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Statements Regarding Forward-Looking Statements

The statements contained in this report on ForrK 18at are not purely historical are forward-loakin
statements within the meaning of applicable sdesrlaws. Forward-looking statements include statem
regarding our “expectations,” “anticipation,” “imtons,” “beliefs,” or “strategies” regarding thetfire. Forward-
looking statements relating to our future econop@dormance, plans and objectives for future opamat and
projections of revenue and other financial itenad #ire based on our beliefs as well as assumptiande by and
information currently available to us. Actual résutould differ materially from those currently mipiated as a
result of a number of factors, including those désed in Item 1A. Risk Factol
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PART I

Item 1. Business

Introduction

Our Company

We are the largest recreational boat dealer itUthited States. Through 88 retail locations in Alaba Arizona
California, Colorado, Connecticut, Delaware, FlariGeorgia, Maryland, Minnesota, Missouri, Nevadiayw
Jersey, New York, North Carolina, Ohio, Oklahomhoge Island, South Carolina, Tennessee, Texad/Jtid we
sell new and used recreational boats, includingsulee, and fishing boats, with a focus on premivamds in each
segment. We also sell related marine productsydiicy engines, trailers, parts, and accessoriesddition, we
arrange related boat financing, insurance, anchdeig service contracts; provide repair and maimesaervices;
offer boat and yacht brokerage services; and, wéreadable, offer slip and storage accommodations.

We are the nation’s largest retailer of Sea Ragt@oWhaler, Meridian, and Hatteras recreationatdand
yachts, all of which are manufactured by Brunswickporation. Sales of new Brunswick boats accoufae
approximately 59% of our revenue in fiscal 2006uri&awick is the world’s largest manufacturer of marproducts
and marine engines. We believe our sales repraséanexcess of 13% of all Brunswick marine salesluding
approximately 40% of its Sea Ray boat sales, dwing2006 fiscal year. Through operating subsidsrive are a
party to dealer agreements with Brunswick covetirgge products and we are the exclusive dealexabf i our
geographic markets.

We are the exclusive dealer for Italy-based Fer@tiup for Ferretti Yachts, Pershing, Riva, Apreae) and
Mochi Craft mega-yachts, yachts, and other reaygatiboats for the United States, Canada, the Basaamd
Mexico. We also are the exclusive dealer for Bentia the United States (excluding the Florida peuia and
certain portions of New England), Canada, and thieaBnas.

We commenced operations as a result of the MartB98 acquisition of five previously independent
recreational boat dealers. Since that time, we hageired 20 additional previously independenteational boat
dealers, two boat brokerage operations, and tweaéulice yacht repair operations. We capitalizah@nexperience
and success of the acquired companies in ordestablesh a new national standard of customer seiu
responsiveness in the highly fragmented retailibgahdustry. As a result of our emphasis on prembrand boats,
our average selling price for a new boat in fi206 was approximately $116,000, an increase of ftab fiscal
2005, compared with the industry average calen@@b 2elling price of approximately $31,000 basedhoistry
data published by the National Marine Manufactufessociation. Our stores, which operated at leashanths,
averaged approximately $17.1 million in annual satefiscal 2006. We consider a store to be ormaare retail
locations that are adjacent or operate as ong/eRtit the fiscal year ended September 30, 2006)aslerevenue of
$1.2 billion, operating income of $84.0 million,danet income of $39.4 million. Our same-store salereased
approximately 7% in fiscal 2006 and has averaggdeqimately 12% for the last five years.

We adopt the best practices developed by us andaguired companies as appropriate to enhancebdity &
attract more customers, foster an overall enjoybhb#ging experience, and offer boat manufacturtatsies and
professional retail distribution and a broad gepbiapresence. We believe that our full range ofises, nohaggle
sales approach, prime retail locations, premiundpcbofferings, extensive facilities, strong marragat and team
members, and emphasis on customer service anthstitin before and after a boat sale are competétvantages
that enable us to be more responsive to the ndexgsting and prospective customers.

The U.S. recreational boating industry generatgd@apmately $37.3 billion in retail sales in calem@005,
including sales of new and used boats; marine mtsgdsuch as engines, trailers, equipment, andsacotes; and
related expenditures, such as fuel, insurance,idgc&torage, and repairs. Retail sales of newused boats,
engines, trailers, and accessories accounted fooripately $28.9 billion of these sales in 2005dzhon industry
data from the National Marine Manufacturers Asstam The highly fragmented retail boating indusggnerally
consists of small dealers that operate in a simgieket and provide varying degrees of merchandigiragfessional
management, and customer service. We believe thay small dealers are finding it increasingly difli to make
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the managerial and capital commitments necessaghi@ve higher customer service levels and upggskems
and facilities as required by boat manufacturetsdemanded by customers. We also believe that mealgrs lack
an exit strategy for their owners. We believe tHaséors contribute to our opportunity.

Strategy

Our goal is to enhance our position as the natilm@ding recreational boat dealer. Key elementsuof
operating and growth strategy include the following

< emphasizing customer satisfaction and loyalty l®ating an overall enjoyable boating experienceirméog
with a negotiatio-free purchase process, superior customer servidep@mier facilities

« achieving efficiencies and synergies among ouraijers to enhance internal growth and profitahil
« emphasizing employee training and developm
« offering additional products and services, inclgdihose involving higher profit margin

 pursuing strategic acquisitions to capitalize ugmnconsolidation opportunities in the highly fraemted
recreational boat dealer industry by acquiring tidal dealers and related operations and improtheq
performance and profitability through the implenatinn of our operating strategie

« opening additional retail facilities in our exiggiand new territories
« promoting national brand name recognition and tlaeihMax connectior
« expanding our Internet retail operations and mange

« emphasizing the “best practices” developed by ascam acquired dealers as appropriate throughaut ou
dealerships

 operating with a decentralized approach to theatmral management of our dealerships;

« utilizing technology throughout operations, whigltifitates the interchange of information and ermean
cros«-selling opportunities throughout our compa

Development of the Company; Expansion of Business

MarineMax was founded in January 1998. MarineMaglftf however, conducted no operations until the
acquisition of five independent recreational bazdldrs on March 1, 1998, and we completed ourlmtiblic
offering in June 1998. Since the initial acquisiBan March 1998, we have acquired 20 additionadeaional boat
dealers, two boat brokerage operations, and tweséulice yacht repair operations. Each of our aegudealers is
continuing its operations under the MarineMax nam@ wholly owned operating subsidiary of our conypa

We continually attempt to expand our business lbyiding a full range of services, offering exteresand
high-quality product lines, maintaining prime rétatations, pursuing the MarineMax Value Priceesapproach,
and emphasizing the highest level of customer serand customer satisfaction.

We also evaluate opportunities to expand our ojpeErmby acquiring recreational boat dealers to espaur
geographic scope; expanding our product lines; iogemew retail locations within our existing teorites; and
providing new products and services for our custsme
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Acquisitions of additional recreational boat deslepresent an important strategy in our goal tmeoe our
position as the nation’s leading retailer of reticeeal boats. The following table sets forth infation regarding the
businesses that we have acquired and their gedgraggions.

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 Marine Centers of Arizona,
Inc.

Stovall Marine, Inc.

Cochran’s Marine, Inc. and C & N
Marine Corporatior

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.

Clark’s Landing, Inc. (selected New
Jersey locations and operatio

Associated Marine Technologies, Ir

Gulfwind Marine Partners, Inc

Seaside Marine, Inc

Sundance Marine, Inc

Killinger Marine Center, Inc. and
Killinger Marine Center of Alabama,
Inc.

Emarine International, Inc. and Steven
Myers, Inc.

Imperial Marine

Port Jacksonville Marin

Port Arrowhead Marina, Inc

Great American Marina(1

Surfside— 3 Marina, Inc.

(1) Joint venture

Acquisition Date

March 199!
March 199!
March 199!
March 199!

March 199!
April 1998

July 199¢

July 199¢
September 19¢
September 19¢
September 19¢
October 199
February 199
March 199
April 199¢
August 199
December 19¢

April 200C
January 20C
April 2002
July 200:
June 200

September 20(

October 200
June 200
June 200

January 20C

February 200

March 200!

Geographic Regior

Southeast Florid

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

Northern California and Arizon
Georgia

Minnesots

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 Florids
Southern Californii
Colorado

Northwest Florida and Alaban

Southeast Florid

Baltimore, Marylanc

Northeast Florid:

Missouri, Oklahom:

West Floride

Connecticut, Maryland, New York, Rhode
Island

Apart from acquisitions, we have opened 20 newilrgizations in existing territories, excluding g®opened
on a temporary basis for a specific purpose. We mlsnitor the performance of our retail locations &lose retail
locations that do not meet our expectations. Baseithese factors, we have closed nine retail lonatsince March
1998, excluding those opened on a temporary base $pecific purpose.
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As a part of our acquisition strategy, we frequeptigage in discussions with various recreationat bealers
regarding their potential acquisition by us. Inection with these discussions, we and each patexttquisition
candidate exchange confidential operational arehfifal information, conduct due diligence inquiriasd consider
the structure, terms, and conditions of the poséatiquisition. In certain cases, the prospectogpissition candidat
agrees not to discuss a potential acquisition aith other party for a specific period of time, gsams an option to
purchase the prospective dealer for a designated guring a specific time, and agrees to takeradh#ons
designed to enhance the possibility of the acdaisisuch as preparing audited financial informatmd converting
its accounting system to the system specified byPatential acquisition discussions frequently taleee over a
long period of time and involve difficult busingssegration and other issues, including in somesamanagement
succession and related matters. As a result oé thed other factors, a number of potential acqorstthat from
time to time appear likely to occur do not resnlbinding legal agreements and are not consummated.

In addition to acquiring recreational boat deaberd opening new retail locations, we also add nendyxt
lines to expand our operations. The following tad#és forth various product lines that we have dddeur existin

locations:

Product Line Fiscal Yeal Geographic Region

Boston Whale 1997 West Central Florida; Stuart, Florida; Dallas, T

Hatteras Yachts Florida (excluding the Florida panhandle) and dstiion

rights for products over 82 feet for North and $out

199¢ America, the Caribbean, and the Bahal

Boston Whale 199¢ Ohio

Boston Whale 200( North Palm Beach, Floric

Baja 2001 Houston, Texas and Las Vegas, Nev

Meridian Yachts Florida, Georgia, North and South Carolina, Neveder
200z Ohio, Minnesota, Texas, and Delaw

Grady White 200z Houston, Texa

Hatteras Yacht 200z Texas

Boston Whale 200¢ North and South Carolir

Century 200¢ North and South Carolir

Ferretti Yachts, Pershing, Riva,

Apreamare, and Mochi Cre 200¢ United States, Canada, the Bahamas, and M

Bertram United States (excluding the Florida peninsula and
200¢ portions of New England), Canada, and the Baha

Princecraft California, Delaware, Georgia, Maryland, Minnesota,
200¢ New Jersey, Ohio, and Tex

Baja 200t Tempe, Arizona, Colorado, Dallas, Texas, and |

Boston Whale 200t Houston and Dallas, Tex

Tracker Marine 200t Las Vegas, Nevac

Azimut 200¢ Northeast United States from Maryland to Ma

Atlantis 200¢ Northeast United States from Maryland to Ma

Cabo 200¢ Cape Haze, Clearwater, Destin, and Naples, Fl¢

Laguna 200¢ Florida, New Jersey, New Yol

As we add a brand, we believe we are offering aaiign for our existing customer base or fillingap in our
product offerings. As a result, we do not beligvat new product offerings will compete with or cératize the
business generated from our other prominent brands.

We plan to continue to expand our business thraagjuisitions in new geographical territories, néwes
openings in existing territories, and new prodired. In addition, we plan to continue to expartkeoservices,
including conducting used boat sales; offering yactu boat brokerage services; offering our custsrites ability
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to finance new or used boats; offering extendedieeicontracts; arranging insurance coverage, distuboat
property, credit-life, accident, disability, andsoalty coverage; selling related marine produatduding engines,
trailers, parts, and accessories; providing maariea and repair services at our retail locationkseadrstand-alone
service facilities; and expanding our ability t@yide slip and storage accommodations.

We maintain our executive offices at 18167 U.S.Higy 19 North, Suite 300, Clearwater, Florida 3376
our telephone number is (727) 531-1700. We wererparated in the state of Delaware in January 1898ss the
context otherwise requires, all references to “MeMax” mean MarineMax, Inc. prior to its acquisgitiof five
previously independent recreational boat dealelarnch 1998 (including their related real estatepanies) and ¢
references to the “Company,” “our company,” “weyis;” and “our” mean, as a combined company, MariagM
Inc. and the 20 recreational boat dealers, two bazkterage operations, and two full-service yaeptir operations
acquired to date (the “acquired dealers,” and togrewvith the brokerage and repair operations, ‘afieg
subsidiaries” or the “acquired companies”).

Our website is located atww.MarineMax.com. Through our website, we make available free afrgh our
annual report on Form 10-K, our quarterly reportd-orm 10-Q, our current reports on Form 8-K, auxyg
statements, and any amendments to those repedsoiilfurnished pursuant to Section 13(a) or 16{dhe
Securities Exchange Act of 1934. These reportsieadable as soon as reasonably practicable atter w
electronically file those reports with the Secestand Exchange Commission. We also post on owsiteghe
charters of our Audit, Compensation, and Nomind@ugporate Governance Committees; our Corporate
Governance Guidelines, Code of Business ConducEémds, and Code of Ethics for the CEO and Sefioancial
Officers, and any amendments or waivers theretth;agny other corporate governance materials contagpby
SEC or NYSE regulations. These documents are absitable in print to any stockholder requestingpaycfrom ou
corporate secretary at our principal executiveceti




Table of Contents
BUSINESS

General

We are the largest recreational boat dealer ititited States. Through 88 retail locations in Alala Arizona
California, Colorado, Connecticut, Delaware, FlariGeorgia, Maryland, Minnesota, Missouri, Nevadew
Jersey, New York, North Carolina, Ohio, Oklahomho&e Island, South Carolina, Tennessee, Texad/Jtaig we
sell new and used recreational boats, includingguiee boats (such as sport boats, sport cruigeng,yachts, and
yachts), and fishing boats, with a focus on premiwemds in each segment. We also sell related marimducts
including engines, trailers, parts, and accessdrieaddition, we arrange related boat and yactarfting, insuranc
and extended service contracts; provide repaimagidtenance services; offer boat and yacht brokesagvices;
and, where available, slip and storage accommausatio

We are the nation’s largest retailer of Sea Ragt@oWhaler, Meridian, and Hatteras recreationatband
yachts. Sales of new Sea Ray, Boston Whaler, Matjdind Hatteras recreational boats and yachtls,afachich is
manufactured by Brunswick Corporation, accountedafiproximately 59% of our revenue in fiscal 20BBunswick
is the world’s largest manufacturer of marine piidiand marine engines. We believe our sales rexpiexs in
excess of 13% of all Brunswick marine sales duang2006 fiscal year. Our principal operating sdlssies are a
party to dealer agreements with Brunswick covetirgge products and are the exclusive dealer of lsoats in its
geographic market. We also have the right to sattédas Yachts throughout the state of Floridal(elag the
Florida panhandle) and the state of Texas, asasdlhe distribution rights for Hatteras productsra®2 feet for
North and South America, the Caribbean, and theaBals. We have distribution rights for Meridian Yisdm most
of our geographic markets, excluding Arizona, @atifa, Colorado, Nevada, and Utah. We are the ekawealer
for Italy-based Ferretti Group for Ferretti YacH®®rshing, Riva, Apreamare, and Mochi Craft megahitgs yachts,
and other recreational boats for the United St&asada, the Bahamas, and Mexico. We also areithesere
dealer for Bertram in the United States (excludhmegyFlorida peninsula and certain portions of Newl&nd),
Canada, and the Bahamas. We are also the exchlsaler for Cabo Yachts throughout the state ofiéloWe are
the exclusive dealer for Italy-based Azimut-Ben&ftoup for Azimut and Atlantis mega-yachts, yachts] other
recreational boats for the Northeast United Stites Maryland to Maine.

U.S. Recreational Boating Industry

The total U.S. recreational boating industry getegt@approximately $37.3 billion in retail salesalendar
2005, including retail sales of new and used reimeal boats; marine products, such as engindiergaparts, and
accessories; and related boating expenditures,asufifel, insurance, docking, storage, and repRetail sales of
new boats, engines, trailers, and accessories atmbtor approximately $28.9 billion of such sale2005. Retall
recreational boating sales were $17.9 billion mldte 1980s, but declined to a low of $10.3 hillio 1992 based ¢
industry data published by the National Marine Masturers Association. We believe this decline atsbuted to
several factors, including a recession, the Gulf Vead the imposition throughout 1991 and 1992 lofkary tax on
boats sold at prices in excess of $100,000. Therjubax was repealed in 1993 and, with the excepmfol998 and
2003, retail recreational boating sales have irseéa&very year since.

The recreational boat retail market remains higtdgmented with little consolidation having occurte date
and consists of numerous boat retailers, most alwdwre small companies owned by individuals thrate in a
single market and provide varying degrees of merdising, professional management, and customeicgeihve
believe that many boat retailers are encounteringeased pressure from boat manufacturers to inegeir levels
of service and systems, increased competition fewger national retailers in certain product linasgl, in certain
cases, business succession issues.

Strategy

Our goal is to enhance our position as the natitmading recreational boat dealer. Key elementsuofstrategy
include the following:

Emphasizing Customer Satisfaction and Loyaltye seek to achieve a high level of customerfsation
and establish long-term customer loyalty by crepéin overall enjoyable boating experience
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beginning with a negotiation-free purchase procé&sfurther enhance and simplify the purchase E®by
helping to arrange financing and insurance at etailrlocations with competitive terms and streaedi
turnaround. We offer the customer a thorouglvater orientation of boat operations where avadlaht well a
ongoing boat safety, maintenance, and use senmandrdemonstrations for the customer’s entire fanvilg
also continue our customer service after the saledding and sponsoring MarineM@&etawaysgroup
boating trips to various destinations, rendezvatbeyings, and on-the-water organized events teiggaur
customers with pre-arranged opportunities to ettj@ypleasures of the boating lifestyle. We alsceandr to
provide superior maintenance and repair servidésn through mobile service at the customer’s viptand
with extended service department hours and emeyganeice availability, that minimize the hassléboat
maintenance.

Emphasizing Best PracticesWe emphasize the “best practices” developed ndsour acquired dealers
as appropriate throughout our locations. As an @@mve follow a no-haggle sales approach at e&oluo
dealerships. Under the MarineMax Value-Price apgrpae sell our boats at posted prices, generally
representing a discount from the manufacturer’'gsated retail price, thereby eliminating the anegbf price
negotiations that occur in most boat purchaseadtition, we adopt, where beneficial, the bestfres
developed by us and our acquired dealers in tefrosation, design, layout, product purchases, teaiance
and repair services (including extended servicasand mobile or dockside services), product mixpleyee
training, and customer education and services.

Achieving Operating Efficiencies and Synergiad/e strive to increase the operating efficiencitand
achieve certain synergies among our dealershipedier to enhance internal growth and profitabilitye
centralize various aspects of certain administeafiinctions at the corporate level, such as acaayrfinance,
insurance coverage, employee benefits, marketiraegic planning, legal support, purchasing astridiution,
and management information systems. Centralizatidhese functions reduces duplicative expenses and
permits the dealerships to benefit from a levedasle and expertise that would otherwise be ureailto eac
dealership individually. We also seek to realizet@avings from reduced inventory carrying costs essult of
purchasing boat inventories on a national leveldinetting boats to dealership locations that canemmeadily
sell such boats; lower financing costs throughavadit sources; and volume purchase discountsebates for
certain marine products, supplies, and advertisihg. ability of our retail locations to offer theraplementary
services of our other retail locations, such asroffy customer excursion opportunities, providirgmenance
and repair services at the customer’s boat locasind giving access to a larger inventory, incredise
competitiveness of each retail location. By ceittiiad) these types of activities, our store manageaxse more
time to focus on the customer and the developmethiedr teams.

Emphasizing Employee Training and Developmenb. promote continued internal growth, we devote
substantial efforts to train our employees to usidard our core retail philosophies, which focusraking the
purchase of a boat and its subsequent use as {i@ssknd enjoyable as possible. Through our Matane
University, or MMU, we teach our retail philosopsi® existing and new employees at various locatam
online, through MMU-online. MMU is a modularizeddaimstructorled educational program that focuses or
retailing philosophies and provides instructionsoich matters as the sales process, customer sdféite
accounting, leadership, and human resources.

Offering Additional Products and Services, Inclglifhose Involving Higher Profit MarginsWe plan to
continue to offer additional product lines and &= throughout our dealerships or, when appragriat
selected dealerships. We are offering throughoutlealerships product lines that previously havenbeffered
only at certain of our locations. We also may abtdditional product lines through the acquisitadn
distribution rights directly from manufacturers ahe acquisition of dealerships with distributiéeghts. We
have increased our used boat sales and yacht bgekeervices through an increased emphasis on these
activities, cooperative efforts among our dealgrshand the use of the Internet. We also plan mtirmae to
grow our financing and insurance, parts and accessservice and boat storage businesses to lsettez our
customers and thereby increase revenue and improf¥igability of these higher margin businesses.

Pursuing Strategic AcquisitionsWe capitalize upon the significant consolidatigportunities available
in the highly fragmented recreational boat dealdustry by acquiring independent dealers and
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improving their performance and profitability thghuthe implementation of our operating strategi¢s
primary acquisition focus is on well-establisheighhend recreational boat dealers in geographiketamot
currently served by us, particularly geographic kets with strong boating demographics, such assaméhin
the coastal states and the Great Lakes region.|S@eray seek to acquire boat dealers that, whdatéml in
attractive geographic markets, have not been ahiealize favorable market share or profitabilindahat can
benefit substantially from our systems and opegaginategies. We may expand our range of produoes]i
service offerings, and market penetration by adogicompanies that distribute recreational boatipeb lines
or boating-related services different from thosecweently offer. As a result of our consideralvidustry
experience and relationships, we believe we arépesitioned to identify and evaluate acquisiti@mdidates
and assess their growth prospects, the qualityedf mnanagement teams, their local reputation witomers,
and the suitability of their locations. We believe are regarded as an attractive acquiror by besleds
because of (1) the historical performance and sperence and reputation of our management teahinie
industry; (2) our decentralized operating strategyich generally enables the managers of an aajdizaler tc
continue their involvement in dealership operatjd8% the ability of management and employees ddi@aquiret
dealer to participate in our growth and expansiwaugh potential stock ownership and career advaané
opportunities; and (4) the ability to offer liquigito the owners of acquired dealers through theipt of
common stock or cash. We have entered into an agmgeregarding acquisitions with the Sea Ray Davigif
Brunswick. Under the agreement, acquisitions of Bap dealers will be mutually agreed upon by us $eal
Ray with reasonable efforts to be made to inclubalance of Sea Ray dealers that have been suaicasdf
those that have not been. The agreement provideS#a Ray will not unreasonably withhold its corige any
proposed acquisition of a Sea Ray dealer by usesiuto the conditions set forth in the agreemastiurther
described in “Business — Brunswick Agreement Retatd Acquisitions.”

Opening New Facilities.We intend to continue to establish additionagitéacilities in our existing and
new markets. We believe that the demographics oégisting geographic territories support the opgrof
additional facilities, and we have opened 20 newilréacilities, excluding those opened on a tenappbasis
for a specific purpose, since our formation in Jagu998. We also plan to reach new customers gifirou
various innovative retail formats developed byaush as mall stores and floating retail faciliti®sir mall stor:
concept is unique to the boating industry and sgieed to draw mall traffic, thereby providing espee to
boating for the non-boating public as well as digpig our new product offerings to boating enthsisia
Floating retail facilities place the sales facilityith a customer reception area and sales offam@®r anchored
to a dock in a marina and use adjacent boat slipssplay our new and used boats in areas of higiirtg
activity. We continually monitor the performanceaufr retail locations and close retail locatiorest ttho not
meet our expectations or that were opened for eifgppurpose that is no longer relevant. Since ¢hat998,
we have closed nine retail locations, excludingséhopened on a temporary basis for a specific gerpo

Promoting Brand Name Recognition and the Marinelaxinection. We are promoting our brand name
recognition to take advantage of our status asdltien’s only coast-to-coast marine retailer. T8iisitegy also
recognizes that many existing and potential custeiwho reside in Northern markets and vacation for
substantial periods in Southern markets will prédgpurchase and service their boats from the saatie
known company. We refer to this strategy as therfiMaMax Connection.” As a result, our sighage enspftes
the MarineMax name at each of our locations, and¢eveluct national advertising in various print artider
media.

Utilization of the Internet. Our web initiativewww.MarineMax.com provides customers with the ability
to learn more about our company and our produats Website generates direct sales and providestotes
with leads to potential customers for new and usmats and brokerage services. We also plan to expan
ability to offer financing and parts and accessode our website.

Operating with Decentralized ManagementVe maintain a generally decentralized approac¢heo
operational management of our dealerships. Thentieteed management approach takes advantage of th
extensive experience of local managers, enabliag tto implement policies and make decisions, irolyithe
appropriate product mix, based on the needs dbttae market. Local management authority also feste
responsive customer service and promotes long-temmunity and customer relationships. In addittbe,
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centralization of certain administrative functiatghe corporate level enhances the ability ofllat@nagers to
focus their efforts on day-to-day dealership openatand the customers.

Utilizing Technology Throughout OperationdVe believe that our management information systenich
currently is being utilized by each operating sdiasy and was developed over a number of yearsigfiro
cooperative efforts with a common vendor, enhancesbility to integrate successfully the operagioh our
operating subsidiaries and future acquired dealdrs.system facilitates the interchange of inforomaand
enhances cross-selling opportunities throughoutompany. The system integrates each level of tipason
a company-wide basis, including purchasing, inventeeceivables, financial reporting, budgetingd aales
management. The system also provides sales repmges with prospect and customer information tids
them in tracking the status of their contacts withspects, automatically generates followeoprespondence
such prospects, facilitates the availability of tsac@ompany-wide, locates boats needed to satisficplar
customer requests, and monitors the maintenanceeamite needs of customers’ boats. Our repre$esdat
also utilize the computer system to assist in girapcustomer financing and insurance packagesntamagel
use a web-based tool to access essentially alidinahand operational data from anywhere at angtim

Products and Services

We offer new and used recreational boats and cehatine products, including engines, trailersigamnd
accessories. While we sell a broad range of newuard boats, we focus on premium brand produceddiition,
we assist in arranging related boat financing, riaisce, and extended service contracts; providerhaattenance
and repair services; provide boat brokerage sesvared offer slip and storage accommodations.

New Boat Sales

We primarily sell recreational boats, includinggsare boats and fishing boats. The principal przdwe offer
are manufactured by Brunswick, the leading worléidanufacturer of recreational boats, including Baa
pleasure boats; Boston Whaler and Laguna fishirgshdleridian Yachts; Cabo Yachts; and Hatterash¥adn
fiscal 2006, we derived approximately 59% of owereue from the sale of new boats manufactured lm®&wvick.
We believe that we represented in excess of 138 of Brunswick’s marine product sales during thatiod. We
also sell mega-yachts, yachts, and other recrestimats manufactured by Bertram and the Italy-th&saretti
Group, including Ferretti Yachts, Pershing, Rivardamare, and Mochi Craft. Certain of our deal@shiso sell
luxury yachts, fishing boats, and pontoon boatvigier by other manufacturers, including Italy-bageimut.
During fiscal 2006, new boat sales accounted fpr@pmately 70.9% of our revenue.

We offer recreational boats in most market segméitishave a particular focus on premium qualigagure
boats and yachts as reflected by our fiscal 20@6ame new boat sales price of approximately $1 06,80 increase
of 12% from fiscal 2005, compared with an estimahellistry average calendar 2005 selling price pfaximately
$31,000 based on industry data published by theNgtMarine Manufacturers Association. Given @adtions in
some of the more affluent, offshore boating aragkhé United States and emphasis on high levetsistbmer
service, we sell a relatively higher percentagkanafe recreational boats, such as mega-yachtstsyamtd sport
cruisers. We believe that the product lines weraife among the highest quality within their respecmarket
segments, with well-established trade-name reciognéind reputations for quality, performance, atytirsy.
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The following table is illustrative of the rangedaapproximate manufacturer suggested retail pange of ney
boats that we offer, but is not all inclusive:

Manufacturer Suggested

Product Line and Trade Name Overall Length Retail Price Range
Motor Yachts
Hatteras Motor Yacht 64 to 10( $ 3,000,000 to $10,000,0+
Ferretti 46 to 8¢ 1,100,000 to 7,500,0+
Azimut 43 to 11t 790,000 to 10,600,0+
Convertibles
Hatteras Convertible 50 to 9( 2,300,000 to 7,000,0++
Bertram 36 to 67 500,000 to 3,500,0¢+
Cabo 32 to 5: 450,000 to 1,700,0+
Pleasure Boats
Sea Ray 17 to 6( 21,000 to 2,500,0(
Meridian 35 to 5¢ 300,000 to 1,600,0(
Fishing Boats
Boston Whale 11 to 3: 8,000 to 210,0C
Laguna 18 to 2« 25,000 to 55,0C
Specialty Boats & Yachts
Pershinc 50 to 11! 1,600,000 to 13,000,0+
Riva 33to 11! 600,000 to 9,000,0(+
Apreamare 25 to 5! 350,000 to 2,000,0+
Mochi Craft. 44 to 7¢ 1,200,000 to 4,600,0+

Motor Yachts. Hatteras Yachts, Ferretti Group, and Azimut hreé of the worlds premier yacht builders. T
motor yacht product lines typically include stafettee-art designs with live-aboard luxuries. Thettelas series
offers a flybridge with extensive guest seatingjered aft deck, which may be fully or partially &sed, providing
the boater with additional living space; an elegaibn; and multiple staterooms for accommodatibestetti is
known for its European styling, speed, performaaog, offers luxurious salon/galley arrangementsrantiple
staterooms with private heads. Azimut yachts amwmnfor their Americanized open layout with Italidasign,
powerful performance, and accuracy. The luxuriowsriors are accented by windows and multiple aconodation:
that have been cleverly designed for comfort.

Convertibles. Hatteras Yachts, Bertram Yachts, and Cabo Yaaietshree of the world’s premier convertible
yacht builders and offestate-of-the-art designs with live-aboard luxuri@envertibles are primarily fishing vessels,
which are well equipped to meet the needs of elvemrtost serious tournament-class competitor. TheHa series
features interiors that offer luxurious salon/gaerangements, multiple staterooms with privatedseand a
cockpit that includes a bait and tackle centehtftsc, and freezer. The Bertram series featureiargethat offer
spacious living room and salon/galley arrangementstiple staterooms with private heads, and a pib¢kat
includes storage for big catches, ample prep ame) sink area, live-bait storage, and stand-ugtage. The
Cabo series are known for spacious cockpits anelsadaility to essentials, such as bait chestswiéhs, bait prep
centers, and tackle lockers. Cabo interiors offegance, highlighted by teak woodwork, halogentlighy and ampl
storage areas.

Pleasure Boats. Sea Ray and Meridian pleasure boats target bettukury and the family recreational boat
markets and come in a variety of configurationstih each customer’s particular recreational bogdityle. Sea Ray
sport yachts and yachts serve the luxury segmethieafecreational boating market and include tofhetlineliving
accommodations with a salon, a fully equipped gabed multiple staterooms. Sea Ray sport yachtsyanhts are
available in cabin, bridge cockpit, and cruiser gledSea Ray sport boat and sport cruiser modeldesigned for
performance and dependability to meet family reftweal needs and include many of the features and
accommodations of Sea Ray’s sport yacht and yaolefs. Meridian sport yachts and yachts are knawthieir
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solid performance and thoughtful use of space @6b-degree views and spacious salon, galley, aterebm
accommodations. Meridian sport yachts and yacletsweailable in sedan, motoryacht, and pilothousdetso All
Sea Ray and Meridian pleasure boats feature custnumentation that may include an electronickpge;
various hull, deck, and cockpit designs that cafuihe a swim platform, bow pulpit, and raised begdgnd various
amenities, such as swivel bucket helm seats, loseges, sun pads, wet bars, built-in ice chestsrefreshment
centers. Most Sea Ray and Meridian pleasure beatare Mercury or MerCruiser engines.

Fishing Boats. The fishing boats we offer, such as Boston Whate Laguna, range from entry level models
to advanced models designed for fishing and waterts in lakes, bays, and off-shore waters, withircawith
limited live-aboard capability. The fishing boagpically feature livewells, in-deck fishboxes, radithers, rigging
stations, cockpit coaming pads, and fresh and atdtwvashdowns.

Specialty Boats.Pershing, Riva, Apreamare, and Mochi Craft spgcimats and yachts are known for
exceptional quality, design, and innovation andcamesidered premium products in their respectiggrsmnts. The
Pershing series is considered a perfect blendghf pérformance, luxury, and the comfort of perfebtended
interior space. The Riva series is considered bgdalwho want the best, expect the best, and lvbdist as the
luxury boat of choice. The Apreamare series is iclmmed one of the most exciting and most desirakpgess
cruisers on the market with an unparalleled Eurngkssign. The Mochi Craft series is an old-styleteation that
rediscovers the natural lines of the 1950s.

Used Boat Sales

We sell used versions of the new makes and modelsfier and, to a lesser extent, used boats of otlages
and models generally taken as trade-ins. Durirgafi2006, used boat sales accounted for approxiynbfe0% of
our revenue, and approximately 75% of the usedshwatsold were Brunswick models.

Our used boat sales depend on our ability to scustgply of high-quality used boats at attracgiviees. We
acquire substantially all of our used boats throaggtomer trade-ins. We intend to continue to iaseeour used
boat business as a result of the increased avéyadfi quality used boats generated from our exjiag sales
efforts, the increasing number of used boats treatv&ll-maintained through our service initiativear ability to
market used boats throughout our combined deafersttivork to match used boat demand, and the expmriof
our yacht brokerage operations. Additionally, sabgally all of our used boat inventory is postedour web site,
www.MarineMax.com which expands the awareness and availabilityuofpooducts to a large audience of boating
enthusiasts.

At most of our retail locations, we offer the SemyR egacy warranty plan available for used Sealitafs less
than six years old. The Legacy plan applies to epetifying used Sea Ray boat, which has passé&dpoiht
inspection, and provides protection against faibfrenost mechanical parts for up to three yearsbéleve that the
Sea Ray Legacy warranty plan, which is only avéddbr used Sea Ray boats purchased from a Sedd&dgr,
enhances our sales of used Sea Ray boats by nogiyatrchasers of used Sea Ray boats to purchasérom a
Sea Ray dealer and motivating sellers of Sea Raishio sell through a Sea Ray dealer.

Marine Engines, Related Marine Equipment, and Boagj Accessories

We offer marine engines and propellers, substangdll of which are manufactured by Mercury Mariae,
division of Brunswick. We sell marine engines amndgellers primarily to retail customers as replaeats for their
existing engines or propellers. Mercury Marine imioduced various new engine models that redugaen
emissions to comply with current Environmental Betibn Agency requirements. See “Business — Enwiremtal
and Other Regulatory Issues.” An industry leadeafmost six decades, Mercury Marine specializes in
state-of-the-art marine propulsion systems andssoeees. Many of our operating subsidiaries haeslvecognized
by Mercury Marine as “Premier Service Dealers.”sTtiesignation is generally awarded based on meegirigin
standards and qualifications.
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We also sell related marine parts and accessaniading oils, lubricants, steering and controdtgyns,
corrosion control products, engine care, mainteeaand service products (primarily Mercury Marin@sicksilver
line); high-performance accessories (such as pieypgland instruments; and a complete line of Ingaticcessories,
including life jackets, inflatables, and water gpaquipment. We also offer novelty items, suchkrags, caps, and
license plates bearing the manufacturer’s or dsdi@go.

The sale of marine engines, related marine equipraed boating accessories accounted for approglgnat
2.9% of our fiscal 2006 revenue.

Maintenance, Repair, and Storage Services

Providing customers with professional, prompt nexiiaince and repair services is critical to our sefests anc
contributes to our profitability. We provide mainsace and repair services at most of our retadtions, with
extended service hours at certain of our locatibmaddition, in many of our markets, we providehit®
maintenance and repair services at the locatidgheo€ustomer’s boat. We believe that this servararoitment is a
competitive advantage in the markets in which wapete and is critical to our efforts to provide@uble-free
boating experience. To further this commitmentgeéntain of our markets, we have opened stand-atwietenance
and repair facilities in locations that are morawanient for our customers and that increase théadility of such
services. We also believe that our maintenanceepair services contribute to strong customer iaiahips and
that our emphasis on preventative maintenance aalityjservice increases the potential supply of-waintained
boats for our used boat sales.

We perform both warranty and non-warranty repaivises, with the cost of warranty work reimburseactie
manufacturer in accordance with the manufactusggganty reimbursement program. For warranty work,
Brunswick reimburses a percentage of the dealessegl service labor rates, with the percentagengdepending
on the dealer’'s customer satisfaction index raéind attendance at service training courses. Wegaldre majority
of our warranty revenue from Brunswick productsBasnswick products comprise the majority of progusold.
Certain other manufacturers reimburse warranty vabik fixed amount per repair. Because boat maturirs
permit warranty work to be performed only at authed dealerships, we receive substantially alhefwarranted
maintenance and repair work required for the neatdwe sell. The third-party extended warranty i@ts we
offer also result in an ongoing demand for our reaiance and repair services for the duration ofeaha of the
extended warranty contract.

Our maintenance and repair services are performenanufacturer-trained and certified service teciamis. In
charging for our mechanics’ labor, many of our destiips use a variable rate structure designeeflect the
difficulty and sophistication of different types i&pairs. The percentage markups on parts aresslynbased on
manufacturer suggested prices and market condittordifferent parts.

At many of our locations, we offer boat storagesees, including in-water slip storage and insidd autside
land storage. These storage services are offermuhgtetitive market rates and includeseason and winter storay

Maintenance, repair, and storage services accotiotegpproximately 4.9% of our revenue during fis2@06.
This includes warranty and non-warranty services.

F&I Products

At each of our retail locations, we offer our cumtgs the ability to finance new or used boat puseland to
purchase extended service contracts and arrangeiree coverage, including boat property, crefiit And
accident, disability, and casualty insurance cayei@ollectively, “F&I").

We have relationships with various national mapneduct lenders under which the lenders purchasad re
installment contracts evidencing retail sales aftb@nd other marine products that are originayeastin
accordance with existing pre-sale agreements betwgand the lenders. These arrangements peritatraseive a
portion of the finance charges expected to be éavnehe retail installment contract based on &taof factors,
including the credit standing of the buyer, thewaimpercentage rate of the contract charged toulger, and the
lender’s then current minimum required annual paiage rate charged to the buyer on the contracs. Th
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participation is subject to repayment by us ifllger prepays the contract or defaults within agieged time
period, usually 90 to 180 days. To the extent nexglby applicable state law, our dealerships aened to
originate and sell retail installment contractsfining the sale of boats and other marine products.

We also offer third-party extended service congactder which, for a predetermined price, we pre
designated services pursuant to the service camjtadelines during the contract term at no addaicharge to the
customer above a deductible. While we sell all heats with the boat manufacturer’s standard huitavay of
generally five years and standard engine warrahgyenerally one year, extended service contracigige
additional coverage beyond the time frame or safpkee manufacturer's warranty. Purchasers of imexds
generally are able to purchase an extended seswitteact, even if the selected boat is no longeeed by the
manufacturer’s warranty. Generally, we receiveeafée arranging an extended service contract. vexgtired
services under the contracts are provided by ugaittfor by the third-party contract holder.

We also are able to assist our customers with pip@runity to purchase credit life insurance, aeotdand
disability insurance, and property and casualtyriasce. Credit life insurance policies providefgpayment of the
boat financing contract if the purchaser dies witike contract is outstanding. Accident and disshitisurance
policies provide for payment of the monthly contralligation during any period in which the buysdisabled.
Property and casualty insurance covers loss or garwathe boat. We do not act as an insurance boolagent or
issue insurance policies on behalf of insurers. Négjever, provide marketing activities and othéates services t
insurance companies and brokers for which we reciarketing fees. One of our strategies is to gaaéncreased
marketing fees by offering more competitive insweaproducts.

During fiscal 2006, fee income generated from Fé&dducts accounted for approximately 3.2% of ouermie.
We believe that our customers’ ability to obtaimgetitive financing quickly and easily at our deskeps
complements our ability to sell new and used bd&fs also believe our ability to provide customelstad
financing on a “same-day” basis gives us an adganteer many of our competitors, particularly seall
competitors that lack the resources to arrangefireicing at their dealerships or that do not geteesufficient
volume to attract the diversity of financing sowtleat are available to us.

Brokerage Services

Through employees or subcontractors that are lembbsat or yacht brokers, we offer boat or yacbkérage
services at most of our retail locations. For a wassion, we offer for sale brokered boats or yadrgsng them on
the “BUC” system, and advising our other retaildtions of their availability through our integrateasimputer
system and posting them on our web sitew.MarineMax.comThe BUC system, which is similar to a real estate
multiple listing service, is a national boat or ilisting service of approximately 900 brokers miained by
BUC International. Often sales are co-brokeredhht commission split between the buying andreglirokers.
We believe that our access to potential used haabmers and methods of listing and advertisingotosrs’
brokered boats or yachts is more extensive thapisal among brokers. In addition to generatingeraue from
brokerage commissions, our brokerage servicesesmiable us to offer a broad array of used boatscintg without
increasing related inventory costs. During fisda0@, brokerage services accounted for approximatéBs of our
revenue.

Our brokerage customers generally receive the $aghelevel of customer service as our new and beed
customers. Our waterfront retail locations enabevater demonstrations of an on-site brokered lat.
maintenance and repair services, including moleiteise, also are generally available to our brojereustomers.
The purchaser of a Sea Ray boat brokered througlsasan take advantage of MarineMaatawaysweekend ar
day trips and other rendezvous gatherings and te+rvesents, as well as boat operation and safetynses. We
believe that the array of services we offer argueiin the brokerage business.

Retail Locations

We sell our recreational boats and other marindymrts and offer our related boat services throghegail
locations in Alabama, Arizona, California, Colora@mnnecticut, Delaware, Florida, Georgia, Maryland
Minnesota, Missouri, Nevada, New Jersey, New Ybitrth Carolina, Ohio, Oklahoma, Rhode Island, South
Carolina, Tennessee, Texas, and Utah. Each retaitibn generally includes an indoor showroom (idieig some
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of the industrys largest indoor boat showrooms) and an outsidefaredisplaying boat inventories, a business e
to assist customers in arranging financing andrarste, and maintenance and repair facilities.

Many of our retail locations are waterfront progston some of the nation’s most popular boaticgtions,
including the Delta Basin, Newport Harbor, and MissBay in California; Norwalk Harbor in Connecttcmultiple
locations on the Intracoastal Waterway, the Atta@itean, Biscayne Bay, Boca Ciega Bay, Naples Baxt o the
Gulf of Mexico), Tampa Bay, and the CaloosahatdRizer in Florida; Lake Lanier and Lake Altoona ie@gia;
Chesapeake Bay in Maryland; Leech Lake and th€i®ix River in Minnesota; Lake of the Ozarks, TaRleck
Lake, and the Mississippi River in Missouri; BaraeBay, the Delaware River, the Hudson River, Lidkpatcong,
Little Egg Harbor, and the Manasquan River in Newsdy; Great Sound Bay, the Hudson River, and Hgtan
Harbor in New York; the Intracoastal Waterway inrflicCarolina; Lake Erie in Ohio; Grand Lake in Gidana;
Myrtle Beach in South Carolina; and Clear Lake, . &onroe, and Lake Lewisville in Texas. Our watarfrretail
locations, most of which include marina-type fdigk and docks at which we display our boats, asfyeaccessible
to the boating populace, serve as in-water showspamd enable the sales force to give customerdiate in-
water demonstrations of various boat models. Mbsuo other locations are in close proximity to @rat

We plan to reach new customers by expanding inloeations through various innovative retail formatsch
as mall stores and floating retail facilities. @uall store concept is unique to the boating induatrd is designed to
draw mall traffic, thereby providing exposure taling to the non-boating public as well as dispigydur new
product offerings to boating enthusiasts. Floatitgil facilities place the sales facility, wittcastomer reception
area and sales offices, on or anchored to a doaknarina and use adjacent boat slips to displeyamel used boats
in areas of high boating activity.

Operations
Dealership Operations and Management

We have adopted a generally decentralized appitoaitte operational management of our dealershigsleN
certain administrative functions are centralizethatcorporate level, local management is primagbkponsible for
the day-to-day operations of the retail locatideech retail location is managed by a store managey,oversees
the day-to-day operations, personnel, and finapaéormance of the individual store, subject ® dlirection of a
district manager, who generally has responsibititythe retail locations within a specified geodrapregion.
Typically, each retail location also has a staffigieting of a sales manager, an F&I manager, & pad service
manager, sales representatives, maintenance aaid teghnicians, and various support personnel.

We attempt to attract and retain quality employaesur retail locations by providing them with ongp
training to enhance sales professionalism and ptdcwwledge, career advancement opportunitiesinvétarger
company, and favorable benefit packages. We maiatédrmal training program, called MarineMax Unisigy or
“MMU,” which provides training for employees in @kpects of our operations. Training sessionselckat our
various regional locations covering a variety qfits. MMU-online offers various modules over the Interneghty
trained, professional sales representatives ammportant factor to our successful sales effortese sales
representatives are trained at MMU to recognizerttportance of fostering an enjoyable sales prodessducate
customers on the operation and use of the boadgoaassist customers in making technical and dedggisions in
boat purchases. The overall focus of MMU is to lear core retailing values, which focus on custosssvice.

Sales representatives receive compensation prim@rib commission basis. Each store manager imaesh
employee with incentive bonuses based on the pedioce of the managed dealership. Maintenance gadf re
service managers receive compensation on a saary With bonuses based on the performance of their
departments. Our management information systemiges\each store and department manager with dadpdial
and operational information, enabling them to mamtiheir performance on a daily, weekly, and montidsis. We
have a uniform, fully integrated management infdrarasystem serving each of our dealerships.
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Sales and Marketing

Our sales philosophy focuses on selling the plessaf the boating lifestyle. We believe that thigaal
elements of our sales philosophy include our appgaétail locations, our no-hassle sales approlaighly trained
sales representatives, high level of customer sgreimphasis on educating the customer and thensests family
on boat usage, and providing our customers wittodppities for boating. We strive to provide supeustomer
service and support before, during, and after #he s

Each retail location offers the customer the opputy to evaluate a large variety of new and useatdin a
comfortable and convenient setting. Our full-sesvietail locations facilitate a turn-key purchasgrgcess that
includes attractive lender financing packages,reldd service agreements, and insurance. Many aktait
locations are located on waterfronts and marin&gtwattract boating enthusiasts and enable custoto®perate
various boats prior to making a purchase decision.

We sell our boats at posted value prices that gdgeepresent a discount from the manufacturarggested
retail price. Our sales approach focuses on custesrgice by minimizing customer anxiety associatét price
negotiation.

As a part of our sales and marketing efforts, vge alrticipate in boat shows and in-the-water salests at
area boating locations, typically held in Januargt Rebruary, in each of our markets and in cettations in clos
proximity to our markets. These shows and eversarmally held at convention centers or marinaf) area
dealers renting space. Boat shows and other offeit@otions are an important venue for generatagssorders.
The boat shows also generate a significant amduntayest in our products resulting in boat salfsr the show.

We emphasize customer education through one-oredneation by our sales representatives and, at some
locations, our delivery captains, before and atsale, and through in-house seminars for theeefatinily on boat
safety, the use and operation of boats, and pratkrobnstrations. Typically, one of our delivery teéps or the
sales representative delivers the customer’s boat tarea boating location and thoroughly instrtietscustomer
about the operation of the boat, including hand#aetructions for docking and trailering the bokd. enhance our
customer relationships after the sale, we leadsapdsor MarineMaetawaysgroup boating trips to various
destinations, rendezvous gatherings, and on-therwaganized events that promote the pleasurdwedidating
lifestyle. Each company-sponsored event, plannddeshby a company employee, also provides a félera
medium for acclimating new customers to boating @mables us to promote actively new product oftezito
boating enthusiasts.

As a result of our relative size, we believe weehavcompetitive advantage within the industry bipgeable to
conduct an organized and systematic advertisingrvearéteting effort. Part of our marketing effortlides an
integrated prospect management system that trhekstatus of each sales representative’s contétttayprospect,
automatically generates follow-up corresponderaeijifates company-wide availability of a partiaubmat or other
marine product desired by a customer, and tragksnintenance and service needs for the custoineats

Suppliers and Inventory Management

We purchase substantially all of our new boat inegndirectly from manufacturers, which allocatevnigoats
to dealerships based on the amount of boats saldebgiealership. We also exchange new boats whitkr atealers t
accommodate customer demand and to balance inyentor

We purchase new boats and other marine-relatedipt®ffom Brunswick, which is the world’s largest
manufacturer of marine products, including Sea Bagton Whaler, Baja, Cabo, Hatteras, Princecaafd,
Meridian. We also purchase new boats and othemmaeiated products from other manufacturers, @inty
Azimut, Bertram, Century, the Ferretti Group, Gratliite, Sea Pro, and Tracker Marine. In fiscal 2G@fes of
new Brunswick boats accounted for approximately 58%ur revenue. No other manufacturer accountednfure
than 10% of our revenue in fiscal 2006. We beliewveSea Ray boat purchases represented approxyrd@g4 of
Sea Ray’s new boat sales and in excess of 13% Bfuaiswick marine product sales during fiscal 2006
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Through operating subsidiaries, we have enter@dagteements with Brunswick covering Sea Ray prisduc
The dealer agreements with the Sea Ray divisidrafiswick do not restrict our right to sell any Sy product
lines or competing products. The terms of the demdeeement appoints a designated geographicabtgrfor the
dealer, which is exclusive to the dealer as lonthaslealer is not in breach of the material obildges and
performance standards under the agreement and&&atRen current material policies and prograniigfidng
notice and the expiration of any applicable cunéqas without cure.

The dealer agreement with Ferretti Group and Berttaes not restrict our right to sell any Ferr@ttoup and
Bertram product lines but has certain restrictigaiating to competing products. The dealer agre¢mgpoints us ¢
the exclusive dealer for the retail sale, dispémyd servicing of designated Ferretti Group andrBertproducts and
repair parts currently or in the future sold byredr Group and Bertram in the designated geograpléas.

Upon the completion of the Surfside-3 acquisitior,became the exclusive dealer for Azimut-Benettiup’s
(Azimut) product line of Azimut. The Azimut dealagreement provides a geographic territory to prentiog
product line and to network with the appropriaierdiele through various independent locations dedag for
Azimut retail sales.

Arrangements with certain other manufacturers neagrict our right to offer some product lines imta
markets.

We typically deal with each of our manufacturetsieo than the Sea Ray division of Brunswick, urater
annually renewable, noexclusive dealer agreement. Manufacturers genegathblish prices on an annual basis
may change prices in their sole discretion. Manufaes typically discount the cost of inventory after inventory
financing assistance during the manufacturers’ slemsons, generally October through March. To oliaver cost
of inventory, we strive to capitalize on these nfanturer incentives to take product delivery durihg
manufacturers’ slow seasons. This permits us to gacing advantages and better product availghilitring the
selling season.

We transfer individual boats among our retail lawad to fill customer orders that otherwise migike
substantially longer to fill from the manufactur&his reduces delays in delivery, helps us maxinmizentory
turnover, and assists in minimizing potential ot@ck or out-of-stock situations. We actively monitar inventory
levels to maintain levels appropriate to meet curamticipated market demands. We are not bounzmbhtractual
agreements governing the amount of inventory tleatrwst purchase in any year from any manufacthtegrthe
failure to purchase at agreed upon levels maytréasthe loss of certain manufacturer incentiveg pérticipate in
numerous end-of-summer manufacturer boat showghwhanufacturers sponsor to sell off their remanin
inventory at reduced costs before the introduotibnew model year products, typically beginningliry.

Inventory Financing

Marine manufacturers customarily provide interessistance programs to retailers. The interesttassis
varies by manufacturer and may include periodsex financing or reduced interest rate programs.ifiterest
assistance may be paid directly to the retaileéherfinancial institution depending on the arrangata the
manufacturer has established. We believe thatioan€ing arrangements with manufacturers are stdnalihin the
industry.

In March 2003, the Emerging Issues Task Force (EbFEhe Financial Accounting Standards Board (FASB
revised certain provisions of its previously reathenclusions on EITF 02-16, “Accounting by a Custo
(Including a Reseller) for Certain Consideratiorc&eed from a Vendor” (EITF 02-16), and providediiéidnal
transitional guidance. We determined that EITF 82ripacts the way we account for interest assistagceived
from vendors beginning after July 1, 2003 with teerewal of and amendments to our dealer agreeméhtshe
manufacturers of our products. EITF 02+h6st significantly requires us to classify interassistance received frc
manufacturers as a reduction of inventory costratated cost of sales as opposed to netting thstaisse against
our interest expense incurred with our lenders.

Our revolving credit facility currently provides usth a line of credit with assdtased borrowing availability -
up to $500 million for working capital and invengdinancing and an additional $20 million for tradnal floorplan
borrowings, all of which are determined pursuard tworrowing base formula. The credit facility reqa
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us to satisfy certain covenants, including mairitejra tangible net worth ratio. The credit facildyrrently matures
in May 2011, with two one-year renewal options rarimy. The credit facility was last amended in J@686 to
extend the terms and increase the borrowing avkiyab

As of September 30, 2006, we owed an aggregat82if.$ million under our revolving credit faciliths of
September 30, 2006, our revolving credit facilitpyided us with an additional available borrowirapacity of
approximately $130.0 million. Advances on the filgidccrued interest at a rate of 6.8% as of Sepésr@0, 2006.
We were in compliance with all covenants in thelitgcas of September 30, 2006.

Management Information System

We believe that our management information systenich currently is being utilized by each of oureogating
subsidiaries and was developed over a number of yeeough cooperative efforts with the vendor,ardes our
ability to integrate successfully the operation®wif operating subsidiaries and future acquisitifeslitates the
interchange of information, and enhances crosggatipportunities throughout our company. The sysigegrates
each level of operations on a company-wide basididing purchasing, inventory, receivables, finaheporting
and budgeting, and sales management. The systditesne to monitor each dealership’s operatiorsder to
identify quickly areas requiring additional focusdao manage inventory. The system also providies sa
representatives with prospect and customer infaomahat aids them in tracking the status of tleeintacts with
prospects, automatically generates follow-up cgwadence to such prospects, facilitates the avkitijabf a
particular boat company-wide, locates boats nesulsdtisfy a particular customer request, and mosnihe
maintenance and service needs of customers’ bBatspany representatives also utilize the systeassist in
arranging financing and insurance packages. Inl@ctd002, Brunswick acquired the vendor of our ngen@ent
information system.

Brunswick Agreement Relating to Acquisitions

We and the Sea Ray Division of Brunswick are paitiean agreement extending through December 2G5 t
provides a process for our continued growth thrathghacquisition of additional Sea Ray boat dedleatdesire to
be acquired by us. Under the agreement, acquisitb®ea Ray dealers will be mutually agreed upoansband Sea
Ray with reasonable efforts to be made to inclubalance of Sea Ray dealers that have been suglcasdfthose
that have not been. The agreement provides thaR8gavill not unreasonably withhold its consenatty proposed
acquisition of a Sea Ray dealer by us, subjedigabnditions set forth in the agreement. Amongiothings, the
agreement provides for us to provide Sea Ray withsiness plan for each proposed acquisition, dhictphistorica
financial and fiveyear projected financial information regarding #uguisition candidate; marketing and adverti
plans; service capabilities and managerial and ge&asonnel; information regarding the ability bétcandidate to
achieve performance standards within designatadgserand information regarding the success ofpoevious
acquisitions of Sea Ray dealers. The agreementals#emplates Sea Ray reaching a good faith detation
whether the acquisition would be in its best irgetmsed on our dedication and focus of resouncéseoSea Ray
brand and Sea Ray'’s consideration of any advefsetetthat the approval would have on the resulimgtory
configuration and adjacent or other dealers salddfze absence of any violation of applicable lawgghts grante:
by Sea Ray to others.

Dealer Agreements with Brunswick

Brunswick, through its Sea Ray division, and wegtigh our principal operating subsidiaries, ardiggaito
Sales and Service Agreements relating to Sea Radupts extending through December 2015. Each skthealer
agreements appoints one of our operating subsdias a dealer for the retail sale, display, andcseg of
designated Sea Ray products, parts, and accessoriestly or in the future sold by Sea Ray. Eaealer agreeme
designates a designated geographical territorthivdealer, which is exclusive to the dealer ag Emthe dealer is
not in breach of the material obligations and penfance standards under the agreement and SeatRey’surrent
material policies and programs following notice &mel expiration of any applicable cure periods withcure. Each
dealer agreement also specifies retail locatiomi;inthe dealer may not close, change, or add ttowt the prior
written consent of Sea Ray, provided that Sea Ray mot unreasonably withhold its consent. Eacheteal
agreement also restricts the dealer from sellidgegising (other than in recognized and estabfishe
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marine publications), soliciting for sale, or offey for resale any Sea Ray products outside itgdey without the
prior written consent of Sea Ray as long as siméatrictions also apply to all domestic Sea Ralats selling
comparable Sea Ray products. In addition, eacledagteement provides for the lowest product pritesged by
Sea Ray from time to time to other domestic Seadeajers, subject to the dealer meeting all thairements and
conditions of Sea Ray'’s applicable programs anditite of Sea Ray in good faith to charge less&rmgsrto other
dealers to meet existing competitive circumstanimegynusual and non-ordinary business circumstgnmmefor
limited duration promotional programs.

Among other things, each dealer agreement reqtiieedealer to

devote its best efforts to promote, display, adsertand sell Sea Ray products at each of itd tetaitions in
accordance with the agreement and applicable |

display and utilize at each of its retail locati@igns, graphics, and image elements with Sea Ray’s
identification that positively reflect the Sea Rmage and promote the retail sale of Sea Ray pteg

purchase and maintain at all times sufficient inegnof current Sea Ray products to meet the ressen
demand of customers at each of its locations amdetet Sea Ray’s applicable minimum inventory
requirements

maintain at each retail location, or at anotheeptable location, a service department that isqnigstaffed
and equipped to service Sea Ray products promptlypeaofessionally and to maintain parts and suppte
service Sea Ray products properly on a timely b

perform all necessary product rigging, installatiand inspection services prior to delivery to pasers in
accordance with Sea Ray’s standards and perfortrsptes services of all Sea Ray products sold by dades
and brought to the dealer for servi

provide or arrange for warranty and service workSea Ray products regardless of the selling dealer
condition of sale

exercise reasonable efforts to address circumstanaghich another dealer has made a sale to gmali
retail purchases who permanently resides withirdgeders territory where such sale is contrary to thersg
deale’s Sales and Service Agreeme

provide appropriate instructions to purchasersmm to obtain warranty and service work from thelee:

furnish product purchasers with Sea Ray'’s limitedranty on new products and with information and
training as to the safe and proper operation aridtereance of the product

assist Sea Ray in performing any product defectraoall campaigns

achieve sales performance in accordance with fairaasonable standards and sales levels estabhighe
Sea Ray in consultation with the dealer based cioffa such as population, sales potential, mataates
percentage of Sea Ray products sold in the teyrdompared with competitive products sold in theitry,
local economic conditions, competition, past shistory, number of retail locations, and other salec
circumstances that may affect the sale of Sea Ra&jupts or the dealer, in each case consistent with
standards established for all domestic Sea Ragdestlling comparable produc

provide designated financial information that atghful and accurate

conduct its business in a manner that preservesmmahces the reputation and goodwill of both Saddd
the dealer for providing quality products and segsi

maintain the financial ability to purchase and n&iimon hand and display Sea I's current product mode
maintain customer service ratings in compliancé\8ita Ra’s criteria;

comply with those dealer’s obligations that mayirbposed or established by Sea Ray applicable to all
domestic Sea Ray deale
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« maintain a financial condition that is adequateatisfy and perform its obligations under the agreset;

« achieve within designated time periods or maintagior dealer status (which is Sea Ray’s highest
performance status) or other applicable certif@@atequirements as established from time to tim&d&gy Ra
applicable to all domestic Sea Ray deal

 notify Sea Ray of the addition or deletion of aatail locations

« sell Sea Ray products only on the basis of SeaRalished applicable limited warranty and makether
warranty or representations concerning the limitadranty, expressed or implied, either verballynor
writing;

 provide timely warranty service on all Sea Ray pigid presented to the dealer by purchasers in dacoe
with Sea Ray’s then current warranty program applie to all domestic Sea Ray dealers selling coatpar
Sea Ray products; al

» provide Sea Ray with access to the dealer’s boo#tsecords and such other information as Sea Rgy ma
reasonably request to verify the accuracy of theamty claims submitted to Sea Ray by the dealdr wi
regard to such warranty clairr

Sea Ray has agreed to indemnify each of our deadmisst any losses to third parties resulting f&ea Ray’s
negligent acts or omissions involving the desigmanufacture of any of its products or any breaclt bf the
agreement. Each of our dealers has agreed to infjfeBea Ray against any losses to third partiesltiag from the
dealer’s negligent acts or omissions involvingdealer’s application, use, or repair of Sea Raylpets, statements
or representation not specifically authorized bg Bay, the installation of any after market comps@r any othe
modification or alteration of Sea Ray products, ang breach by the dealer of the agreement.

Each dealer agreement may be terminated

« by Sea Ray, upon 60 days prior written noticehéf dealer fails or refuses to place a minimum stackrder
of the next model year’s products in accordanch vatuirements applicable to all Sea Ray dealansrgdly
or fails to meet its financial obligations as thmcome due to Sea Ray or to the d¢'s lenders

* by Sea Ray or the dealer, upon 60 days writtercadti the other, in the event of a breach or defauthe
other with any of the of the material obligatiopsrformance standards, covenants, representations,
warranties, or duties imposed by the agreemerteBea Ray manual that has not been cured withdtag®
of the notice of the claimed deficiency or withimesmsonable period when the cure cannot be condplete
within a 60-day period, or at the end of the 60-gdasiod without the opportunity to cure when thasma
constitutes bad faitt

« by Sea Ray or the dealer if the other makes a flaatl misrepresentation that is material to theagrent or
the other engages in an incurable act of bad 1

« by Sea Ray or the dealer in the event of the irsaly, bankruptcy, or receivership of the otl

* by Sea Ray in the event of the assignment of theemgent by the dealer without the prior writtensemt of
Sea Ray

« by Sea Ray upon at least 15 days’ prior writtericean the event of the failure to pay any sums aiue
owing to Sea Ray that are not disputed in gooth;faitd

« upon the mutual consent of Sea Ray and the d¢

Employees

As of September 30, 2006, we had 2,182 employe@802f whom were in store-level operations an@®2
whom were in corporate administration and managénvée are not a party to any collective bargairaggeement
and are not aware of any efforts to unionize ouplegees. We consider our relations with our empésy® be
excellent.
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Trademarks and Service Marks

We have registered trade names and trademarkgheitt.S. Patent and Trademark Office for variounes
including “MarineMax,” “MarineMax Getaways!,” “ManeMax Care,” “Delivering the Dream,” “MarineMax
Delivering the Boating Dream,” “Newcoast Financsarvices,” “MarineMax Boating Gear Center,” and “fvien
on Water.” We have registered the name “MarineMaxhe European Community. We have a trademark
application pending with the U.S. Patent and Traalér®ffice for “Value Price.” We have trade namelan
trademark applications pending in Canada for varimames, including “MarineMax,” “MarineMax Valuei€,”
“Value-Price,” “Delivering the Dream,” “Selling aridelivering the Dream,” “Selling the Dream,” andH& Water
Gene.” There can be no assurance that any of #pgdizations will be granted.

Seasonality and Weather Conditions

Our business, as well as the entire recreatioreip industry, is highly seasonal, with seasopnaiétrying in
different geographic markets. Over the three-yegiod ended September 30, 2006, the average re¥entie
quarters ended December 31, March 31, June 3G epigmber 30 represented approximately 18%, 25%, aad
25%, respectively, of our average annual revenith the exception of Florida, we generally real&gnificantly
lower sales and higher levels of inventories amated short-term borrowings, in the quarterly pesiending
December 31 and March 31. The onset of the pubkd &Bnd recreation shows in January stimulatesdades and
allows us to reduce our inventory levels and reélateort-term borrowings throughout the remaindeheffiscal
year.

Our business is also subject to weather patterhighwnay adversely affect our results of operatidizs
example, drought conditions (or merely reducedfadlifevels) or excessive rain, may close areaihgdbcations o
render boating dangerous or inconvenient, therebaiting customer demand for our products. In tddij
unseasonably cool weather and prolonged winteritond may lead to a shorter selling season inagetbcations.
Hurricanes and other storms could result in disomgtof our operations or damage to our boat iroréezd and
facilities, as was the case during fiscal 2005 2006 when Florida and other markets were affecyedumerous
hurricanes. Although our geographic diversity kely to reduce the overall impact to us of adveveather
conditions in any one market area, these conditidh€ontinue to represent potential, material @cbe risks to us
and our future financial performance.

Environmental and Other Regulatory Issues

Our operations are subject to extensive regulasopervision, and licensing under various fedetake, and
local statutes, ordinances, and regulations. Wihdédelieve that we maintain all requisite licensed permits and
are in compliance with all applicable federal, st@nd local regulations, there can be no assuthateve will be
able to maintain all requisite licenses and perniite failure to satisfy those and other regulateguirements
could have a material adverse effect on our busjrigmncial condition, and results of operatiofise adoption of
additional laws, rules, and regulations could &dlave a material adverse effect on our businessoWafederal,
state, and local regulatory agencies, includingQbeupational Safety and Health AdministrationQ@HA, the
United States Environmental Protection Agency, BAEand similar federal and local agencies, haxisdiction
over the operation of our dealerships, repair itéedl, and other operations with respect to matach as consumer
protection, workers’ safety, and laws regardinggetion of the environment, including air, watandasoil.

The EPA has various air emissions regulations fitlb@ard marine engines that impose more strictsans
standards for two-cycle, gasoline outboard marimgirees. Emissions from such engines must be reduged
approximately 75% over a nine-year period beginmiity the 1998 model year. The majority of the @maiul
marine engines we sell are manufactured by Mermasine. Mercury Marine’s product line of low-emisai
engines, including the OptiMax, Verado and otherrfstroke outboards, have already achieved the ERrandated
2006 emission levels. Any increased costs of primguengines resulting from EPA standards or thbilita of our
manufacturers to comply with EPA requirements, dddve a material adverse effect on our business.

Certain of our facilities own and operate undergubstorage tanks, or USTs, for the storage of vario
petroleum products. The USTs are generally subjefetderal, state, and local laws and regulatibas tequire
testing and upgrading of USTs and remediation afaminated soils and groundwater resulting frorkiteg
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USTs. In addition, if leakage from company-owneaperated USTs migrates onto the property of otlveesmay
be subject to civil liability to third parties foemediation costs or other damages. Based on ie&texperience, we
believe that our liabilities associated with US$tieg, upgrades, and remediation are unlikely ietemmaterial
adverse effect on our financial condition or opeagatesults.

As with boat dealerships generally, and parts @andce operations in particular, our business imgslthe use,
handling, storage, and contracting for recyclingligposal of hazardous or toxic substances or waisteluding
environmentally sensitive materials, such as motipwaste motor oil and filters, transmission fluantifreeze,
freon, waste paint and lacquer thinner, batteselents, lubricants, degreasing agents, gasamdiesel fuels.
Accordingly, we are subject to regulation by fediestate, and local authorities establishing resmients for the us
management, handling, and disposal of these misteria health and environmental quality standaadd,liability
related thereto, and providing penalties for violas of those standards. We are also subject ts, lasdinances, ar
regulations governing investigation and remediatiboontamination at facilities we operate to whied send
hazardous or toxic substances or wastes for tredtmezycling, or disposal.

We do not believe we have any material environnidiafailities or that compliance with environmentaivs,
ordinances, and regulations will, individually arthe aggregate, have a material adverse effestiohusiness,
financial condition, or results of operations. Hek soil and groundwater contamination has beemvkrto exist
at certain properties owned or leased by us. We h#o been required and may in the future be redto remove
aboveground and underground storage tanks congdi@inardous substances or wastes. As to certaiurof
properties, specific releases of petroleum have beare in the process of being remedied in aecoare with state
and federal guidelines. We are monitoring the @od groundwater as required by applicable statdfedwtal
guidelines. In addition, the shareholders of thguared dealers have indemnified us for specificiemmental
issues identified on environmental site assessnpanfsrmed by us as part of the acquisitions. Wantam
insurance for pollutant cleanup and removal. Theecage pays for the expenses to extract pollufamts land or
water at the insured property, if the dischargspelisal, seepage, migration, release, or escape pbllutants is
caused by or results from a covered cause of Wesnay also have additional storage tank liabifisurance and
“Superfund” coverage where applicable. In additicertain of our retail locations are located onematys that are
subject to federal or state laws regulating navigalaters (including oil pollution prevention), isnd wildlife, and
other matters.

Two of the properties we own were historically ussdyasoline service stations. Remedial action regpect
to prior historical site activities on these prdjeesr has been completed in accordance with fedeiktate law.
Also, two of our properties are within the boundarof a “Superfund” site, although neither propésg been nor is
expected to be identified as a contributor to tetamination in the area. We, however, do not belibat these
environmental issues will result in any materiabliities to us.

Additionally, certain states have required or amesidering requiring a license in order to opeeatecreational
boat. While such licensing requirements are noeetqd to be unduly restrictive, regulations magaisage
potential first-time buyers, thereby limiting fueusales, which could adversely affect our busirfesancial
condition, and results of operations.

Product Liability

The products we sell or service may expose us tengial liabilities for personal injury or propertiamage
claims relating to the use of those products. Hiisatly, the resolution of product liability clainteas not materially
affected our business. Our manufacturers genaraiytain product liability insurance, and we maimtird-party
product liability insurance, which we believe todmequate. However, we may experience legal clairascess of
our insurance coverage, and those claims may noovered by insurance. Furthermore, any significtaitms
against us could adversely affect our businesantial condition, and results of operations andltéss negative
publicity. Excessive insurance claims also couiiliein increased insurance premiums.
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Competition

We operate in a highly competitive environmentadidition to facing competition generally from restien
businesses seeking to attract consumers’ leisme=dind discretionary spending dollars, the reaeatiboat
industry itself is highly fragmented, resultingiimense competition for customers, quality produlstat show
space, and suitable retail locations. We rely ¢tergain extent on boat shows to generate salesin@bility to
participate in boat shows in our existing or taegemarkets could have a material adverse effeouobusiness,
financial condition, and results of operations.

We compete primarily with single-location boat @égaland, with respect to sales of marine equipnpamts,
and accessories, with national specialty marineest@atalog retailers, sporting goods stores naask merchants.
Dealer competition continues to increase based®uality of available products, the price andigaif the
products, and attention to customer service. Tises@nificant competition both within markets wariently serve
and in new markets that we may enter. We competadh of our markets with retailers of brands aitb@nd
engines we do not sell in that market. In addite®yeral of our competitors, especially thosersgltioating
accessories, ar