree nor
Disagree

u Disagree

v

Strongly
Disagree

9% 8%
7% 3% YV 9% 20/2 v
Established Recent . Established Recent
Owners Buyers Oowners Buyers

Base: Established Owners (n=82), Recent Buyers (n=418)
QC6c. Please indicate how much you agree or disagree with the following statements.

© Ipsos | Discover Boating Growth Strategy | Client Use Only
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Ongoing costs of owning a
boat are manageable

50% 80% A

o % v
Established Recent
Owners Buyers
27

Considering the
enjoyment one can get
from it, boating is a good
value for the money

63%

6%

Established
Oowners

83% A

% L

Recent
Buyers

Boats have become
less affordable over
recent years

66% 63%

24%

11%
4% 4%
Established Recent
Owners Buyers




2 DADAY 9wt DGU Fia)od] Yy D LnoF] nH éncC
than Established Owners, and demonstrate significant comfort buying online

PERSONAL ATTITUDES

-T2B% (Definitely/Tend to Agree)

74%

| tend to spend timeresearching products and services before purchasing 1%
0

B Established Owners

I enjoykeeping up with the latest news and developments in 44%
boating and sailing ; 78% ¥ Recent Buyers
| prefer products made in my own country. _1;6% A
0
| would rather buy from a company that activelgupports my community m
even if it would be more expensive tc 75% A
: : 44%
| prefer vehicles that offer the latest in technology . ‘ 74% 4
| follow the latest developments in the automotive world. “
74% A
The vehicle a person drivesays a lotabout who they are m
70% A
Most of the time| prefer to shop online instead of going to a store m 69% A
0
Luxury products and services play an important part in my life m 57%A

ICoARY ¢ DDt bupjrm Expensive iesmd obline 59%

44% Y

Base: Established Owners (n=82), Recent Buyers (n=418)
QFS1_QABL. For each of the following statements, please select the box that indicates the extent to which you, yourself, agredisagree with that statement.
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than Established Owners@especially on social media

SOCIAL MEDIA USAGE W Established Owners HOURS PER WEEK SOCIAL MEDIA ATTITUDES
A -T2B% (Definitely/Tend to Agree)
82 84% = Recent Buyers Social media hel t with 63%
% 0 0 o ocial media helps me connect wi ()
76% . 78/o 70% None .00/(24’ people with similar interests. - 82%A
61% A . '
I regularly follow the social media
o2 44% 41% 43% Less than 5 hours r 33% posts of brands or companies that I'm ‘52% 78%A
14% interested in.
28% 29% 0 | check social media to see what 63%
v 5-10 hours -344 others are up to, but do not post - o
5% 1% 37% much myself. 1%
h 18% | am constantly using social media to 45%
Facebook  YouTube Instagram TikTok Pinterest Reddit  None of the 11-19hours 32064 learn. 72064
Above
ﬁ ° l ) . @ @ @ 10% My online identity is an important part “
20 - 49 hours ‘
15% of who | am. 69% A
ACCOUNT TYPES FOLLOW 50 or more hours r G%v I rely on social media news to keep me 39%
71% 2% informed. 67%
62% A A _ _ A
90/ y A | tend to believe a post on social 37%
0 48% 46% 41%43% 42% media if it is shared by one of my L 69%A
e cil Mean Hours oo %
26%
18%v Social media puts me in a better 39%
1% mood. 67%A
L Established

Owners I'm uncomfortable with receiving ads

48%

Frie_nds, Celebrities  Official brand  Individual Community N_ews_ Mostly browse, in my social media feeds. - 51%
family, or accounts creators or groups or  organizatons COfiRY &AU|] €D Recent 14 3
people | know influencers forums orjournalists  follow many owners - 44%
personally Social media is a waste of time. 45%

Base: Established Owners (n=82), Recent Buyers (n=418)

QE3. Which of the following social media platforms do you personally use on a regular basis? QMU16. For each of the follewdtgments about your attitudes and opinions about social media, please select the box that indicates the extent to
which you, yourself, agree or disagree with that statement. QMU17. In an average week, how many hours in total do you, yibuspend on social media?

Base: Social Media Users Established Owners (n=78), Recent Owners (n=413) QE4. Thinking about the accounts you follow alnsedia in general, which of the following types of accounts do you typically follow?
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PROSPECTIVE BOAT
OWNERS




U 2
qﬁ%’ PROSPECTIVE OWNERS

People who may be interested in owning a boat in the future

-----esmmm--—---  REACH & INSPIRE--------------  ENGAGE------------------  CONVERT
COSTCONSCIOUE TIMEPRESSED INEXPERIENCEL SALES READY
Interested, but are not| [ Core barrier is lack Have the means, bu Fewest barriers

as financially ready; of time; open to feel they need more experienced: ready

open to alternative alternative access experience, support to buy
access models models and knowledge
Focus for.. Focus for.. Focus for.. Focus for..
DISCOVER DISCOVER
A BONINGE N EOATING [@ 4 @ -
Discover Boating Discover Boating Dealers Manufacturers Dealers Manufacturers
" DISCOVER
AN BOATING

Discover Boating
(Hand Raisers)
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There are 3 key themes that represent the fundamental mindset of the
Prospective Owner; understanding these can help prepare for tomorrow

1 2 3

Financial Concerns Alternative Access New Purchase Journeys
Whether affluent or not, all For most prospects, there are Similar to the changes
prospects are concerned about appealing alternative models observed among Recent
their own particular financial for gaining access to on the Buyers, Prospects demonstrate
situation and how boating can water experiences interest and use of new
be affordable for them touchpoints and key
considerations for making a

purchase



Prospective Owners tend to be younger, have a lower income and are less educated
than Current Owners, but have a similar distribution of discretionary income

AGE EDUCATION ETHNICITY & RACE
Overall Overall Overall Total Overall
Owners Overall Prospects Owners Prospects Owners 1 Prospects
1824 14% 17% % Less than Bachelor: 42% 48% — —r
25-34 27% 33%p NN 23 .y m  Other
35.44 37% 27% o Bachelors Degret 0 op = Asian 17%
45-54 12% 10% % More than Bachelor: 25% 14%(0q saETe
55-64 7% 10%
Black
65-75 3% 3% _
Mean 38 37 ® \White
INCOME DISCRETIONARY,
INCOME Overall Overall
Overall Overall Owners Prospects
Owners Prospects
Average $108k $73kq 0% Discretionary 1% 2%
Under $75,000 (Net 43% 58% 10% Discretionary 8% _ 4
15% 17%
$75,000- $99,999 (Net 22% 18% 25% Discretionary
$100,000- $149,999 (Nef 20% 16%0q B 50% Discretionary
$150,000-$199,99¢ 9% 4%0q m 750 Discretionary 45% 46%
$200,000-$249,999 3% 1% ® 100% Discretionary
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We grouped Prospective Owners into 5 targets that highlight their different needs,
LnoFLDCHDg éncC &aeéedda)]DiU Uo aoéy oFnD0OUI
target offer opportunities

20%

Time Pressed, 8.8m

These prospects are in their 40s50s and live in the south.
Their desire for a boat is high but they feel strapped for time
auncertain if it is worth the investment. We need to
maintain engagement and connection to the sport through
alternative models until they are ready to buy or consider
other avenues for monetizing the experience.

19%

Sales Ready,10.1m

These prospects are Millennials with kids in

the Westathey have the money and want to
buy in the next 12 years. They are family
focused, so conversations should highlight
the family-friendliness of the sport and also
provide them with a mix of boat options.

18%

Cost Conscious,7.9M

These consumers have the desire but are furtherout
financially from being able to buy. They are in their
30s-40s and skew multicultural, and are concerned
about all financial aspects of ownership, making
alternatives to outright owning attractive ways to
provide exposure and access.

23%

Inexperienced, 8.3m

These prospects are younger and multi
cultural, living in the south and northeast.
They are beginnersmand still too
inexperienced to buy; our opportunity is to
maintain connection with them, providing
access to boating in alternative waysm
educating them and keeping them involved
until they are ready to buy.
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Their needs, knowledge, and barriers to boat ownership are varied, influencing their
purchase immediacy

Cost-Conscious Time Pressed Inexperienced Sales-Ready

PURCHASE IMMEDIACY

Long-Term ® O Near-Term

FINANCIAL POWER
- q O High Budget

Low Budget
BOATING KNOWLEDGE

Novice O ® O Expert

PRIMARY BARRIER

Cost O O @ Time/Logistics

OPENNESS TO ALTERNATIVE MODELS
Alternative Model

Traditi I
raditiona ‘ ‘ ' . Interest

Ownership

Base: Cluster 1: Sales Ready (n=95), Cluster 2: Affordable Path (n=90), Cluster 3: Priced Out (n=100), Cluster 4: Neat& (il 13), Cluster 5: Timely Solve (n=102)
QS5b. And, when will you most realistically purchase this boat? QB1. What is your estimated total budget for the initial pase of a boat?
QB3. How would you rate your own knowledge of boats? QB4. What are the main reasons or concerns that have prevented yowpfrhasing a boat so far?

QC8. How interested are you in the following altematives to traditional boat ownership?
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In the appendix, you will find more details for each Prospective Owner

KEY OVERVIEW SALES READY [THEWATER GENE
uchas 3 ales Ready Prospects had frequent exposure to boating growing up, anc
L 2 through in life with a variety of annual exposure
'« KNOWLEDGE LEVEL CHASE TIMEFRAME BARRIERS PLANNED PURCHASE ATTENDED BOAT SHOW VOLUME OF EXPERIENCES [BOATING MEMORIES AND SENTIMENT
T hovies Lo =1 %7% Hext 2 months costou [N % [ T
| ) WP [ | oo cener - Lo
P @ ) 56% REE| —
. ] D 24% | O Have attended =
- TOP SOATS INTERESTED N ] KB cct ol
P . 3 * Cany o swpare me warers
e E . gy [ 20% | oveottompratoseler
r — Esuy to pet storted
r " #L | PERCEPTIONS va WANTS
. INFLUENTIAL RESOURCES il ToepERCERTINS Frpenine
= LIKELIMDOD TO BUY BOAT DISCOVER BOATING e Hamotwari s
. 84
. D_ Ushtobur 34% e
. pibvtons
E .
Vi S ESTIMATEDBOAT BUDGET “r oo vyt pass e e
$99.6k |- : s masenene
pr .. Aveage | LI
-& Budget J / MMM E

Overview: Demographics, budget, Purchase Journey: How and who they plan The Water Gene:Exposure to water, age
knowledge level, readiness and barriers to buy from, information sources, purchase of first boat experience, how often,
to purchase motivations, boat show perceptions, etc. outdoor interests, boating memories, etc.

SALES READY ADDITIONAL ATTITUDINAL INSIGHTS & INTERESTS
of these pro
t children, marr

media, engaging with bra

‘SOCIAL MEDIA USAGE

o ————
o @ o O i i
. ACCOUNTS FOLLOWED g 3
R P p— B~
S

Milestones & Media:Milestones achieved, and Attitudes & Insights: General attitudes and
social media behavior usage & attitudes, etc.  values, top interests, etc.

*Complete slides for all Prospective Owners Targets can be found in the appendix
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» W g w2 2 W ORHEL S
ONIRES B AVIGING IN THE
WORLD? =

How are the expectations and
needs of these prospects likely to

change in the next 3 years? .
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The world has changed significantly in
recent years, and will continue to shape

the needs and expectations of
consumers and our Target Boaters

We identified three key Macro Forces that will shape the world of tomorrow

= i;?
)% &
Economic Social Tech-Celeration
Uncertainties Reconfiguration
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These macro forces will also impact how consumers, and our Target Boaters,
engage with the recreational boating category

Macro Forces and its resulting Drivers of Change

Economic
Uncertainties

Social
Reconfiguration

Tech-Celeration

© Ipsos | Discover Boating Growth Strategy | Client Use Only

N =

Increasing Cost of Living and Fragmented Labor Market
Economic Optimism and Luxury Spending
Changing Definition of Ownership

N =

Growing Diversity and Generational Shift
Value Reprioritization and Delay in Traditional Milestones
Mindful and Purposeful Living

N =

Increased Digital Usage in All Aspects of Life
Openness to New Technology
Social Media as a Source of Influence

39




With rising living costs and a fragmented labor market, consumers are growing
more cautious with their spending

Decrease in points forU.S.
Consumer Confidence Indexas
of March 2025, its lowest level

since January 2021

CBS NewsMarch 2025
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Percentage of U.S. adults who
said theyspent more on
experiences in the past year vs.
they did in the year before

Morning Consult2025

40

Percentage of U.S. consumers Increase in the U.Sresale and
who state inflation as their main thrift market (USD $56 billion) up
worry, standingé U UT D A0 W U fiomr-WSD $49 billion in 2024,
mMOst pressing concern suggesting that consumersseek
for value in their purchases
Ipsos What Warries the World
September, 2025 Statista, 2025



https://www.ipsos.com/en/what-worries-world
https://www.cbsnews.com/news/consumer-confidence-falls-tariffs-inflation-trump/#:~:text=The%20Conference%20Board%20said%20Tuesday,to%20a%20survey%20by%20FactSet.
https://pro.morningconsult.com/analysis/experience-economy-consumer-research
https://www.statista.com/topics/5161/apparel-and-footwear-resale-in-the-us

Faced with economic uncertainty and inflation,
consumers are actively redefining their priorities
and shifting their spending patterns

Economic Uncertainties: What does it entail?

Increasing Cost of Living Economic Optimism and Changing Definition of

and Fragmented Labor Market Luxury Spending Ownership
With global economics driving up thecost Financial realities are fueling a _ Access is overtaking ownership as
of everyday goods andhousing prices widespreadr £ ] ED gold UYUoCeétr cansumetd rethink vghat it means to
outpacing wage growth, U.S. consumers where consumers, feeling powerless over 1 € €EDr UadnNbgntalsifioH d
are feeling thefinancial squeeze, leading their future, channel aYOLO (You Only subscription models, low-commitment
to more cautious, value-driven spending Live Once) mindsetinto spendingon flexibility (cost, time, energy)and
habits amidst an uneven job market. iImmediate experiential rewards like convenience now define modern value

travel and dining. over ownership,driven by new economic

I I and social pressures. I
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Amidst the financial pressure, adjusted
consumer spending is fueling the demand
for accessible, experience -driven boating

Economic Uncertainties: What does this mean for all Target Boaters?

Increasing Cost of Living
and Fragmented Labor Market

As rising costs and job insecurity squeeze
discretionary income, new boat sales are
softening as consumers becomehighly
selective . Boat buyers may prioritize
value and utility as they look to maximize

every dollar they spend.
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Economic Optimism and
Luxury Spending

As financial constraints push consumers
to prioritize rewarding experiences over
large asset purchases, the success of
the boating industry will depend on
strategically repositioning boating as an
attainable luxury andemphasizing the
instant gratification on the water.

y

42

Changing Definition of
Ownership

As consumers seedow-commitment
flexibility andconvenience, shared-
service models open a new gateway to
boating, providing accessible time on
water without the significant financial
andlogistical commitment of ownership .

y
s



Beyond financial pressures, consumer behavior is also being reshaped by a more
diverse America and shifting personal values

& Social Reconfiguration

California, Hawaii, New Mexico, Percentage of purchasing Drop in 25t0-34-year-olds Percentage of US and Canadian
Texas, Nevada, Maryland, Georgia decisions women influence, with (vs. 1975) who achieveur most consumers who said they would
now have no racial or ethnic group FoNDAnrU NDC|] é&n C] UAcomrgdn mifesidinds (moving out of pay more for products and services
forming a majority, signaling a spending up 0.9% yearover-year, FedDnUYUR T O0NDg F oL tha &egethNa andJudedable
r Né | eNjjJnwpta ] Ut r Ct n é Noutpacing men and underscoring with children), reflecting a bigger
their growing economic power focus oneconomic security ort
The World DataOctober 2025 Bank of America Capital One 2025 United States Census Bureaw?025 2025 Edition
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https://www.census.gov/library/stories/2025/08/milestones-to-adulthood.html?
https://theworlddata.com/race-percentage-by-state/
https://institute.bankofamerica.com/economic-insights/womens-financial-position.html
https://capitaloneshopping.com/research/male-vs-female-shopping-statistics/?
https://www.ipsos.com/en-ca/shoppers-want-do-good-brands-are-missing-mark

Growing diversity and changing life priorities
are reshaping how Americans define
identity, success, and their well -being

@ Social Reconfiguration: What does it entail?

Growing Diversity with Value Shift & Delay in
Generational Changeover Traditional Milestones

America is undergoing ademographic Consumers, especially those who are
transformation , drivenby generational younger, are redefiningsuccess and
shifts, increasing diversity, and stability. They are delayingmarriage,
international and urban migration . Gen Z homeownership, and parenthood in
and Millennials are actively reshaping favor of financial security, personal
cultural norms aroundidentity, growth, andflexibility.
representation , andinclusion.
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3 Mindful Living and Spending

Consumers are becoming more
intentional about how they spend their
time, money, and energy,seeking
products and experiences that align with
their health, ethics, andenvironmental

values.




The changing values and lifestyles
present new avenues for boating to
become more diverse, mindful, and

Inclusive across generations

@ Social Reconfiguration: What does this mean for all Target Boaters?

Growing Diversity with Value Shift & Delay in . . .
Generational Changeover MradinionalMiestones 3 Mindful Living and Spending

The generational and demographic shift is While delayed milestonesiree up - As consumers favor lifestyles prioritizing
GibDCDglnlnH YoCétrU &ao é?llgcﬁet(rpnaéy@@ome , ghis capital Is less emotional well-being andrestorative

traditional owner to adiverse anddigital likely to translate into outright boat experiences, recreational boating can be
consumer. It is reshaping the industry to purchases. Instead, the consumer demand repositioned asawayof &t WD UT D é
pivot towards lowered skill barriers , B that offers mental clarity, sensory

urban access, and to authentically transforming t_he boating market, creating restoration , andsense of calm.

champion diversity to capture the new astructu_ral shift from afocus on bor_;lt

growing market . ownership to one centered onfinancial

A agility andflexible access models. A A
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» DAl hotLoHt T éeU abDAOND DUUDNAUYU] ét Uo ADO
edged sword of innovation and apprehension

Percentage of U.S. adults who say Percentage of U.S. consumers who Percentage of Gen Z who sayocial- Percentage of U.S. adults who say
they are comfortable adapting used phonesas part of their latest video content is more relevant to that products and services using
new technology in daily life, retail purchase, suggesting that them than traditional video content, Al make them nervous, while only
suggesting that usingtechnology phones have becomecentral to the with 50% saying theyfeel stronger 38% say it makes them excited
has become second nature shopping experience connection to social -media
Rl OsrU wioaer @ A yeTeRlRE Panaclorg on e 5 o V - _
lpsos Insights Hup2025 US Edition, 2025 gAk] AUDt RO pUeyUDd o6¢ UYI D : on UThAlpshs AeMoatd 2025
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https://www.mckinsey.com/industries/consumer-packaged-goods/our-insights/state-of-consumer
https://www.ipsos.com/en-us/majority-americans-89-are-comfortable-adapting-new-technology-daily-life
https://www.visaacceptance.com/en-us/insights/global-digital-shopping-index-form.html
https://www.ipsos.com/sites/default/files/ct/publication/documents/2025-06/Ipsos-AI-Monitor-2025.pdf

The rapid integration of Al is driving changes
In how consumers perceive technology and

what they expect to get from it

Digital tools are nowseamlessly integrated
into every facet of consumer life , creating
an expectation for instant, mobile access
for everything from communication and
transactions to information gathering via
smart devices and apps.

© Ipsos | Discover Boating Growth Strategy | Client Use Only

As technology becomes woven into daily life,
consumers are more willing toadopt it
across work, leisure, health, and home.
Growing comfort is speeding up adoption,
and expectations for efficiency and
personalization are rising, thoughtrust
concerns remain.

47

Social platforms have evolved intopowerful
discovery engines, shaping opinions and
driving purchases.Authenticity , creator
credibility , andcommunity validation now
matter more than traditional advertising.
Consumers are increasinglyelying on peers,
influencers, and independent creators to
make sense of the world around them.




Consumer demand for accessible boating
brings the need for the industry to effectively

balance digital utilization with authenticity

The pervasive use of digital tools creates a
consumer expectation for aseamless digital
journey across all touchpoints, from initial
research to the moment of purchase and
ownership. Consumers now demand &ully
connected and intuitive experience, from
online platforms to the moment they are on
the water.
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As digital technology rapidly evolves,
consumers (especially younger generations)
are seeking a boating experience that
integrates technology to solve friction

points (e.g., assisted docking, intuitive
navigation) and helps make the experience
safer, easier, andmore accessible.

48

Social media has evolved into a primary
channel where consumers go for product

information, serving as akey source of
inspiration, education , andsales for
boating. It is now a platform where

authentic storytelling can be strategically

used to connect the industry with the
consumer base.




IMPLICATIONS FOR
TARGETS

What do these Macro Forces mean for our
Targets and how we connect with them?

© Ipsos | Discover Boating Growth
Strategy | Client Use Only




What you will find in the futureproofing profiles

To understand how to better connect with our Target Boaters in the next 3 years, we analyzed each prospective boater target
through the lens of the Macro Forces

Each futureproofing profile features:

ESTABUISHED OWNER ECONOMIC UNCERTAINTIES ESTABUSHED OWNER ECONOMIC UNCERTAINTIES

@& What We're Seeing Ways To Connect

* Relatively lower positive financial outlook and perception

S Established : = B =
2 ~a...&. Avg.oge White73%  Male56%  Bachelor Kidsh  Avg "
0wner = 5yo. Wapawicl0X Femaleéd% Osgres WM Income 5o

Black 9%

2% 3 596k

) Dealers
| \.
lsnknlnuumumfmﬂy&mlrom boolmq 1am less open towards today's changing HWOWIRO i . 8‘]";:5’::':? Recent Buyers Shift to becoming a trusted partner who prioritizes long-term relationships
e boating, digital scene, ofg'envimmemﬂl responsibility. oriaae i + Communicate Total Cost of Ownership and offer upfront maintenance bundles at
d rely resource.

Changing .- * Lesslikelihood to buy compared to Recent Buyers quaranteed prices

* Achieved life milestones (house, marriage, kids) which indicates

. I i
ECONOMIC UNCERTAINTIES they are in a phase of high financial commitment and have other Consuk op current upg Ahet delives ROJ and perfo yolue
. . S S + Match financing to owner comfort through used boat sales, flexible terms, or BNPL
O CURRENT OUTLOOK ON... Global economic pressures are fueling life priorities . . options
cautious, value-driven spending while %8 for over shared ssrvices models @ OEMs T ey
» LIFE ACCOMPLISHMENTS simultaneously driving a YOLO mindset = AR LV AR
focused on immediate experiential rewards 33 What This Means + Host uclu-lu owner events that celebrate the lifestyle and reinforce purchase .i’“__.,- =
n 8 car 0% panecwAL ots e 5 e 2 . models at price points for easier ownership
This financial reality is causing Con;umers to * Economic uncertainty deters new purchases when competing + Partner with dealers and influencers who can amplify the boat's value messaging
value access over ownership, leadingtoa with commitments like mortgages and children’s expenses and time-saving benefits
o P preference for low-commitment, flexible + Define affordable boating exclusively through ownership rather = 2 =3
e o """, TCoNONY models like rentals and subscriptions over than renting or shared models [ e =
T Not worried traditional, high-commitment purchases. + Open to financing service, repairs, or upgrades if value BOATIN =
25, TRAD. va ALT.MOOELS  PURCHASE LIKELBOOD proposition extends boat life + Showcase long-term owner stories that highlight boat longevity and == -z’ —
_ personalization possibilities —
r + Position boating as an | in family { and life - E -
experiences
oo MMMA
= 3
o m Linaty 10y o0 sversge . . e i kg Bt oy ik Lo Oy -

Target Overview. One page snapshot for Target x Macro Force Analysis: Likely impact Ways to Connect: Actionable recommendations
each target, showing selected survey data of a macro force on each target how each detailing who acts (DB, Dealers, OEMs), what to
points organized by how they align with each  target consumer behaves and what it means do, and how to engage the target boater, for

of the three macro forces for tomorrow each Macro Force
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o

Established @ Rooo= oy &

@3 Avg. age White73%  Male 56% Bachelor Kidsin Avg. Avg. time on
Own e r 45y.0. Hispanic 10% Female 44% Degree HH Income  social media
Gy Black 9% 22% 45% $96k 13.0 hours

| seekrelaxation andfamily time from boating. | amlessopenyo6 Fé i CU Uo Cét r U
landscape, such as alternative models for boating, digital scene, or environmental responsibility
| valueownership over experience and rely opeople around mefor resource.

ECONOMIC UNCERTAINTIE:! SOCIAL RECONFIGURATION TECHCELERATION

A =
@ 32 2Dr » w3¥ax» | |w 'ﬁf} WIIN®FUL LIVING TOP DISCRETIONARY ACTIVITY @ SOURCES OF INFLUENCE

¥

\ 35% @
ﬁ Own a vacation home @’)@
@ LIFE ACCOMPLISHMENTS or second property 44% 22%

//Q_—L% @ EMOTIONAL ASSOCIATIONS Friends & Family  Boat Manufacturer

Own a car 80% Websites
PERSONAL FINANCES Low Agreement High Agreement )

Own a home 5 L‘glb: DIGITAL ATTITUDES

Sense of relaxation

Got married e Minimizing impact on the Low Agreement High Agreement
Yeva el ’ environment is important
0 .
ey 62% (55%) Sense of adventure and excitement Prefer to shop online instead of going to a store
advancement 48% STATE OF ECONOMY
Neutral/Not worried &
Q? & FUNCTIONAL ASSOCIATIONS | Research products/services before purchasing
@_ TRAD. vs ALT. MODELS PURCHASE LIKELIHOOD %é Spend quality time with family
BV d boat Preference for vehicles that offer latest in tech
uying use oal 0
e 45% Spend quality time with friends 449
Renting or chartering 40% Buy from a company that
supports my community Keep up with latest news and developments in

Joining a boat club 23% 61% even if it would be more  Be in nature/outdoors boating and sailing

Fractional ownership 21% Likely to buy on average expensive to (54%)




ESTABLISHED OWNER ECONOMIC UNCERTAINTIES

&

®@ Ol ey ODRUOUD puDD|] AAH O]

Relatively lower positive financial outlook and perception
compared to Recent Buyers

Older in age

Less likelihood to buy compared to Recent Buyers

Achieved life milestones (house, marriage, kids) which indicates
they are in aphase of high financial commitment and have other

Global economic pressures are fueling life priorities
cautious, value-driven spending while A Preference for traditional ownership over shared services models

U] NWt Ué i Do W iive-w iCAID r€ | Nij Hi i
focused onimmediate experiential rewards .

How The
World Is
Changing

To Io To  Io

@ What This Means

A Economic uncertainty deters new purchases when competing
F] Ul AONN] UNDAUYUU ] LD NotGUHeéeHDU

A Define affordable boating exclusively through ownership rather
than renting or shared models

A Open to financing service, repairs, or upgrades if value
proposition extends boat life

Note: Analysis drawn from expanded survey questions

beyond data shown on the slide before. More data for &
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ESTABLISHED OWNER ECONOMIC UNCERTAINTIES

45d Dealers

Shift to becoming a trusted partner who prioritizes longterm relationships
Communicate Total Cost of Ownership and offer upfront maintenance bundles at
guaranteed prices

Consult on current upgrades that deliver maximum ROI and performance value
Match financing to owner comfort through used boat sales, flexible terms, or BNPL
options

To o I I

| @ Manufacturers

: A Host exclusive owner events that celebrate the lifestyle and reinforce purchase
| A Introduce low-maintenance models at accessible price points for easier ownership
| A PartnerwithCDétDOU énC | ngtwDnADGU FIT1 0 Aén,
I and time-saving benefits I
I

DISCOVER
AN BOATING

A Showcase longterm owner stories that highlight boat longevity and personalization
possibilities

A Position boating as an investment in family memories, relaxation, and life
experiences
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ESTABLISHED OWNER SOCIAL RECONFIGURATION

How The
World Is
Changing

Driven bygenerational and demographic
shifts , America is seeingcultural norms being
redefined around identity and inclusion.

Younger consumers are delaying major
milestones in favor offinancial security and
flexibility , becoming intentional spenders who
prioritize products and experiences aligning
with their health, ethical , andenvironmental
values.

© Ipsos | Discover Boating Growth Strategy | Client Use Only
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Traditional demographics (skew older, white), with preference
for home ownership over experiences

Around averageconsensus that reducing environmental impact
matters

Core motivations are centered aroundelaxation, family, and
nature

@ What This Means

A
A
A
A

Industry pivot towards more diverse consumers and urban
accessmay be less relevant to them

odD NoU|] €eUy)]onU edD FDLtL ét] Hn
around;r 4+ wD | foduSed anemotional well-being
While not the primary drivers of ethical and environmental
values, they are aware of their role as stewards of environment
View boat shows as an extension of validating the sense of
relaxation they seek from boating

Note: Analysis drawn from expanded survey questions

beyond data shown on the slide before. More data for
54 each Cluster can be found in the appendix




ESTABLISHED OWNER SOCIAL RECONFIGURATION

&5d Dealers

A Host small, local, familyfocused gatherings (e.g., dock parties) that build a sense
of exclusive, close-knit community that create opportunities for owners and their
friends & families to connect

A Clearly present boat options tailored to their desire for experiences that include
relaxing time in nature, with family, and being outdoors

:? Manufacturers I R

I' A Offer services and features that cater tomulti -generational use (e.g., open layouts
accessibility features, new electronics or accessories) '
1 A Ensure product communication continues to emphasize thepractical utility, family :
I experiences, andtime in nature that established owners value most | 2=

" DISCOVER
AN BOATING

A Develop content and videos that tie back to their core motivations (e.g., relaxing
time in nature, with family, and being outdoors)

A Position boating as a meaningful wayor the next generation to connect with nature

A Develop owner spotlight campaignshat highlight personal stories around family
traditions, favorite cruising routes, and the restorative value of time on the water

A Design boat show experiences to feel lowpressure, relaxed, and ownefcentric
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How The
World Is
Changing

Digital tools are now seamlessly integrated
into consumer life, driving an expectationfor
instant, mobile access andincreased
adoption across all sectors.

This has elevated expectations forefficiency
and personalization. Social platforms have
also evolved intopowerful discovery engines
where community validation now drive
purchases and shape opinions more than
traditional advertising.

© Ipsos | Discover Boating Growth Strategy | Client Use Only

ESTABLISHED OWNER TECHCELERATION

®@ Ol ey ODRUOUD puDD|] AAH O]

Low engagement with social media and reliance on traditional
sources

Friends and family play a big role in source of influence, and
prefers them over other online resources or boat manufacturer's
website

Likely to research products and services before purchasing
More likely toshop in store than online

Less inclined to be enticed by the latest and greatest in tech,
even in boating

“@ What This Means

Digital friction can deter boat purchases

May miss out on product information and inspiration as it
becomes harder to reach through primary social channels

More likely to beinfluenced by community and validated
experiences from peers than digital channels

Advanced boat features arenot a priority for them

o To o D>

Note: Analysis drawn from expanded survey questions

beyond data shown on the slide before. More data for
56 each Cluster can be found in the appendix




ESTABLISHED OWNER TECHCELERATION

&5d Dealers

A Provide a consistent, seamless experience across digital and physical channels,
ensuring all critical product information is easy to find wherever customers engage

A Assess their digital comfort level and offer personalized, oneon-one training to help
them navigate the new tech features on boats in a meaningful way

I@» Manufacturers |
FA Developstandardized digital assets (e.g., video tutorials, interactive calculators) fot
;  dealers to use in the research phase of the purchase journey I
I A Position new boat tech features as enablers of efficiency, safety, and connectivity |
I'A Provide Word-of-Mouth referral programs that reward established owners for
bringing in friends or family |
A JEtSTNTINGE
A Do not underestimate the continued importance of trusted, norrdigital channels such
as in-person events, magazines, direct mail, personalized emails, and dealerships
A Leverage the power of existing owners by hosting events such as owner testimonialg
that introduce people into boating
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Recent @ D= H
@p Avg. age White 67%  Male 64% Bachelor Kidsin Avg. Avg. time on

B uye rS 36y.0. Black 16% Female 36% Degree HH Income  social media
G’? Hispanic 24% 35% 70% $111k 14.3 hours

| seek for bothrelaxation andadventure from boating. | ammore openUo6 Fé G CU U0 Cé |
landscape, such aalternative models for boating, digital scene, orenvironmental
responsibility. | am more heavilinfluenced by social mediaand online than people around me.

ECONOMIC UNCERTAINTIE:! SOCIAL RECONFIGURATION TECHCELERATION

%2 2 Dr » w» |

G -

@ LIFE ACCOMPLISHMENTS
84%

Own a car 70%

PERSONAL FINANCES

Own a home 65%

Have children 58%

Career advancement 51%

38%

Travel internationally 49%

STATE OF ECONOMY
Neutral/Not worried

@_ TRAD. vs ALT. MODELS PURCHASE LIKELIHOOD

g

82%

Likely to buy on average

Buying used boat 65%

Joining a boat club 62%

Renting or chartering 57%

Fractional ownership 52%

(o)

4

W

¥

=

Minimizing impact on the
environment is important
(74%)

%

Buy from a company that

supports my community

even if it would be more
expensive to (75%)

=
WIINBFUL LIVING TOP DISCRETIONARY ACTIVIT

39%
International /world travel

2

@ EMOTIONAL ASSOCIATIONS

Low Agreement High Agreement

Sense of relaxation

Sense of adventure and excitement

@@ FUNCTIONAL ASSOCIATIONS

Spend quality time with family
Spend quality time with friends

Be in nature/outdoors

v @ SOURCES OF INFLUENCE

38% 38% 38%
Social Media Boat Manu. Online
Websites Articles/Reviews

1
';Qli* DIGITAL ATTITUDES

Low Agreement High Agreement

Prefer to shop online instead of going to a store
Research products/services before purchasing
819
Preference for vehicles that offer latest in tech
749

Keep up with latest news and developments in
boating and sailing

789




RECENT BUYER ECONOMIC UNCERTAINTIES

&
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- A Relatively positive financial outlook and perception (higher than
How The ) Established Owners)
World'Is — A Prioritize traditional milestones like parenthood, while alsovaluing
Changing _ Y career advancement and international travel
» A Higher likelihood to purchase compared to Established Owners,
but also open-minded towards alternative models

Global economic pressures are fueling

cautious, value-driven spending while

U] NWt Ué i Do wiive-w iCAID r€ | NiJ Hi 3

focused onimmediate experiential rewards . @ What This Means

A Despite their relatively positive outlook, economic pressuremay
impact financial confidence and make them hyperaware of the
Cost of Ownership, requiring them to findjustification for their
investment

A Will expect the boat to deliverhigh-reward, low-hassle
experiences, FT DUT D YT D+ rGD | nEDUY]) A H

exploring shared-access options
A Likely to beearly adopter of changing access models

Note: Analysis drawn from expanded survey questions

beyond data shown on the slide before. More data for &
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Ways To Connect

&b Dealers

A Improve transparency through clearservice and maintenance plans that offer a
fixed, predictable cost for routine maintenance

A Increase touchpoints with recent buyers to reinforce confidence in their vessel
and maintenance plan, offering advice and reassuranagincluding guidance on
used boats and alternative models when appropriate

1@ Manufacturers

I : : : :

1 A Leverage loyal owners asrand advocates and micro-influencers , turning their

I  experiences into authentic touchpoints to engage recent buyers before and after
I their purchase

| & . : : : : :

A Offer transparent pricing, flexible financing options, andstrong warranties to

I make purchase process feel more manageable

DISCOVER
AN BOATING

A Offer educational content and guidance on how different boat models can enable new
experiences, encouraging owners to explore ways to enjoy boating beyond what they
currently have
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RECENT BUYER SOCIAL RECONFIGURATION

&

® Ol ey ODRUOUD pDD|] AAH O]

More diverse in demographics (higher share of Hispanics, Black
compared to the Established Owners)

Valuessustainability andenvironmental responsibility
High willingness to pay morefor brands that align with their values

Views boating asbalanced mix of relaxation, adventure, and social
connection

How The
World Is
Changing

T To o T

Driven bygenerational and demographic
shifts , America is seeingcultural norms being
redefined around identity and inclusion.
o
Younger consumers are delaying major
milestones in favor offinancial security and A Likely to expect greater diversity in marketing, boating

flexibility , becoming intentional spenders who communities, and dealership representation
pr_|0”t|ze_ products and experiencesaligning A Messageshighlighting sustainability, local community impact ,
with their values. and ethical practices serve as key differentiators

A Core motivations align closely withthel " CwU UGt RU [ at
messaging, emphasizing emotional welbeing

Note: Analysis drawn from expanded survey questions

beyond data shown on the slide before. More data for &
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RECENT BUYER SOCIAL RECONFIGURATION

5% Dealers

A Place greater emphasis on cultural competency for staff training, and look to
reflect the growing diversity of the consumer base in sales floor staff

A Collaborate with local organizations and provide owners opportunities to engage
(e.g.,small percentage of service fees going to a local water preservation group)

:3 Manufacturers

I' A Demonstrate transparency andauthentic commitment through active community
involvement and clear, consistent communication

| A Offer educational content oneco-friendly options , highlighting sustainable brand

I practices and environmentally conscious options (e.g. electric motors)

FA Identify social media influencer partnerships that authentically represent the

I brand andengage diverse audiences

DISCOVER
AN BOATING

A Expand content showcasing diverse types of families and individuals enjoying
boating lifestyle

A Create content that resonates with motivations around adventure, relaxation, and
neywibD wbDdHAdg [ a4twD UyYl-odisa T+ r FDtetnDUU
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RECENT BUYER TECHCELERATION

® Ol ey ODRUOUD pDD|] AAH O]

Digital adopters who value technology and prefer vehicles and
boats equipped with the latest features

Active online and onsocial media

Social media, websites, andonline reviews are top information
sources

Prefers to shop online than in store

How The
World Is
Changing

o ToIo D>

Digital tools are now seamlessly integrated
into consumer life, driving an expectation for
instant, mobile access andincreased
adoption across all sectors.

@ What This Means

Expect to usedigital channels for their consumer journey , from
research to moment of purchase

Likely to be highly informed as they receive information related
to boating online andfrom social media

More likely influenced bydigital channels compared to off-line
Expect instant, mobile -optimized information and efficient,
personalized interactions

View boat technology as a necessary component for safety,
connectivity, performance

This has elevated expectations forefficiency
andpersonalization. Social platforms have
also evolved intopowerful discovery engines
where community validation now drive
purchases and shape opinions more than
traditional advertising.

o To o Do Po

Note: Analysis drawn from expanded survey questions

beyond data shown on the slide before. More data for &
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RECENT BUYER TECHCELERATION

&b Dealers

A Respond quickly and professionally to all feedback across digital channels

A Ensure the digital experience is seamlessly connected to the iperson journey,
and be prepared to engage highly informed customers

I
(@ Manufacturers

: A Clearly highlight boats withadvanced, integrated technologies , emphasizing how
I these features serve asmeaningful upgrades to their existing boats

I A Make sure websites are upto-date with extensive photo galleries and video tours

: of boats and new features

A Strategically partner with influencers or online sources beyond the boating world
I  (e.g.,tech YouTubers) to gain more visibility and interest to new boat models

DISCOVER
AN BOATING

A Utilize digital platforms (e.g.,short-form video (Instagram reels/TikTok) for quick
tips, YouTube for indepth reviews/safety guides

A Create online forums and communities where recent owners can connect
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a 2 0 NS

C%- . @ RO =
Avg. age White 56%  Male 61% Bachelor Kidsin Avg. Avg. time on

I n experlenced 37y.o0. Black 23% Female 38% Degree HH Income  social media

Hispanic 12% 30% 42% $68.5k 12.3 hours

| have amoderate outlook on both mypersonal finance and thecurrent economy. | value
different cultures and rely omtmy friends and familymore than the digital sources. Although |
have interest in boating, lack experience andknowledge.

ECONOMIC UNCERTAINTIE{ SOCIAL RECONFIGURATION TECHCELERATION

(C:%22Dr» wonl @%? MINDFUL LIVING @ SOURCES OF INFLUENCE

SN
0 ®-®
©<>> 49% 35%
Friends & Family YouTube
PERSONAL FINANCES

9
Minimizing impact Buy from a company that  Other cultures '::9%.* DIGITAL ATTITUDES
on the environment supports my community enrich our society Low Agreement High Agreement
is important (57%) even ifit would be more (65%)
expensive to (51%)

@ LIFE ACCOMPLISHMENTS

Own a car 74%

Have children

59%
Own a home 5306
Got married 48%

Prefer to shop online instead of going to a store

Travel
. . 48%
t t Il STATE OF ECONOMY
emAenaly Neutral/Not worried TOP DISCRETIONARY BOATING BARRIERS
ACTIVITY Low Agreement High Agreement|  Research products/services before purchasing
@, TRAD. vs ALT. MODELS PURCHASE LIKELIHOOD Cost 749
%E @ Preference for vehicles that offer latest in tech

Buying used boat 0
) _ 56% Time
Renting or chartering 44% 28%
(1] o

i S . International Keep up with latest news and developments in
oining a boat clu 39% 72% Jworld travel Experience boating and sailing

Fractional ownership 24% Likely to buy on average 65




INEXPERIENCED ECONOMIC UNCERTAINTIES

&
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A Relatively positive financial outlook and perception (on par with
How The y | other prospect groups)
World Is B | A Lower income level and lower percentage of those withd é AT Dt 0
Changing . degrees
: ; T ‘ A Experience is the main barrier when it comes to ownership, butost
of entry is also a challenge with the lower income

Global economic pressures are fueling A High likelihood to purchase but also openminded towards different
cautious, value-driven spending while shared services models

U] NWt Ué i Do wiive-w iCAID r€ | Nij Hi @
focused onimmediate experiential rewards . @ What This Means

A With the lack of experience and lower incomeshared service
models provide a risk-free gateway to address their two biggest
concerns

A Hands-on exposure or trial opportunities (rentals, boat clubs,
test rides) will be crucial for them to build confidence®
particularly where education and instruction are offered

Note: Analysis drawn from expanded survey questions

beyond data shown on the slide before. More data for &
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INEXPERIENCED ECONOMIC UNCERTAINTIES

5% Dealers

A Focus on guiding them through used and affordable boats that provide lower initial
investment but bring them into the category

A Host fun and lowcommitment local on-water events that give them a firsthand
taste of the boating experience

|
(@ Manufacturers

'A Serve as arusted financial andeducational mentor by offering clear, easyto-

|
|
: |
1 understand resources, such as working with dealers to offer a firsttime boater :
I safety kit, on-water training, and a stepby-step ownership and financial guide :

DISCOVER
AN BOATING

A Normalize access as an important steppingstone to becoming a boat owner
A Offer an interactive online calculator or comparison tool that clearly shows the
financial tipping point where ownership becomes more costeffective than a boat
club or rental model
A Provide clear, norintimidating information or videos that break down financial steps
Uyo aADAON|] AH & aoeybDid wbDdHdg [ 9WCHDUY] nH ¢got 906éUyU|] nH
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