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Securities registered pursuant to Section 12(b) of the Exchange Act:

Title of Each Class Name of Each Exchange on Which Registered
Common Stock, par value $.001 per share New York Stock Exchange

Securities registered pursuant to Section 12(g) of the Exchange Act:

None

Indicate by check mark if the registrant is a well-known seasoned issuer, as defined in Rule 405 of the Securities Act.     Yes  ¨     No  þ

Indicate by check mark if the registrant is not required to file reports pursuant to Section 13 or Section 15(d) of the Securities
Act.     Yes  ¨     No  þ

Indicate by check mark whether the registrant (1) has filed all reports required to be filed by Section 13 or 15(d) of the Securities Exchange Act
of 1934 during the preceding 12 months (or for such shorter period that the registrant was required to file such reports), and (2) has been subject
to such filing requirements for the past 90 days.     Yes  þ     No  ¨

Indicate by check mark whether the registrant has submitted electronically and posted on its corporate Website, if any, every Interactive Data
File required to be submitted and posted pursuant to Rule 405 of Regulation S-T (§ 229.405 of this chapter) during the preceding 12 months (or
for such shorter period that the registrant was required to submit and post such files).     Yes  þ     No  ¨

Indicate by check mark if disclosure of delinquent filers pursuant to Item 405 of Regulation S-K is not contained herein, and will not be
contained, to the best of registrant�s knowledge, in definitive proxy or information statements incorporated by reference in Part III of this Form
10-K or any amendment to this Form 10-K.     þ

Indicate by check mark whether the registrant is a large accelerated filer, an accelerated filer, a non-accelerated filer, or a smaller reporting
company. See the definitions of �large accelerated filer,� �accelerated filer� and �smaller reporting company� in Rule 12b-2 of the Exchange Act.
(Check one):

Large accelerated filer  ¨ Accelerated filer  þ Non-accelerated filer  ¨ Smaller reporting company  ¨
(Do not check if a smaller reporting company)

Indicate by check mark whether the registrant is a shell company (as defined in Rule 12b-2 of the Act).     Yes  ¨     No  þ

The aggregate market value of common stock held by nonaffiliates of the registrant (17,912,697 shares) based on the closing price of the
registrant�s common stock as reported on the New York Stock Exchange on March 31, 2011, which was the last business day of the registrant�s
most recently completed second fiscal quarter, was $176,619,192. For purposes of this computation, all officers, directors, and 10% beneficial
owners of the registrant are deemed to be affiliates. Such determination should not be deemed to be an admission that such officers, directors, or
10% beneficial owners are, in fact, affiliates of the registrant.

As of December 6, 2011, there were outstanding 23,421,011 shares of the registrant�s common stock, par value $.001 per share.

Documents Incorporated by Reference

Portions of the registrant�s definitive proxy statement for the 2012 Annual Meeting of Stockholders are incorporated by reference into Part III of
this report.
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Statement Regarding Forward-Looking Information

The statements contained in this report on Form 10-K that are not purely historical are forward-looking statements within the meaning of
applicable securities laws. Forward-looking statements include statements regarding our �expectations,� �anticipations,� �intentions,� �beliefs,� or
�strategies� regarding the future. Forward-looking statements also include statements regarding revenue, margins, expenses, and earnings for fiscal
2012 and thereafter; our belief that our practices enhance our ability to attract more customers, foster an overall enjoyable boating experience,
and offer boat manufacturers stable and professional retail distribution and a broad geographic presence; our assessment of our competitive
advantages, including our no hassle sales approach, prime retail locations, premium product offerings, extensive facilities, strong management
and team members, and emphasis on customer service and satisfaction before and after a boat sale; our belief that our core values of customer
service and satisfaction and our strategies will enable us to achieve success and long-term growth when economic conditions improve; and our
belief that our retailing strategies are aligned with the desires of consumers. All forward-looking statements included in this report are based on
information available to us as of the filing date of this report, and we assume no obligation to update any such forward-looking statements. Our
actual results could differ materially from the forward-looking statements. Among the factors that could cause actual results to differ materially
are the factors discussed under Item 1A, �Risk Factors.�
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PART I

Item 1. Business
Introduction

Our Company

We are the largest recreational boat dealer in the United States. Through 54 retail locations in Alabama, Arizona, California, Colorado,
Connecticut, Florida, Georgia, Kansas, Maryland, Minnesota, Missouri, New Jersey, New York, North Carolina, Ohio, Oklahoma, Rhode Island,
Tennessee, and Texas, we sell new and used recreational boats, including pleasure and fishing boats, with a focus on premium brands in each
segment. We also sell related marine products, including engines, trailers, parts, and accessories. In addition, we provide repair, maintenance,
and slip and storage services; we arrange related boat financing, insurance, and extended service contracts; we offer boat and yacht brokerage
services; and we operate a yacht charter business.

We are the nation�s largest retailer of Sea Ray, Boston Whaler, Bayliner, Cabo, Hatteras, and Meridian recreational boats and yachts, all of which
are manufactured by Brunswick Corporation, or Brunswick. Sales of new Brunswick boats accounted for approximately 48% of our revenue in
fiscal 2011. Brunswick is the world�s largest manufacturer of marine products and marine engines. We believe our sales represented
approximately 7% of all Brunswick marine sales, including approximately 41% of its Sea Ray boat sales, during our 2011 fiscal year. We are
parties to dealer agreements with Brunswick covering Sea Ray products and are the exclusive dealer of Sea Ray boats in almost all of our
geographic markets. We also are the exclusive dealer for Hatteras Yachts throughout the state of Florida (excluding the Florida panhandle) and
the states of New Jersey, New York, and Texas; the exclusive dealer for Cabo Yachts throughout the states of Florida, New Jersey, and New
York; the exclusive dealer for Boston Whaler in many of our geographic markets; the exclusive dealer for Bayliner in many of our geographic
markets; and the exclusive dealer for Meridian Yachts in most of our geographic markets. In addition, we are the exclusive dealer for Italy-based
Azimut-Benetti Group for Azimut mega-yachts, yachts, and other recreational boats for the Northeast United States from Maryland to Maine
and the state of Florida.

We commenced operations as a result of the March 1, 1998 acquisition of five previously independent recreational boat dealers. Since that time,
we have acquired 21 additional previously independent recreational boat dealers, two boat brokerage operations, and two full-service yacht
repair operations. We capitalize on the experience and success of the acquired companies in order to establish a new national standard of
customer service and responsiveness in the highly fragmented retail boating industry. As a result of our emphasis on premium brand boats, our
average selling price for a new boat in fiscal 2011 was approximately $126,000, a decrease of approximately 13% from approximately $145,000
in fiscal 2010, compared with the industry average calendar 2010 selling price of approximately $35,000 based on industry data published by the
National Marine Manufacturers Association. Our stores, which operated at least 12 months, averaged approximately $9.9 million in annual sales
in fiscal 2011. We consider a store to be one or more retail locations that are adjacent or operate as one entity. Our same-store sales decreased
17% in fiscal 2010 and increased 8% in fiscal 2011.

We adopt the best practices developed by us and our acquired companies as appropriate to enhance our ability to attract more customers, foster
an overall enjoyable boating experience, and offer boat manufacturers stable and professional retail distribution and a broad geographic
presence. We believe that our full range of services, no hassle sales approach, prime retail locations, premium product offerings, extensive
facilities, strong management and team members, and emphasis on customer service and satisfaction before and after a boat sale are competitive
advantages that enable us to be more responsive to the needs of existing and prospective customers.

The U.S. recreational boating industry generated approximately $30.4 billion in retail sales in calendar 2010, which is down from the peak of
$39.5 billion in calendar 2006. The retail sales include sales of new and used boats; marine products, such as engines, trailers, equipment, and
accessories; and related expenditures, such as fuel, insurance, docking, storage, and repairs. Retail sales of new and used boats, engines, trailers,
and accessories accounted for approximately $21.7 billion of these sales in 2010 based on industry data from the National Marine Manufacturers
Association. The highly fragmented retail boating industry generally consists of small dealers that operate in a single market and provide varying
degrees of merchandising, professional
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management, and customer service. We believe that many small dealers are finding it increasingly difficult to make the managerial and capital
commitments necessary to achieve higher customer service levels and upgrade systems and facilities as required by boat manufacturers and
demanded by customers. We also believe that many dealers lack an exit strategy for their owners. We believe these factors contribute to our
opportunity to gain competitive advantage in current and future markets, through market expansions and acquisitions.

Strategy

Our goal is to enhance our position as the nation�s leading recreational boat dealer. Key elements of our operating and growth strategy include the
following:

� emphasizing customer satisfaction and loyalty by creating an overall enjoyable boating experience, beginning with a hassle-free
purchase process, customer training, superior customer service, company-led events called Getaways!, and premier facilities;

� achieving efficiencies and synergies among our operations to enhance internal growth and profitability;

� promoting national brand name recognition and the MarineMax connection;

� offering additional products and services, including those involving higher profit margins;

� expanding our Internet marketing;

� pursuing strategic acquisitions to capitalize upon the consolidation opportunities in the highly fragmented recreational boat dealer
industry by acquiring additional dealers and related operations and improving their performance and profitability through the
implementation of our operating strategies;

� opening additional retail facilities in our existing and new territories;

� emphasizing employee recruitment, training, and development;

� emphasizing the �best practices� developed by us and our acquired dealers as appropriate throughout our dealerships;

� operating with a decentralized approach to the operational management of our dealerships; and

� utilizing information technology throughout operations, which facilitates the interchange of information sharing and enhances
cross-selling opportunities throughout our company.

Development of the Company; Expansion of Business

MarineMax was founded in January 1998. MarineMax itself, however, conducted no operations until the acquisition of five independent
recreational boat dealers on March 1, 1998, and we completed our initial public offering in June 1998. Since the initial acquisitions in March
1998, we have acquired 21 additional recreational boat dealers, two boat brokerage operations, and two full-service yacht repair operations.
Acquired dealers operate under the MarineMax name.
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We continually attempt to enhance our business by providing a full range of services, offering extensive and high-quality product lines,
maintaining prime retail locations, pursuing the MarineMax One Price hassle-free sales approach, and emphasizing the highest level of customer
service and customer satisfaction.

We also evaluate opportunities to expand our operations by acquiring recreational boat dealers to expand our geographic scope, expanding our
product lines, opening new retail locations within our existing territories, and offering new products and services for our customers.
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Acquisitions of additional recreational boat dealers represent an important strategy in our goal to enhance our position as the nation�s leading
retailer of recreational boats. The following table sets forth information regarding the businesses that we have acquired and their geographic
regions.

Acquired Companies Acquisition Date Geographic Region
Bassett Boat Company of Florida March 1998 Southeast Florida
Louis DelHomme Marine March 1998 Dallas and Houston, Texas
Gulfwind USA, Inc. March 1998 West Central Florida
Gulfwind South, Inc. March 1998 Southwest Florida
Harrison�s Boat Center, Inc. and Harrison�s Marine Centers of Arizona,
Inc.(1) March 1998 Northern California and Arizona
Stovall Marine, Inc. April 1998 Georgia
Cochran�s Marine, Inc. and C & N Marine Corporation July 1998 Minnesota
Sea Ray of North Carolina, Inc. July 1998 North and South Carolina
Brevard Boat Company September 1998 East Central Florida
Sea Ray of Las Vegas September 1998 Nevada
Treasure Cove Marina, Inc. September 1998 Northern Ohio
Woods & Oviatt, Inc. October 1998 Southeast Florida
Boating World February 1999 Dallas, Texas
Merit Marine, Inc. March 1999 Southern New Jersey
Suburban Boatworks, Inc. April 1999 Central New Jersey
Hansen Marine, Inc. August 1999 Northeast Florida
Duce Marine, Inc.(2) December 1999 Utah
Clark�s Landing, Inc. (selected New Jersey locations and operations) April 2000 Northern New Jersey
Associated Marine Technologies, Inc. January 2001 Southeast Florida
Gulfwind Marine Partners, Inc. April 2002 West Florida
Seaside Marine, Inc. July 2002 Southern California
Sundance Marine, Inc. June 2003 Colorado
Killinger Marine Center, Inc. and Killinger Marine Center of Alabama,
Inc. September 2003 Northwest Florida and Alabama
Emarine International, Inc. and Steven Myers, Inc. October 2003 Southeast Florida
Imperial Marine June 2004 Baltimore, Maryland
Port Jacksonville Marine June 2004 Northeast Florida
Port Arrowhead Marina, Inc. January 2006 Missouri, Oklahoma
Great American Marina(3) February 2006 West Florida
Surfside � 3 Marina, Inc. March 2006 Connecticut, Maryland,

New York and Rhode Island
Treasure Island Marina, LLC February 2011 Florida Panhandle

(1) We subsequently closed the Northern California operations of Harrison Boat Center, Inc.

(2) We subsequently closed the operations of Duce Marine, Inc.

(3) Joint venture
Apart from acquisitions, we have opened 28 new retail locations in existing territories, excluding those opened on a temporary basis for a
specific purpose. We also monitor the performance of our retail locations and close retail locations that do not meet our expectations. Based on
these factors and the recent depressed economic conditions, we have closed 50 retail locations since March 1998, excluding those opened on a
temporary basis for a specific purpose, including 26 in fiscal 2009.
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As a part of our acquisition strategy, we frequently engage in discussions with various recreational boat dealers regarding their potential
acquisition by us. In connection with these discussions, we and each potential acquisition candidate exchange confidential operational and
financial information; conduct due diligence
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inquiries; and consider the structure, terms, and conditions of the potential acquisition. In certain cases, the prospective acquisition candidate
agrees not to discuss a potential acquisition with any other party for a specific period of time, grants us an option to purchase the prospective
dealer for a designated price during a specific time period, and agrees to take other actions designed to enhance the possibility of the acquisition,
such as preparing audited financial information and converting its accounting system to the system specified by us. Potential acquisition
discussions frequently take place over a long period of time and involve difficult business integration and other issues, including in some cases,
management succession and related matters. As a result of these and other factors, a number of potential acquisitions that from time to time
appear likely to occur do not result in binding legal agreements and are not consummated.

In addition to acquiring recreational boat dealers and opening new retail locations, we also add new product lines to expand our operations. The
following table sets forth various current product lines that we have added to our existing locations during the years indicated.

Product Line Fiscal Year Geographic Regions
Boston Whaler 1998 West Central Florida; Stuart, Florida; Dallas, Texas
Hatteras Yachts 1999 Florida (excluding the Florida panhandle)
Boston Whaler 2000 North Palm Beach, Florida
Meridian Yachts 2002 Florida, Georgia, North and South Carolina, New Jersey, Ohio,

Minnesota, Texas, and Delaware
Grady White 2002 Houston, Texas
Hatteras Yachts 2002 Texas
Boston Whaler 2004 North and South Carolina
Princecraft 2004 Minnesota
Boston Whaler 2005 Houston
Meridian Yachts 2005 Chattanooga, Tennessee
Azimut 2006 Northeast United States from Maryland to Maine
Cabo 2006 West coast of Florida
Cabo 2007 East coast of Florida
Azimut 2008 Florida
Cabo 2008 New Jersey and New York
Hatteras Yachts 2008 New Jersey and New York
Meridian Yachts 2008 Arizona and Colorado
Meridian Yachts 2009 Maryland and Delaware
Boston Whaler 2009 Southwest Florida
Harris FloteBote 2010 Arizona, Missouri, Minnesota, New Jersey, and Tennessee
Malibu 2010 Arizona
Axis 2010 Arizona
Nautique by Correct Craft 2010 Georgia and Minnesota
Bayliner 2010 New York
Meridian Yachts 2010 California
Harris FloteBote 2011 West Central Florida
Zeelander Yachts 2011 United States and Canada
Mangusta 2011 United States and Canada
Bayliner 2011 West Central Florida, Colorado, Connecticut, Minnesota, New

Jersey, Tennessee, and Texas
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As we add a brand, we believe we are offering a migration path for our existing customer base or filling a gap in our product offerings. As a
result, we do not believe that new product offerings will compete with or cannibalize the business generated from our other prominent brands.
We also discontinue offering product lines from time to time, primarily based upon customer preferences.

During the nine-year period from the commencement of our operations through our fiscal year ended September 30, 2007, our revenue increased
from $291 million to $1.2 billion. Our revenue and net income increased in seven of those nine years over the prior year revenue and net income.
This period was marked by an increase in retail locations from 41 on September 30, 1998 to 88 on September 30, 2007, resulting from
acquisitions and opening new stores in existing territories.

Our growth was interrupted during the fiscal year ended September 30, 2007, primarily as a result of factors related to the deteriorating housing
market and general economic conditions. Substantially deteriorating economic and financial conditions, reduced consumer confidence and
spending, increases in fuel prices, lower credit availability, financial market declines, and asset value deterioration all contributed to
substantially lower financial performance in the fiscal years ended September 30, 2008 and 2009, including significant net losses, followed by
pre-tax losses in the fiscal years ended September 30, 2010 and 2011.

We have taken a number of actions to address recent market and economic conditions, including deferring our acquisition program, slowing our
new store openings, reducing our inventory purchases, engaging in inventory reduction efforts, closing a number of our retail locations,
significantly reducing our headcount, and modifying our debt structure and replacing our credit facility. Acquisitions and new store openings
remain important strategies to our company, and we plan to resume our growth through these strategies when more normal economic conditions
return. However, we cannot predict the length or severity of the current recessionary environment or the magnitude of the effects it will have on
our operating performance nor can we predict the effectiveness of the measures we have taken to address this environment.

Despite the foregoing actions, we are maintaining our core values of customer service and satisfaction and plan to continue to pursue strategies
that will enable us to achieve long-term success and growth when economic conditions improve. As noted in the earlier table, we have
capitalized on a number of brand expansion opportunities in the markets in which we operate. We believe these expansions will strengthen our
same-store sales growth when the industry recovers. Upon a return to more normal economic conditions, we plan to resume expanding our
business through acquisitions in new geographical territories and new store openings in existing territories. In addition, we plan to continue to
expand our other traditional and newly offered services, including conducting used boat sales at our retail locations, online, and at offsite
locations; selling related marine products, including engines, trailers, parts, and accessories at our retail locations and at various offsite locations,
through our print catalog, and through our newly enhanced website portal; providing maintenance, repair, and storage services at most of our
retail locations; offering our customers the ability to finance new or used boats; offering extended service contracts; arranging insurance
coverage, including boat property, credit-life, accident, disability, and casualty coverage; offering boat and yacht brokerage services at most of
our retail locations and at various offsite locations; maintaining a web based listing service for individuals and boat dealers and brokers to list
their boats for sale; providing independent brokers and dealers our software applications to list their inventories for sale; conducting our yacht
charter business, and maintaining a Rewards Club for our customers. Our expansion plans will depend upon the return of normal economic
conditions.

We maintain our executive offices at 18167 U.S. Highway 19 North, Suite 300, Clearwater, Florida 33764, and our telephone number is
(727) 531-1700. We were incorporated in the state of Delaware in January 1998. Unless the context otherwise requires, all references to
�MarineMax� mean MarineMax, Inc. prior to its acquisition of five previously independent recreational boat dealers in March 1998 (including
their related real estate companies) and all references to the �Company,� �our company,� �we,� �us,� and �our� mean, as a combined company,
MarineMax, Inc. and the 21 recreational boat dealers, two boat brokerage operations, and two full-service yacht repair operations acquired to
date (the �acquired dealers,� and together with the brokerage and repair operations, �operating subsidiaries,� or the �acquired companies�).
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Our website is located at www.MarineMax.com. Through our website, we make available free of charge our annual report on Form 10-K, our
quarterly reports on Form 10-Q, our current reports on Form 8-K, our proxy statements, and any amendments to those reports filed or furnished
pursuant to Section 13(a) or 15(d) of the Securities Exchange Act of 1934. These reports are available as soon as reasonably practicable after we
electronically file those reports with the Securities and Exchange Commission, or SEC. We also post on our website the charters of our Audit,
Compensation, and Nominating/Corporate Governance Committees; our Corporate Governance Guidelines, Code of Business Conduct and
Ethics, and Code of Ethics for the CEO and Senior Financial Officers, and any amendments or waivers thereto; and any other corporate
governance materials contemplated by the SEC or the regulations of the New York Stock Exchange, or NYSE. These documents are also
available in print to any stockholder requesting a copy from our corporate secretary at our principal executive offices. Because our common
stock is listed on the NYSE, our Chief Executive Officer is required to make an annual certification to the NYSE stating that he is not aware of
any violation by us of the corporate governance listing standards of the NYSE. Our Chief Executive Officer made his annual certification to that
effect to the NYSE on March 14, 2011.

Business

General

We are the largest recreational boat dealer in the United States. Through 54 retail locations in Alabama, Arizona, California, Colorado,
Connecticut, Florida, Georgia, Kansas, Maryland, Minnesota, Missouri, New Jersey, New York, North Carolina, Ohio, Oklahoma, Rhode Island,
Tennessee, and Texas, we sell new and used recreational boats, including pleasure boats (such as sport boats, sport cruisers, sport yachts, and
yachts), and fishing boats, with a focus on premium brands in each segment.

We are the nation�s largest retailer of Sea Ray, Boston Whaler, Bayliner Cabo, Hatteras, and Meridian recreational boats and yachts, all of which
are manufactured by Brunswick Corporation. Sales of new Brunswick boats accounted for approximately 48% of our revenue in fiscal 2011.
Brunswick is the world�s largest manufacturer of marine products and marine engines. We believe our sales represented approximately 7% of all
Brunswick marine sales, including approximately 41% of its Sea Ray boat sales, during our 2011 fiscal year. We are parties to dealer agreements
with Brunswick covering Sea Ray products and are the exclusive dealer of Sea Ray boats in almost all of our geographic markets. We also are
the exclusive dealer for Hatteras Yachts throughout the state of Florida (excluding the Florida panhandle) and the states of New Jersey, New
York, and Texas; the exclusive dealer for Cabo Yachts throughout the states of Florida, New Jersey, and New York; the exclusive dealer for
Boston Whaler in many of our geographic markets; the exclusive dealer for Bayliner in many of our geographic markets; and the exclusive
dealer for Meridian Yachts in most of our geographic markets. In addition, we are the exclusive dealer for Italy-based Azimut-Benetti Group for
Azimut mega-yachts, yachts, and other recreational boats for the Northeast United States from Maryland to Maine and the state of Florida.

We also are involved in other boating-related activities. We sell used boats at our retail locations, online, and at various third-party marinas and
other offsite locations; we sell marine engines and propellers, primarily to our retail customers as replacements for their existing engines and
propellers; we sell a broad variety of parts and accessories at our retail locations and at various offsite locations, through our print catalog, and
through our newly enhanced website portal; we offer maintenance, repair, and slip and storage services at most of our retail locations; we offer
finance and insurance, or F&I, products at our retail locations and at various offsite locations and to our customers and independent boat dealers
and brokers; we offer boat and yacht brokerage services at most of our retail locations and at various offsite locations; we maintain a web-based
listing service for individuals and boat dealers and brokers to list their boats for sale; we provide independent dealers and brokers our software
applications under which the dealers and brokers can list their boat inventories for sale, which then can be posted to other websites selected by
the dealers and brokers; and we conduct a yacht charter business in which we offer customers the opportunity to charter third-party owned power
and sailing yachts in exotic locations.
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U.S. Recreational Boating Industry

The total U.S. recreational boating industry generated approximately $30.4 billion in retail sales in calendar 2010, which is down from the peak
of $39.5 billion in calendar 2006. The retail sales include retail sales of new and used recreational boats; marine products, such as engines,
trailers, parts, and accessories; and related boating expenditures, such as fuel, insurance, docking, storage, and repairs. Retail sales of new and
used boats, engines, trailers, and accessories accounted for approximately $21.7 billion of such sales in 2010. Annual retail recreational boating
sales were $17.9 billion in 1988, but declined to a low of $10.3 billion in 1992 based on industry data published by the National Marine
Manufacturers Association. We believe this decline was attributable to several factors, including a recession, the Gulf War, and the imposition
throughout 1991 and 1992 of a luxury tax on boats sold at prices in excess of $100,000. The luxury tax was repealed in 1993, and retail boating
sales increased each year thereafter except for 1998, 2003, 2007, 2008, 2009, and 2010.

The recreational boat retail market remains highly fragmented with little consolidation having occurred to date and consists of numerous boat
retailers, most of which are small companies owned by individuals that operate in a single market and provide varying degrees of
merchandising, professional management, and customer service. We believe that many boat retailers are encountering increased pressure from
boat manufacturers to improve their levels of service and systems, increased competition from larger national retailers in certain product lines,
and, in certain cases, business succession issues.

Strategy

Our goal is to enhance our position as the nation�s leading recreational boat dealer. Key elements of our operating and growth strategy include the
following.

Emphasizing Customer Satisfaction and Loyalty.    We seek to achieve a high level of customer satisfaction and establish long-term customer
loyalty by creating an overall enjoyable boating experience beginning with a hassle-free purchase process. We further enhance and simplify the
purchase process by helping to arrange financing and insurance at our retail locations with competitive terms and streamlined turnaround. We
offer the customer a thorough in-water orientation of boat operations where available, as well as ongoing boat safety, maintenance, and use
seminars and demonstrations for the customer�s entire family. We also continue our customer service after the sale by leading and sponsoring
MarineMax Getaways! group boating trips to various destinations, rendezvous gatherings, and on-the-water organized events to provide our
customers with pre-arranged opportunities to enjoy the pleasures of the boating lifestyle. We also endeavor to provide superior maintenance and
repair services, often through mobile service at the customer�s wet slip and with extended service department hours and emergency service
availability, that minimize the hassles of boat maintenance.

Achieving Operating Efficiencies and Synergies.    We strive to increase the operating efficiencies of and achieve certain synergies among our
dealerships in order to enhance internal growth and profitability. We centralize various aspects of certain administrative functions at the
corporate level, such as accounting, finance, insurance coverage, employee benefits, marketing, strategic planning, legal support, purchasing and
distribution, and management information systems. Centralization of these functions reduces duplicative expenses and permits the dealerships to
benefit from a level of scale and expertise that would otherwise be unavailable to each dealership individually. We also seek to realize cost
savings from reduced inventory carrying costs as a result of purchasing boat inventories on a national level and directing boats to dealership
locations that can more readily sell such boats; lower financing costs through our credit sources; and volume purchase discounts and rebates for
certain marine products, supplies, and advertising. The ability of our retail locations to offer the complementary services of our other retail
locations, such as offering customer excursion opportunities, providing maintenance and repair services at the customer�s boat location, and
giving access to a larger inventory, increases the competitiveness of each retail location. By centralizing these types of activities, our store
managers have more time to focus on the customer and the development of their teams.

Promoting Brand Name Recognition and the MarineMax Connection.    We are promoting our brand name recognition to take advantage of our
status as the nation�s only coast-to-coast marine retailer. This strategy also recognizes that many existing and potential customers who reside in
Northern markets and vacation for sub-
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stantial periods in Southern markets will prefer to purchase and service their boats from the same well-known company. We refer to this strategy
as the �MarineMax Connection.� As a result, our signage emphasizes the MarineMax name at each of our locations, and we conduct national
advertising in various print and other media.

Offering Additional Products and Services, Including Those Involving Higher Profit Margins.    We plan to continue to offer additional product
lines and services throughout our dealerships and, when appropriate, online and various offsite locations. We are offering throughout our
dealerships product lines that previously have been offered only at certain of our locations. We also obtain additional product lines through the
acquisition of distribution rights directly from manufacturers and the acquisition of dealerships with distribution rights. In either situation, such
expansion is typically done through agreements that appoint us as the exclusive dealer for a designated geographic territory. We plan to continue
to grow our financing and insurance, parts and accessories, service, and boat storage businesses to better serve our customers and thereby
increase revenue and improve profitability of these higher margin businesses. We also have implemented aggressive programs to increase
substantially the sale over the Internet of used boats and a wide range of boating parts, accessories, supplies, and products. In addition, we have
established a yacht charter business and are conducting programs to sell used boats, offer F&I products, and sell boating parts and accessories at
various offsite locations.

Marketing over the Internet.    Our web initiatives span across multiple websites, including our core site, www.MarineMax.com. The websites
provide customers with the ability to learn more about our company and our products. Our website generates direct sales and provides our stores
with leads to potential customers for new and used boats, brokerage services, finance and insurance products, and repair and maintenance
services. In addition, we utilize various feeder websites and social networking websites to drive additional traffic and leads for our various
product and service offerings. As mentioned above, we also maintain multiple online storefronts for customers to purchase used boats and a
wide variety of boating parts and accessories.

Pursuing Strategic Acquisitions.    We capitalize upon the significant consolidation opportunities available in the highly fragmented recreational
boat dealer industry by acquiring independent dealers and improving their performance and profitability through the implementation of our
operating strategies. The primary acquisition focus is on well-established, high-end recreational boat dealers in geographic markets not currently
served by us, particularly geographic markets with strong boating demographics, such as areas within the coastal states and the Great Lakes
region. We also may seek to acquire boat dealers that, while located in attractive geographic markets, have not been able to realize favorable
market share or profitability and that can benefit substantially from our systems and operating strategies. We may expand our range of product
lines, service offerings, and market penetration by acquiring companies that distribute recreational boat product lines or boating-related services
different from those we currently offer. As a result of our considerable industry experience and relationships, we believe we are well positioned
to identify and evaluate acquisition candidates and assess their growth prospects, the quality of their management teams, their local reputation
with customers, and the suitability of their locations. We believe we are regarded as an attractive acquirer by boat dealers because of (1) the
historical performance and the experience and reputation of our management team within the industry; (2) our decentralized operating strategy,
which generally enables the managers of an acquired dealer to continue their involvement in dealership operations; (3) the ability of
management and employees of an acquired dealer to participate in our growth and expansion through potential stock ownership and career
advancement opportunities; and (4) the ability to offer liquidity to the owners of acquired dealers through the receipt of common stock or cash.
We have entered into an agreement regarding acquisitions with the Sea Ray Division of Brunswick. Under the agreement, acquisitions of Sea
Ray dealers will be mutually agreed upon by us and Sea Ray with reasonable efforts to be made to include a balance of Sea Ray dealers that
have been successful and those that have not been. The agreement provides that Sea Ray will not unreasonably withhold its consent to any
proposed acquisition of a Sea Ray dealer by us, subject to the conditions set forth in the agreement, as further described in �Business � Brunswick
Agreement Relating to Acquisitions.�

Opening New Facilities.    We intend to continue to establish additional retail facilities in our existing and new markets when markets conditions
improve. We believe that the demographics of our existing geographic territories support the opening of additional facilities, and we have
opened 28 new retail facilities, excluding those opened on a temporary basis for a specific purpose, since our formation in January 1998. We
also plan to
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reach new customers through various innovative retail formats developed by us, such as mall stores and floating retail facilities. We continually
monitor the performance of our retail locations and close retail locations that do not meet our expectations or that were opened for a specific
purpose that is no longer relevant. Based on these factors since March 1998, we have closed 50 retail locations, excluding those opened on a
temporary basis for a specific purpose, including 26 in fiscal 2009.

Emphasizing Employee Recruiting, Training, and Development.    We devote substantial efforts to recruit employees that we believe to be
exceptionally well qualified for their position and to train our employees to understand our core retail philosophies, which focus on making the
purchase of a boat and its subsequent use as hassle-free and enjoyable as possible. Through our MarineMax University, or MMU, we teach our
retail philosophies to existing and new employees at various locations and online, through MMU-online. MMU is a modularized and
instructor-led educational program that focuses on our retailing philosophies and provides instruction on such matters as the sales process,
customer service, F&I, accounting, leadership, and human resources.

Emphasizing Best Practices.    We emphasize the �best practices� developed by us and our acquired dealers as appropriate throughout our
locations. As an example, we follow a no-haggle sales approach at each of our dealerships. Under the MarineMax One Price hassle-free sales
approach, we sell our boats at posted prices, generally representing a discount from the manufacturer�s suggested retail price, thereby eliminating
the anxieties of price negotiations that occur in most boat purchases. In addition, we adopt, where beneficial, the best practices developed by us
and our acquired dealers in terms of location, design, layout, product purchases, maintenance and repair services (including extended service
hours and mobile or dockside services), product mix, employee training, and customer education and services.

Operating with Decentralized Management.    We maintain a generally decentralized approach to the operational management of our
dealerships. The decentralized management approach takes advantage of the extensive experience of local managers, enabling them to
implement policies and make decisions, including the appropriate product mix, based on the needs of the local market. Local management
authority also fosters responsive customer service and promotes long-term community and customer relationships. In addition, the centralization
of certain administrative functions at the corporate level enhances the ability of local managers to focus their efforts on day-to-day dealership
operations and the customers.

Utilizing Technology Throughout Operations.    We believe that our management information system, which currently is being utilized by each
of our dealerships and was developed over a number of years through cooperative efforts with a common vendor, enhances our ability to
integrate successfully the operations of our dealerships and future acquired dealers. The system facilitates the interchange of information and
enhances cross-selling opportunities throughout our company. The system integrates each level of operations on a company-wide basis,
including purchasing, inventory, receivables, financial reporting, budgeting, and sales management. The system also provides sales
representatives with prospect and customer information that aids them in tracking the status of their contacts with prospects, automatically
generates follow-up correspondence to such prospects, facilitates the availability of boats company-wide, locates boats needed to satisfy
particular customer requests, and monitors the maintenance and service needs of customers� boats. Our representatives also utilize the computer
system to assist in arranging customer financing and insurance packages. Our managers use a web-based tool to access essentially all financial
and operational data from anywhere at any time.

Products and Services

We offer new and used recreational boats and related marine products, including engines, trailers, parts, and accessories. While we sell a broad
range of new and used boats, we focus on premium brand products. In addition, we assist in arranging related boat financing, insurance, and
extended service contracts; provide boat maintenance and repair services; offer slip and storage accommodations; provide boat and yacht
brokerage services; license a software application for third-party boat inventory listings; conduct a yacht charter business; and maintain a
Rewards Club program for our customers.
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New Boat Sales

We primarily sell recreational boats, including pleasure boats and fishing boats. The principal products we offer are manufactured by Brunswick,
the leading worldwide manufacturer of recreational boats, including Sea Ray pleasure boats, Boston Whaler fishing boats, Cabo Yachts, Hatteras
Yachts, and Meridian Yachts. In fiscal 2011, we derived approximately 48% of our revenue from the sale of new boats manufactured by
Brunswick. We believe that we represented approximately 7% of all of Brunswick�s marine product sales during that period. Certain of our
dealerships also sell luxury yachts, fishing boats, and pontoon boats provided by other manufacturers, including Italy-based Azimut. During
fiscal 2011, new boat sales accounted for 60.6% of our revenue.

We offer recreational boats in most market segments, but have a particular focus on premium quality pleasure boats and yachts as reflected by
our fiscal 2011 average new boat sales price of approximately $126,000, a decrease of approximately 13% from approximately $145,000 in
fiscal 2010, compared with an estimated industry average calendar 2010 selling price of approximately $35,000 based on industry data published
by the National Marine Manufacturers Association. Given our locations in some of the more affluent, offshore boating areas in the United States
and emphasis on high levels of customer service, we sell a relatively higher percentage of large recreational boats, such as mega-yachts, yachts,
and sport cruisers. We believe that the product lines we offer are among the highest quality within their respective market segments, with
well-established trade-name recognition and reputations for quality, performance, and styling.

The following table is illustrative of the range and approximate manufacturer suggested retail price range of new boats that we currently offer,
but is not all inclusive.

Product Line and Trade Name Overall Length

Manufacturer Suggested

Retail Price Range
Motor Yachts
Hatteras Motor Yachts   54� to 100�+ $3,000,000 to $10,000,000+
Azimut   38� to 116�+ 790,000 to 12,000,000+
Convertibles
Hatteras Convertibles    54� to 77�+ 2,300,000 to 7,000,000+
Cabo 32� to 52� 475,000 to 2,000,000+
Pleasure Boats
Sea Ray 18� to 61� 21,000 to 2,500,000
Meridian 34� to 54� 300,000 to 1,600,000
Bayliner
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