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Get direct access to the marine 
industry’s decision-makers. 
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of Boating Industry 

subscribers read

every issue!

pass along their issue of 

Boating Industry to at least 

one other person.

approve or recommend 

the purchase of marine 

products in their businesses.

A dedicated, qualified audience 

who have been reading Boating 

Industry for more than 5 years!

GAIN EXPOSURE, BUILD 
BRAND AWARENESS, 
DRIVE SALES… just some 

of the actions that Boating Industry 

and its products, events and award 

programs can do for you. 

Reach the marine industry 

through Boating Industry. Our  

BPA-audited circulation includes 

marine professionals from all walks 

of the industry: 
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Published nine 
times a year, 
each issue of 
Boating Industry 
magazine 
reaches 
59,925* key 
decision makers 
at marine 
companies.

* 59,925 based 
on circulation plus 
pass-along.
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is your marketing solution            From industry leading  
research to content solutions.

Boating Industry

The industry’s leading educational event for 
dealers. Attend, exhibit, sponsor … just make 
sure you are there.

No other program delivers 
year-round marketing
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Top 100 Industry leaders gathered in Orlando for Boating 
Industry’s 11th annual Top 100 Dealers Gala
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1) Boating Industry editor-in-chief Jonathan 
Sweet and managing editor Brianna 
Liestman kick off the Top 100 countdown. 
2) Sea Ray’s dealers gather at the gala. Sea 
Ray had 22 dealers in this year’s Top 100 
and Hall of Fame. 3) Mike Yauch, Nautique 
Boats; Rod Malone and Buzz Watkins, The 
Sail & Ski Center; and Bill Yeargin, Correct 
Craft. 4) Top 100 Hall of Fame Dealer Prince 
William Marine celebrates before the gala. 
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BEST IDEAS
31 profit building ideas from the dealer attendees of MDCE
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BY BRIANNA LIESTMAN 

Sam Dantzler of Sam’s Watersports Dock 
and Garage Composites is a familiar face to 
anyone who has attended the Marine Dealer 
Conference & Expo in the past few years. 
However, the 2016 MDCE will offer attend-
ees a chance to experience Dantzler’s exper-
tise in a whole new way.

Dantzler will present the closing keynote, 
“Change: It’s the Only Option,” on the final 
day of MDCE, which will be held on Dec. 
5-8, 2016, at the Orange County Conven-
tion Center. The keynote will discuss the 
importance for marine dealerships to adapt 
in a world where commerce, employees and 
customers are vastly different than 30 years 
ago, but many processes are still the same.

“Every topic I attack I’m not looking at it 
from just the best business practice. I’m look-
ing at it as how does a human being react 
and why do they go that direction versus this 
direction? I love the research and the topic, 
and then pull in the human component,” 
said Dantzler.

Attendees rave about Dantzler in post-
MDCE surveys, with comments such as 
“Sam is very engaging. It’s a ton of great in-
formation and kind of different from what 
we’ve been told for so long. It’s entertaining. 
His whole sales process is killer,” and “We’ve 
implemented portions of Danzler’s talk, and 
it is working. It’s the part about selling vs. the 
need to sell and how to approach it differ-
ently. It’s hard to break old habits, but we’re 
finding it’s a good approach and people are 
reacting positively.”

We sat down with Dantzler to talk more 
about his closing keynote topic and why it 
is an important message for dealer attendees 
at MDCE.

BOATING INDUSTRY: What can 
attendees expect to take away from your 
closing keynote?

DANTZLER: So much of what we have, 
we’ve been doing it that way for 20 or 30 
years. Look at [how] 
commerce has 
changed in 30 years, 
look at what people 
want out of their jobs, 
look how people buy, 
and if it’s so radically 
different, how are 
we so far behind the 
times in adapting to 
that? And honestly, that’s probably the better 
word that I’ll use in the speech a lot is adapt, 
not necessarily change. … [The keynote] is a 
check-in with how antiquated we’ve become 
and then consider the solutions for how to 
bring yourself up to current.

BI: You’re no stranger to MDCE – past 
attendees are already very familiar with you 
from your widely attended track sessions. 
For attendees who have attended your track 
sessions, what will be different about a 
closing keynote from Sam?

DANTZLER: In all of my other sessions, 
including the ones that I am doing this year, 
they’ve all been considerably more granular. 
Like “here’s a piece of the business that’s 
not working, let’s talk about that piece of the 
business and how we turn three dials and get 
that piece of the business better.” And really, 
the scope of the keynote is much more of a 
30,000-foot view of the retail experience in gen-
eral. … “Let’s really take stock of what’s going 
on in the industry,” certainly in a want-based 
industry, a recreational industry, and then talk 

about what we know has been working in other 
industries [for] how to make that change.

BI: I’ve sat in on some of your sessions 
before and I know that being open to change 
is a sales and leadership concept that is 
important to you. Why does it need to be 
equally important to boat dealers?

DANTZLER: I believe, as a business, you’re 
either getting better or you’re getting worse. 
There is no stagnant, there is no coasting. I 
was actually out on my bicycle the other day 
and I was coasting … and then you realize the 
only way to coast is to go downhill. There is no 
coasting on a flat, right? It’s all the power you 
put into it. ... I think the dealers who are able to 
adapt, they’re the ones that made it through the 
recession, they’re probably the ones that show 
up at [MDCE] and they’re the ones that need 
to constantly be refining the engine to how the 
American public is changing, certainly with the 
Millennials coming onboard and how they’re 
changing how we buy.

BI: What do you think are the greatest 
barriers for boat dealers as they work to 
adapt to the transformations taking place  
in their employees, customers and retailing 
in general?

DANTZLER: If you look at the history of 
how anybody bought anything in this world 
… it doesn’t matter what it was – you’d think 
about it, and then you go gather a bunch of 
information to support your thought or reject 
it, and then you pull the trigger. So three dif-
ferent buckets. And I think the biggest issue is 
that middle bucket, the information gathering, 
because for years the customers have had to 
go to the dealership to see the boat, go to the 
dealership to see the options, to see the color, 

Q&A with MDCE closing 
keynote speaker Sam Dantzler

Sam Dantzler
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{ TRAILERS }

BY BRIANNA LIESTMAN

Sometimes going above and beyond  
for the customer means doing  
exactly what is required. 

Trailer certification programs ensure 
companies are in accordance with the law.

“We can ensure that they’re building 
all the trailers in accordance with Federal 
Motor Vehicle Safety Standards,” said Pam 
Trusdale, executive director of the National 
Association of Trailer Manufacturers. 

The standards and regulations required 
of manufacturers can be incredibly compli-
cated, especially as many regulations vary 
from state to state. 

“Some states will have no brake laws 
whereas other states have very robust 
and expensive brake laws,” said Robert 
E. Newsome, vice president, engineering 
standards, membership & association mar-
keting of NMMA. “What we do through 

certification is ensure that trailer manu-
facturer working with their dealers is not 
knowingly selling a trailer contrary to that 
state’s brake laws.”

COMPLIANCE CRACKDOWN
Compliance is more important than ever 
for manufacturers, as the National High-
way and Traffic Safety Administration has 
begun to crack down on non-compliant 
companies. According to the NATM, 
NHTSA assessed more fines in 2015 than 
in the history of the agency, and that will 
trickle down to the marine industry soon.

“Trailers manufacturers have not always 
been subjected to fines. A lot of times, the 
focus has been on the auto industry. How-
ever, now they’re starting to take a closer 
look at the trailer industry,” said Trusdale. 

In December 2015, the Fixing America’s 
Surface Transportation Act (FAST Act), 
Public Law 114-94, was signed into law. 

Safety and satisfaction
Trailer certification offers risk management,  
consumer confidence

Section 24110 of the act requires NHTSA 
to issue a final ruling providing an inter-
pretation of the penalty factors in Section 
31203(b) of MAP-21. When the Secretary 
of Transportation certifies that NHTSA 
has done this, the maximum amount of 
civil penalty for each violation of the Safety 
Act increases from $7,000 to $21,000 per 
violation and the maximum amount of 
civil penalties that NHTSA can collect for 
a related series of violations increases from 
$35,000,000 to $105,000,000.

The NATM does its best to keep its 
manufacturers up-to-date on changes like 
this to ensure they do not incur fines.

“Most people don’t have the time to 
monitor the Federal Register to keep up 
on all the latest changes, and ignorance of 
the law is not an excuse for not complying 
with the law, so we’re really diligent about 
making sure we keep up on all the latest 
changes and all the regulations, and any po-
tential rulemakings or regulations that could 
impact trailer manufacturers,” said Trusdale.

CONSUMER CONFIDENCE
Newsome says certification can look attrac-
tive to dealers and consumers, as it shows a 
commitment to product safety and quality.

“When you make a decision to get certi-
fied when it’s not legally required, you are 
making a decision and putting resources to-
ward doing something above and beyond,” 
he said. And for the consumer, “it’s all about 
ensuring you’re purchasing from someone 
– or, from the dealer’s perspective, selling to 
someone – knowing that the product has 
undoubtedly met all of these requirements.”

Certification also provides manufactur-
ers risk management. Having another set 
of eyes that hasn’t worked on the product 
day-in and day-out and can look purely at 
the compliance issues confirms that the 
product is safe.

“If and when that may ever be ques-
tioned, not only can the trailer manufac-
turer say they did what they were required 
to do or what they were attempting to do, 
but we can come in with an external orga-
nization’s inspection reports and checklists, 
and we’ll have any documentation of how 
they remedied things,” said Newsome.  
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Boating Industry effectively reaches marine industry professionals by providing the high quality, unbiased content they need.  
In-depth feature articles, proprietary and secondary research, and business information provided within the pages of Boating Industry  
is the substantive intelligence that marine leaders need to compete and succeed.

An industry publication for nearly 90 years, Boating Industry is the magazine of the marine dealer and industry professional. BI editors 
track ideas and trends as they develop for more than 59,925 readers, as well as support industry leaders by dialing in on the company 
news and information that readers need to know. 

Our readers continue to grow their business with new ideas, best practices and creative concepts found in each issue of Boating 
Industry. Each issue of BI is packed with valuable information including: 

 	� Industry News: Latest 
news, trends and 
happenings in the 
boating industry. 

 �Market Intelligence: Key 
stats shaping 
the industry

  �COVER STORY:  A deep dive in high-interest topics 
of today’s market.

 �FEATURES: BI delivers two to three additional  
in-depth reports on hot topics

 �DATA: With partners like Spader and RBC, we can 
deliver trending that allows dealers and industry 
professionals to track their progress vs. the 
industry or their competitors

 �GUIDES:  
BI provides hands-on 
reference guides in  
several 2017 issues

 �MARKET FOCUS:  
Readers master the latest 
trends and information  
on an industry sector  
by reviewing our  
Market Focus

 �INDUSTRY RESOURCE:  
Boating Industry’s 
Resource Section.  
Advertise your product 
or service in this 
Resource Section and 
gain product awareness 
all year long
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i
n our industry, it is easy to focus on the here and now: What do 
we need to do to have a successful season? How do we increase 
profits today? What products will drive more sales? However, it 
is to the detriment of our future if we cannot look further than 

beyond what is directly in front of us.
This is especially true for succession planning. Having an exit 

strategy that will carry your business into the future and build upon 
its current success is imperative, and it’s time to start thinking about 
it now – even if you’ve only recently taken ownership. 

According to the 2014 Family Business Survey from PwC, only 
16 percent of family firms have a discussed and documented suc-
cession plan in place. When considering how long it takes for a 
business to plan and effectively execute an ownership transition, 
this statistic is startling.

David Spader of Spader Business Management said companies 
that start at least 10 years out in the planning process have about 
an 85 percent likelihood of still being in business 15 years after the 
ownership transfer date.

“The odds are pretty good that if you start far enough out that you 
can make a successful transition. That makes sense in a lot of ways be-
cause the more time we have, the more options we have,” said Spader. 
“[Business owners] don’t really want to start thinking about it that 

early when in reality those organizations do have an exponentially 
higher likelihood of success. Those that take just a few years [to plan], 
the success rates go down sometimes even into the 10 to 20 percent 
likelihood that it will still be around 15 to 20 years later.”

With that advance planning comes the need for open avenues of 
communication and trust, particularly for family-owned businesses. 
While the financial, tax and legal ramifications are important to con-
sider, they are not often what will impact a transition.

“That is the primary reason why most family business transitions – 
70 percent-plus – fail, because of the breakdown of trust and commu-
nications through that process,” said Don Bielen, director of business 
advisory services at The Rainier Group, Inc. “I strongly encourage an 
individual to use a business transition succession planning expert that 
works as a facilitator with the attorneys, the accountants, the fam-
ily counselors, the insurance individuals, to facilitate and manage this 
process, because it is truly a process that requires expertise, skills and 
experience to effectively work with family businesses and its owners.”

(Find a list of experts on p. 27.)

Identify goals 
Whether a transition happens in one transaction or over a period of 
time ultimately depends on the goals of the seller and the buyer, the 

BY BRIANNA LIESTMAN

BEST LAID PLANS… continued on page 24
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[ Best Laid Plans ]
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capabilities of the buyer and the risk the seller is 
willing to adopt. An exit plan should be flexible 
and adaptable so it can work seamlessly with the 
ebb and flow of market changes. 

Regardless of what method you choose, the 
biggest mistake owners make is focusing too 
much on the how of transitioning and not on the 
what. Spader says it is important to first identify 
what the goals are of both parties.

“They get wrapped up in the mechanics in 
estate planning and avoiding taxes and a lot of 
other things that they forget to step back and say 
what are the key principles and goals and values 
around which you want this transition to occur. 
And those should determine the how instead 
of the how determining the what,” Spader said. 
“When we go into organizations the first thing 
that we want to do is talk about what exactly do 
you want to have occur? What are the values 
involved? What are the most important goals 
we have? And after that we look at the various 
methods, because there are literally hundreds of 
different options to make a transition happen.”

Part of planning an exit strategy should be 
planning the life of the current principal post-
ownership. Particularly in businesses that choose 
to transition ownership either to a family mem-
ber or a key employee over time, one of the big-
gest sticking points is the blood, sweat and tears 
the current owner has put into the company. 
They have invested quite a bit into the success 
of the business, so what does their new life look 
like after selling?

Spader said any business planning an exit 
strategy should incorporate a plan for the cur-
rent owner to have meaningful goals and activi-
ties after ownership, as it will make the process 
happier and smoother for all parties involved. 

Family businesses have many struggles, but 
none so intricate as planning for a generational 
transition of ownership. Some 70 percent of 
family-owned businesses fail or are sold before 
the second generation gets a chance to take 
over, according to the Harvard Business Review. 
Those numbers only get slimmer as you move 
through the generations.

Estate planning is very important for a family 
business, but life planning is even more so; while 
it is important for an owner to plan for the event of 
their death, the more likely event is that they live. 

“Lifetime planning defines the business 
owner’s long term relationship with the business 
in terms of ownership, involvement and the 
controlling interest.  This may involve the next 
generation family members, key employees 
and/or an external third party.  It is not a matter 
of ‘if’, it is a matter of ‘when’ the relationship 
changes,” said Bielen. “A detailed lifetime 
transition plan determines with how best to 
structure the ownership transition considering the 
owner’s financial requirements,, how to prepare 
the next generation to assume the operational 
responsibilties, and who ultimately is best suited 
lead and control the business going forward.”

The lifetime transition plan shpuld take 
into consideration the business structure, tax 
implications; outlook, the skills and capabilities; 
and the passions, goals and interests of the next 
generation. The plan should do everything possible 
to align those respective elements, all while at 
the same time balancing the financial security 
requirements of the exiting shareholders and the 
business’s capitalization and growth requirements.

“One key tool that we believe is critical in 
the lifetime transition planning process is the 
application of detailed financial analyses of 
the business, its value, its cash flow, and the 
pre-cash available to fund an internal transition, 
relative to the individual’s personal needs, 
considering all their assets and all their income 
sources: business income, real estate income, 
distributions for retirement accounts, earnings 
from investment accounts, and then determining 
how to meet those requirements relative to the 
transition and the growth perpetuating the family 
business,” said Bielen.

Owners who want to pass their business on 
to a family member need to begin planning at 
least 10 years in advance to ensure the success 
of the transfer, according to Spader. This gives 
business owners time to work with the family 

member purchasing the business and determine 
if that person fits the motivational profile.

“There are several different methodologies 
we use and tools we can use to do that, and 
what we’re finding more and more so is that 
there are many in the [next] generation that 
don’t [have that motivation], and the sooner we 
can identify that they’re not ready or that there’s 
a significant question about whether they want 
to be the next owner, the better, because again 
the further out we do that, we can ask the right 
questions and make sure people are prepared 
for it,” said Spader.

In one case, Spader was working with a 
dealership that had an adult child who was 
confident he wanted to be the next owner. They 
began a coaching conversation for a period of three 
years to discuss all that was involved in owning the 
dealership and what the role actually looks like.

That adult child came out three years later 
with a better picture of what it meant to be an 
owner and felt confident knowing he did not want 
it at all. As this individual was a strong performer 
in the dealership, any sane person who eventually 
buys the business will keep him on staff where he 
can work in a role he enjoys.

“That was really helpful for his parents, 
because they then knew [it was] off the table,” 
said Spader. “Because they were looking 10 to 12 
years out, we had that two to three years to make 
that determination without a lot of pressure.”

How to execute succession
If a family member is interested and does fit the 
profile, it is time to look at all of the gritty details 
of succession. There are three different values 
for the business to consider: the fair market value 
of a business, based on its earnings and equity; 
sustainable value, which is the value the owner 
needs to realize to meet their financial security 
requirements post-sale; and the transition value, 
which is what the business can afford in terms 
of financing an internal transaction.

“With a family transition, you determine 
what mom and dad need for financial security, 
what the business is worth from a fair market 
standpoint, but also what value that the business 
can actually fund, because the second generation 
often times has inadequate resources to fund an 
internal purchase,” said Bielen. “It’s a balance 
between mom and dad’s financial security, again 
what the business can afford and then also what 

FAMILY BUSINESSES REQUIRE 
EXTENSIVE SUCCESSION PLANNING

“The odds are pretty good 
that if you start far enough 
out that you can make a 
successful transition.” 

— David Spader, 
Spader Business Management

FAMILY BUSINESSES… continued on page 27BEST LAID PLANS… continued on page 24

p22x27-BI16MAR-ExitStrategy.indd   23 2/17/16   4:16 PM

http://www.BoatingIndustry.com
http://www.Bo
http://www.BoatingIndustry.com
http://www.BoatingIndustry.com
http://www.BoatingIndustry.com
http://www.BoatingIndustry.com
http://www.BoatingIndustry.com
http://www.BoatingIndustry.com
http://www.BoatingIndustry.com


Boating Industry

www.BoatingIndustry.com5  | | 2017 MEDIA PLANNING GUIDE

12/13/16

12/19/16

2017
Industry 
Forecast

The changing 
marina climate

Marina 
Development 
& Design

Paints & 
Coatings Guide

Pontoons

A monthly 
round-up of 
people, news 
and trends

A monthly look 
at the key data 
shaping the 
industry

International 
Marina & Boat-
yard Confer-
ence (IMBC)

2/22/17

2/28/17

Special 
Issue: The 
Workforce 
Crisis

ABC & 
Government 
Update

Audio & 
Entertainment
(Sponsored Content)

Finance Guide

Personal 
watercraft

A monthly 
round-up of 
people, news 
and trends

A monthly look 
at the key data 
shaping the 
industry

5/2/17

5/8/17

Special 
Section: 40 
under 40

Navigating the 
new world of 
social media

Water Sports  
Accessories 
(Sponsored Content)

Software Guide

Freshwater 
fishing

A monthly 
round-up of 
people, news a
nd trends

A monthly look 
at the key data 
shaping the 
industry

JANUARY	 FEBRUARY	 MARCH	  APRIL	  MAY	   JUNE/JULY	  AUGUST/SEPTEMBER	  

8/8/17

8/14/17

Movers & 
Shakers

What’s your 
growth
strategy?

Wake Towers & 
Accessories

Electric Boats & 
Engines

Tow Boats

A monthly 
round-up of 
people, news 
and trends

A monthly look 
at the key data 
shaping the 
industry

IBEX

1/18/17

1/24/17

Key service 
department 
metrics

Using data to 
improve sales & 
marketing

Spring Launch

Insurance Guide

Saltwater 
Fishing

A monthly 
round-up of 
people, news 
and trends

A monthly look 
at the key data 
shaping the 
industry

3/22/17

3/28/17

Top Products 
of the Year

The state of 
floorplan 
financing

Fuels & 
Additives

Distributor Guide

Outboard engines

A monthly 
round-up of 
people, news 
and trends

A monthly look 
at the key data 
shaping the 
industry

ISSUE CLOSES

MATERIALS DUE

COVER
STORY

FEATURE

PRODUCT FOCUS
            & 
SPECIAL SECTIONS

PRODUCT GUIDES 

MARKET 
TRENDS

INDUSTRY NEWS

MARKET 
INTELLIGENCE

BONUS 
DISTRIBUTION

JANUARY
2018OCTOBER NOVEMBER/

DECEMBER

AUDIENCE        MARKETING SOLUTIONS        PRINT        DIGITAL        EVENTS	

11/15/16

11/21/16

Top 100 
Dealers 
Special Issue

A monthly 
round-up of people, 
news and trends

A monthly look at 
the key data shaping 
the industry

10/4/17

10/10/17

2018 
Digital 
Marketing 
Guide

18 ways to 
drive more 
sales in 2018

MDCE Special 

Preview Section

Engine Guide

Sterndrive 
engines

A monthly 
round-up of 
people, news 
and trends

A monthly look 
at the key data 
shaping the 
industry 

Marine Dealer 
Conference & 
Expo (MDCE)

11/17/17

11/27/17

Top 100 
Dealers 
Special 
Issue

A monthly 
round-up of 
people, news 
and trends

A monthly look 
at the key data 
shaping the 
industry

2017

6/19/17

6/23/17

2017 Annual  
Market Data Book
The Annual Market Data 
Book combines Boating 
Industry’s proprietary 
research with information 
compiled from dozens 
of industry sources into 
one of the most com-
prehensive market-wide 
resources in the marine 
business. Special section 
include Market Intel-
ligence, Dealer Outlook, 
Consumer Information, 
and Manufacturer Data. 

A monthly round-up of 
people, news and trends

A monthly look at the key 
data shaping the industry

INTELLIGENCE YOU CAN PROFIT FROMAUGUST 2016  |  www.Boa t i ng Indus t ry . com |  $79 .95

The defi nitive guide to marine business statistics

MORE STATS AND ANALYSIS
RETAIL SALES
DEALER SURVEY RESULTS
AUCTION SALES DATA
BROKERAGE SALES
… AND MORE

p01-BI16MDB-CoverV2.indd   1 7/21/16   9:11 AM

http://www.boatingindustry.com


Boating Industry

www.BoatingIndustry.com6  | | 2017 MEDIA PLANNING GUIDE

AUDIENCE        MARKETING SOLUTIONS        PRINT        DIGITAL        EVENTS	

www.BoatingIndustry.com42  |  Boating Industry  |  Market Data Book 2016

In an overall sense, there was little change to the 
brokerage market in the last year, with YachtWorld 
member brokers reporting to SoldBoats, their pro-
prietary database, the sales of 30,153 boats for an ag-
gregate value of $3.65 billion. Total sales increased 1 
percent overall, with brokers selling 277 additional 
powerboats and 51 fewer sailboats.

Sales of the smallest boats on the brokerage market — those under 
26 feet — declined for the second year in a row, but this was offset by 
increases in the other two high-volume categories — boats 26 to 35 feet 
and 36 to 45 feet.

In every size segment except one, the average price paid for boats 
sold in the last 12 months increased compared to the previous 12 
months. Gains were particularly strong among boats 46 to 79 feet. The 
only segment that suffered a decline was the superyacht category in 
which reported sales declined by 11 boats and $162.9 million, a dollar 
amount that offset the value gain for the rest of the market.

U.S. regional brokerage sales
Even as overall sales fi gures were relatively similar compared to the 
previous year, the distribution of power and sailing yacht brokerage 
sales across the U.S shifted noticeably in the last year.*

Sales in the Southeast increased by more than 500 boats to 8,800 
total sold, more than 30 percent of the entire U.S. market. All of the 
region’s growth came in the powerboat sector; sailboat sales declined 
by 21 boats. Two other growth regions were the Mid-Atlantic and the 
Great Lakes, both reporting gains in both the power and sail markets. 

In contrast, sales were lower in both the West and Pacifi c North-
west regions. In the West, sales of power and sailboats were down by 
415 and 131 boats, respectively. In the Pacifi c Northwest, the decline 
was much less, with 97 fewer powerboat sales offset by an increase of 
45 sailboat sales.

One similarity between the Southeast, West and Pacifi c Northwest 
is that brokers in those regions were generally able to list and sell boats 
more quickly than in several other regions.

MARKET INTELLIGENCE

U.S. Brokerage Sales
BY JOHN BURNHAM, YACHTWORLD EDITORIAL DIRECTOR

* Annual fi gures based on YachtWorld member reports in SoldBoats for the period April 1, 2015, to March 31, 2016, and previous 12 months.
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After a decade of mostly steady declines, the number 
of boats in operation ticked upward in 2015.

There were an estimated 12.1 million boats registered or docu-
mented in the United States in 2015, up slightly from 2014. With an 
additional 3.6 million undocumented vessels in operation, NMMA es-
timates a total of 15.68 million boats in use in 2015. That was slightly 
ahead of 2014’s total of 15.62 million.

The slight gain is still more than 10 percent off of the recent mar-
ket peak of 17.67 million boats in use in 2005 and the second-lowest 
number since the mid-1990s.

There were an estimated 15.9 million boats in use in 2013 and 16 
million in 2012.

The type of recreational boats on the water were little changed 
from past years. Outboard-powered vessels again made up half of the 
boats in use. Inboard boats, perhaps refl ecting the growing towboat 
market, made up 7 percent, up from 6 percent. The PWC portion of 
the market declined slightly from 8 percent to 7 percent. 

CONSUMERS

More boats
on the water

Continued on page 14

OUTBOARD BOATS  
50% 

INBOARD 
BOATS  

7% 

STERNDRIVE 
BOATS  

9% 

PERSONAL 
WATERCRAFT  

7% 

SAILBOATS  
10% 

OTHER  
17% 

RECREATIONAL BOATS IN OPERATION 

6(7)21G"HIIJ"

RECREATIONAL BOATS IN OPERATION
Half (or 7.9 million) of recreational boats in use are outboard-
powered motor boats.  Inboard- and sterndrive- (I/O) powered 

boats account for 16% (or 2.5 million) of boats in use. 
Sailboats comprise 10% (or 1.6 million) of boats in use.

Source: NMMA
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Most dealers are positive in their outlook for 2016, 
but not as optimistic as they were a year ago.

For the annual Boating Industry dealer study, we surveyed the 
dealer readers of our print and digital products in June 2016.

This year’s survey found that 70 percent expect to grow their rev-
enue this year. That’s slightly lower than the 73 percent who expected 
to grow revenue in the 2015 survey.

More notably, 17 percent expect their total revenue to decline in 
2016, signifi cantly higher than the 8 percent who expected a revenue 
decrease last year. About 13 percent expect their revenue to be fl at.

Overall, most dealers grew their business in 2015, with 76 report-
ing higher revenue for the year than in 2014. Only 12 percent reported 
a decline. Those numbers were slightly ahead of last year when 73 
percent increased business and 15 percent saw it decrease.

The revenue growth in 2015 was most prevalent in the service 
department, with three-quarters of those dealers that have service de-
partments reporting revenue growth there last year. Only 9 percent 
said their service revenue decreased last year.

Boat sales were also strong. Seventy-one percent of dealers that sell 

used boats increased sales in 2015, more than half of those by more 
than 10 percent from 2014. Only 7 percent said they sold fewer used 
boats than a year earlier.

Sixty-nine percent of dealers that sell new boats also sold more in 
2014 – 41 percent by more than 10 percent over the previous year. 
About 15 percent reported a decrease from 2014 to 2015.

A signifi cant portion of dealers expect their boat sales to be down 
by the time the year wraps up. Nearly 20 percent of those dealers that 
sell new boats think they will be selling fewer of them this year. Still, 
67 percent expect to sell more boats this year, and 41 percent expect 
to increase sales by more than 10 percent.

On the used side, 62 percent of those that sell used boats are 
expecting an increase in sales in 2016, while 13 percent expect sales 
to decline.

Most dealers also expect to grow service department revenue this 
year, with 41 percent of those with a service department expecting 
revenue to be up more than 10 percent and another 29 percent pre-
dicting revenue up less than 10 percent. Only 8 percent expect service 
department revenue to decline. 

DEALERS

Dealer Data

Sponsored by: 

The Great Outdoors Marine
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Consumer spending on boating continued to increase 
in 2015 from boats to storage to service and more.

Total recreational boating retail spending — which includes new 
and pre-owned boats and engines, trailers, accessories and services 
such as fuel, storage and repairs — hit $35.9 billion in 2015, according 
to NMMA and Info-Link. That was up from $35.4 billion in 2014 and 
$33.2 billion in 2013.

(Editor’s note: Last year, NMMA changed how it measures retail spending, 
causing changes in past year’s total. The adjusted fi gures appear on the chart on 
p. 24, but should not be compared to information published before 2015.)

Sales of new boats, trailers and engines make up the biggest por-
tion of that $35.9 billion, accounting for almost $12 billion in 2015, up 
slightly from 2014. Pre-owned sales were almost $9 billion for the year, 
up from $8.6 billion in 2014 and the highest level since 2010.

Accessories sales hit a record of almost $6 billion in 2015, which 
was up from last year’s record high of $5.6 billion. Boaters spent $9.2 
billion on other services, such as fuel, storage, insurance and repairs, in 
2015, down from $9.8 billion in 2014.

MANUFACTURERS

Continued on page 24

Retail
boat market 2015 BOAT EXPORT DESTINATIONS

In terms of USD, most (34%) recreational boat exports
in 2015 went to Canada, followed by Mexico/Central/South 

America (20%), and Western Europe (20%)

WESTERN EUROPE 
20% 

CANADA 
34% 

MEXICO/CENTRAL 
AND SOUTH 
AMERICA 

20% AUSTRALIA/PACIFIC 
ISLANDS 

8% 

MIDDLE EAST/
PERSIAN GULF/

AFRICA 

8% 

ASIA 
9% 

RUSSIA/EASTERN 
EUROPE 1% 

2015 BOAT EXPORT DESTINATIONS 
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ANNUAL MARKET DATA 

BOOK compiles critical  

boating information from  

20+ of the most respected 

data sources in the industry. 

Boating Industry Annual 

Market Data Book is the 

definitive planning guide 

for industry pros who are 

developing their business 

plans for the next year. 

MARKET 
INTELLIGENCE

 Auction Data

 U.S. Brokerage Sales

 �Boat Sales by State

CONSUMERS
 Boating Participation

 �All Recreational  
Boats In Use

 �Fishing Participation  
History

 Spending Trends

DEALERS
 Dealer Survey Results

 Spader Dealer Metrics

 �Boating Industry’s Top 
100 Dealer Statistics

 Same-store Sales

MANUFACTURERS
 Retail Boat Market

 �Boat Sales,  
New & Pre-owned

 �Outboard Boat  
& Engine Sales

 �Sterndrive, Inboard 
Cruiser, PWC and  
Ski Boat Sales

 �Jet Boat, Trailer, Inflatables 
and Sailboat Sales

 Exports

 Manufacturing PMI

 Market Share Data

THE ANNUAL MARKET DATA BOOK INCLUDES:
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Four Color	 1 x	 3 x	 6 x	 9 x
2 Page Spread	 $11,135	 $10,900	 $10,545	 $8,655
1/2 Page Horizontal Spread	 $9,600	 $9,400	 $9,100	 $7,500
Full Page	 $6,325	 $6,125	 $5,925	 $4,860
2/3 Page	 $5,100	 $4,985	 $4,825	 $3,975
1/2 Island	 $4,525	 $4,430	 $4,285	 $3,525
1/2 Page  	 $4,120	 $4,035	 $3,895	 $3,200
1/3 Page	 $3,275	 $3,210	 $3,105	 $2,540
1/4 Page	 $2,680	 $2,630	 $2,535	 $2,075
1/6 Page	 $2,075	 $2,030	 $1,960	 $1,610

Covers			   6 x	 9 x
Cover 2 (Inside Front Cover)	 $6,950	 $6,750	 $6,525	 $5,375
Cover 3 (Inside Back Cover)	 $6,750	 $6,550	 $6,235	 $5,110
Cover 4 (Back Cover)	 $7,485	 $7,185	 $6,840	 $5,615

Industry Resources		  3 x	 6 x	 9 x
1/2 Page Horizontal	 $1,995	 $1,895	 $1,775	 $1,725
1/4 Page Square	 $1,050	 $995	 $925	 $895
1/8 Page Horizontal	 $550	 $515	 $475	 $450

*Display rates are quoted gross, 15% agency commissionable per insertion
**Exception: Industry Resources rates quoted are net and not commissionable

Kathy Johnson / National Sales Director
kathy.johnson@boatingindustry.com
Phone:  763-383-4409
Fax:  480-988-3534

For States, Provinces and International: Alaska, Arizona, California, Colorado, Delaware, 
Georgia, Hawaii, Idaho, Illinois, Indiana, Iowa, Kansas, Louisiana, Maine, Michigan, Minnesota, 
Missouri, Montana, Nebraska, New Hampshire, New Jersey, New Mexico, Nevada, North 
Dakota, Ohio, Oklahoma, Oregon, Rhode Island, South Dakota, Texas, Utah, Vermont, Virginia, 
Washington, Wisconsin, Wyoming

Canada: British Columbia, Manitoba, Saskatchewan, Ontario.

International.

Christopher Pelikan / Senior Account Manager
cpelikan@boatingindustry.com 
Phone:  763-383-4408
Fax:  480-988-3534

For States and Provinces: Alabama, Arkansas, Connecticut, Florida, Kentucky, Maryland, 
Massachusetts, Mississippi, New York, North Carolina, Pennsylvania, South Carolina, 
Tennessee, West Virginia

Canada: New Brunswick, Nova Scotia, Quebec.
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2017 advertising rates

Boating Industry is published by EPG Media & Specialty 
Information, the leading source of information in the 
marine and powersports industries with titles such as, 
Powersports Business, Rider, Thunder Press  
and SnowGoer.

BUILD YOUR BRAND, INFLUENCE BUYING DECISIONS 
AND GROW SALES AMONG THE MOST POWERFUL 
MARINE PROFESSIONALS IN THE MARKET.

Boating Industry is audited by and adheres to the standards of

http://www.BoatingIndustry.com
mailto:kathy.johnson@boatingindustry.com
mailto:cpelikan@boatingindustry.com


Boating Industry

www.BoatingIndustry.com8  | | 2017 MEDIA PLANNING GUIDE

ELECTRONIC ADVERTISING MATERIALS:
The production department at Boating Industry 
uses Adobe InDesign on Mac systems. Please take 
this into consideration when preparing files. Please 
indicate what format/software your materials are 
in when submitting your materials. If you have 
any questions about acceptable formats, please 
contact our Production Artist at 763-383-4450.

WE PREFER MATERIALS SUPPLIED IN 
THE FOLLOWING FORMATS:
EPS, TIFF, PDF (created using Acrobat Distiller, 
embed all fonts without subsetting)
We prefer ads to be designed in the following 
layout/graphics software:

Adobe InDesign
QuarkXpress 
Adobe Illustrator 
Adobe Photoshop 

WE DO NOT ACCEPT ADS 
CREATED IN THE FOLLOWING:
Microsoft Word, Microsoft Powerpoint
Microsoft Publisher, Corel Draw

COLOR: Unless you have contracted  
to run a PMS color, all colors must be CMYK.

IMAGES: Include all graphics and images placed, 
imported or embedded in your ad. Be sure to 
convert images from RGB to CMYK. Scanned 
images must be a minimum 266 dpi. Avoid 
“nesting” – importing graphics which contain 
embedded graphics into a page layout program. 
Avoid applying special effects to TIFF files within 
a page layout application as they may not transfer 
when the ad is positioned for printing.

PROOFS: Advertisers must supply a proof of the 
ad printed at 100% of the actual size. We do not 
accept responsibility for and cannot guarantee the 
quality of electronic ads supplied without a proof.

SHORT RATES: Advertisers/agencies will be 
short-rated if, within a 12-month period from 
the date of the first insertion, they do not use the 
amount of space upon which their billings have 
been based.

AD SUBMISSION INFORMATION: 
Please submit ads via SendThisFile: 
Site: http://epgmediallc.com/send-file
Password: EPG
Once submitted, SendThisFile will automatically 
notify Production that an ad has been sent. 
If sending packaged digital files, please 
compress and package as a .zip file before 
submitting. 

Live Area
(non-bleed items)

8.375 x 10.375”

FULL PAGE

Trim/Book Size
8.75 x 10.75”

BLEED OUT TO
9 x 11”

1/3 SQ 1/6V

1/2 H

1/6 H

1/2 ISLAND

1/3 V 2/3 V

1/4 SQ

1/8 H

1/4 STRIP

1/3 STRIP

 SIZES	 WIDTH	 HEIGHT 
 2 Page Spread*	 17.5”	 10.75” 
 2 page spread with Bleed*	 17.75”	 11” 
 1/2 page horizontal spread	 16.5”	 4.5” 
 Full page (trim Size)*	 8.75”	 10.75” 
 Full Page with bleed*	 9”	 11” 
 2/3 Page vertical	 5”	 9.75” 
 1/2 Page Island	 4.75”	 7” 
 1/2 Page Horizontal	 7.75”	 4.5” 
 1/2 Page vertical	 3.625”	 9.75” 
 1/3 Page Square	 4.75”	 4.5” 
 1/3 Page Strip	 7.75”	 3.125” 
 1/3 Page Vertical	 2.25”	 9.75” 
 1/4 Page Square	 3.625”	 4.5” 
 1/4 Page Strip	 7.75”	 2.25” 
 1/6 Page Horizontal	 4.75”	 2.175” 
 1/6 Page Vertical	 2.25”	 4.5” 
 1/8 page horizontal	 3.625”	 2.155”

1/2 V

CONTACT

KELSEY HOULE
PRODUCTION ARTIST
763-383-4450
khoule@boatingindustry.com  

CONTRACT CONDITIONS
Special Position
Guaranteed positions charged an additional 10%.
 
Advertising Policies
All advertising is subject to publisher’s approval. No 
fraudulent or misleading advertising will be accepted. 
Advertising that simulates editorial content must carry label 
“Advertisement” set in at least 10-point type at top of ad.  
If copy instructions for contracted ads are not received by 
the closing date, the publisher reserves the right to repeat 
a previous ad of the same size. No cancellations accepted 
after ad closing date.

Client/Agency Responsibility
In the event that an advertiser has paid the advertising 
agency for ads and the publisher is not paid by the agency, 
the advertiser is fully responsible for paying all invoices due 
to the publisher.
 
Payment Terms
Net 30 days. A service charge of 1.5% per month will be 
added on all accounts more than 30 days past due. All 
orders accepted are subject to the publisher’s credit terms.

Mailing Instructions: All materials, 
including advertising, insertion orders, 
contracts, product releases and other 
correspondence, should be sent to:

Boating Industry
EPG Media & Specialty Information
10405 6th Ave. N, Suite 210 
Minneapolis, MN 55441

Ph: 763-383-4400
Fax: 763-383-4499

*NOTE:  All illustration and copy not intended to bleed should be kept 3/8” from all sides.
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Elevate Your Brand…  
Become a Thought Leader

Sponsoring an electronic 
white paper allows 
your company to 
demonstrate its expertise 
and intelligence in a 
specific topic area while 
promoting your brand to 
marine industry leaders 
through print, social 
media, online, 
e-newsletters and at 
times, in person. 

Your message, your way… 

A company close-up is an 
excellent way to tell your 
story. We can deliver your 
company close-up in print, 
online, through e-mail, social 
media and in person. All writing 
and interviews, design and 
production is handled by  
Boating Industry. 

Custom media can be a perfect solution for companies with specific needs:

To find out more about how your company can take advantage of these  
unique marketing opportunities, please contact your Account Manager.

CUSTOM MEDIA
AUDIENCE        MARKETING SOLUTIONS        PRINT        DIGITAL        EVENTS	

Custom Media

Boating Industry

INTELLIGENCE YOU CAN PROFIT FROM2016 WHITE PAPER  |  www.Boa t i ng Indus t ry . com 

BEST IDEAS
31 profit building ideas from the dealer attendees of MDCE

 �COMPANY CLOSE-UP  
OR CASE STUDY

 E-WHITE PAPER 

http://www.BoatingIndustry.com
http://www.Bo
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E-NEWS
Reach more than 12,500 
email subscribers by  
advertising within Boating 
Industry’s twice weekly  
e-newsletter. 

ONLINE
The latest news, industry 
polling, in-depth interviews 
and how-to videos are just 
some of the valuable  
content readers and 
advertisers find on  
www.boatingindustry.com.

DIGITAL 
EDITIONS
Readers receive Boating 
Industry’s Digital Editions 
which provide opportunity 
for readers to see 
slideshows, videos and 
listen to interviews.

WEBINAR
Build your company’s brand 
recognition and respect by 
sponsoring a webinar hosted 
by Boating Industry and 
personally selected  
industry experts.

SOCIAL 
MEDIA
Effectively navigate the 
social scene by enlisting 
our social media gurus! 
We’ll assess your situation 
and design a social strategy 
that’s right for you! 

DIGITALCUSTOM MEDIA
AUDIENCE        MARKETING SOLUTIONS        PRINT        DIGITAL        EVENTS	
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ONLINE PRODUCT SHOWCASE

Per month	 $295

Full Year	  $2,500

 ADVERTISING RATES FOR BOATINGINDUSTRY.COM

			   FILE SIZE	 COST PER 
AD UNIT 	 DIMENSIONS	 MAX	 MONTH**
Super Leaderboard	 970 x 90 pixels	 70k	 $3,500

Leaderboard	 728 x 90 pixels	 70k	 $3,200

Half Page	 300 x 600 pixels	 40k	 $2,500

Skyscraper	 160 x 600 pixels	 40k	 $2,200

Medium Rectangle	 300 x 250 pixels	 40k	 $2,200

Banner	 468 x 60 pixels	 40k	 $1,800

Half Banner	 234 x 60 pixels	 25k	 $1,200

Large Button	 160 x 160 pixels	 40k	 $1,200

Button	 125 x 125 pixels	 25k	 $1,000

Wallpaper				    $1,050

* Maximum 3 rotations, 12 seconds per rotation. File type: .jpg, .gif, or flash      ** All prices net.

DIGITALCUSTOM MEDIA

Prominently feature your 
products and services on 
our home page with a photo, 
description and URL link to 
your own website. 

The Online Product  
Showcase delivers a huge 
average click-through rate. 
Take advantage of this  
low-cost, high-return  
opportunity today!

PRODUCT SHOWCASE PRICING

MATERIALS NEEDED: 158 x 110 pixel 
image of the product in jpg file format,  
20 character description, URL link.

LEADERBOARD

SKYSCRAPER

BANNER

WALLPAPER

The “Hub” of the marine industry, www.boatingindustry.com, publishes late-breaking 
news and information critical to industry professionals. Viewers find the latest company 
news and information, links to webinars, exclusive web content, new products, tutorials 
and video clips; all in an easy-to-navigate location.

Online

AUDIENCE        MARKETING SOLUTIONS        PRINT        DIGITAL        EVENTS	
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 E-BLAST 

Want your message to reach Boating 
Industry’s valuable email database? As a print 
advertiser with Boating Industry, you have the 
opportunity to reach our exclusive audience 
of third-party opt-in email subscribers directly 
with your sales message. 

  AD SIZES FOR THE E-NEWSLETTER
		
 AD UNIT	 SIZE	 FILE SIZE
 Leaderboard	 728 x 90 pixels	 60k

 Full Banner	 468 x 60 pixels	 40k

 Text Ad	 N/A	 N/A

Reach your target audience right at their desks.E-News

Reach more than 
12,500 email subscribers
by advertising within  
Boating Industry’s  
twice weekly e-newsletter. 

1

2

3

4

5

  RATES FOR THE E-NEWSLETTER
		
 AD PLACEMENT*	 COST PER EDITION	 COST PER MONTH
 Position #1	 $450	 $3,240

 Position #2	 $325	 $2,340

 Position #3	 $275	 $1,980

 Position #4	 $225	 $1,620

 Position #5	 $200	 $1,440

 Monthly Top 10 Newsletter $325 per position. Distributed the first 
 Monday of each month.

*Note: Position placement based on availability at time of 
reservation. Position #1 limited to 728x90 Leaderboard only.

AUDIENCE        MARKETING SOLUTIONS        PRINT        DIGITAL        EVENTS	
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DIGITALCUSTOM MEDIA

Unleash the Power of Digital. Boating Industry’s Digital Edition notification and issue offers a unique way to 
reach the marine industry right at their desks! Don’t let this low-cost, highly effective opportunity pass you by!

 SIDEBAR ADS
Great exposure –  
your ad will be present 
throughout the entire reader experi-
ence, never closes and includes 
hyperlink. Two sidebar ad positions 
available. | Size: 300 x 250  Price: 
$650 monthly placement per posi-
tion — or — One larger position: 
Size: 300 x 600   Price for larger 
size: $1,250 per month

 COVER WRAP
Place a half or full page cover wrap 
over the front cover – your message 
will be the first seen as our readers 
land on the magazine, complete with 
link capabilities. 
Half Page Price: $950 
Full Page Wrap with back cover 
$1250 per month

 COVER CURL
Bring special attention to your ad by 
adding a cover curl to the cover of 
the magazine, which links directly to 
your ad. Breeze past your competi-
tors and have your message on the 
front cover. | Price: $350

 �ROADBLOCK 
ADS

Gain immediate 
exposure with a 
hot-linked roadblock ad that opens 
before the magazine loads. Your 
ad will be the first thing thousands 
of readers will see. One position 
available per issue.
Size: 400 x 325  
Price: $450 per month

 VIDEO/AUDIO
Adding video lets you illustrate 
exactly what you offer! Greet read-
ers with a demonstration of your 
product or service that shows its 
true benefit. Recommended length: 
Up to 5 minutes with placement 
anywhere in the issue. 
Size: 400 x 400   Price: $750

 �CALL  
BACK CARD

The custom call back 
card invites the reader 
to reach out to you in real time. The 
form can be customized to your 
need and placed within your ad. 
Leads sent to you in real time with 
full reports available. Placement 
over your ad. | Price: $300

 SLIDE SHOW
Add visual appeal to your ad by 
placing a custom photo slide show 
of your products or event directly 
onto your advertisement. 10-12  
images, placement over your ad.
Size: 500x700   Price: $750

ADVERTISING OPTIONS

Digital Editions

AUDIENCE        MARKETING SOLUTIONS        PRINT        DIGITAL        EVENTS	
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 FUEL SOLUTIONS 
BILL BRACKNEY
MANAGER, PRODUCT ENGINEERING AND 
DEVELOPMENT, MOELLER MARINE PRODUCTS
SPARTA, TENN.

When the Envi-
ronmental Pro-
tection Agency 
finalized a series 
of regulations for 
evaporative emis-
sions for the ma-
rine industry in 
2009, it meant a big change for boat manu-
facturers and the industry as a whole.

And for fuel tank manufacturer Moeller 
Marine Products, that meant a new level 
of responsibility as it worked to help its 
builder partners prepare for the change. 
Several innovations from Moeller, under 
the leadership of Bill Brackney, have helped 
manufacturers meet those demands over 
the last several years.

In 2011, the company introduced its poly 
diurnal tanks to meet the barrier and fuel per-
meation requirements, but since then several 
other innovations have furthered its offerings:

 Redi-Tanks – Instead of a custom tank 
like Moeller’s typical offerings, this off-the-
shelf solution gives smaller builders an easy 
tank solution.

 Internal venting – By changing the 
potential location for vents, this option gave 
boat builders more design fl exibility.

 Aluminum tanks – As a polymer tank 
maker, Moeller had looked at aluminum tanks 
as competitors, but the team realized two 
things: they were already welding aluminum 
to make their molds and there were custom-
ers that were never going to want a poly tank. 
This addition helps reach those customers.

 Diurnal components – Since the intro-
duction of diurnal tanks in 2011, the compo-
nents have not come down in price, so Moeller 
decided to develop its own components, re-
sulting in cost savings for its customers.

But what truly sets Moeller apart is its dedi-
cation to being a resource for its customers.

“We sell Moeller on the fact that we are 
a full-service provider,” Brackney said. “We 
want to offer great service and great cus-
tomer satisfaction.”

Earlier this year, Moeller launched its 
TIP Talk, a semi-monthly newsletter that 
offers technical and practical information on 
fuel systems.

Brackney’s team also now offers full-ser-
vice engineering design and consulting.

“We want to be able to service and pro-
vide … a one-stop shop for our customers,” 
Brackney said. “We design the tank, we de-
sign the location of the components, we get 
the tip study out, we can turn it faster, with 
greater customer satisfaction.”

 GROWING 
 MARKETS

STEVE HASHIM
ASIA & MIDDLE EAST SALES MANAGER, 
MALIBU BOATS
BANGKOK, THAILAND

To grow the boat-
ing industry, smart 
manufacturers need 
to fi nd new markets 
both in the United 
States and overseas. 

Malibu identifi ed 
Asia as a market for great potential growth 
and in 2013 Steve Hashim was tasked with 
developing the market. In just a few short 
years he has helped grow sales there by more 
than 300 percent, increasing Malibu’s market 
share from 7 percent to more than 50 percent 
of the tow boat market.

A big part of Hashim’s job has been to 
introduce water sports to a region that is 
relatively unfamiliar with the activities and 
lifestyle compared to the American market.

“Asia is important for Malibu because 
there is an opportunity for water sports to 
grow in the region,” Hashim said. “Water 
sports being a relatively new activity in the 
region, and the idea is that if water sports 
can be as popular as it is in the U.S., then 

BOLD MOVES
2016 MOVERS & SHAKERS

ON THE PREVIOUS PAGES, we profi led our four 2016 Movers & Shakers, but there are 
several other industry leaders working to improve boating.

The six leaders on the following pages are also making bold moves to advance boating 
by improving technology, rebuilding iconic brands and raising the professionalism of the 
entire industry.
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why not other places, such as Asia?”
Still, that lack of knowledge about the sport 

can be a challenge.
“I think the theme that water sports is quite 

new relative to the U.S. is pretty consistent,” he 
said. “Therefore it’s going to take time and a 
bit of patience. And it’s not a sure thing. Also, 
we have some good competition so we have to 
work hard.”

To generate interest in the sport, Malibu has 
focused on producing events throughout the re-
gion, such as the Malibu Tokyo Pro in Japan 
and Malibu Seoul Pro in South Korea. Those 
two countries have so far been the strongest 
markets for Malibu.

“By bringing some of the best wakeboarders 
in the world to these locations, this obviously 
creates some visibility,” Hashim said. “This pro-
vides some exposure not only for Malibu, but 
water sports in general, which helps with intro-
ducing to people. Otherwise we like Southeast 
Asia, because of the good climate, tourism, etc.”

From a product standpoint, thus far consum-
ers there seem to be choosing similar products to 
those that are popular in the U.S. market, but it’s 
probably too early to say what the trends will be.

“I think due to the early stage, it’s going to 
take some time for the product mix to truly de-
fine itself,” Hashim said. “It’s case by case at the 
moment. Malibu has an excellent, wide ranging 
product mix offering, which I think is helpful and 
offers some flexibility.”

So far, the early results have been encourag-
ing, as demonstrated by the large market share 
gains and sales growth. 

“Until about two years ago we hadn’t really 
had a presence in Asia,” Hashim said. “By get-
ting some boats out there and allowing people to 
get in the boats, they can see for themselves and 
make the right choice.”

 STREAMLINING 
 SERVICE

KEVIN HUTCHINSON
FOUNDER/CEO, 
MYTASKIT
WEST PALM BEACH, FLA.

The service department 
is the bread and butter 

of boating. It’s a chance to touch customers on 
a regular basis, and a recurring source of income 
when sales dry up. Plus, without a good service 
experience, boaters leave the pastime and never 
come back. 

Despite that, it is still a relatively low-tech 
operation for many companies. MyTaskit’s goal 
is to change that by introducing technology and 
reducing paperwork in the service pipeline.

With all the communication within com-
panies and with subcontractors, there are a lot 
of inefficiencies that can be addressed and im-
proved upon, said Kevin Hutchinson, MyTaskit 
founder and CEO.

“There’s a ton of paperwork, radio calls, 
text messaging, emails – all that stuff that goes 
back and forth [as they] try to coordinate their 
priorities, the work they should be doing, what 

boats they should be working on,” he said. “We 
have all that stuff going back and forth, none of 
it coordinated.”

The company had started with The Boat Vil-
lage, essentially a social media network that was 
consumer-focused, and coordinating communica-
tion between consumers and service operations.

What Hutchinson and his team learned is 
that there was a bigger need in the industry to 
focus on internal communication first.

“The businesses wanted to start with their 
own enterprise because the need was greater 
there,” Hutchinson said. “It was really the in-
dustry that pushed us to first coordinate better 
service internally and coordinate better service 
with subcontractors.”

The 2014 acquisition of Dockmaster cleared 
the way for the rebranding of the business as 
MyTaskit in 2015, launching the company on a 
growth trajectory.

The coordination module of MyTaskit has 
grown its service pro user base by more than 500 
percent this year and the number of registered 
boat owners has more than doubled.

“Anyone who’s a task-oriented business 
needs this platform,” Hutchinson said. “We 
just have to follow the market. Once we turned 
our attention to that we really saw a dramatic 
growth in our user base.”

 CENTURY COMEBACK
BRYAN LUCIUS
PRESIDENT, CENTURY BOATS
ZEPHYRHILLS, FLA.

Relaunching a shut-
tered boat brand may 
not have seemed like 
the best decision in 
2011. The recession 
had left the industry 
battered, with manu-
facturers, dealers and 
suppliers disappearing at an unprecedented rate.

But that was exactly what Bryan Lucius and 
his family decided to do, purchasing Century 
Boats from Yamaha Marine, which had shut 
down production in December 2009.

“At that time, it wasn’t this slam-dunk deci-
sion,” said Lucius, now the company president. 
“There was certainly a lot of soul searching and 
debating on do we do it, do we not do it. Market 
conditions certainly weren’t telling you to do it. It 
just felt like Century had such a powerful brand 
and name … that it kept drawing all of us to it.”

Now, in 2016, the company is celebrating its 
90th anniversary and recently announced its first 
expansion to the model line, the 24 Resorter. 
The new dual-console Resorter brings back a 
hallowed name from Century’s past. 

Lucius had been building skiffs and bay boats 
since 2004 under the All Craft Marine name. The 
company had been packaging with Yamaha and 
those relationships helped smooth the acquisition.

The heritage of the brand and owner loyalty 
made the brand an attractive target.

“It wasn’t as though Century went bankrupt. 
It was just a strategic shutdown,” Lucius said. 
“There was no ill toward the brand. It was more 
of a mourning that it wasn’t around.”

After moving 66 trailer loads of molds and 
equipment from Panama City to the Zephyrhills 
facility, the biggest challenge has been rebuilding 
the dealer network and showing that Century 
could maintain the quality for which the brand 
was known.

Century’s production peaked at more than 
1,000 boats a year in the mid-2000s. Current 
production is about 12 boats a month. Lucius 
said they company will continue to grow, but 
the management team doesn’t plan to reach the 
levels of the Yamaha era.

9,000+
BOAT OWNERS REGISTERED FOR MYTASKIT
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2016-2017 BOATING INDUSTRY 
WEBINAR PARTNERSHIP 
OPPORTUNITIES
Boating Industry has effectively hosted successful webinars 
for the industry since 2010! Our webinars attract 300+ 
attendees on average and deliver real results for our sponsors. 
Here’s a sampling of some of the topics we can cover:

+ 	F & I Compliance: What you need to know
+ 	Sales Comp Plans: The best ones
+ 	�Event Sales: How to effectively host and sell!
+ 	�P&A Profitability: Little changes make big difference
+ 	Social Media: What you need to know today
+ 	Staffing for Max Profits
+ 	Hiring Best Practices 
+ 	Don’t see your topic? Let us know…

AS A WEBINAR SPONSOR, YOU’LL:
+ 	�Position your company as a Thought Leader in the industry
+ 	Speak directly to your potential customers
+ 	Generate qualified leads
+ 	�Share your company’s expertise, vision and solutions
+ 	�Capitalize on the Boating Industry brand. Studies show 

that connecting a well-respected content provider to your 

webinar drives attendance. Your company will benefit by 

partnering with Boating Industry
+ 	�Webinar sponsorship allows sponsor to participate with 

content in front of your key prospects and clients
+ 	Raise your profile

Webinar
Build your company’s brand recognition and respect by sponsoring a webinar by Boating Industry.

   PRICING

	 Sponsor three or more webinars within 12-month period:............................$6,000 per webinar
	 Single webinar sponsorship:......................................................................................... $8,500 

BOATING INDUSTRY WILL:
+ 	�Provide turnkey execution, including promotion,  

administration and facilitation of webinar
+ 	�Determine speakers and panelists with your input
+ 	�Market webinar to drive awareness and participation 

before, during and post-webinar
+ 	�Provide registration and management of attendees
+ 	�Perform professional moderation of ‘live’ webinar
+ 	Secure expert panelists
+ 	�Provide recording of webinar to be posted on  

www.boatingindustry.com as well as your  

company website
+ 	�Supply a report of webinar attendees and registrants

AUDIENCE        MARKETING SOLUTIONS        PRINT        DIGITAL        EVENTS	
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Marine Dealer Conference & Expo (MDCE)

The Marine Dealer Conference & Expo is the largest 
independent dealer event in North America, and it is developed 
for marine dealers by marine dealers. While at MDCE, 
dealers are exposed to the latest strategies, best practices, 
expert advice and business solutions through more than 30 
educational sessions and numerous networking opportunities. 
Geared to provide high-value content on how to manage, 
strengthen and grow their businesses, the MDCE brings 
together leading dealers with industry and subject-matter 
experts and the businesses that offer them business solutions. 

Four educational tracks focus closely on sales, management, 
marketing, leadership, service, F&I and other topics critical 
to their success. In between sessions, at lunches and during 
numerous networking events, those dealers network with their 
peers and industry suppliers in the largest dealer-specific expo 
hall available. 

ATTENDEES: Marine dealers and industry professionals 
who support them

EXHIBITORS/SPONSORS: More than 100 exhibitors, 
including 30+ boat builders support the MDCE through 
sponsorship or exhibiting.

DECEMBER 10-13 2017
ORANGE COUNTY CONVENTION CENTER
BROUGHT TO YOU BY: 

AUDIENCE        MARKETING SOLUTIONS        PRINT        DIGITAL        EVENTS	
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MDCE will put you and your company up close and 
personal with the best prospects in your target market.

“POWERED BY” SPONSORSHIP
The MDCE “Powered By” Sponsorship is ideal for 
any company looking to gain maximum exposure 
before, during and after the MDCE. This limited-
opportunity MDCE package includes:

 Your company logo will be showcased on the 
cover of all MDCE brochures, including the Show 
Directory, on all registration forms, print promotional 
ads, onsite signage, registration bags, the MDCE 
entrance unit, the digital podiums at the general 
sessions, and more.

 Powered By Sponsors can choose one event 
to sponsor from a list of special event sponsorship 
opportunities on-site. 

 Your company’s ads will be featured on the 
official MDCE website as well as on  
BoatingIndustry.com’s MDCE pages.

 Your company’s ads will be featured in multiple 
e-newsletters to 15,000 email subscribers.

 Your company literature, up to four pages, will be 
inserted into 1,400 registration bags.

 Your sponsorship comes with four 
complimentary attendee registrations.

 And a substantial booth space of up to 20’ x 20’ is 
included in the Powered By package and if you desire 
more space, you’ll be provided with preferred rates.

TRACK SPONSORSHIP
Demonstrate your commitment to helping dealers 
grow by sponsoring one of the four educational 
tracks offered at the MDCE. This limited-opportunity 
MDCE package includes:

 Your logo will be showcased on high-impact 
signage on-site at the MDCE, right outside the entry 
to the Track Sessions.

 Your logo will also be placed strategically on 
the door panels around the main doorways into the 
Track Sessions.

 Your company will be announced as the  
Track Sponsor at the beginning of each day’s 
educational sessions.

 A representative from your company will be 
introduced by the MDCE Show Staff and will have the 
opportunity to introduce the first speaker of each day.

 Your company logo will be displayed prominently 
on podium signage, inside the onsite brochure, and 
on track signage.

 Your company literature, up to four pages, will be 
inserted into 1,400 registration bags.

 Your company will be listed as a Track Sponsor 
on the official MDCE website.

Sponsor

SPONSORED BY

PRESENTED BYBoating Industry
Boating Industry

p01x27-BI15MDCE-Guide.indd   1
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FLASH DRIVE SPONSORSHIP
Stay in front of MDCE attendees on a year-round 
basis by placing your company logo on one of the 
most coveted take-home items the event provides 
to its attendees. Not only does this flash drive 
include the slide decks and take-home materials 
from many of the MDCE presentations, but we’ll 
also include your company literature, as well. 

PEN SPONSORSHIP
Become an integral part of the MDCE experience 
and sponsor the pens that dealers will use to take 
notes and jot down ideas they will use to improve 
their businesses. We’ll provide a high-quality pen 
with your logo on it (which you can pre-approve) 
into the hands of every attendee of MDCE. The 
Pen Sponsorship is the perfect way to remain 
top-of-mind throughout the event.

OFFICIAL SPONSORSHIP
The Official Sponsorship is ideal for any company 
that wants to maximize its presence at MDCE 
with on-site promotion and a physical exhibit. 
This MDCE sponsorship opportunity includes:

 Your logo on all signage promoting the 
numerous between-session breaks at the MDCE. 

 Your company literature, up to four pages, will 
be inserted into 1,400 registration bags.

 Your company will be listed as an Official 

Sponsor on the official MDCE website.
 Your sponsorship comes with two 

complimentary attendee registrations.
 And a 10’x10’ booth space is included in the 

Official Sponsor package, and if you desire more 
space, you’ll be provided with preferred rates.

ADVERTISE
Make sure your company message is in the 
hands of every MDCE attendee at the show. 
Pique their interest and drive them to your 
booth by advertising in the MDCE Show 
Directory. Attendees utilize the Show Directory 
for the critical information needed to navigate 
MDCE, such as the schedule of events, track 
and session information, speaker bios, list of 
exhibitors, exhibitor map, interviews with top 
speakers and more. 

Full-page 4-color:  $2,200
Half-page 4-color:  $1,450
Quarter-page in Marketplace section:  $775

EXHIBIT
Display your products and services at what other exhibitors call their  
“No. 1 show of the year.”

Larger booth space pricing and customized bulk space is also available 
upon request. All display sizes include two attendee badges, a FREE 
listing on the official MDCE website, and inside the show directory.

  10’ x 10’ booth space 

  10’ x 20’ booth space 

  10’ x 30’ booth space 

  20’ x 20’ exhibit space

  20’ x 30’ exhibit space

  20’ x 40’ exhibit space

  30’ x 30’ exhibit space

  30’ x 40’ exhibit space

  40’ x 40’ exhibit space

  40’ x 50’ exhibit space

Sponsor

ENTRANCE

http://www.BoatingIndustry.com
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Jonathan Sweet
763-383-4419
Editor-In-Chief
jsweet@boatingindustry.com

INTELLIGENCE YOU 
CAN PROFIT FROM

Boating Industry is published by EPG Media & Specialty Information, the leading source of information in the powersports and 
marine industries, with titles such as Powersports Business, Rider, Thunder Press and SnowGoer, in addition to a number of 
events, websites and electronic media options.

CONTACT US:  

Amy Collins
763-383-4423
Vice President
acollins@boatingindustry.com

CONTACT

Liz Keener
763-383-4413
Senior Editor
ekeener@boatingindustry.com

Brianna Liestman 
763-383-4424
Managing Editor
bliestman@boatingindustry.com

Boating Industry is 
audited by and adheres 
to the standards of

Kathy Johnson 
763-383-4409
National Sales Director 
kathy.johnson@boatingindustry.com

For States, Provinces and International: Alaska, Arizona, California, Colorado, Delaware, 
Georgia, Hawaii, Idaho, Illinois, Indiana, Iowa, Kansas, Louisiana, Maine, Michigan, 
Minnesota, Missouri, Montana, Nebraska, New Hampshire, New Jersey, New Mexico, 
Nevada, North Dakota, Ohio, Oklahoma, Oregon, Rhode Island, South Dakota, Texas, Utah, 
Vermont, Virginia, Washington, Wisconsin, Wyoming

Canada: British Columbia, Manitoba, Saskatchewan, Ontario.

International.

Christopher Pelikan 
763-383-4408
Senior Account Manager
cpelikan@boatingindustry.com

For States and Provinces: Alabama, Arkansas, Connecticut, Florida, Kentucky, Maryland, 
Massachusetts, Mississippi, New York, North Carolina, Pennsylvania, South Carolina, 
Tennessee, West Virginia

Canada: New Brunswick, Nova Scotia, Quebec.
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Dodi Vessels
763-383-4446 
Managing Art Director
dvessels@boatingindustry.com

Kelsey Houle
763-383-4450
Production Artist
khoule@boatingindustry.com

Susan Clement
763-383-4454
Show Director
sclement@boatingindustry.com
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