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Outdoor Recreation I1s BIG Business

» An overlooked economic giant, outdoor recreation makes up 2.2%
of GDP, contributing $378 Billion of value added each year to GDP

» Gross Output for Boating/Fishing/Other Water Activities (including
wakeboarding) is $38.6 Billion

» Outdoor recreation contributes more to the economy than such
industries as mining and agriculture.




Outdoor Recreation

Real Gross Output (Billions)

Boating/Fishing/Other Water — $38.6

Rving [I $30.0
Other Air and Land  |ISN $21.3
Motorcycling/ATVing _ $20.3
Hunting/Shooting/Trapping _ $13.9
Snow Activities _ $11.3
Equestrian [ $10.6

Core Conventional Activities*

Climbing/Hiking/Tent Camping [ $7.6

Bicycling F $3.4

*excludes apparel and accessories
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National Trends
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American Retaill Spending on Boating
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Traditional Powerboat Retall Sales
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Opportunity

== New Boat Unit Sales
50[0)

Boats Still Registered by Model Year

Thousands

—2 per. Mov. Avg. (New Boat Unit Sales)

400 2 per. Mov. Avg. (Boats Still Registered by Model Year)
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Traditional Powerboats

source: Info-Link



U.S. Boat Registrations
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Boats In Use

16
1
0 = Other Non-
Powered
1 Boats
= Sailboats
= Total
Powerboats
0

2006 2007 2008 2009 2010 2011 2012 2013 2014 2015 2016 2017

N

MILLIONS

N

o

(0¢]

(o))

N

N

MM * National Marine
Manufacturers Association



Powerboat, PWC, and Sailboat Sales,
New Versus Pre-Owned

® Preowned » New
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New Powerboat Retaill Unit Sales

9% 10% 10%

7%
5% 5%

-2%

-(%
-10%

YOY Change

-24%
-27%
2007 2008 2009 2010 2011 2012 2013 2014 2015 2016 2017
”MM ' ;zlril?llf]:étﬂf;ri:issoniatiun

source: Info-Link



2017 Retall Unit Sales
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What Boating Requires to Grow
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Unemployment Rate
3.8% - August 2018
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Consumer Confidence Index
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Wholesale Forecasts

3MMA 12MMA
280 280 QUARTERLY PRODUCTION
(BMMA)
196.4
240 240
ANNUAL PRODUCTION
200 200 (12MMA)
156.4
160 160
OUTLOOK
120 120 Production growth will
start moderating towards
the end of 2018 before
80 80 picking up in Q4 2020.
40 i MANAGEMENT NOTE
0 Avoid overexpansion at
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It's Smooth Sailing. What Do
We Need to About?
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Despite our Success, Total Boat Ownership
Continues to Slowly Decline

U.S. Recreational Boat Owning Households
(Owners of registered vessels, excluding paddle craft)
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Demographics of Boat Owners

Boat Owner Age Distribution — 2018
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Demographics — Recent FTBB

Recent First-Time Boat Buyers vs. Current Boat Owners
by Age Range

== Recent First-time Buyers

Average = 46 All Current Boat Owners
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Demographics — Recent FTBB

Recent First-Time Boat Buyers vs. Current Boat

Owners
by Age Range

== Recent First-time Buyers

All Current Boat Owners

Millen
31%

Boomers
28%
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Boaters without a Boat:
Gen X & Millennials

> Potential is huge, even just among people who grew up
boating
« 20 million boat owners over the past two decades
most of whom had, on average, 2.5 children each
» Plus, there are millions of “lapsed” boaters
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" The Next 20 Years
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Looking Ahead to 2038
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Projected U.S. Pop. by Ethnicity
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Baby Boomers, Gen X &
Millennials

In 20 years:

» Youngest Baby Boomer
will be 74 and oldest will
be 95

» Youngest Gen X will be
58 and oldest will be 73

= ) Youngest Millennial wil
== pe 42 and oldest will be
57




Gen X & Millennials

» Grew up online, do most
shopping online.

» Value-focused

» Concerned about the
environment

» Demand sustainable goods,
corporate social
responsibility

» “Delayed” life milestones
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Where We Are Today
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Where We Are Today
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We Are Too Product Focused l
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RV Industry Focuses on the
Lifestyle

I MOTOR COACH

IMAGINE

THE POSSIBILITIES

Your Dreams. Your Adventures. Your Airstream.
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Portland 5034069102 » Seattle 253.218.3017 » Bobse 208.454.5417 |  AirstreamNW.com
Bay Area 7072075689 |
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Where We Need to Go

» In the next 20 years
we must sell the
experience

» Stronger marketing
orientation

» Stronger Digital
orientation

» Focus on creating a
pipeline of future
customers
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Where We Need to Go

» Bring a younger generation
to boating

» The Millennial generation is
the most diverse in history!

» We can't attract a younger
audience without attracting
a more diverse audience

» We must evolve and meet
our future customers now
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Where Do We Start?

» Learn from the research and marketing done by
Industry consumer campaigns

» Use the free marketing resources at
GrowBoating.org

-

discover

BOATING.

(—3 TAKEMEFISHING.org
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Where Do We Start

» Ensure adequate boating and fishing access
» Get involved politically

=
==& THE AMERICAN
mAMem POATING

e CONGRESS

May 13-15, 2019 BoatingUnited.com
NMMA.org/abc




Impacts on Boating Industry at
Every Level of Government

Are boat ramps

accessible?
3 In need of a
What's in our trained and skilled
fuel? workforce?

How does
trade impact
our business?

Where we can fish?
How are boats
registered and titled?
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Where Do We Start?

" » Focus on

sustainability

> Find ways to
recycle end of life
boats

_ . » Design for recycling
@ " ~ » Engage with NMMA




We Can’t Afford to Walit

Take actlon today to ensure our
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Change Leaders Will Thrive
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