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Key Takeaways

Though identifying boats for sale during the pandemic was
difficult, boaters were mostly satisfied with the shopping and
purchase experience. However, better product training is
desired.

Used buyers are nearly as satisfied as New purchasers with
their boat but are far less likely to visit a dealer for
maintenance or service work.

Those who visit a dealer for maintenance or service are
mostly happy with the quality of the work performed but feel
that the cost and turnaround time are unreasonable.

A vast majority of first time and repeat boat owners intend
to remain in boating. However, underutilization and the
cost of ownership are key risk factors for defection.

C‘qt brain’




& Though identifying boats for sale
during the pandemic was difficult,
boaters were mostly satisfied with the
shopping and purchase experience.

However, better product training
IS desired.




Though Covid was not the only factor, it was a key
purchase motivator for many First Time boat buyers.

Why Purchased Boat When You Did

Came across an excellent deal

Finally had funds to purchase boat

Recently purchased a place on/near the

|
|
|
|
L water

Covid - more time/fewer rec choices
Recently retired - have more time to use one
Prior boat too small

Prior boat was old/unreliable/low quality
Prior boat not the type | wanted

Wanted to add another boat to my fleet

Prior boat too too large

(2020 Purchasers Only)
r — — — — — _— — —_— _— — — — — — — — — _— — —_— _— — — — — — — — — _— — —_— _— — 1
21% I
21%
23% |
17% |
P
22% |
14% I
— _— — — — — — — — — _— — —_— _— — — — r — — —
18%
7%
I 4%
8%
|
|
8%
M First Time
4% Repeat Boaters
I 1%
2% . . . .
Q. And which ONE item is the main
I 2% reason why you purchased your (most
recent) motor boat WHEN you did?
N 2%

Came across my dream boat

1%

. 7%
5%

- Other
t@«‘t brain
MARKETING
Base: Purchased boat in 2020. First Time (184), Repeat (253).

* Significantly higher than the other
segment at the 95% confidence interval.



Common Shopping & Purchase “Jobs”

Identify Need _
= The order often varies.

Find Boats Near Me

Determine Which Boats
to Pursue

Assess Boat Quality &

= Some "jobs” are repeated or skipped.

= Similar for first time and
repeat boaters

Suitability

Seek Best Price/Deal

Purchase/Secure Boat
Take
Possession/Delivery
Learn How to Operate
l%t brain’ =08t
-
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Shopping for a boat is Ok...but could be better.

Overall Satisfaction with Information/Assistance
to Help Shop for and Purchase Boat

Completely 5

Satisfied
4.2 4.1 4.2 4.1
. 4
5 44%
4 33%
3 19% F 3
2 3%
1 1%
Not At All
Satisfied
Total First Repeat Used Dealer Private Party
Boat Boater (New & (Used
Used) Only)
Base: 653 236 417 437 216 493 160

l‘\gfm@in’




Finding boats for sale and getting detalils was
especially frustrating during the pandemic.

Satisfaction with Boat Shopping "Jobs"

qu‘t brain’

OVERALL SATISFACTION

Take Possession/Delivery

Complete Paperwork/Deposit

Find Storage

Learn to Operate Boat/Motor

Learn General Boating/Trailering

Physically See Boat to Determine Suitability
Research Prices

Determine Size/Type of Boat to Purchase
Find Financing Source

Determine Brands/Models/Boats to Pursue
Contact Dealer/Seller for Details

Identify Boats For Sale in Area

(Total Sample)
e a2

A 4.4
A 4.4

N 4.3
S 4.2
N 4.2
N 4.2
I 4.2
I 4.2
P 4.1
R 4.1
S 4.1
N 4.0

1 2 3 4

Not at All

MARKETING

Satisfied

Q. How satisfied were you with the information, input or assistance received to help
you accomplish each of the shopping and boat purchase tasks below.

Primarily an
Issue with
used.

Key Issues:

- Low supply

- “Dead” listings

- Dealer

inventories not up-
s to-date

Completely
Satisfied

Base: 653 Total boaters.

9



Regardless of boating experience or purchase
location, overall satisfaction with the buying
experience was essentially the same.

Overall Satisfaction with Purchase Experience from Dealer/Seller

Completely 5

Satisfied
4.2 4.3 43

4

3

2
Not At All

Satisfied ;

Total First Repeat New Used Dealer Private Party
Boat Boater (New & (Used
Used) Only)
Base: 653 236 417 437 216 493 160

MARKETING Q. Thinking back to when you purchased your boat and took delivery (if applicable), how satisfied were you

l%t brain
with the person or dealer you purchased your boat from on each of the following items...Overall Experience
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But many would like a better overview of the

boat from the dealer/seller.
Satisfaction With Dealer/Seller

B Dealer Private Party

OVERALL SATISFACTION WITH PURCHASE EXPERIENCE FRoM [ 23

SELLER/DEALER 4.3

. a2

Purchase process was quick and easy 4 5*¢

R <.

43

T a3

4.2

*
T a3
4.0

Boat was provided in good condition or as described
Seller/salesperson was honest and trustworthy

Product knowledge of the seller/salesperson

Seller/Dealer provided a thorough overview of boat features _ 4.1

and functions 4.0

Q. Thinking back to when you purchased your boat and took delivery (if applicable), how satisfied were
you with the person or dealer you purchased your boat from on each of the following items...

e I . . .
"o Significantly higher than the other segment at the 95% confidence interval.
b eft brain ’ e ’ !

WARKETING Scale: 5=Completely Satisfied, 1=Not At All Satisfied
Base: 493 Purchased a boat from a Dealer and 160 from a Private Party.

11



First time boaters often start out lacking
confidence with basic boating skills.

Boater Knowledge/Confidence After Initially Purchasing Boat
Top 2 Box (Rated 5 or 4)

M First Boat Repeat Boater

87% 88% 87% 87%

* * * * 77%

68% 66% 67% *
59%

55%

The boating laws and  General boating & How to properly How to operate How to operate the
regulations for your trailering skills break-in engine standard equipment electronic accessories
state on your boat on your boat

Q. At the time you purchased your boat and brought it home, how
knowledgeable or confident were you with each of the following?

. . . * Significantly higher than the other segment at the 95% confidence interval.
eft brain | |
MARKETING Scale: 5=Very Knowledgeable/Confident, 1=Not At Knowledgeable/Confident
12

Base: 236 First Time and 417 Repeat Boaters



First Time boaters are also unsure as to how
to properly maintain their boat.

Knowledge of Boat Maintenance Requirements
Top 2 Box (Rated 5 or 4)

M First Boat Repeat Boater

76% 75%
72% 75%
* * *
*
56%
>0% 46%
Overall Knowledge of Knowledge of Trailer Knowledge of Engine Knowledge of Washing &
Maintenance Maintenance Maintenance Waxing

Q. At the time you took possession of your boat, how knowledgeable were
you with the routine maintenance requirements in each of the areas below?

. . . * Significantly higher than the other segment at the 95% confidence interval.
eft brain
MARKETING Scale: 5=Very Knowledgeable, 1=Not At Knowledgeable.
13

Base: 236 First Time and 417 Repeat Boaters



& “Used” buyers are nearly equally
satisfied as “New” with their boat but
are far less likely to visit a dealer for
maintenance or service work.

14



Used buyers are more likely to incur product
ISSues.

Experienced Any Product Problems
Requiring Repairs?

57% 56% 57% 60% 54%
49% 32%
*

Total First Repeat New Used Dealer Private

Boat Boater (New &  Party

Used) (Used

Only)

Base: 236 417 437 216 493 160

l‘\qft braln * Significantly higher than the other segment at the 95% confidence interval.

AreETInG Q. Since taking possession of your boat, have you experienced any product problems that have required repairs? 15



Used boat buyers are far less likely to visit a
dealer for support.

Who Handles Routine MAINTENANCE SERVICE REPAIRS
Maintenance or Service Work
(check all that apply) New Used New Used

| do (Boat owner) 51% 28%

Marina or storage facility 17% 12% 8% 13%
Independent vendor/mechanic 10% 25% 15% 37%l
Other 1% 5% % 1%
Base: 434 210 217 129

Q. Who typically handles the routine engine and trailer (if applicable) maintenance or repairs for your boat?

l‘\gﬁm@m’

O Significantly higher than the other segment at the 95% confidence interval.




Despite the increase in problems, Used
puyers are nearly equally satisfied with their
poat as New purchasers.

Overall Satisfaction with Boat Package

Average Rating
Completely 5
Satisfied a3 a3 a3 4.4 4.3 4.3
il
3
2
Not At All 4
Satisfied Total First Repeat New Used Dealer Private Party
Boat Boater (New & (Used
Used) Only)
Base: 653 236 417 437 216 493 160

Q. Please rate your satisfaction with the boat you purchased on the items below...Overall Boat Package. 17



& Those who visit a dealer for
maintenance or service are mostly
happy with the quality of the work

performed but feel that the cost and
turnaround time are unreasonable.

Visit Dealer for... % of Total Boaters

Maintenance 20%
Service Work 30%
Net - Either One 40% 4=

%t brain’
18



Satisfaction with dealer maintenance/service
IS mixed...

Satisfaction with the Dealer That Handled the
Maintenance and/or Service Work

Completely 5
satisfied (Total Sample)
4.1
a 3.9
3
2
Not At All
Satisfied 1
OVERALL SATISFACTION Courtesy/ Performing the Reasonableness of the Total turnaround time
WITH DEALER professionalism work correctly cost for the work to get boat in and
of staff the first time performed complete the work

Q. Earlier you indicated that some of your routine maintenance and/or repair work was performed by a boat dealer. Please indicate your
satisfaction with your dealer on the items below. If you have been to more than one dealer, focus on the dealer you go to most often.

%t brain
MARKETING
Base: 295 boaters who had maintenance or repairs performed by a dealer. 19




Relative to most other boating expenses, the
cost for repairs is especially disappointing.

Reasonableness of Boating Costs

(Total Sample)
Very s
Reasonable

4.0 4.0
4 3.9 3.9
3.7 3.7
3.4 3.3
Not At All
Reasonable 1

w

N

Overall cost of Ramp/launch Purchase price Other costs Cost for Cost for Cost for repairs Cost for fuel
boat and dock fees for boat (insurance, routine storage
ownership registration, maintenance
titling, etc)
New Used
3.7 4.1*%

Q. Below are various cost items associated with boat ownership. Please indicate how

" e reasonable you think each item is considering the benefit or value received.
l‘«‘t brain Y 9

MARKETING * Significantly higher than the other segment at the 95% confidence interval.
Base: 653 Total boaters.

20



&A vast majority of first time and repeat
boat owners intend to remain in
boating. However, underutilization and
the cost of ownership are key risk
factors for defection.

21



Boaters are mostly satisfied with their overall
boat ownership experience.

Overall Satisfaction with Boat Ownership
Completely 5

Satisfied
] 4.2 4.3 4.2 4.3
5 44% 4
4 40%
3 12% F 3
2 3%
1 1% 2
Not At All
Satisfied 1
Total First Repeat New Used Dealer Private Party
Boat Boater (New & (Used

Used) Only)

. . * Significantly higher than the other segment at the 95% confidence interval.
eft brain

MARKETING Q. All things considered, how satisfied are you with your overall boat ownership experience thus far?

Base: First (236), Repeat (417), New (437), Used (216), Dealer (493), PP (160), Total (653).



1in 4 First Time boaters don’t use their boat
as often as anticipated.

Boat Usage vs. Expectations

| Total Sample First vs. Repeat

27% K3 * Significantly higher than
(+]
the other segment at the

- 19% 95% confidence interval.
62%

Less Than Expected 22%

18%
More Than Expected 18%
18%
M First Boat Repeat Boater
Median Uses/Month 3X 3X 4X

l.\th brain® Q. And has your boat usage thus far been more than expected, less than

MARKETING expected or about as you expected when you first purchased your boat?

Base: First (236), Repeat (417), Total (653). 23



Why Usage Matters...A Lot

Boat Usage vs. Expectations

Equal to or

More Than Less Than

Anticipated Anticipated
Likelihood of ' '
Remaining a 05% 71%

Boat Owner*

* Percent who “Definitely” or “Probably” will remain a boater in 5 years.

24



So why don’t boaters use their boats more?

Main Reason Why Used Boat LESS Than Anticipated

(Total Sample)

» Working more hours/less flexible hours _ 19% I
sad weather | 10%

Boat has had more problems/issues than anticipated _ 9% This is an even b|gger
Family does not enjoy using boat as much as anticipated _ 9% ISTJU © Ior F(I:]-z::)/-;l me
oaters 0) VS.

Prefer other recreational options _ 5% Repeat Boaters (25%)

Worse health - 3%
Lack confidence in how to use boat - 2%

Has taken longer to complete maintenance/repairs than anticipated - 2%

Anything that consumes
discretionary time IS a
competitor to boating!

Work less from home - harder to get away - 2%
Recently moved away from water I %

More expensive to use than anticipated I %

oer | 5%

MARKETING

l.\qft brain’ Q. And what is the ONE main reason why you have used your boat LESS than anticipated?

Base: 135 Who used their boat less than anticipated. 25



A vast majority intend to remain a boat owner
over the next 5 years.

Likelihood of Remaining a Boat Owner Next 5 Years

64%

Definitely will

MARKETING

l‘«‘t brain’

(Total Sample)

25%

8%
m
—
Probably will Might or Probably Definitely
might not will NOT will NOT

Q. And, based on your ownership experience thus far, how
likely are you to remain a boat owner over the next 5 years?

Base: 653 Total boaters. 26



However, First time boaters are slightly less
committed.

Likelihood of Remaining a Boat Owner in 5 Years
(% Definitely or Probably Will)

88% oo 91% 90% 88% 89% 90%
*
Total First Repeat New Used Dealer Private Party
Boat Boater (New & (Used

Used) Only)

l‘\e.ft brain® * Significantly higher than the other segment at the 95% confidence interval.

MARKETING Q. And, based on your ownership experience thus far, how likely are you to remain a boat owner over the next 5 years?
Base: First (236), Repeat (417), New (437), Used (216), Dealer (493), PP (160), Total (653).



Why some might leave boating.

¥ &

Reasons Might Not, Probably Not or Definitely
Will Not Remain a Boat Owner in Next 5 Years

(Coded Mentions) Total First Repeat
Insufficient Usage 40%  48% 28%
Cost of Ownership (Maintenance/Repairs, Fuel) 26% 24% 28%
Product Problems/Service Issues 14% 8% 22%
Time/Effort to Maintain/Use Boat 9% 12% 6%
Age/Health Reasons 9% 0% 22%
Condition of Waterways (Cleanliness, Congestion) 9% 4% 17%
Base (Provided Comment): 43 25 18

Note: Only the main items mentioned are listed above.

‘eft brain’
peneETRe Q. What are you reasons for that?

28



So, what drives overall satisfaction and
retention?

«. Two inter-related models were developed (Ordinal Logistic
Regression).

Overall Routine Confidence in
— Ownership = f ( Boat . Costof ., wgaintenance + Operating + Freduency of )
Experience Sat  Ownership  pequirements Standard Equip ~ Boat Usage

!

Boater Overall Frequency of Whether Use Boat
Retention = f Ownership  + a yor, Exclusively for

: Boat Usage L
Intentions Experience Fishing

l‘\gﬁm’n’
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Overall Ownership Experience Sensitivity Analysis
What Happens when We Vary Each Item?*

Change in %
Completely Satisfied
with Ownership

Predictive Variable Value Range Experience
Satisfaction with Boat 1to5 + 57 pts
Sat.ISfaCtIOI‘l with Ro.utlne 1105 + 29 pts
Maintenance Requirements

Reasona_bleness of Cost of 1105 + 41 pts
Ownership

Confidence in Operating

Standard Equipment 1105 t2lpts
Frequency of Usage LT 3X, 3-4X, 5X+ + 25 pts

* Holding everything else constant at the baseline values — 4 for all ratings and 3-4X for Freq of Boat Usage.

MMMMMMMMMM

%t brain’

30



Now let’s look at the retention model...

Overall Routine Confidence in
— Ownership = f ( Boat . Costof | waintenance + Operating + Frequency of )
Experience Sat  Ownership  pequirements  Standard Equip ~ Boat Usage

v
Boater Overall Frequency of Whether Use Boat
Retention = f Ownership  + . Yo 4 Exclusively for
: Boat Usage L
Intentions Experience Fishing

@y prain

31



Retention Intentions Sensitivity Analysis
What Happens when We Vary Each ltem?*

Changein %

“Definitely Will
Remain a Boat
Predictive Variable Value Range Owner”
Overal.l Ownership 1105 + 80 pts
Experience
Frequency of Usage LT 3X, 3-4X, 5X+ +32pts
How Use Boat N S TG + 20 pts

Fishing Only

* Holding everything else constant at the baseline values — 4 for Overall Experience, 3-4X
for Freq of Boat Usage and “Not Just Fishing” for How Use Boat.




How to Improve the Boat Shopping, Purchase
and Ownership Experience?

Shopping

Purchase

> Accurate Online Inventories

»> Engage prospects (e.g., newsletter)
= Current inventory
= Expected arrivals

» Thorough product overview at delivery
= Sufficient time
=  Supplement with hand-outs and
product walk-through videos

» Inform of boater education resources available
= Online certification/safety classes
= Quality “How-to” videos



How to Improve the Boat Shopping, Purchase
and Ownership Experience? (continued)

= Ownership > Minimize “downtime” for dealer
maintenance/service work

»> Potentially target USED market for dealer
maintenance/service work

» Seek opportunities to reduce cost — new
boats, maintenance/service

> Sponsor events to encourage boat usage




Thank Youl!

Jerry Mona
Left Brain Marketing, Inc.

www.LeftBraininc.com

E 913-764-6960

jerrym@LeftBraininc.com

www.linkedin.com/in/jerrymona/
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