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PART |

Iltem 1. Business

Introduction

Our Company

We are the largest recreational boat dealer itUthited States. Through 56 retail locations in Alala Arizona,
California, Colorado, Connecticut, Florida, Geordlansas, Maryland, Minnesota, Missouri, New Jersiw York,
North Carolina, Ohio, Oklahoma, Rhode Island, Tasee, and Texas, we sell new and used recreatioats,
including pleasure and fishing boats, with a foesngpremium brands in each segment. We also sategimarine
products, including engines, trailers, parts, acwkasories. In addition, we arrange related boanfiing, insurance,
and extended service contracts; provide repaimaaidtenance services; offer boat and yacht brokesagvices; anc
where available, offer slip and storage accommodati

We are the nation’s largest retailer of Sea Ragt&oWhaler, Cabo, Hatteras, and Meridian recreatiboats
and yachts, all of which are manufactured by BruokWorporation, or Brunswick. Sales of new Brungwboats
accounted for approximately 41% of our revenuésicall 2010. Brunswick is the world’s largest marmtidiger of
marine products and marine engines. We believesales represented approximately 7% of all Brunswwiekine
sales, including approximately 46% of its Sea Ragtlsales, during our 2010 fiscal year. We areigmtt dealer
agreements with Brunswick covering Sea Ray prodaetsare the exclusive dealer of Sea Ray boatsiosa all of
our geographic markets. We also are the excluseded for Hatteras Yachts throughout the statdaida
(excluding the Florida panhandle) and the statdges? Jersey, New York, and Texas; the exclusivéetidar Cabo
Yachts throughout the states of Florida, New Jerargt New York; the exclusive dealer for Boston Wha many
of our markets, including our locations in the atadf New York, North Carolina, and portions of #hates of Florid:
California, and Texas; and the exclusive dealeMeridian Yachts in most of our geographic markktsaddition,
we are the exclusive dealer for Italy-based AzifBabetti Group for Azimut mega-yachts, yachts, atieto
recreational boats for the Northeast United Stintes Maryland to Maine and the state of Florida.

We commenced operations as a result of the MartB98 acquisition of five previously independent
recreational boat dealers. Since that time, we bageired 20 additional previously independenteational boat
dealers, two boat brokerage operations, and twWeséul/ice yacht repair operations. We capitalizarenexperience
and success of the acquired companies in ordestablesh a new national standard of customer se s
responsiveness in the highly fragmented retailihgahdustry. As a result of our emphasis on prembrand boats,
our average selling price for a new boat in fi@10 was approximately $145,000, an increase afoappately 9%
from fiscal 2009, compared with the industry averaglendar 2009 selling price of approximately §8@,based on
industry data published by the National Marine Macturers Association. Our stores, which operatedédaest
12 months, averaged approximately $8.8 millionrinwal sales in fiscal 2010. We consider a stoteetone or more
retail locations that are adjacent or operate asemity. Our same-store sales decreased 29%cal #9009 and 17%
in fiscal 2010.

We adopt the best practices developed by us andanguired companies as appropriate to enhancebdity o
attract more customers, foster an overall enjoybhbling experience, and offer boat manufacturtatdes and
professional retail distribution and a broad gepprapresence. We believe that our full range ofises, no hassle
sales approach, prime retail locations, premiungdpeb offerings, extensive facilities, strong marragat and team
members, and emphasis on customer service anthstitis before and after a boat sale are competétwantages
that enable us to be more responsive to the ndemddsting and prospective customers.

The U.S. recreational boating industry generatgni@pmately $30.8 billion in retail sales in calem@®009,
which is down from the peak of $39.5 billion in eatlar 2006. The retail sales include sales of melwaed boats;
marine products, such as engines, trailers, equipraed accessories; and related expenditures,asuftrel,
insurance, docking, storage, and repairs. Retiss& new and used boats, engines, trailers, eoesaories
accounted for approximately $22.4 billion of thesé¢es in 2009 based on industry data from the RakiMarine
Manufacturers Association. The highly fragmentaditdoating industry generally consists of smalakérs that
operate in a single market and provide varying eegof merchandising, professional managementgastdmer
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service. We believe that many small dealers awirfinit increasingly difficult to make the manage@nd capita
commitments necessary to achieve higher customecsdevels and upgrade systems and facilitieegsired by
boat manufacturers and demanded by customers. $t/dalieve that many dealers lack an exit strategtheir
owners. We believe these factors contribute tooportunity to gain competitive advantage in cutigmd future
markets, through market expansions and acquisitions

Strategy

Our goal is to enhance our position as the natiteading recreational boat dealer. Key elementipbperatin
and growth strategy include the following:

« emphasizing customer satisfaction and loyalty ®ating an overall enjoyable boating experienceirivégg
with a hassle-free purchase process, customeirtgaisuperior customer service, company-led evestsd
Getaways!, and premier facilitie

« achieving efficiencies and synergies among ouratpers to enhance internal growth and profitakil
» promoting national brand name recognition and ttagiidMax connectior

« offering additional products and services, inclgdihose involving higher profit margin

« expanding our Internet marketir

 pursuing strategic acquisitions to capitalize ugfmnconsolidation opportunities in the highly fragmted
recreational boat dealer industry by acquiring tdidal dealers and related operations and improthieg
performance and profitability through the implenainn of our operating strategie

» opening additional retail facilities in our exigjiand new territories
« emphasizing employee recruitment, training, ancetigpment;

« emphasizing the “best practices” developeddpnd our acquired dealers as appropriate thraghuo
dealerships

» operating with a decentralized approach to theateral management of our dealerships;

« utilizing information technology throughouterations, which facilitates the interchange of infation
sharing and enhances cr-selling opportunities throughout our compa

Development of the Company; Expansion of Business

MarineMax was founded in January 1998. MarineMaglft however, conducted no operations until the
acquisition of five independent recreational bozdldrs on March 1, 1998, and we completed oualrptiblic
offering in June 1998. Since the initial acquisisdn March 1998, we have acquired 20 additionadeational boat
dealers, two boat brokerage operations, and tweséunliice yacht repair operations. Acquired deab@srate under
the MarineMax name.

We continually attempt to enhance our businessroyiging a full range of services, offering exteressand
high-quality product lines, maintaining prime rétacations, pursuing the MarineMax Value Pricedtadree sales
approach, and emphasizing the highest level oboust service and customer satisfaction.

We also evaluate opportunities to expand our omeraby acquiring recreational boat dealers to edpzur
geographic scope, expanding our product lines, ingarew retail locations within our existing teorites, and
offering new products and services for our cust@mer
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Acquisitions of additional recreational boat deslEpresent an important strategy in our goal taeoe ou
position as the nation’s leading retailer of reticraal boats. The following table sets forth infation regarding the
businesses that we have acquired and their gedgnaggions.

Acquired Companies

Bassett Boat Company of Flori
Louis Del[Homme Marint
Gulfwind USA, Inc.

Gulfwind South, Inc.

Harrison’s Boat Center, Inc. and Harrison’s Mar@enters of

Arizona, Inc.(1)

Stovall Marine, Inc.

Cochrar's Marine, Inc. and C & N Marine Corporati

Sea Ray of North Carolina, In

Brevard Boat Compan

Sea Ray of Las Veg:

Treasure Cove Marina, Inc

Woods & Oviatt, Inc.

Boating World

Merit Marine, Inc.

Suburban Boatworks, Inc

Hansen Marine, Inc

Duce Marine, Inc.(2

Clark’s Landing, Inc. (selected New Jersey locaiand
operations

Associated Marine Technologies, In

Gulfwind Marine Partners, Inc

Seaside Marine, Inc

Sundance Marine, Inc

Killinger Marine Center, Inc. and Killinger Marir@enter of
Alabama, Inc.

Emarine International, Inc. and Steven Myers, |

Imperial Marine

Port Jacksonville Marin

Port Arrowhead Marina, Inc

Great American Marina(:

Surfside— 3 Marina, Inc.

Acquisition Date

March 199¢€
March 199¢€
March 199¢€
March 199¢€

March 199¢
April 1998

July 1998

July 1998
September 199
September 199
September 199
October 199¢
February 199¢
March 199¢
April 1999
August 199¢
December 199

April 2000
January 200
April 2002
July 2002
June 200!

September 200
October 200
June 200
June 200
January 200!
February 200t
March 200€

Geographic Regior

Southeast Florid

Dallas and Houston, Tex
West Central Florid.
Southwest Florid:

Northern California and Arizon
Georgia

Minnesota

North and South Carolir
East Central Florid
Nevada

Northern Ohic
Southeast Florid

Dallas, Texa:

Southern New Jerse
Central New Jerse
Northeast Florid:

Utah

Northern New Jerse
Southeast Florid
West Floride
Southern Californii
Colorado

Northwest Florida and Alaban

Southeast Florid

Baltimore, Marylanc

Northeast Florid:

Missouri, Oklahom:

West Floride

Connecticut, Maryland, New York and Rhode Isli

(1) We subsequently closed the Northern California afp@ns of Harrison Boat Center, Ir
(2) We subsequently closed the operations of Duce Mahic.

(3) Joint venture

Apart from acquisitions, we have opened 28 newilreizations in existing territories, excluding g®opened c
a temporary basis for a specific purpose. We algpitor the performance of our retail locations atabe retail
locations that do not meet our expectations. Basetthese factors and the recent depressed ecorcomidions, we
have closed 47 retail locations since March 1998lueling those opened on a temporary basis foeaifp purpose,

including 26 in fiscal 2009.

As a part of our acquisition strategy, we frequertigage in discussions with various recreationat blealers
regarding their potential acquisition by us. In gection with these discussions, we and each patextguisition
candidate exchange confidential operational arahfiral information; conduct due diligence inquiriaed consider
the structure, terms, and conditions of the podatiquisition. In certain cases, the prospectoggisition candidate
agrees not to discuss a potential acquisition ity other party for a specific period of time, gsans an option to
purchase the prospective dealer for a designatee guring a specific time period, and agrees ke ta
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other actions designed to enhance the possibflitieoacquisition, such as preparing audited fifennformation
and converting its accounting system to the syseecified by us. Potential acquisition discussivaquently take
place over a long period of time and involve diffidousiness integration and other issues, inclydinrsome cases,
management succession and related matters. Aslagéthese and other factors, a number of paaéatiquisitions
that from time to time appear likely to occur dd result in binding legal agreements and are nnsemmated.

In addition to acquiring recreational boat dealerd opening new retail locations, we also add nexyct lines
to expand our operations. The following table $etth various current product lines that we havdeatito our
existing locations during the years indicated.

Product Line Fiscal Year Geographic Region

Boston Whale 1998 West Central Florida; Stuart, Florida; Dall
Texas

Hatteras Yacht 1999 Florida (excluding the Florida panhand

Boston Whale 2000 North Palm Beach, Floric

Meridian Yachts 2002 Florida, Georgia, North and South Carolina, M
Jersey, Ohio, Minnesota, Texas, and Delav

Grady White 2002 Houston, Texa

Hatteras Yacht 2002 Texas

Boston Whale 2004 North and South Carolir

Princecraft 2004 Minnesota

Boston Whale 2005 Houston and Dallas, Tex

Meridian Yachts 2005 Chattanooga, Tenness

Azimut 2006 Northeast United States from Maryland to Ma

Cabo 2006 West coast of Florid

Cabo 2007 East coast of Florid

Azimut 2008 Florida

Cabo 2008 New Jersey and New Yo

Hatteras Yacht 2008 New Jersey and New Yo

Meridian Yachts 2008 Arizona, and Colorad

Meridian Yachts 2009 Maryland and Delawatr

Boston Whale 2009 Southwest Floridi

Harris FloteBote 2010 Arizona, Missouri, Minnesota, New Jersey, i
Tennesse

Malibu 2010 Arizona

Axis 2010 Arizona

Nautique by Correct Cra 2010 Georgia and Minneso

Bayliner 2010 New York

Meridian Yachts 2010 California

As we add a brand, we believe we are offering aatign path for our existing customer base onfgla gap in
our product offerings. As a result, we do not hadi¢hat new product offerings will compete withcannibalize the
business generated from our other prominent braésalso discontinue offering product lines fromeito time,
primarily based upon customer preferences.

During the nine-year period from the commenceménto operations through our fiscal year ended
September 30, 2007, our revenue increased from $28an to $1.2 billion. Our revenue and net inceincreased
in seven of those nine years over the prior yeagmae and net income. This period was marked by@ease in
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retail locations from 41 on September 30, 19988®@®8 September 30, 2007, resulting from acquisitismd openin
new stores in existing territories.

Our growth was interrupted during the fiscal yeaded September 30, 2007, primarily as a resukhctbfs
related to the deteriorating housing market anceggreconomic conditions. Substantially deterioig@&conomic an
financial conditions, reduced consumer confidemmspending, increases in fuel prices, lower cradilability,
financial market declines, and asset value detaiao all contributed to substantially lower fingadgerformance in
the fiscal years ended September 30, 2008 andi2gQling significant losses, and a pre-tax losghmfiscal year
ended September 30, 2010.

We have taken a number of actions to address rewamtet and economic conditions, including defeyour
acquisition program, slowing our new store openimgducing our inventory purchases, engaging iefiery
reduction efforts, closing a number of our retaddtions, significantly reducing our headcount, amatlifying our
debt structure and credit agreement. We cannotqirin length or severity of the current recesargrenvironment
or the magnitude of the effects it will have on operating performance nor can we predict the gffesess of the
measures we have taken to address this environment.

Despite the foregoing actions, we are maintainimganre values of customer service and satisfaetiwhplan t
continue to pursue strategies that will enableouschieve long-term growth. As noted in the eathdle, we have
capitalized on several brand expansion opportumitighe markets in which we operate. We beliees¢hexpansions
will strengthen our same store sales growth wherirttlustry recovers. We also believe that we alépositioned
for long-term success and growth when economicitiond improve. Upon a return to more normal ecoitom
conditions, we plan to resume expanding our busitte®ugh acquisitions in new geographical teriemrand new
store openings in existing territories. In additiare plan to continue to expand other servicedudiag conducting
used boat sales; offering yacht and boat brokesaggces; offering our customers the ability tafice new or used
boats; offering extended service contracts; arrangisurance coverage, including boat propertydittiée, accident
disability, and casualty coverage; selling relateatine products, including engines, trailers, pantsl accessories;
providing maintenance and repair services at daildecations and at stand-alone service facdit@nd expanding
our ability to provide slip and storage accommamtai Our expansion plans will depend upon the metfinormal
economic conditions.

We maintain our executive offices at 18167 U.S.hdigy 19 North, Suite 300, Clearwater, Florida 336
our telephone number is (727) 531-1700. We wererpuarated in the state of Delaware in January 189#ss the
context otherwise requires, all references to “Mekax” mean MarineMax, Inc. prior to its acquisitiof five
previously independent recreational boat dealeMarch 1998 (including their related real estatmpanies) and all
references to the “Company,” “our company,” “weys;” and “our” mean, as a combined company, MariagMnc.
and the 20 recreational boat dealers, two boatdvagle operations, and two full-service yacht reppérations
acquired to date (the “acquired dealers,” and togrewith the brokerage and repair operations, ‘afirey
subsidiaries,” or the “acquired companies”).

Our website is located atww.MarineMax.com Through our website, we make available free afrga our
annual report on Form 10-K, our quarterly reportdorm 10-Q, our current reports on Form 8-K, auxy
statements, and any amendments to those repedsofilfurnished pursuant to Section 13(a) or 186{dhe Securities
Exchange Act of 1934. These reports are availabkoan as reasonably practicable after we electtinifile those
reports with the Securities and Exchange CommissinBEC. We also post on our website the chaadfeosir Audit,
Compensation, and Nominating/Corporate Governamgeriittees; our Corporate Governance Guidelinesg@dd
Business Conduct and Ethics, and Code of Ethich®CEO and Senior Financial Officers, and anyraineents or
waivers thereto; and any other corporate governaraterials contemplated by the SEC or the reguiatad the New
York Stock Exchange, or NYSE. These documentslameavailable in print to any stockholder requastincopy
from our corporate secretary at our principal exigewffices. Because our common stock is listedhenNY SE, our
Chief Executive Officer is required to make an aadraertification to the NYSE stating that he is aatare of any
violation by us of the corporate governance lisstgndards of the NYSE. Our Chief Executive Officexde his
annual certification to that effect to the NYSE-me 1, 2010.
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General

We are the largest recreational boat dealer itUthieed States. Through 56 retail locations in Alaba Arizona,
California, Colorado, Connecticut, Florida, Geordlansas, Maryland, Minnesota, Missouri, New Jersiw York,
North Carolina, Ohio, Oklahoma, Rhode Island, Tesee, and Texas, we sell new and used recreatioats,
including pleasure boats (such as sport boatst spgisers, sport yachts, and yachts), and fisbimags, with a focus
on premium brands in each segment. We also sateetimarine products, including engines, trailpasts, and
accessories. In addition, we arrange related b@hyacht financing, insurance, and extended seooo¢racts;
provide repair and maintenance services; offer hodtyacht brokerage services; and, where avajlalyeand
storage accommodations.

We are the nation’s largest retailer of Sea Rawgt@oWhaler, Cabo, Hatteras, and Meridian recreatiboats
and yachts, all of which are manufactured by Bruokworporation. Sales of new Brunswick boats aoted for
approximately 41% of our revenue in fiscal 201Quiawick is the world’s largest manufacturer of mamproducts
and marine engines. We believe our sales represaptaoximately 7% of all Brunswick marine sales|uding
approximately 46% of its Sea Ray boat sales, dwing?010 fiscal year. We are parties to dealeeagents with
Brunswick covering Sea Ray products and are thkisixe dealer of Sea Ray boats in almost all ofgrographic
markets. We also are the exclusive dealer for It achts throughout the state of Florida (exelgdhe Florida
panhandle) and the states of New Jersey, New ‘amidk Texas; the exclusive dealer for Cabo Yachtutjtrout the
states of Florida, New Jersey, and New York; theliesive dealer for Boston Whaler in many of our keds,
including our locations in the states of New Ydxrth Carolina, South Carolina, and portions ofdtetes of
Florida, California, and Texas; and the exclusigaldr for Meridian Yachts in most of our geograph@rkets. In
addition, we are the exclusive dealer for Italydshgzimut-Benetti Group for Azimut mega-yachts, yta¢ and other
recreational boats for the Northeast United Stiites Maryland to Maine and the state of Florida.

U.S. Recreational Boating Industry

The total U.S. recreational boating industry getegt@pproximately $30.8 billion in retail salescalendar 200¢
which is down from the peak of $39.5 billion ineatlar 2006. The retail sales include retail salew and used
recreational boats; marine products, such as esgiralers, parts, and accessories; and relatatingoexpenditures,
such as fuel, insurance, docking, storage, andreefiRetail sales of new and used boats, engiragkers, and
accessories accounted for approximately $22.4hilif such sales in 2009. Annual retail recreatiboating sales
were $17.9 billion in 1988, but declined to a lofa$&0.3 billion in 1992 based on industry data mh#d by the
National Marine Manufacturers Association. We badi¢his decline was attributable to several factonduding a
recession, the Gulf War, and the imposition thraugl 991 and 1992 of a luxury tax on boats solariaes in exces
of $100,000. The luxury tax was repealed in 1998, @tail boating sales increased each year thereafcept for
1998, 2003, 2007, 2008, 2009, and 2010.

The recreational boat retail market remains higfdgmented with little consolidation having occutte date
and consists of numerous boat retailers, most aftwére small companies owned by individuals thprate in a
single market and provide varying degrees of merdising, professional management, and customeicgei/e
believe that many boat retailers are encounteringeased pressure from boat manufacturers to inegieir levels ¢
service and systems, increased competition frogetamational retailers in certain product linegj,an certain cases,
business succession issues.

Strategy

Our goal is to enhance our position as the natiterding recreational boat dealer. Key elementaiobperatin
and growth strategy include the following.

Emphasizing Customer Satisfaction and Loyaltye seek to achieve a high level of customerfsation and
establish long-term customer loyalty by creatingaerall enjoyable boating experience beginnindgnaihassle-free
purchase process. We further enhance and simpkfptirchase process by helping to arrange finarazidgnsuranc
at our retail locations with competitive terms atictamlined turnaround. We offer the customer eotingh in-water
orientation of boat operations where availableyall as ongoing boat safety, maintenance, and eséngars and
demonstrations for the customer’s entire family. &8 continue our customer service after the
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sale by leading and sponsoring MarineMax Getawgsalp boating trips to various destinations, rendes
gatherings, and on-the-water organized eventsaeigle our customers with pre-arranged opportunttieznjoy the
pleasures of the boating lifestyle. We also endetivprovide superior maintenance and repair sesyioften throug
mobile service at the customer’s wet slip and wittended service department hours and emergenageer
availability, that minimize the hassles of boat m@nance.

Achieving Operating Efficiencies and Synergid&/e strive to increase the operating efficienofand achieve
certain synergies among our dealerships in ordenbance internal growth and profitability. We calite various
aspects of certain administrative functions atawporate level, such as accounting, finance, arste coverage,
employee benefits, marketing, strategic planniegal support, purchasing and distribution, and mameent
information systems. Centralization of these fumtsireduces duplicative expenses and permits tierdips to
benefit from a level of scale and expertise thatil@therwise be unavailable to each dealershiwithgially. We
also seek to realize cost savings from reducecdhiiove carrying costs as a result of purchasing boantories on a
national level and directing boats to dealershgatimns that can more readily sell such boats; tdimancing costs
through our credit sources; and volume purchasmdigs and rebates for certain marine productgl®sy and
advertising. The ability of our retail locationsdffer the complementary services of our otherilrédaations, such as
offering customer excursion opportunities, provigginaintenance and repair services at the custoreatlocation,
and giving access to a larger inventory, incretisesompetitiveness of each retail location. Bytiadizing these
types of activities, our store managers have niore to focus on the customer and the developmetitedf teams.

Promoting Brand Name Recognition and the Marinel@axnection. We are promoting our brand name
recognition to take advantage of our status asalien’s only coast-to-coast marine retailer. Tirstegy also
recognizes that many existing and potential custswo reside in Northern markets and vacatiorsédostantial
periods in Southern markets will prefer to purchase service their boats from the same well-knoammgany. We
refer to this strategy as the “MarineMax Connectids a result, our signage emphasizes the Marineiane at
each of our locations, and we conduct national didueg in various print and other media.

Offering Additional Products and Services, Inclugdifhose Involving Higher Profit MarginsWe plan to
continue to offer additional product lines and s&s throughout our dealerships or, when appragriatselected
dealerships. We are offering throughout our dehlpssproduct lines that previously have been offerely at certain
of our locations. We also may obtain additionaldarct lines through the acquisition of distributiaghts directly
from manufacturers and the acquisition of deal@sshiith distribution rights. In either situatiomch expansion is
typically done through agreements that appointsuth@ exclusive dealer for a designated geograptritory. We
plan to continue to grow our financing and insugrEarts and accessories, service, and boat stbusigesses to
better serve our customers and thereby increasauevand improve profitability of these higher niatgusinesses.
We also are implementing aggressive programs tease substantially the sale over the Interneseéiiboats, parts,
accessories, and a wide range of boating suppiiggeducts.

Marketing over the Internet.Our web initiatives span across multiple websitesuding our core site,
www.MarineMax.com The websites provide customers with the abibtjearn more about our company and our
products. Our website generates direct sales anddas our stores with leads to potential custorfmraew and
used boats, brokerage services, finance and inseioducts, and repair and maintenance servicesldition, we
utilize various feeder websites and social netwagkiebsites to drive additional traffic and leadisdur various
product and service offerings. As mentioned abaxeealso maintain multiple online storefronts fosmmers to
purchase a wide variety of boating parts and aotiess

Pursuing Strategic AcquisitionsWe capitalize upon the significant consolidatigportunities available in the
highly fragmented recreational boat dealer indusynacquiring independent dealers and improving erformanci
and profitability through the implementation of mperating strategies. The primary acquisition oisuon well-
established, high-end recreational boat dealegeagraphic markets not currently served by usjquéatrly
geographic markets with strong boating demograpbiosh as areas within the coastal states andréegt Gakes
region. We also may seek to acquire boat dealatswhnile located in attractive geographic markkés,e not been
able to realize favorable market share or profiigtand that can benefit substantially from oustgyns and operatir
strategies. We may expand our range of producs liservice offerings, and market
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penetration by acquiring companies that distrivateeational boat product lines or boa-related services differe
from those we currently offer. As a result of oonsiderable industry experience and relationshigshelieve we ar
well positioned to identify and evaluate acquisit@andidates and assess their growth prospectqutiity of their
management teams, their local reputation with gusts, and the suitability of their locations. Wdidnee we are
regarded as an attractive acquirer by boat debé&srause of (1) the historical performance and xiperence and
reputation of our management team within the ingu¢2) our decentralized operating strategy, wigeherally
enables the managers of an acquired dealer toncentieir involvement in dealership operationsitfig) ability of
management and employees of an acquired dealarticipate in our growth and expansion through ptgd stock
ownership and career advancement opportunities(4rtie ability to offer liquidity to the owners$ acquired
dealers through the receipt of common stock or.dA&hhave entered into an agreement regarding sitiqus with
the Sea Ray Division of Brunswick. Under the agreetnacquisitions of Sea Ray dealers will be miusdreed
upon by us and Sea Ray with reasonable efforte tméde to include a balance of Sea Ray dealerbahatbeen
successful and those that have not been. The agregrovides that Sea Ray will not unreasonablyhatd its
consent to any proposed acquisition of a Sea Raledby us, subject to the conditions set fortthemmagreement, as
further described in “Business — Brunswick AgreetriRelating to Acquisitions.”

Opening New Facilities.We intend to continue to establish additionaitéacilities in our existing and new
markets when markets conditions improve. We belteae the demographics of our existing geograpgidtories
support the opening of additional facilities, anel mave opened 28 new retail facilities, excludimase opened on a
temporary basis for a specific purpose, since ounétion in January 1998. We also plan to reach eiestomers
through various innovative retail formats developgdis, such as mall stores and floating retailifes. We
continually monitor the performance of our retatdtions and close retail locations that do nottroaeexpectations
or that were opened for a specific purpose thabiknger relevant. Based on these factors sinaetME98, we
have closed 47 retail locations, excluding thosenepd on a temporary basis for a specific purpostyding 26 in
fiscal 2009.

Emphasizing Employee Recruiting, Training, and Digwaent. We devote substantial efforts to recruit
employees that we believe to be exceptionally wedlified for their position and to train our empées to
understand our core retail philosophies, which $oen making the purchase of a boat and its subségse as
hassle-free and enjoyable as possible. ThrougVarineMax University, or MMU, we teach our retallifpsophies
to existing and new employees at various locatamsonline, through MMU-online. MMU is a modularizand
instructor-led educational program that focuseswanretailing philosophies and provides instructionsuch matters
as the sales process, customer service, F&I, atiogyteadership, and human resources.

Emphasizing Best PracticesWe emphasize the “best practices” developed ndsour acquired dealers as
appropriate throughout our locations. As an exampéefollow a nohaggle sales approach at each of our dealers
Under the MarineMax Valu®rice approach, we sell our boats at posted priggserally representing a discount fi
the manufacturer’s suggested retail price, thesdioyinating the anxieties of price negotiationsttbecur in most
boat purchases. In addition, we adopt, where beiakfthe best practices developed by us and aywieed dealers in
terms of location, design, layout, product purckasgaintenance and repair services (including eledrservice
hours and mobile or dockside services), product emxployee training, and customer education andcsss.

Operating with Decentralized ManagemeriVe maintain a generally decentralized approatheaperational
management of our dealerships. The decentralizedgement approach takes advantage of the extemgdezience
of local managers, enabling them to implement pdiend make decisions, including the appropriedédyct mix,
based on the needs of the local market. Local nenagt authority also fosters responsive custonreicgeand
promotes long-term community and customer relatigpss In addition, the centralization of certaimadistrative
functions at the corporate level enhances thetplofilocal managers to focus their efforts on dayday dealership
operations and the customers.

Utilizing Technology Throughout OperationdVe believe that our management information systehnich
currently is being utilized by each of our dealgrstand was developed over a number of years throagperative
efforts with a common vendor, enhances our abiditintegrate successfully the operations of outetehips and
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future acquired dealers. The system facilitatesriteschange of information and enhances «-selling opportunitie:
throughout our company. The system integrates keaeh of operations on a company-wide basis, inoigd
purchasing, inventory, receivables, financial réipgr budgeting, and sales management. The sydtnpeovides
sales representatives with prospect and custorf@mation that aids them in tracking the statuthefr contacts wit
prospects, automatically generates follow-up c@wasdence to such prospects, facilitates the avkijabf boats
companywide, locates boats needed to satisfy particulatocuer requests, and monitors the maintenanceeamita
needs of customers’ boats. Our representativesutilsze the computer system to assist in arrangungtomer
financing and insurance packages. Our managera web-based tool to access essentially all finhacid
operational data from anywhere at any time.

Products and Services

We offer new and used recreational boats and celagrine products, including engines, trailerstgand
accessories. While we sell a broad range of newuaad boats, we focus on premium brand productddiition, we
assist in arranging related boat financing, insceaand extended service contracts; provide boattemance and
repair services; provide boat brokerage serviaed;odfer slip and storage accommodations.

New Boat Sales

We primarily sell recreational boats, includinggsere boats and fishing boats. The principal prtsdwe offer
are manufactured by Brunswick, the leading worldidanufacturer of recreational boats, including Saa
pleasure boats, Boston Whaler fishing boats, Cadxxhs, Hatteras Yachts, and Meridian Yachts. keafi2010, we
derived approximately 41% of our revenue from thie ®f new boats manufactured by Brunswick. Weelvelithat
we represented approximately 7% of all of Brunsveickarine product sales during that period. Certdiour
dealerships also sell luxury yachts, fishing boatsl pontoon boats provided by other manufactuirechyding Italy-
based Azimut. During fiscal 2010, new boat sale®anted for 54.4% of our revenue.

We offer recreational boats in most market segmdnitshave a particular focus on premium qualigagure
boats and yachts as reflected by our fiscal 20&0azme new boat sales price of approximately $145 80 increase
of approximately 9% from fiscal 2009, compared véthestimated industry average calendar 2009 gedliice of
approximately $37,000 based on industry data plubdidy the National Marine Manufacturers Associati®iven
our locations in some of the more affluent, offghboating areas in the United States and emphagigb levels of
customer service, we sell a relatively higher petage of large recreational boats, such as medatsgja@chts, and
sport cruisers. We believe that the product linesoffler are among the highest quality within theBpective market
segments, with well-established trade-name reciognitnd reputations for quality, performance, aytirg.

The following table is illustrative of the rangedaapproximate manufacturer suggested retail peoge of new
boats that we currently offer, but is not all irsiite.

Manufacturer Suggested

Product Line and Trade Name Overall Length Retail Price Range
Motor Yachts

Hatteras Motor Yacht 54 to 10C+ $3,000,000 to $10,000,00

Azimut 38 to 11€ + 790,000 to 12,000,00!
Convertibles

Hatteras Convertible 54 to 77+ 2,300,000 to 7,000,00!I

Cabo 32" to 57 475,000 to 2,000,00(
Pleasure Boats

Sea Ray 17 to 6T 21,000 to 2,500,0(

Meridian 34 to 5¢ 300,000 to 1,600,0(
Fishing Boats

Boston Whale 11 to 37 8,000 to 400,0C

Grady White 18 to 3¢ 40,000 to 500,0¢
Ski Boats

Malibu 20" to 2% 44,000 to 88,0C

AXis 20" to 27 35,000 to 38,0C

Nautique by Correct Cra 21 to 2% 57,000 to 105,0(C
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Motor Yachts Hatteras Yachts and Azimut are two of the w's premier yacht builders. The motor ya
product lines typically include state-of-the-arsiggms with live-aboard luxuries. Hatteras offeff/hridge with
extensive guest seating; covered aft deck, which lmeafully or partially enclosed, providing the beawith
additional living space; an elegant salon; and iplelistaterooms for accommodations. Azimut yachéskaown for
their Americanized open layout with Italian desayd powerful performance. The luxurious interiof#\pimut
yachts are accented by windows and multiple accoatimns that have been designed for com

Convertibles. Hatteras Yachts and Cabo Yachts are two of thddggoremier convertible yacht builders and
offer state-of-the-art designs with live-aboardurigs. Convertibles are primarily fishing vesselbjch are well
equipped to meet the needs of even the most senausament-class competitor. Hatteras featuresiors that offer
luxurious salon/galley arrangements, multiple stades with private heads, and a cockpit that inetud bait and
tackle center, fishbox, and freezer. Cabo is knfwrspacious cockpits and accessibility to esskntsaich as bait
chests, livewells, bait prep centers, and tackdkdos. Cabo interiors offer elegance, highlightgddak woodwork,
halogen lighting, and ample storage areas.

Pleasure Boats. Sea Ray and Meridian pleasure boats target betlukury and the family recreational boating
markets and come in a variety of configurationsui each customer’s particular recreational bgasiyle. Sea Ray
sport yachts and yachts serve the luxury segmethieafecreational boating market and include toghefline living
accommodations with a salon, a fully equipped gabed multiple staterooms. Sea Ray sport yactdsyanhts are
available i