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Executive Summary: Three key messages

Assignment
Delivered

Testing
Performed

Qualified
Handraisers

During the 2026 Spring / Summer SYOH campaign the test and learn media program
provided further proof that Discover Boating can deliver on its mission of reaching, inspiring
and engaging boaters

Drove a 5% increase in boating-related search volume (Reach)
Generated 3M incremental on-water visits (Inspire)

Produced 2.3x growth in DB.com visitors, to OEM, Dealers, Clubs (Engage)
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Pre FY26 Test & Learn: Advisory Group aligned on what
Discover Boating IS and ISN’T”

DISCOVER BOATING IS A MOVEMENT

1 R O 0O

Discover N each, i~ W Fillthe 2> N Market @)

Boating Inspire Marketing Void Impact

ISN'T New Boaters 8 P

& & &
Change the Guide the Grow the pie,
story, spark journey, fuel an engine for
the desire the funnel lasting growth
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Growth Requires the System to Work Together

R E A C H Discover Boating
____________________  CATEGORY

I N S P I R E Discover Boating MARKETING

Discover Boating
OEM / Club / Dealer / HANDRAISERS

Shows

OEM/Club/ PERFORMANCE

______________________________ MARKETING



Results Covered Today

Five Strides Since October 2025

Together with members & dealers, we’re making Discover Boating sharper, more focused and more accountable than it has ever been

STATUS

Complete

Complete

Complete

Complete

STRIDE

Purpose

Measurement

Audience/
Creative

Optimization

Continued
Improvement

FROM

Trying to be everything to everyone ‘

No alignment on what success
means

Broad approach

Limited testing capabilities

Build off current progress

TO

Top of the funnel: owning category
awareness

Health Score Index — one shared
scorecard

Focused target /
Personalized creative

Rigorous testing on targeting,
creative, and media

Increase scale for 2027
Test more improvements
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Overview and Objectives

WHAT WE SET OUT TO ANSWER

1 €A

Does Discover Boating media

; ¥

What is the upside and ceiling

2 AR

Can the media be made more

for media spend to drive
incremental industry value?

productive?

drive measurable interest,
participation, and value to the
industry?

WHAT WE DID

Conducted 3 Discover Boating media tests during the 2026 boating season (May—July), testing targeting,
creative, and budget
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DB Media Impact | Lift in Users and Handraisers;
new targeting increases users

Test Cells

Dark - Markets without media as
control
Legacy - Interest targeting (Outdoor

Enthusiasts)
New - Geo/Demo targeted (high
boat-density + demographics)

Lift from DB Media

At minimum 22% lift in Users from
dark markets to DB Media markets

At minimum 80% lift in
Handraisers from dark markets to
DB Media markets

DB.com Users (daily avg) B Hand Raisers (daily avg)

7,676
6,295
5,083
160 163
74
(DF:14 ¢ Legacy New
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Each wave built on the last to drive greater impact

Optimization drove +46% more visitors at the same spend, with +43—-89% incremental upside from scaling spend

Wave A — May 2026 Wave B — June 2026 Wave C — July 2026
Targeting P Creative @ Spend
Te st Tested boat-density vs Tested personalized creative Tested spend at

legacy targeting vs static 1X, 2Xand 4X

+23% More site visitors, +19% More visitors and o .
Result hand raisers from higher more engaged hand +43<;§I9e ﬁm;};iv:;?rs
intent locations raisers P
+43-89% 3.49M
Scale
DB.com Visitors
May/June/July +19% ~ Spend
+23% T — Optimi
1.27M _020M i
Baseline A.Targeting B.Creative C. Spend Post
A+B+C

#DBSUMMIT N



Summary of Key Test Learnings

Future Market

0 Interest Increased e Participation 9 Demand Secured

Influenced
7O\ /
%83 DUUH

=]

+ 5%

Boating search volume

+3M (+4%) r 2.3x

Incremental on-water visits DB.com Visitors

| _ and Hand Raisers
- DB Mec.i@ drove +3M incremental on- * Increased participation (vs no media) and
water visits from May to July digital interest will drive future sales

* DB Media drove 5% more google searches
for boating terms (boats and activities)

Note: Google Search, on-water activity, and DB.com metrics are measured against a no-media control group matched to the media test groups on seasonality, geography, and demographics. NY/LA excluded
from search as outliers
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Path forward: accelerate and scale impact with more
media and new learnings

FY2026 FY2027 FY2028

TEST ACCELERATE SCALE

* Foundation improved: new Work with Revenue Task Force to Work with Revenue Task Force to
targeting and creative proven determine level of investment determine level of investment

» Participation and search interest Continue to optimize and learn N
up , - what we don’t know (channel mix,
* Budget upside quantified seasonality) to allow continued

optimization of media

Compound participation and
search gains

Apply learnings to Boat Show Efficiency and headroom keep

marketing Continue to optimize Boat Show

« Map Movable Middles against marketing

historical ticket buying Complete participation study
* Integrate Dynamic Creative into
Paid Media

rising

Continue participation study

.. . Refresh of IPSOS consumer study
Improve efficiency, raise budget

potential
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THANK YOU
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MEASURING MARKET MOMENTUM:
DISCOVER BOATING HSI UPDATE

Cory Waite
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WHAT ARE WE COVERING?

* Discover Boating’s Journey to the HSI
* What the HSI is and how it works

* Why it matters to the industry
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Success means reaching more people
who could become boaters and
Iinspiring them to engage with boating
- all measured with a Health Score
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4 ' T,

HEALTH SCORE INDEX TIMELINE

DISCOVER

A BO/\TINGE
T

N
0

/2
7 BREAKING DOWN THE HSI “

Reach:
each:
-
AUGUST Inspire: .
HSI: 74% 47% [kl
Engage:
| o

DISCOVER
AN BOATINC

Summit 25 Summer Webinars
(October) (July-Sept)

Fall 2025 Winter 2025 Summer 2026 Fall 2026

Dashboard & Metric Summit 26
Rollout (April) (October)

EleYNil[cl Health Score Index August 2026 -l-l-l-l-
Weighted score of { !
Yoy KPIs indexed to
126 1 +10% achievement of their = v s e ke M ke Sop oo o oo
Change 959% highest point in

the past 3 years

3 Target Segment Reach

TODAY

Interest 3 Share of Voice (%)
2 Search Trends (index)

- DB.com Content Use

Inspire >Social Engagement

> Event Attendance (K)

- Qualified Referrals (K)
Evaluate
- Participation (M)
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COMPONENTS
OF THE HSI

1. Monthly Trend Card

2. Period over Period
Comparisons Card

3. HSI Core Metrics
Breakout Card

DISCOVER &=
AN BOATING =

*Monthly HSI

Ith Score Inde
L Aug

Inspire

Show Event Attenda
Participation (Montl

Participation (Annual)

pares perform

Health Score Index (HSI) August-2026

Current Month Score
74%

Compare in %-Pts

2024 Benchmark

100%

parable month in reference period.
re
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1. MONTHLY TREND & 2. PERIOD COMPARE

*Monthly HSI

120%

On Target (=90%)

100%

Health Score

ne performance, whic

I'a1ar

2026

* Health Score Index is me in
. e is mes against a bas |n-=u’rl"a1a-, ._ﬂll [_wrh::rman-"-:

in 2024,

Monitoring
Your
Charge

100%

Current Month Score
FYTD Score

85% 81%

Compare in %-Pts
MoM Change *FYTD MoM Change

! i
+1% +2%
**T12 MoM Change

-2%

May 2026 performance to aggregate

Yo {"'hangﬂ‘

1|::arc--= aggregate Jun 2025 - May 2026 performance fo aggregate
performance

=

75%

/
30%

A\ /N

50%

10% 0%

DBSUMMITIN




3. HSI CORE METRICS BREAKOUT

HSI Metric Breakouts
Metric *Current HS oM %-Pt Cl =YoY YoY %-Pt Ch
Target Segment Reach
90%

Market Visibility

Search Trends 110%

DB.com Engagement 3%

Hand Raisers
Boat Show Event Attendance
Participation (Monthly)

Participation {Annual)

DB Marketing Pop-Up Events |

* Compares performance as of May omparable month in reference *** Compares performance as of May 2
period. This is the ed value s the Health re period

** Compares performance as of Apr 2026 to comparable month in reference period DB Marketing Pop-Up Ewv
ing in the future. DB Mar

Reach - 40% - Fishing where the fish are
Inspire - 30% - Casting the right lures
Engage - 30% - Landing the trophy fish
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CORE METRIC WEIGHTING

Funnel Funnel Metric Metric
Stage Weight Weight

Target Segment Reach
Market Visibility
Search Trends

DB.com Engagement

Inspire Social Engagement

DB Marketing Pop-Up Events**Future
DB.com Hand Raisers

Boat Show Event Attendance
Participation (Monthly)

Participation (Annual)**Future
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HSI AUGUST
RECAP

1. Paid activity ramped
down for the end of the
Fiscal year.

2. Seasonality in external
data tapered from peak.

3. Market visibility
remained strong and
evergreen.

M DSSOVER ££  Health Score Index (HSI)

August-2026

Current Month Score
74%

Compare in %-Pts

*Monthly HSI
2024 Benchmark

Ith Score Inde
L Aug

Inspire

Show Event Attenda ¥

Participation (Montl 100%

Participation (Annual)

parable month in reference period.
re

pares perform
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BREAKING DOWN THE HSI

Weight HSI Trends by Funnel Group
40% 120%
100%
80% I“-_q D
60%
30% 40% I I
20%
0% 89% 84% 84% 71% 83% 74%
30% 26-Mar 26-Apr 26-May 26-Jun 26-Jul 26-Aug

B HS| —+-Reach —e—=Inspire =—e—Engage
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REACH: FISHING WHERE THE FISH ARE

Metrics within REACH
articulate how well
Discover Boating is Finding
potential Boaters.

Reach represents 40% of
the marketing funnel efforts
for Discover Boating.

140%

120%

100%

80%

60%

40%

20%

0%

Reach Metrics Trend

-

. >

59%

15%
69% I 78% I 78% I 78% I 81% I 83% I 82% I 75% l 74% W 75% W 71% @ 89% B 91%

&
@’o ] % < o o f»
Q¥ @ ¥ LY LY Y ¥ v v a® v f»

S F o F 4

<> $ )
) P Q 3
N & Gﬁ‘ @,V’ €‘ ,o,\

I \Weighted Score  —e—Market Visibility —e=—Search Trends —#—Target Segment Reach
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INSPIRE: CASTING THE RIGHT BAIT

Metrics within INSPIRE Inspire Metrics Trend
articulate how well
Discover Boasting is
sparking further research.

24%

47%

Inspire represents 30%

of the marketing I B SR R N P )
funnel efforts for
Discover Boating.

) RN
S o »
A

mmm Weighted Score n  —+—DB.com Enagagement  —e—Social Engagement

DBSUMMITIN




ENGAGE: LANDING THE FISH

Metrics within Engage Engage Metrics Trend
ar.tlculate how \!vel! Ja00
Discover Boasting is 120%
taking the next step, 100% :
getting on the water. 80% I

1-| HYENNE

40%
Engagfe :\epreseknts ZZ‘T 85% M 97% 69% 85% B 84% B 85% B 83% M109%M 84% M 83% M 81% M 88% M 79%
30% of the marketin ” N
funnel efforts f 2 P A S A P

unhel erforts ror DA S A, SR, - AR, A A A S S N Y

D ISCOover BOatI n g. m \Weighted Score —+—Boat Show Event Attendance —e— Hand Raisers —e—Participation
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THE HSI & 101 WEBINARS ARE LIVE ON
B2B.DISCOVERBOATING.COM

" D'SCOVER register |
AN BOATING

INDUSTRY RESOURCE CENTER

Powered by the MRAA & NMMA
About Research & Education Tools You (

Health Score Index (HSI)
Funding Models

Contacts

CAMPAIGN invit
explore life in, on, &

PR .

Available on B2B.DiscoverBoating.com/health-score.aspx
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THE HEALTH SCORE IS
OUR SCOREBOARD

If the health score goes up, it means more people
are discovering boating, engaging with it, and
being referred, and when that happens...

WE WILL GROW BOATING
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THANK YOU

For any further questions,
you can email
Kevin.Williams@nmma.org
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