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This data is internal to Brunswick.

Hi everyone, I’m Dave Foulkes, Brunswick’s Chief Executive Officer and I’d like to welcome
you to our 2021 Investor Day Event.
This year, we are using a virtual format to present an update to the 3‐year 2020 through ‘22
strategy that we originally presented in February of 2020, live in Miami.
As we’re all aware, a lot has happened in the intervening 15 months, and I am very proud
of the way Brunswick has responded to the pandemic.
From a business perspective, I’m very happy to report that we are tracking significantly
ahead of our original 2022 strategic goals and guidance.
We have titled the presentation today “NEXT WAVE.”
As we’ll explain, we see 2019 and ‘20 as years in which we established our new marine‐
focused platform and launching pad.
And 2021 and ‘22 as years in which we will use that launching pad to accelerate away from
our competition.
You know that we have a new and very dynamic leadership team, and you will see and hear
from some of the key members today, including our division presidents: Chris Drees,
Brenna Preisser, Brett Dibkey and Aine Denari, and our CFO, Ryan Gwillim.
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Use of Non-GAAP Financial Information and Constant Currency Reporting
Certain statements in this presentation are forward-looking statements as defined in the Private Securities Litigation Reform Act of 1995. Forward-looking statements are based on
current expectations, estimates, and projections about Brunswick’s business and by their nature address matters that are, to different degrees, uncertain. Words such as “may,”
“could,” “should,” “expect,” "anticipate," "project," "position," “intend,” “target,” “plan,” “seek,” “estimate,” “believe,” “predict,” “outlook,” and similar expressions are intended to identify
forward-looking statements. Forward-looking statements are not guarantees of future performance and involve certain risks and uncertainties that may cause actual results to differ
materially from expectations as of the date of this presentation. These risks include, but are not limited to: the effect of adverse general economic conditions, including the amount of
disposable income consumers have available for discretionary spending; changes in currency exchange rates; fiscal policy concerns; adverse economic, credit, and capital market
conditions; higher energy and fuel costs; competitive pricing pressures; the coronavirus (COVID-19) pandemic, including, without limitation, the impact on global economic conditions
and on capital and financial markets, changes in consumer behavior and demand, the potential unavailability of personnel or key facilities, modifications to our operations, and the
potential implementation of regulatory actions; managing our manufacturing footprint; weather and catastrophic event risks; international business risks; our ability to develop new and
innovative products and services at a competitive price; our ability to meet demand in a rapidly changing environment; loss of key customers; actual or anticipated increases in costs,
disruptions of supply, or defects in raw materials, parts, or components we purchase from third parties, including as a result of pressures due to the pandemic; supplier manufacturing
constraints, increased demand for shipping carriers, and transportation disruptions; absorbing fixed costs in production; joint ventures that do not operate solely for our benefit; our
ability to successfully implement our strategic plan and growth initiatives; attracting and retaining skilled labor, implementing succession plans for key leadership, and executing
organizational and leadership changes; our ability to identify, complete, and integrate targeted acquisitions; the risk that strategic divestitures will not provide business benefits;
maintaining effective distribution; adequate financing access for dealers and customers; requirements for us to repurchase inventory; inventory reductions by dealers, retailers, or
independent boat builders; risks related to the Freedom Boat Club franchise business model; outages, breaches, or other cybersecurity events regarding our technology systems,
which could affect manufacturing and business operations and could result in lost or stolen information and associated remediation costs; our ability to protect our brands and
intellectual property; changes to U.S. trade policy and tariffs; having to record an impairment to the value of goodwill and other assets; product liability, warranty, and other claims
risks; legal and regulatory compliance, including increased costs, fines, and reputational risks; changes in income tax legislation or enforcement; managing our share repurchases;
and certain divisive shareholder activist actions.
Additional risk factors are included in the Company’s Annual Report on Form 10-K for 2020, and subsequent Quarterly Reports on Form 10-Q. Forward-looking statements speak
only as of the date on which they are made, and Brunswick does not undertake any obligation to update them to reflect events or circumstances after the date of this presentation or
for changes by wire services or Internet service providers.
Brent G. Dahl, Vice President – Investor Relations
Brunswick Corporation, 26125 N. Riverwoods, Mettawa, IL 60045
Phone: +1-847-735-4039 Fax: +1-847-735-4750
Email: brent.dahl@brunswick.com

Before we begin the presentation, I would like to remind everyone that our comments will
include certain forward‐looking statements about future results. Please keep in mind that
our actual results could differ materially from these expectations.
For details on the factors to consider, please refer to our recent SEC filings. All these
documents are available on our website at Brunswick.com
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Use of Non-GAAP Financial Information and Constant Currency Reporting
In this presentation, Brunswick uses certain non-GAAP financial measures, which are numerical measures of a registrant’s historical or future financial performance, financial
position or cash flows that exclude amounts, or are subject to adjustments that have the effect of excluding amounts, that are included in the most directly comparable
measure calculated and presented in accordance with GAAP in the statements of operations, balance sheets or statements of cash flows of the registrant; or include
amounts, or are subject to adjustments that have the effect of including amounts, that are excluded from the most directly comparable measure so calculated and presented.
Brunswick has used certain non-GAAP financial measures that are included in this presentation for several years, both in presenting its results to shareholders and the
investment community and in its internal evaluation and management of its businesses. Brunswick’s management believes that these measures (including those that are
non-GAAP financial measures) and the information they provide are useful to investors because they permit investors to view Brunswick’s performance using the same tools
that Brunswick uses and to better evaluate Brunswick’s ongoing business performance. In addition, in order to better align Brunswick's reported results with the internal
metrics used by the Company's management to evaluate business performance as well as to provide better comparisons to prior periods and peer data, non-GAAP
measures exclude the impact of purchase accounting amortization related to the Power Products and Freedom Boat Club acquisitions.
Slides including non-GAAP measures include an asterisk (*) denoting such usage, with the exclusions or adjustments, along with reconciliations to GAAP measures,
described in Brunswick's Current Report on Form 8-K issued on January 28, 2021 (for 2020 and 2019 information), or in Current Reports on 8-K dated January 31, 2019,
February 1, 2018, January 26, 2017, and January 28, 2016 (for information from 2018 and earlier), all of which are available at www.brunswick.com.
Brunswick does not provide forward-looking guidance for certain financial measures on a GAAP basis because it is unable to predict certain items contained in the GAAP
measures without unreasonable efforts. These items may include restructuring, exit and impairment costs, special tax items, acquisition-related costs, and certain other
unusual adjustments.
For purposes of comparison, 2020 net sales growth is also shown using 2019 exchange rates for the comparative period to enhance the visibility of the underlying business
trends, excluding the impact of translation arising from foreign currency exchange rate fluctuations. We refer to this as "constant currency" reporting.

During our presentation, we will be referring to certain non‐GAAP financial information.
Reconciliations of GAAP to non‐GAAP financial measures are provided in previously issued
Current Reports on 8‐K, all of which are available at Brunswick.com.
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F O U N D AT I O N

STRONGEST BRANDS
SCALE, CAPABILITY

This data is internal to Brunswick.

Now – let’s get started with a strategic overview.
As you know, Brunswick has the broadest and deepest foundations of any recreational
marine company with the greatest brands, the largest scale and the most extensive
capabilities.
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F I R S T W AV E

AN INTEGRATED PLATFORM

(2019 - 2020)

FOR MARINE LEADERSHIP

This data is internal to Brunswick.

But as we entered 2019, we knew we needed to modify our operating model and take
some major actions to establish the complete, lean platform we needed to maintain and
advance our industry leadership in the future.
Having successfully completed that set of actions, we were ready to execute on the NEXT
WAVE.
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This data is internal to Brunswick.

Brunswick’s NEXT WAVE, which is already in flight, will be defined by distinctive new
products and technology‐enabled experiences accompanying the broadening consumer
appeal of the marine lifestyle, and the unlocking of new and profound synergies across
our enterprise.
We’ll be sharing some of these concepts with you in detail for the first time today.
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Pending New Design

|3

This data is internal to Brunswick.

Our purpose statement continues to guide our path and reflect our desire to use innovative
technology and business models to deliver inspired, elevated experiences that democratize
boating through expanded opportunities for participation.
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WORLD’S LEADING MARINE
PROPULSION BUSINESS
1 O F 2 B O AT S P O W E R E D B Y M E R C U R Y

I always like to begin our strategy presentations by reflecting on Brunswick’s unique and
foundational competitive position in the industry. Which we often refer to as “authentic
leadership.”
Roughly 1 out of every 2 boats in the U.S. recreational boat fleet of around 10‐12 million
boats is powered by Mercury. That’s the unique foundation for our annuity engine P&A
business.
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WORLD’S LARGEST BOAT
BUSINESS WITH THE
LEADING BRANDS
3 OF THE 4 MOST RECOGNIZED
B O AT B R A N D S

Our boat portfolio includes 3 of the 4 best‐known boat brands.
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WORLD’S LARGEST MARINE
PARTS, ACCESSORIES, AND
SYSTEMS BUSINESS
1

HIGH MARGIN; LOW CYCLICALITY; 50% OF
BRUNSWICK EARNINGS

1 Comprised of the Company’s Parts

and Accessories segment and the Controls and Rigging business included in the Propulsion segment

We operate the world’s largest marine parts, accessories and systems business that is very
profitable and non‐cyclical, and now accounts for roughly 50% of our enterprise earnings.
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WORLD’S LARGEST MARINE
DISTRIBUTION BUSINESS
G L O B A L S A M E D AY / N E X T D AY D E L I V E R Y

And the world’s largest marine distribution business that provides same‐day/next‐day
service to our global dealers and other customers.
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MOST INNOVATIVE MARINE
COMPANY
3 0 0 + PAT E N T S S I N C E 2 0 1 7

And, we are widely recognized as the world’s most innovative marine company, with over
300 patents granted since 2017.
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WORLD-CLASS TALENT
NEW ENTERPRISE LEADERSHIP TEAM

In 2019 and ‘20, we completed a series of actions which created a new integrated business
platform, intended to provide the launching pad for our NEXT WAVE of growth.
We established a new, dynamic young leadership team, which includes world‐class talent
developed within Brunswick and recruited from other industries.
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FOCUS ON MARINE
LIFE FITNESS SALE

We sold our fitness businesses to allow us to concentrate our focus on marine and we
returned the proceeds of that sale to our shareholders.
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INCREASED INVESTMENT
IN MERCURY
N E W P R O D U C T S & C A PA C I T Y

We further increased our investments in Mercury – funding the exceptional new products
Chris will talk about and the production capacity to meet the needs of Mercury’s ever‐
growing list of global customers.
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BUSINESS ACCELERATION
DIVISION
NEW MARINE BUSINESS MODELS

We formed our Business Acceleration Division, run by Brenna, as a home for new, non‐
traditional business models.
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FREEDOM BOAT CLUB
ACQUISITION
LARGEST MARINE
S H A R E D - A C C E S S P L AT F O R M

And soon afterwards acquired Freedom Boat Club, the world’s largest shared‐access
boating platform and, as we will explain later, one of the models most conducive to marine
electrification.
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NEW BOAT GROUP
OPERATING MODEL
PAT H T O > 1 0 % O P E R AT I N G M A R G I N

We established a new, more efficient operating model for our Boat Group to drive towards
double‐digit operating margins.
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INVESTMENTS IN
TECHNOLOGY
A C E S & D I G I TA L T R A N S F O R M AT I O N
C A PA B I L I T I E S , TA L E N T & PA R T N E R S H I P S

We established our ACES strategy, investing heavily in technology and digital
transformation.
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INDUSTRY-LEADING
ESG & DEI STRATEGIES
LEADER IN SOCIAL RESPONSIBILITY

And our industry‐leading ESG and DEI strategies, which align with our ambition of further
democratizing boating.
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MEETING THE CHALLENGES
OF COVID
M A I N TA I N I N G S A F E A N D
EFFICIENT PERFORMANCE

We also operated safely and efficiently and supported our communities while managing
the challenges of COVID.
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WIDE RECOGNITION
AT T R A C T I N G T H E B E S T TA L E N T

2021 AMERICA’S
BEST LARGE
EMPLOYER

2020
BEST OF
CES

2020 MOST
INNOVATIVE
MARINE COMPANY

2020
FRANCHISE
500 RANKED

2021 TOP
PRODUCTS
(6 BRUNSWICK
BRANDS)

All of which brought us wide recognition, culminating early in 2021 when we were named
to the Forbes Top Ten list of Best Places to Work in the U.S., and the #1 Engineering and
Manufacturing company to work for in the U.S.
Which, in turn, allows us to continue to attract world‐class talent.
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45%+
MERCURY U.S. MARKET SHARE

STRONG RETAIL MOMENTUM AND LEADING INDICATORS
(YoY)

Q1 BOAT
RETAIL

Q1
PIPELINES

Q1 RETAIL
CREDIT APPS.

Q1 WEBSITE
TRAFFIC

PALM BEACH
SHOW REVENUE

+38%

-41%

+44%

+66%

+223%

As a bridge to discussing the NEXT WAVE of our strategy, I want to talk about the start of
the 2021 season and our progress against the 2022 goals we set at our February 2020
Investor Day in Miami.
Early 2021 retail has maintained and even built on the momentum of the latter half of the
2020 season.
Based on internal data, Brunswick U.S. Q1 new boat retail is up 38% YoY, causing our
pipelines to still be down more than 40%.
Leading indicators are very strong, with Q1 marine retail credit applications up 44% vs. the
same period last year and traffic on our brand websites up 66%.
Despite the extremely low field inventory levels and long quoted delivery times, our sales
at the Palm Beach Boat Show, the first major in person salt‐water show of the season, were
up 223% over 2019.
As we look at our progress against our original targets for 2022 we set at the 2020 investor
event, we are tracking significantly ahead:
Mercury U.S. market share already exceeds 45%.
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10%+
B O AT G R O U P Q 1 O P E R AT I N G M A R G I N

STRONG RETAIL MOMENTUM AND LEADING INDICATORS
(YoY)

Q1 BOAT
RETAIL

Q1
PIPELINES

Q1 RETAIL
CREDIT APPS.

Q1 WEBSITE
TRAFFIC

PALM BEACH
SHOW REVENUE

+38%

-41%

+44%

+66%

+223%

Our Boat Segment Q1 operating margin of 10.9% already exceeds the ‘22 target of 10%.
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NPS >70
E N G I N E S & B O AT S

STRONG RETAIL MOMENTUM AND LEADING INDICATORS
(YoY)

Q1 BOAT
RETAIL

Q1
PIPELINES

Q1 RETAIL
CREDIT APPS.

Q1 WEBSITE
TRAFFIC

PALM BEACH
SHOW REVENUE

+38%

-41%

+44%

+66%

+223%

The net promoter score for our engine and boats brands already exceeds the world‐class
level of 70.
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90%+
I T A P P L I C AT I O N S M I G R AT E D T O
THE CLOUD

STRONG RETAIL MOMENTUM AND LEADING INDICATORS
(YoY)

Q1 BOAT
RETAIL

Q1
PIPELINES

Q1 RETAIL
CREDIT APPS.

Q1 WEBSITE
TRAFFIC

PALM BEACH
SHOW REVENUE

+38%

-41%

+44%

+66%

+223%

And we’ve migrated more than 90% of our IT applications to the Cloud.
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2021 EPS $7.30 TO $7.60
S I G N I F I C A N T LY R A I S E D R E V E N U E
AND EARNINGS GUIDANCE

STRONG RETAIL MOMENTUM AND LEADING INDICATORS
(YoY)

Q1 BOAT
RETAIL

Q1
PIPELINES

Q1 RETAIL
CREDIT APPS.

Q1 WEBSITE
TRAFFIC

PALM BEACH
SHOW REVENUE

+38%

-41%

+44%

+66%

+223%

All of which has contributed to us significantly raising our 2021 revenue and EPS guidance.
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Our initiatives in 2019 and ‘20 have been extremely successful in their own right, but, as I
mentioned, they also provided the necessary building‐blocks for the NEXT WAVE of our
strategy, which we expect will leave our competition in our wake.
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FPO FOR FATHOM

NEXT GEN

NEXT GEN

NEXT GEN

PRODUCTS

TECHNOLOGIES

CONNECTIONS

NEXT GEN
EXPERIENCES

The NEXT WAVE of our strategy will include the next generation of our products, the next
generation of our technologies, next generation ways to connect with our customers and
our next generation of unique experiences.
And in early 2021, you have already begun to see the NEXT WAVE taking shape …
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+200
BPS

2 YEARS
YOUNGER

ATTRACTING FTBB
AT A GREATER RATE
THAN INDUSTRY*

(AVG BOAT
BUYER AGE)
THAN PEERS*

35%
FEMALE
BOAT CLUB
MEMBERS

* BC 2020 data over 2019, compared to Industry growth rate; Info-Link

Brunswick is outperforming the industry in attracting a new demographic to boating.
We are attracting more first‐time buyers than the industry overall.
The average age of Brunswick boat buyers is two years younger than the average of our
industry peers.
The average first‐time boat buyer Brunswick attracted in 2020 was 3 years younger than
that of our industry peers, with more women buyers.
The success of Freedom Boat Club in attracting more women into boating continues to be
phenomenal – in 2020, more than 35% of Freedom members were women and that trend
continues in 2021.
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We are doing everything we can to attract a younger, more diverse demographic into
boating that will secure our future, and to engage new boaters how and where they want
to be met.
These new buyers have a powerful voice, so let’s hear from them…
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IN THE WORDS OF
OUR COMMUNITY
The next generation of boaters play a powerful role in our growth strategy, so
understanding their needs and interests is very important.
In 2020 we launched a consumer advisory board called Ripl, an online community of
marine enthusiasts to inspire Brunswick innovation and help us create the future of marine.
Feedback from the Ripl community shaped the video we just shared.
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92%
of members rated their
2020 BOATING SEASON

At the onset of the pandemic my job went
fully remote, so I HAD THE FLEXIBILITY
TO WORK FROM MY BOAT. Given
current workforce trends, this temporary
arrangement has become permanent, so
I plan to continue to work from the boat
when I’m able.
—Ted, Facebook Executive
Sea Ray Owner

SUBURB GROWTH
80 percent share of household
growth expected to be
captured by the suburbs
—PwC’s Emerging Trends in
Real Estate (ETRE) 2021

Data from our Ripl online boater community shows that more than 90% of forum members
rated their 2020 boating season as 4 stars plus out of 5 – in other words, they had a great
time.
We also saw more flexible working practices allowing people to boat more during the week
and even to work from their boats, a trend that we expect to persist long past the
pandemic.
And we see that the pandemic is driving more people to set up home in the suburbs again,
where there is often more access to water and boating.
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NEW VALUE-PRODUCT
ENTRY POINTS

CONNECTED
PRODUCTS

PERSONALIZED OWNERSHIP
& SERVICE EXPERIENCES

Which leads us to believe that trends from the pandemic will have long‐lasting and positive
implications for boating far into the future.
You have heard before, but you will hear much more in detail today about how we have
positioned ourselves to meet the needs of these new consumers.
With more value‐product entry points for new buyers.
With connected products and personalized experiences.
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DIGITAL ENGAGEMENT
& TRANSACTIONS

INDUSTRY-LEADING
DIGITAL ASSETS

NEW CUSTOMERFOCUSED TECHNOLOGY

With new and enhanced digital platforms, and consumer‐focused technologies.
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NEW MODES OF
PARTICIPATION FOR EVERY
LIFESTYLE & LIFESTAGE

NEW COMMUNITY
FORUMS

FRICTIONLESS
CONSUMER
EXPERIENCES

And with new modes of participation for every lifestyle and life‐stage.
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700+
Brunswick Employees
Dedicated to ACES
C o m m e r c| 37i a l i z a t i o n i n 2 0 2 1
This data is internal to Brunswick.

We believe that smart products live best within smart experiences, and this is the
foundation of our ACES strategy.
We introduced ACES, which is an acronym for Autonomous, Connected, Electrified and
Shared, in 2019 as a unifying framework for many of our initiatives.
But it’s no longer a framework or a concept – in 2021, we will have more than 700
Brunswick employees working directly on the commercialization of ACES.
And we are making rapid progress…
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• Exclusive Partnership With Carnegie Robotics
• Expanded Partnership With Sea Machines
• Plan to Launch First ADAS System Later This Year

| 38

This data is internal to Brunswick.

You will have seen a few weeks ago that we entered into a new exclusive partnership with
Carnegie Robotics, a leading autonomous technology company to develop and
commercialize Advanced Driver Assistance Systems, or ADAS, and autonomy products in
the recreational marine space.
This new partnership is complementary to our long‐term partnership with Sea Machines.
And Brunswick is planning to launch its first true ADAS product later this year.
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• >100K Brunswick/Mercury Connectivity
App. Downloads
• Game-Changing New Connectivity
Platform Launching June 2021

| 39

This data is internal to Brunswick.

Brunswick has already made tremendous strides in connectivity with some of the strongest
connected products in the industry.
To date, more than 100,000 people have downloaded Brunswick and Mercury connectivity
apps.
Chris will tell you more about Mercury’s suite of unique, industry‐leading connected
products.
And Brett will introduce you to a game‐changing new connected product.
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• No Company Positioned Better For Marine Electrification
• 5 Electric Propulsion Products By 2023 (beginning 2022)
• 15,000 Generator Replacements By 2023 (Marine And RV)
• Electric Boats In 4 Different Segments By 2023
• Freedom Boat Club Is Ideal Operating Model For Marine Electrification
| 40

This data is internal to Brunswick.

Though electrifying marine applications often presents more challenges than on‐road
applications, we believe that no company is better positioned to make a transformational
impact on marine electrification than Brunswick, because of our suite of technologies,
brands and businesses, some of which you see at the foot of the slide.
We are using this presentation to put down some markers.
By 2023, Mercury and ASG together will launch 5 electric propulsion products, with the first
products launching in 2022.
Over the same time period, ASG expects to have installed 15,000 advanced battery systems
replacing internal combustion engine generators.
And Brunswick Boat Group will have launched electric boats in 4 different segments.
We also believe that Freedom Boat Club, with its centrally managed fleets and well
understood use cases, is the ideal operating model to support the introduction of electric
marine products–making us the owners of a unique marine electrification puzzle‐piece.
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• M&A Accelerating Freedom U.S.
Growth and Profitability
• International Locations in Multiple
Countries

| 41

This data is internal to Brunswick.

Which nicely connects the “S” in ACES to the more technological components of the
strategy.
As you know, Freedom is a very exciting asset that is growing very rapidly and Brenna will
provide more details on our build‐out of additional U.S. locations and our plans for
international expansion, as well as our plans for new businesses adjacent to Freedom.
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PURCHASE &
ONBOARDING

INTRODUCTION

CONSIDERATION

RECONSIDER
& ADVOCATE

EXPERIENCE

| 42

This data is internal to Brunswick.

As you will hear shortly from our division presidents, Brunswick is making large investments
in digital transformation across all businesses.
Digital capability is fundamental to a unified consumer experience across the marine
landscape and is core to Brunswick’s cross‐business synergies strategy.
Through digital, we will move the customer along the path of maximum lifetime value via
the most contemporary suite of digital assets in the industry.
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40

New specialists and
leadership in electrification
& autonomy

3X

FOOTP RINT

4X

Major iJet Lab Expansion
at UIUC supporting ACES

New digital marketing, ecommerce & data analytics
specialists

R E C E N T LY - H I R E D
SPECIA
LIZED
| 43
TA L E N T

• Consolidated ERP Systems
• Common Applications
Platforms

S TAFFING
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• App Migration to the Cloud

New ASG High Voltage
Battery Lab & Mercury
Electric Propulsion
development facilities
NEW
FA C I L I T I E S

• Enhanced Cyber Capabilities

A D VA N C E D
IT SOLUTIONS

This data is internal to Brunswick.

To support our ACES and Digital Transformation strategy, we are hiring the best talent in the
market.
Just recently, we have hired 40 specialists in electrification and autonomy and 35 new
specialists in digital marketing, e‐commerce and data analytics.
You may have also seen that we recently announced a major expansion of our iJet
technology lab at the University of Illinois.
And we are rapidly facilitizing ASG and Mercury for the development of high‐voltage
battery‐electric propulsion.
In addition to our work on consumer‐facing digital transformation, our IT Team is migrating
our business applications to the Cloud, consolidating ERP systems across the enterprise,
implementing common application platforms and continually enhancing our cyber
capabilities.
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IMAGE

14%

Reduction in GHG
emissions from
2019 to 2020 on
an intensity basis

50%

Electricity needs
from renewable
sources by 2030

plastic
4 . 7 M Recycled
bottles used

IMAGE

1.94

annually in new
wood replacement
materials

2/4

Total recordable
incident rate in 2020
– record low for the
Company

Business units are
led by women

in
8 0 % Reduction
outboard engine
emissions by 2025
(from 2007 baseline)

ENVIRONMENT &
E N E R G Y | 44

PRODUCT

PEOPLE

AW A R D
HIGHLIGHTS

This data is internal to Brunswick.

Brunswick recently published our second enterprise‐wide sustainability report, which has
been very well received by all stakeholders.
ESG and DEI are core to our strategy, and our employees are excited and engaged.
Some key sustainability achievements in 2020 were:
• A 14% reduction in the greenhouse gas emissions from our facilities on an energy
intensity basis,
• The replacement of balsawood in some of our boats as a filler material with an
alternative material manufactured from recycled plastic bottles,
• And achieving the lowest total recordable incident rate in our history across our
facilities.
We continue to be very proud of the extensive recognition we have received for our ESG
and DEI efforts.
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PROPULSION
Propulsion product and technology leadership
across multiple segments and regions
Driving Propulsion
P&A Annuity

Our Unique & Integrated

M A R I N E P L AT F O R M
Is Accelerating Synergies

As I mentioned earlier and as our division presidents will explain, the synergies across our
marine platform are being progressively unlocked and becoming more and more profound.
As you know, Mercury provides propulsion product and technology leadership across
multiple segments.
But is also the source of our unique propulsion P&A annuity.
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AD VAN C E D S Y S T E M S

Our Unique & Integrated

Leveraging large installed base with largest marine
P&A portfolio and unique systems solutions

M A R I N E P L AT F O R M
Is Accelerating Synergies

Advanced Systems is also around 60% aftermarket, providing more annuity opportunity
and the opportunity for integration with Mercury propulsion systems.
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Our Unique & Integrated

M A R I N E P L AT F O R M
Is Accelerating Synergies

Pulling Mercury
Propulsion & P&A

B O AT S
Providing premium, diversified boating experiences and
showcasing Mercury propulsion, technology and P&A

Our portfolio of boat brands is 100% powered by Mercury and pulls a lot of P&A from
Mercury and ASG.
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Our Unique & Integrated

M A R I N E P L AT F O R M
Is Accelerating Synergies
Pulling Brunswick
Boats, Engines & P&A

BUSINESS
A C C E L E R AT I O N
Premium shared access, service and connected experiences
attracting more people to boating and Brunswick brands
Driving More Demand for
Mercury & Brunswick Products

And Freedom Boat Club pulls Brunswick Boats, Mercury engines and our P&A.
But, as we’ll explain later, that’s not the end of the unfolding synergy story.
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PROPULSION
Driving Propulsion
P&A Annuity

AD VAN C E D S Y S T E M S

New

O P E R AT I N G M O D E L

Pulling Mercury
Propulsion & P&A

Increased Opportunity
f o r D y n a m i c Ta l e n t

B O AT S
Pulling Brunswick
Boats, Engines & P&A

BUSINESS
A C C E L E R AT I O N
Driving More Demand for
Mercury & Brunswick Products

Our new operating model also provides increased opportunity to hire and promote
dynamic talent.
And, as I mentioned earlier, we have a talented new leadership team across our divisions
and core functions.
In addition to Ryan Gwillim, our CFO since the middle of 2020…
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PROPULSION

CHRIS DREES
President,
Mercury Marine

You will shortly hear from Chris Drees, the President of our Mercury Marine business, who
has spear‐headed the rapid advancement of Mercury’s market share since he assumed his
role roughly two years ago.
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PAR T S & AC C E S S O R I E S

BRETT DIBKEY
President,
Advanced Systems Group

Brett Dibkey, the President of our new Advanced Systems Group, who joined Brunswick just
over a year ago but has already had a tremendous impact on our business, establishing a
new vision, operating model and leadership team for ASG.
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B R U N S W I C K B O AT G R O U P

AINE DENARI
President,
Brunswick Boat Group

Aine Denari, the newest member of our leadership team, who joined us with a background
in ADAS technology and, as you have seen, has already made a mark on Boat Group
operating margins.
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B U S I N E S S A C C E L E R AT I O N

BRENNA PREISSER
President,
Business Acceleration;
Chief People
& Strategy Officer

And Brenna Preisser, the President of Business Acceleration and also our Chief People and
Strategy Officer, who has been instrumental in setting the vision not only for Business
Acceleration, but also for the enterprise, and who has worked closely with me to hire many
of the new leadership team members and our new management and technical talent.
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Pending New Design

|3

This data is internal to Brunswick.

Now, it’s my pleasure to hand over to Chris to talk about the unprecedented momentum of
the Mercury business–Chris…
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