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Boat owners make up a very unique and reliable consumer group. For many, boating is more than a hobby, but a way of
life, and one that they are quite proud of. This encourages them to spend generously on their distinctive lifestyle
choice. Perfect market for all boating and outdoors supplies, boating publications and boating
organizations/associations. Further, the ownership of a boat in addition to conventional expenses is an excellent
indicator of wealth. This makes these consumers excellent prospects for fundraising, business periodicals, travel
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