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Forward-Looking Statements

Certain statements in this presentation are forward-looking 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,”
“expect,” “anticipate,” “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: adverse general economic conditions, including reductions in consumer discretionary spending; our ability to
implement our strategic plan and growth initiatives; the risk that strategic acquisitions or divestitures may not provide business benefits; the possibility that the proposed Fitness
business separation will not be consummated within the anticipated time period or at all; our ability to integrate acquisitions, including the Global Marine & Mobile Business of Power
Products; the potential for disruption to our business in connection with the Fitness business separation or Global Marine & Mobile Business of Power Products acquisition, making it
more difficult to maintain business and operational relationships; the risk that unexpected costs will be incurred in connection with these transactions; the possibility that the expected
synergies and value creation from these transactions will not be realized or will not be realized within the expected time period; changes to U.S. trade policy and tariffs; 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 new tariffs on raw
materials; negative currency trends; fiscal policy concerns; adequate financing access for dealers and customers and our ability to access capital and credit markets; maintaining
effective distribution; loss of key customers or changes in relationships; inventory reductions by dealers, retailers, or independent boat builders; requirements for us to repurchase
inventory; attracting and retaining skilled labor and implementing succession plans for key leadership; our ability to meet supply objectives; higher energy and fuel costs; our ability to
protect our brands and intellectual property; absorbing fixed costs in production; managing expansion or consolidation of manufacturing facilities; outages or breaches of technology
systems, which could result in lost or stolen information and associated remediation costs; our ability to meet pension funding obligations; managing our share repurchases;
competitive pricing pressures; our ability to develop new and innovative products and services at a competitive price, in legal compliance with existing rules; maintaining product
quality and service standards; 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; having to record an impairment to the value of goodwill and other assets; certain divisive shareholder activist actions; international business
risks; and weather and catastrophic event risks.

Additional risk factors are included in the Company’s Annual Report on Form 10-K for 2018 and the Quarterly Reports on Form 10-Q for subsequent periods. 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.

Ryan M. Gwillim, Vice President - Investor Relations

Brunswick Corporation, 26125 N. Riverwoods, Mettawa, IL 60045
Phone: +1-847-735-4926 Fax: +1-847-735-4750

Email: ryan.gwillim@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 acquisition.

With the pending separation of the Fitness business, we are again providing additional results, commentary, and guidance for the Company exclusive of the Fitness segment results.
This presentation provides increased visibility into the performance and expectations of the marine operations and will minimize adjustments when the separation is complete.
Therefore, when used, the term "marine business" means the consolidated Brunswick enterprise, excluding the impact or results of the Fitness segment as though it were reflected as
a discontinued operation.

Slides including non-GAAP measures include an asterisk (*) denoting such usage, with the exclusions or adjustments, along with reconciliations of GAAP to non-GAAP measures,
described in Brunswick's Current Reports on Form 8-K 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 pension settlement charges, restructuring, exit, integration, and impairment costs, special tax items, costs related to the
planned Fitness business separation, acquisition-related costs, and certain other unusual adjustments.

For purposes of comparison, 2019 net sales growth is also shown using 2018 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.
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Global Leader In Marine

Marine 78% 2018 Revenue of $5.1 Billion

Europe 14%

Marine

Engine' 52%

Canada 6%

Asia Pacific
8%
Latin

America 3%

Africa & Middle
East 2%

Fitness
20%

2018 Growth Rates*
Revenue = +9%

Adjusted Operating Earnings = +9%
Adjusted EPS = +19%

1 Adjusted for Marine eliminations
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Strong Revenue Growth — Exceptional Products and Brands

2015-2018 Marine Revenue Growth Brunswick Marine-Only Revenue Growth
3-Year CAGR of 9.4%' — Organic vs. M&A
$ in billions
$5.0 6 - 89 Organic M&A Total
$4.5 8-10% 2017 9.1% 1.1% 10.2%
11.5%
$4.0 2018 8.7% 2.8% 11.5%
' 10.2%

$3.5 2019F 4.0 -6.0% ~4.0%  8.0-10.0%
$3.0 $3.7 2020T 5.0-7.0% ~1.0% 6.0 — 8.0%
65 2018 22020 /o _g.0% 20%  6.0-8.0%

Plan Targets
2017+ 2018* 2019F 2020 Target

'CAGR ex. Acq. of 7.7%

I Revenue growth has been strong and trending ahead of growth targets
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R ———
Earnings Growth Translates To Stock Performance

[ Adjusted Pretax Earnings Growth* }

$ in millions

$600 oR
Al

$500 1 4.6% 5V ©

$400

$300

$200

$100
2013 2014 2015 2016 2017 2018

I Earnings growth has led to attractive returns for Brunswick shareholders
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2020 Marine-Only Financial Targets

Nov 2017
Investor Day'

Feb 2019
MIBS

Revenue Dollars

Operating Earnings

Operating Margin

EPS

$4.5 - $4.8 billion

$4.7 - $4.9 billion

$550 - $600 million

$640 - $690 million

12.0-12.5%

13.5-14.0%

$4.00 - $4.507

$5.00 - $5.50

" Represents the 2018-2020 Plan targets provided at the November 2017 Investor Day with the expected Fitness business contributions removed.

2 Assumed 2018-2020 Plan ETR of 32.5%

BRUNSWICK 7




I EEEE—mEEmm—C——m,
Capital Strategy — Overview

Our capital strategy will succeed through strong free cash flow generation resulting from
successful execution of our operating strategies

Invest in Growth Retain Strong Financial Position ll Return Capital to Shareholders

« Outboard engine capacity + Retain investment grade credit * Increase dividend payout ratio
3 rating (target range of 20 — 25%)
=3 ° New product/R&D Conti . H q
= . . ™ » Continue share repurchases under
-8 - Bolt-on acquisition and other Address near-term debt maturities new $450M authorization
o business acceleration initiatives » Exit of legacy pension plans in potential to accelerate
3 2019 repurchases upon receipt of
X

Maintain strong ROIC Fitness proceeds

Fithess Sale Use sale procegds to enhance capitgl plan — accelerate
Proceeds debt reduction, increase acquisitions and share

repurchases

Capital strategy prioritizes investing in growth, managing maturity risk and debt
retirement while also returning capital to shareholders

BRUNSWICK s
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. ______________________________________________________________________________________
Strong Free Cash Flow Continues to Include Investments in Growth

Includes Fitness

2018 2018. 2019 Guidance 2020
Ex-pensions Target
Free Cash Flow* $209M $305M $300M+ $375M - $400M
Capital Expenditures $191M $191M $240M - $260M  $210M - $230M
Free Cash Flow ~50% ~75% ~76% ~82%

Conversion

* Key Assumptions:

- Depreciation and amortization between $110 and $120 million in 2020

- Modest increases in working capital

- Pension contribution of $15M - $25M in 2019 satisfies termination obligations
- Effective cash tax rate increases

I Free cash flow conversion continues to improve, benefitting from pension exit
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Business Performance and Capital Strategy Drive Shareholder
Return

* Unmatched capabilities in marine

5-6% 13-17% * Focused portfol_io ar_|d strong operati_ng
performance drives increased valuations

* Robust, growing aftermarket channels
drive lower cyclicality

8-11%

+ Transformative marine products
launched in next two years

« Ability to deploy strong free cash flow
and incremental proceeds from Fitness
sale

* Execute capital strategy, including new

450M sh h thorizati
Core Business Capital Strategy Shareholder 2cce|e;t:5edgebptur2cd:cst?oanu a:;'ﬁ&lxn’
Value ,

We are confident that we can continue to execute our 2018-2020 plan and deliver strong
shareholder returns
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THE INDUSTRY’S authentic THE WORLD’S

Most Advanced L E AD E RS H I P Largest Marine Parts &
Innovation Capabilities Accessories Portfolio

T —

Leading Portfolio of KT —— a
Service Businesses RIS

126 xSzl

PATENTS MOST RECOGNIZED

AWARDED

IS POWERED BY MERCURY

Industry installed base
of ~10M units

1 OUT OF EVERY 2 BOATS

U.S. BOAT BRANDS

IN 2018



Authentic Leadership and a Unique Market Position

ENGINE P&A BOATS SERVICES %§
. AUTHENTIC

EIENIES ® ® ® ® LEADERSHIP

Yamaha % ® Real assets and activity
— not just ‘future plans’

Beneteau .

BRP Y

Volvo (Penta) UNIQUE MARKET
No other recreational marine

Malibu . business approaches
Brunswick’s breadth and

Mastercraft O depth

. Broad/Deep . Significant but Focused Niche Participant
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+ Strong large outboard
(150hp+) market

- Two-thirds of industry revenue
- Industry revenue growth 20%+
- Growing Mercury share

MARKET LEADER IN

* Margins above company
average

* Leadership positions in , .
both products and * Premium brand focus

distribution » Supportive of Mercury
* Lower cyclicality

* Portfolio in healthy,
growing segments

Our core markets provide both growth and profit opportunities

BRUNSWICK |13



Brunswick’s Integrated Platform Forms a Unique Value Creation Engine

/\

lifecycle P&A
Leading portfolio of high margin value
products and brands serving
OEMs and the aftermarket . ,
Reinforcing
the P&A
annuity

Q..

D
BUSINESS ACCELERATION sty

experience
Better experiences attracting

new participants and creating
repeat purchases

Market leading

Innovatlon PrOpUISIon m
product
leadership Market leader with each engine
creating a 20-year P&A annuity
Guaranteed
source of
Monetize volume
installed base
L&
Positioned to Leverage
.. leading, BOATS
win in every profitable boat
channel portfolio

Leading portfolio of iconic brands
leveraging Brunswick’s marine
strength

I We have plenty of headroom to capitalize on the synergies of this platform
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The Evolution of the Recreational
Marine Market will Create
Opportunities

CHANGING
COMPETITIVE
ENVIRONMENT

We are uniquely positioned to create the future of marine
— contemporary, relevant, compelling, high-quality, frictionless and inclusive.

TECHNOLOGY-ENABLED
SOLUTIONS




We are Expanding our View of our Addressable Market
ET SE
WRE S SVEy,

Brunswick Participation Brunswick Participation

Leading marine brands Leading boat and engine

Growing alternate 1 40 MILLION fishing brands

participation businesses & people go boating annually; Investments in fishing
intermediation opportunities 50% are under 40 years old communities/experiences

fisherman and angle

"= 1 0 MILLION

registered recreational boats Leading engine, boat
and P&A business

Leading P&A products 7Y
and distribution business ‘D"
200 THOUSAND

Marine services business
new boats sold annually

83% OF 10X MORE

avid anglers are fishing boats sold
active boaters than tow boats
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The of Boating Experiences is Being Shaped by New

Expectations and a Wider Demographic of Participation

| .. Business Acceleration will integrate a portfolio of strategic and
innovation assets to shape the future of boating experiences:

Make Boating Accessible

to expand marine participation

Lead with Connected Solutions

that enhance the customer experience and channel
effectiveness

Amplify the Boating Experience

through services and new business models

BRUNSWICK |17



There is Value Expanding Connection to Services

Brunswick has a range of innovation partnerships underway to

enhance our core business offering and / or discover new markets Collaboration Core Business
Ventures through & Business
TechNexus Acceleration Assets
. Concierge e CATCHE= wNm
@J Streem :::M?j NAUTIC-ON"™

SO social
W Boating

/ER attwood
| | WHALER /
r- Myra

Interest
Groups

(8.9 Mishing)

@ AnaR SEA MACHINES

Labs

Business Model Innovation

LAB
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Marine Strategy & Themes

BUILD ON THE CORE

priorities

EXCEPTIONAL
PRODUCTS
AND BRANDS

Brand power creates
pricing power and deep
consumer engagement

AND QUALITY

I OPERATING
EXCELLENCE

Quality and operating
efficiency for improved
consumer experience
and margin expansion

EMPLOYER

BEST
AND PARTNER

Attract and retain the most

talented employees and
partners

Innovation
and Inspiration
on the Water

BUSINESS ACCELERATION

CENTRIC CONSUMER

I CUSTOMER- I FRICTIONLESS
INNOVATION EXPERIENCES

Win consumers with the
right experiences in their
preferred channels

Product and business
model innovation to
attract and retain
changing consumers
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Significant Strategic and Operational Enhancements in 2018 and 2019

Mercury
Outboard Life Fitness Acquire Power Transform

Engine Separation Products Sea Ray
Launches

I Considerable shareholder value generated from these actions
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Fitness Sale - Key Takeaways

On May 6, 2019, Brunswick announced that we had entered into a definitive agreement
to sell the Life Fitness business to KPS Capital Partners, LP for $490 million

Transaction subject to customary closing conditions, expected to close in Q2

Net proceeds received of between $455 - $465 million, will add significant flexibility
and investment capacity; plan to deploy majority of proceeds to share repurchases,
accelerated debt reduction and M&A

Fitness segment will be reported as a discontinued operation starting in Q2

BRUNSWICK |21
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I —E———mmmm———
Brunswick Acquires Freedom Boat Club

« On May 21, 2019, Brunswick completed the purchase of Freedom
Boat Club, the largest player in the boat club segment

v' Approximately 170 locations and over 20,000 members
v" Access to over 2200 boats
v' Strong, established management team

* Brunswick intends to be the leading national provider of shared access
boating experiences

v' Boat clubs are most attractive shared access segment — proven business model, popular
with consumers, especially younger generations

« Entering this market will also enhance our core business while
generation new business / service steams

v Fleet will convert to Brunswick boats and Mercury engines over time

BRUNSWICK |22

©2019 Brunswick Co. Confidential and all rights reserved.




Reinvented Sea Ray — More Vibrant and Focused

v' Modern, bold, luxury-sport brand that is a leader in innovation, quality,
service and technology

v" Narrowed focus towards attractive opportunities in the growing and
evolving 24ft - 40ft categories

v’ Fresh, well-positioned models with an increasing emphasis on industry-
leading lineup of outboard powered product, incorporating Mercury’s
propulsion technology

v' More streamlined operations

v Margin growth and accretive to Boat Group targets

Re-positioning Sea Ray allows us to better address changing market preferences and
evolving demographics
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I EEEE—mEEmm—C——m,
Brunswick Acquires Power Products — Transaction Overview

Transaction =  Brunswick acquires Power Products for $910 million

= Portfolio of leading brands primarily focused on electrical systems and related components for the recreational
marine and other industries

Power Products

= Revenue of approximately $233 million', with strong aftermarket component; EBITDA margins in the mid-twenties
percent range

=  Strong revenue and earnings growth profile, with sizable aftermarket business
Valuation/Metrics = Estimated annual synergies by year three of $15 million to $25 million

= Estimated NPV of expected tax benefits of approximately $50 million

= Utilize strong balance sheet to acquire a highly strategic asset

Capital Strategy = Expect to maintain investment grade ratings
= Pro-forma debt to EBITDA ratio of approximately 2.0x at closing — targeting debt to EBITDA below 1.6x by the
end of 2019

Transaction does not include Power Products’ Electrical Construction & Maintenance business, including the Gardner Bender, Bergen and King brands, which will be retained by Genstar; all figures are TTM for the period ended March 31, 2018

This transaction materially enhances Brunswick’s position as the leading supplier of parts
and accessories to the global marine industry
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Clear Drivers of Value — Both Short Term and Long Term

Core Portfolio

Predictable engine of near term
profits and long term foundation of
business

* Outboard engine growth

+ P&A products growth

» Operating expense efficiency
+ Boat margin improvement

+ Sea Ray reinvention

critical areas of future value

Core Expansion

Profitable extensions of core business
with multi-year growth runway

* P&A product acquisitions
* New engine programs
* P&A distribution expansion

* Boat white space expansion

Adjacencies and
Accelerators

Core-strengthening, profitable
initiatives with long term value
opportunity

« Connectivity
« Autonomy
 Boater Services

 Boat clubs and rentals

I We have well understood avenues to drive significant opportunity while profitably expanding in
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Premium Shareholder Returns Across All

Market Conditions

Great * Best, premium brands
. * Leading market positions
Business * Unique, value creating marine platform

Attractive ° Marine-only with broad participation
* Focus on profitable segments
Markets P&A aftermarket strength lowers cyclicality

Credible, Outboard engine runway

] « P&A products
Profitable Growth Services and technology

. . +  Strong balance sheet
FmanCIaIIy « Balanced capital strategy

Balanced Excellent through cycle cash flow

Brunswick is the best investment in both marine
and recreational durables



Marine Engine Segment —
Propulsion and P&A



Mercury Continues to Deliver Profitable
Long-Term Growth

Mercury Historical Growth

$ in billions
4.0 m Propulsion ® P&A Products
3.0 $2.4 $2.6 53.0
$2.2 $2.3 i
2.0
1.0
1.2 1.2 1.3 1.4
0.0
2014 2015 2016 2017 2018
Operating Margin (%)* 14.1% 15.2% 15.5% 15.6% 16.3%
R&D as % of Sales 3.3% 3.4% 3.5% 3.4% 3.3%
CAPEX as % of Sales 2.6% 3.3% 4.6% 4.2% 4.2%
4 Year Revenue CAGR 8.1% 4 Year Earnings CAGR 12.1%

BRUNSWICK |28

MERCURY 2018
PERFORMANCE
Mercury continues to gain

year-over-year propulsion
share

Non-Brunswick US
Saltwater OEM business

grew at 50%+ CAGR from
2014-2018

Incremental capacity
investments enable further
propulsion share gains

Expanding P&A business
drives continued growth




Financial Overview — Engine Segment

[ 2018 Revenue Mix ]

Distributor
9%
Canada
5% Government
Latin America & Others
3% 3%
Africa & Middle
East
2%
80 Facilities in 22 Countries Engine Manufacturing: Employees: Distribution:
« Fond du Lac, Wisconsin « More than 6,000 worldwide + More than 10,000 global sales and

» Suzhou, China service points

» Komagane, Japan
(joint venture)

" Includes Power Products acquisition, but excludes impact of purchase accounting for the transaction.
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Mercury’s Complementary Businesses Create U

AR

PROPULSION BUSINESS P&A PRODUCTS BUSINESS P&A DISTRIBUTION BUSINESS |

Providing extremely reliable and intluiltive Integrate discreet products into high Make our products available wherever
propulsion systems and expand digital performance boat systems and whenever customers shop, driving
consumer connectivity aftermarket share gains

lifestyle =
PAYMES MARINE GROUP

(B3|

DEL CITY

Propulsion leadership and system solu
maximizes leverage in the installed base

BRUNSWICK



Mercury is Positioned to
Accelerate Growth in our
Core Market

Exceptional

PROPULSION MARKET OVERVIEW
Products and Brands

Global Addressable
Market Size' ($B)

Market Unit Growth Rate 3-5%

KEY MARKET TRENDS

Increasing average OB horsepower

$4.9B

= i

Migration to OB from gasoline IB/SD has
stabilized

Consumer demand for intuitive systems
continues to grow

Global conversion from 2-stroke to 4-stroke

Conversion from diesel IB to higher HP
gasoline OB expected

BRUNSWICK |31 ' Company estimates



R ———
The Trend Towards Larger HP Outboard Engines Continues

$1,000 [ U.S. Outboard Engine Wholesale Sales ]

$750
Recovery trend fueled by larger

four-stroke engines

$500 300+ horsepower segment now
approaching 20% of total market
$250 value (non-existent in 2006,
race/specialty only in 2011)
ik Il“ I -

$
<30 HP 30-74HP 75-199HP 200-300HP 301+ HP
m2006 =2011 =m2016 =2017

$ in millions

o

The scope and effectiveness of our product development capabilities provide an advantage
and position us to continue to lead this transition
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U.S. Outboard Market Migration From 2-Stroke to 4-Stroke

350,000

300,000 M 2 stroke W4 stroke 2009 — 2018 CAGR
4-Stroke = 8%

250,000 2-Stroke = (10%)

200,000

150,000

100,000

50,000

0

2008
2009

2005
2006
2007
2010
2011
2012
2013
2014
2015
2016
2017
2018

In 2005, nearly 50 percent of new outboard engines registered in the U.S. were 2-stroke;
today, less than 10 percent registered are 2-stroke
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New Major Products in Miami - 2019

Exceptional
Products and Brands

i
s
oo
VERADO q\/
0

400HP VERADO 300HP V8 1100HP RACING 5HP PROPANE

Largest mainline outboard in portfolio AMS VERADO COMPETITION ENGINE
BRUNSWICK |34 ENGINES




Year Introduced 2012 2014 2014 - 2016 2015 2016

Horsepower 150 75-115 40 — 150 350 - 400 115

We have a rich technology pipeline that has and will produce class-leading products and
share gains, with additional product launches planned for 2019
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.
2018 was a Momentous Year for New Product Introductions...

=

Year Introduced 2018 2018

2018

Horsepower 175-225 150-175 Pro XS 200 SeaPro

As of the end of year 2018, more than 80% of our outboard revenue comes from product
introduced since 2012
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...With the 4.6L V-8 Launch - Revolutionizing the Industry

Year Introduced 2018 2018 2018 2018 2018

Horsepower 250-300 250-300 Verado 225-300 SeaPro 200-300 Pro XS 250-300 Racing

I These engines represent the culmination of the largest outboard engine launch in Mercury’s
history
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- _________________________________________________________________________________
The New 3.4L V-6 and 4.6L V-8 FourStroke Lineup

Best-in-Class performance
Best-in-Class fuel economy
Lightest weight

Highest displacement
Industry-exclusive innovations
Multitude of color options
Easy to maintain

Improved cost position

AN NI NI N N N W

I Mercury has the strongest outboard line up in the industry
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Continued Focus On Large Underserved Markets

\ i
[ Saltwater ] ‘\

Market Opportunity
« U.S. market $600 million

* Mercury share mid-high 20 percent range

O(g %ﬁ “A\O SEA BORN

SPYDER

B @
sunaane: W‘ u @ MITZISKIFFS BLUE/WAVE
SourHiing |QTREFOIL

Strategy To Win ' .

WIIALER W 4 TR FOIL
* ‘Bestin class’ core products BRYLINER C]:m ‘@ g @
+ New integrated solutions drive expanded OEM Qe S

Aweracat

relationships PO Ziicer.e. SERPRO 4 ActorCrt 'E,Ar' HL\TY\(HTS =

i :gmx e @

« Consumer engagement events s S Sy
9ag o = o> 1, - " i
Progress & ™ e q EACZ J—— é{ Lelongin W
ps o pegme /7 M&y gm V

» Share gains in each year since 2013 > m

I Share gains in saltwater will continue to drive growth
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Continued Focus On Large Underserved Markets

[ Repower ] (P2 mercury

Market Opportunity Mercul‘v'

« U.S. market $425 million Repower Financing

LOW PAYMENTS

e Mercury share mid-2 rcent ran
ercury share mid-20 percent range FAST APPROVALS

Outboards

Strategy To Win
* Product development and integration

* Expanded compatibility with legacy mechanical
systems

Progress

» Share gains in each year since 2013

I Share gains in repower will continue to drive growth
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Continued Focus On Large Underserved Markets

[

Commercial ]

Market Opportunity

* Global market $750 million (mainly two-stroke but
early stages of transition to four-stroke)

» Mercury share high-teens

——

Strategy To Win

* Four-stroke commercial product development

« Commercial distribution expansion

Progress

* Expanded service and distribution channels in Asia,
Mexico and Central America

I Share gains in commercial markets will continue to drive growth

BRUNSWICK |41
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Expanding and Upgrading Manufacturing Capacity to Enable Growth

Frictionless
Consumer Experiences

State of the Art State of the Art
Component Production Engine Assembly

State of the Art
Casting

BRUNSWICK |42




R ———
Advanced Engineering Initiatives Ensure Mercury Remains at the

Forefront of Technology and Industry Trends

Exceptional
Products and Brands

Improved NVH / Weight J‘:Iﬁ:rilc‘xs[;?g;i:ge&

I Making technology more accessible to, and effective for, marine customers

Autonomous Docking
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Expand our Lead in Control Systems, the Fastest Growing Product
Category in Mercury’s Portfolio

Customer-Centric
Innovation

Improve OEM/Dealer Experience

[
Integration Services
| | |
Fig o3 .. | ;
= (L] 1
L] ! -
Active Trim VesselView Mobile ; BSE»
» 1
| 7 L vigati
| - @8 Owned by Mercury
. L al 2l ol (3 Owned by Others
Joystick Piloting Downloadable Content O

Leading propulsion systems integration (including electrical) will drive increased
share of boat OEM spend
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Brunswick’s Connectivity Platforms are Differentiated and Value-Enabling

Customized B2B and B2C solutions enhance the consumer experience and enable profit opportunities

Customer-Centric

Innovation
Leveraged Infrastructure Customized Solutions Consumer Value
B - P g Z== \%
3960 — 5 N

Secure/
Cloud Analytics

.............

oooooooooooooo

VesselView Nautic-ON Nauﬁc-ON

White-label
o Sl 20E) Efficient Service New Business Model

Concierge
Delivery . Opportunities

Proprietary Proprietary Boat/ Consumer
BRUNSWICK 14




Mercury Parts & Accessories Group Organizational Overview

Parts & Accessories Organization

Engine P&A and Electrical Systems & | Boat Components

Integration Services & Systems Distribution

Control Systems

| = e B vy @ ” ,
EBe ®m@ TS G ok
' ‘ ‘ . By Lankhorst| Taselaar TM(?M‘

o
BEP LENCO  @BLUESEA attwood

E3 =3
=

% MERCURY MotorGuide szagroce) (TaLamex’ <z
Brands ANCOR  mpsrenvour SRR soeims
QUICKSILV=R ProMariner~ " & ¢ Mercury/ Attwood/ Power
_—— B pork Products and other brands
@ stries F ower
< Product Business » «— Distribution Business —»

Bringing these businesses and capabilities together provides
tremendous growth opportunities
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Overview of Brunswick Parts and Accessories Business

Combined P&A Products Business: 75% Aftermarket and 25% OEM

Mercury Engine Parts $1.2B Controls and Rigging
and Consumables $0.25B
$0.58

Distribution™ v Boat Parts and Systems

$0.4B $0.2B

* Mercury Products sold through captive distribution included So 4B
in product categories; all figures represent FY 2018 data .

With the acquisition of Power Products, Brunswick’s P&A business run-rate revenue exceeds
the $1.5 billion annual P&A revenue target set for 2018
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Mercury is a Leader in ~$6B Global P&A Products Market

HIGH

<4—— RIGHT-TO-WIN

LOW

BRUNSWICK 48

CATEGORY MARKET SIZE' MERCURY SHARE PE;((SADMUPCL.:.ES
Ergioe Pave & 5128 -
Control Systems ~$0.8B Medium ‘ jﬁ
Electrical Systems ~$0.3B High Jl E
g;:tte?nzmm"e"ts & ~$0.7B Medium L’! :ﬁ.
Electronic Systems ~$1.2B N/A B %
Boating Accessories ~$0.8B Low =
Non-Mercury Engine ~$0.8B N/A

Parts

"Market size and share estimates are based on Company estimates



Industry Leader with Broadest Product Offerings

First-fit P&A products on OEM boats

Trolling Motors
: . Mercury Engine Parts
Covers & Bimini Tops and Consumables

Boat Parts and

New & Remanufactured S - ; o : B Systems
Caoha = W < -y . Controls and Riggin
Oil & Lubricants ‘ . L Displays & Gauges gamng

Throttle & Shift
Systems

Water/Pump Systems

Fuel/Ventilation Systems

Boat & Engine Harnesses

Propellers

P&A sales content per boat increased at a CAGR of ~11% from 2016

"Calculated from Mercury internal sales data and
B R U N SW' C K | 49 NMMA retail boat registrations report



Power Products is an Industry Leading Provider of Power

Management Systems

Revenue Mix

SEGMENT
ANCOR BEP
. ~4%
Transportation,
Specialty Vehicle

I.EO

BLUE SEA

&=

R

Pacrguer
D E L CI1TY
Progressive MELSTERVOLT
diistries

ProMariner’

Transaction and figures do not include Power Products’ Electrical Construction & Maintenance business, including the Gardner
Bender, Bergen and King brands, which will be retained by Genstar; all figures are TTM for the period ended March 31, 2018
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~9% T—

Digital

CATEGORY

Switching — Other
4% ~4%
Power
Conversion

Wiring
Devices
~13%
Circuit
Protection
~16%
Wire

Management

~14%

Accessories &

CHANNEL
E-commerce &

Other ——
~13%

. OEM
Specialty— 329,
Retailer
~14%
GEOGRAPHY
APAC
~6%
EMEA
~18%
Americas
~76%



Power Products Augments Mercury’s Connected Boat Strategy

Czone Enables Full System Integration Capability

m

Multi-Function Displays Remote Connectivity

L
|
"

Live Wells

7 [/§}

Lighting

J _-\:;:‘“_‘ 'u;a
@ i )

Sensors HVAC

Retractable
Steps

Pumps Jack Plates Trim Systems Engines

I The Czone product line is at the center of boat connectivity and system integration
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. ______________________________________________________________________________________
CZONE Offerings for a Wide Range of Boat Segments

DIGITAL SWITCHING SIMPLIFIED m DIGITAL SWITCHING SIMPLIFIED

| B ) 2
- o =
ﬂ'ﬁ? cane S04
= =
MID BARGE i = LARGE BOAT o — g LARGE ROAT o= e
WYSTE B==- B NETWORK SYsTEM o i o EE NETWORK SYSTEM « o Boe- (S35
for Lo Somree. e

Bes o=
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R ———
Mercury is a Leading Provider with the Ability to Provide

Integrated Solutions
Customer-Centric
Innovation
KEY OEM/CONSUMER PAIN POINTS MERCURY SOLUTIONS
Discrete products from multiple suppliers — failure to Complete digital system portfolio enables
provide seamless experience integrated solutions

gaaaa
iR
g H
? g AR E
StbaEane siod G SPIERO B,

Digital Backbone
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Our First-Fit OEM Products and Existing Installed Base Drive P&A

Sales in the Aftermarket

Existing installed base and increasing boat
registrations drive aftermarket P&A sales

1 40 MILLION

people go boating annually;

50% are under 40 years old
fisherman and angle

1 0 MILLION

registered recreational boats

aJ’
200 rrousano

new boats sold annually

Qg

83% OF
avid anglers are
active boaters
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First-fit OEM products drive aftermarket
sales through dealers, retailer, etc.

Example

Walmart
- }I L/
Specialty Cfﬁﬁzﬁm’
B amazon




Mercury’s Leading Products with Broad Portfolio of Brands are
Unmatched in the Industry

Largest Aftermarket Leading Brands for All Extensive Market Access

Portfolio Customer Segments

DEALER SPECIALTY

D
Outdoor World
) Premium Segment &
High

Example Brand TER R “ J =
OWhale
B EEE

§| %zrnple Brand F ‘
<
a attwood
amazon
Value Segment ~
Example Brand ‘\‘.f% ‘
Low g
—
Basic Performance Good Performance Unique & Best Performance
CUSTOMER PREFERENCE

Walmart ;<

() mercury QUICKSILVER
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Extensive Market Access Through Distribution Businesses Across
the Globe

~26,000 Customers > 19,000 SKU’s

North America Europe Australia
;Ng n t} ..0. vow o‘n§
s, -3, 0 o
Wﬁ:g 8,
Q o
N *s
q.;ﬁo'\} 6 &% -
} <
o o e
KR Lo % Lankhorstuhse]aar : Iu!cstychI—A

Our products are available every place where consumers shop
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Mercury P&A is a Strong & Profitable Business, with Right Capabilities to
Grow and Accelerate Market Leadership

Leading Market
Position

» Largest P&A player

* #1 or #2 Brands in
each segment

» Broadest product
portfolio

* Unmatched global
presence
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Unique OEM
Capabilities

* Industry-leading
Intuitive solutions

* Only provider with
integrated solutions

* Unique value through
digital backbone

» Comprehensive
integration services

Aftermarket
Leadership

« Differentiated products

* Leading brands for all
customer segments

 Available wherever
consumers shop

* Largest distribution
outreach

A1

[

Financial Strength
and Scale
« >$1.6B in annualized

sales and growing

» High margins in core
categories

» Low cyclicality



Boat Segment



BBG has Demonstrated Strong Growth and
Margin Improvement

BBG Historical Growth*

$ in billions
1.6 $1.4
$1.3
1.2
$1.0
0.8
0.4
0.0
2014 2015 2016 2017
Operating Margin (%) 0.7% 2.5% 6.0% 6.4%
R&D as % of Sales 1.4% 1.4% 1.3% 1.3%
CAPEX as % of Sales 3.7% 2.6% 2.9% 4.0%

4 — Year Revenue CAGR 9.4%
BRUNSWICK |59

4 — Year Operating Earnings CAGR 95.6%

BBG 2018 PERFORMANCE

Strong sales and earnings
growth Q4 and year-over-year

Q4 performance reflects 7%

top line growth and 20%
growth in operating earnings

Underlying performance is
driven by investment in new
product, technology, and
capacity




I EEEE—mEEmm—C——m,
Financial Overview — Boat Segment

[ 2018 Revenue Mix! ]

Saltwater
Fishing
24%

Recreational

Fiberglass
31%
Aluminum Latin
Freshwater America
44% 2%
\Asia Pacific
2%

Boat Manufacturing:

» Edgewater, Florida (F)
* Fort Wayne, Indiana (A)
* New York Mills, Minnesota (A) * Auckland, New Zealand (F)
« Lebanon, Missouri (A) ¢ Augustow, Poland (contract

1 Excludes Sea Ray Sport Yacht and Yacht operations ¢ Vonore, Tennesse (F) . :/r:;n;:)a\/(;tzrelncgé::;ra Portugal (F)

BRUNSWICK |60 « Clarkston, Washington (A)

(A) = Aluminum, (F) = Fiberglass

Distribution:
* More than 2,000 dealers worldwide

Employees:
* More than 3,500 worldwide

* Princeville, Quebec, Canada (A)
* Reynosa, Mexico (F)



Optimized Portfolio: A Role for Every Brand

Boat Group’s portfolio strategy positions Brunswick for leadership in a rapidly evolving industry

Continue to win in most profitable segments

Expand market share in segments aligned to
future consumers

Consumer solutions focused innovation

CIOAORS
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Exceptional

Products and Brands

Recreational Fiberglass
SSa eyl BRYULINER
UTT=RN ﬁey ay auicksILV=R®

Saltwater Fishing

wHALER J/ BRYLINER

Toaas b EEEss <HEE

Integrated go-to market strategy with Mercury m

c

CRESTLINER.

HAR

RIS
@

PRINCECRAFT




I EEEE—mEEmm—C——m,
Boat Market Recovery In Dollars Outpacing Units

U.S. New Boat Retail Sales
12 50

Recovery Since 2006 Peak

—_
o

45 Units: 69%

Dollars: 109%

40 J
. ( \
. | _ 35 Market Revenue Growth
N 2011 — 2017 CAGR
30
Units: 6%
Dollars: 12%
0 25 \_ ’ J

2006 2011 2012 2013 2014 2015 2016 2017
290k | 134k | 147k | 155k 166k 179k | 191k | 199k

(o]

N
$ASP in thousands
(Green line)

Market Size in $B
(Blue bars)
(@]

N

# of
units

I Our boat business has outperformed the market and is positioned for continued growth
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I EEEE—mEEmm—C——m,
Boat Market Recovery Is Very Different By Segment

U.S. New Boat Retail Sales

$7
$6
2 $5
jel
= 4
£ $3

[m)
$
I Rann woem HulB

Outboard Sterndrive IB - Ski/Tow IB - Cruisers*
m2006 m2011 m2016 m2017

—_

Source: NMMA and SSI
Note: Cruiser as defined by NMMA represents inboard cruiser type sized 21’ to 66'+

I Brunswick has made significant investment in outboard segments
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Boat Registrations Growing In Key Market Segments

Registered Boats in U.S.

12

10
Major declines in <16’

< Aluminum Fishing and
<20’ Runabout

Units in millions
(e)]

, (Cae]
Continued growth in key
5 5.0 5.2 5.5 Brunswick Marine boat
and propulsion segments
0
2005 2010 2015

Key Segments mNon-Key Segments [ Avg age in years ]

Note: Key segments defined as all powerboats except <16’ Aluminum Fishing, <20’ Runabouts, inflatables and jet boats

Growing installed base in key segments demonstrates the health of the consumer, supports
growing replacement demand, and provides increasing revenue opportunities
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Consumer Participation is a Key Source of Industry Value

Boating participation far exceeds
ownership

Boating participation is a gateway
to ownership

1 0 MILLION

registered recreational boats,

Brunswick is uniquely positined
to capture value from diverse
participation models

2 0 0 THOUSAND

new boats sold annually
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Favorable Marine Consumer and Market Trends

Committed Boater Family Boaters

» Core boater is older, affluent, and + Positive on boating as a family activity * Millennials are boating, including
committed to boating + Early boating experiences an through different participation models
» Many more years of significant important influencer (boat clubs, partial ownership)

boating activity

+ Continued market growth driven « New ownership/use options and * Capitalize on opportunity through

by traditional customer boat features benefit this trend products, better solutions, technology,
and easier use options

The consumer and market trends driving today’s growth will continue to support
future new boat growth

BRUNSWICK |68



Fishing Popularity Will Continue To Drive Outboard Powered Boats

#2
Fishing is the second
most popular outdoor

#1
Fishing is the most
' popular boating activity |

activity
49 Million
o
.80/0 _— fishing participants
Proportion of fishing Participation rate =
that takes place on 16.5% of U.S
freshwater o gh

l population — highest
since 2009
New fishing participants

are younger and more
| diverse |

Dealers indicate fishing
boat buyers are trading
up to more premium
boats

Source: Recreational Boating and Fishing Foundation — 2017

Fishing participation forms a strong and resilient foundation for demand and
usage
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Conquer
White Space

Newly Launched

Realm Family

Broadens Consumer Appeal

Innovating new
categories while
redefining the classics

Unrivaled awards and
recognition for leadership
and innovation

BRUNSWICK |es

Exceptional
Products and Brands
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Product Leadership: Extend Share Leadership - Large Saltwater
Boston Whaler 420 Outrage

| 4

| BRUNSWICK | 69

Consumer Value

v Global appeal

v" Confident-to-the-core
handling

v Dynamic running surface

v Sea Keeper option
improves comfort in rough
seas



Winning in Large
Day Boats

New Standard in Luxury
Day Boats

Exceptional
Products and Brands

SLX-R 350

320 DA Cruiser o e N,

redefining category

SLX 400 set new
standard in luxury day
boats / Awarded Boat of
the Year in 2017 zoxre
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Aluminum Fishing and Pontoon Leadership Highlights Brunswick Boat
Group’s Portfolio Strength

v" |Iconic brands with a loyal customer base
wm v' Leader in both welded and rivetted aluminum

fishing markets

Cyprress CAY HARRIS v' Best-in-class leadership team with talent and
deep passion

"ME pn.nc:Eann v' Strong profitability and return on invested
capital

v Aluminum fishing market share of approx.
25%

v" Pontoon market share of approx.10% in a
rapidly growing segment
BRUNSWICK |71



Winning
with Innovation

Exceptional
Newly Released Products and Brands

Adventure Series
Family Fish & Recreation

New Pro-V Limited
Series

Winner of the
Minneapolis NMMA
Innovation Award
Since Inception
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Luxury and Versatility
Redefined

. Exceptional
Pontoon Industry Leading Products and Brands

PREMIUM FEATURES
AND CONTENT

Winner of CSI| Award
16 years in a row

Redefined Best-Selling
Solstice Series
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Redefine Future Boating
Experiences

Exceptional
Products and Brands

Largest Boat

Design and

Tech Center
In U.S.

Record year of
patent awards

1,500 cumulative years
of experience
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https://www.youtube.com/watch?reload=9&v=VOIVpr59gq0&t=116s
https://www.youtube.com/watch?reload=9&v=VOIVpr59gq0&t=116s

Operating and Quality Excellence Enhances Margins, Unlocks

Capacity

Investments in Automation
Robust LSS Training
Improving Quality

Transformed Pontoon Production

® @O
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Operating
Quality and Excellence




CAPITAL STRATEGY AND
MARINE METRICS



Capital Allocation Continues to Emphasize Growth Investments

: Strong Return Capital Deploy Proceeds
Sé;c;T]gFlrgsve + Irgﬁ?’:tl: + Financial + to + from Fitness
Position Shareholders Separation

Share
Repurchases

2018 Ending Cash 2019 - 2021 Free Cash Fitness Proceeds Shareholder Returns Debt Reduction Acquisitions 2021 Ending Cash
Flow Balance

Capital plan is funded by free cash flow with incremental upside to the plan from Fitness
separation
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Invest in Growth — Capital Expenditures

Segment

Cost_ Capacity
Reduction Expansion

Boat Group

Information
Technology

Maintenance
& Other

New
Products

I Capital investments heavily focused on profit and return enhancing opportunities
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Invest in Growth - Maintain Strong ROIC

Brunswick ROIC Metrics' Segment Metrics
50% -
% 44%
40% 40% Operating
40% | 36% ROIC ROIC
Engine 2017 44% 49%
30%
2018 32% 54%
20%
Boat 2017 29% 33%
10%
2018 35% 38%
0%
2015 2016 2017 2018
mROIC Operating ROIC 'Operating ROIC is calculated as the return on net tangible investment

I Return on invested capital remains strong
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Debt Retirement Plan — Addressing Near-Term Debt Maturities

= Due by 2023 mLonger Term

$1.2B $1.2B
$1.1B
$.94B
I $.81B
2018 after 2018 2019 2020 2021

Power Products

After Power Products
acquisition, total debt of $1.2B,
with $950M maturing within 5
years

Refinanced more than $500M
since Q3 2018

Fitness sales proceeds allow for
acceleration of debt reductions
planned for 2019

Planned debt reduction in
excess of $400M by end of 2021

I Plan manages maturity risk and is consistent with leverage targets
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Share Repurchases and Dividends Have Enhanced Returns

Shares Outstanding (in MM) Annual Dividend
Average decline — 2% per year Average increase — 14% per year
$0.84
95.1

$0.50

88.2

2014 2018 2014 2018

I Share repurchases and dividends will continue to be important elements of our capital
strategy
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Our Current Business Profile is Stronger than 2006

Revenue Mix Earnings Mix*!

$ in millions $ in millions

5,000
$ $4.6B $589M
$4.1B $600
$4,000
$3,000 $400 $329M
$2,000
$200
$1,000
$0 $0
2006 2018 2006 2018
. P&A . Engines and Boats

Approximately 35% of 2018 revenue was to the
“cycle resistant” aftermarket

B R U N S W | C K | 82 "Marine segment earnings, excluding impact of corporate costs




Boat Group Portfolio is Healthier

2006 2018
Revenue $2.9B $1.4B
Revenue Mix: SéaiyeZ.  36% whALER /  23%
BRYLINER 18% SeaRpyl.  17%
ot ferrnes 9% LAJINITY 14%
WHALER _/ 5% HARRIS 11%
BAJNOE 3% BRYLINER 8%
Operating Margin 5.0% 7.0%
£l A 2 s
ROIC 9% 35%
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More balanced and
profitable portfolio

is yielding strong
returns at lower
risk




-
Brunswick’s Overall Business Portfolio Continues to Reduce Cyclicality

Total Revenue:

100%
90%
80%
70%
60%
50%
40%
30%
20%
10%

0%

Marine Portfolio Detailed Revenue Migration’

$4.7B

$4.7B to $4.9B

IB/SD Boats and
Engines

OB Boats and
Engines

Bowling

Fitness

Engine P&A

2007

IB/SD Boats and IB/SD Boats and
Engines Engines
OB Boats and
Engines OB Boats and
Engines

Fitness

Engine P&A

2017

12007 figures include Sea Ray Sport Yacht & Yacht operations, 2017 and 2020 figure excludes Sea Ray Sport Yacht & Yacht operations
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Engine P&A

2020




2019 Marine Business Guidance'

o Diluted EPS, as adjusted, range of $4.50 -
N - $4.70 (vs. $4.13in 2018 on a comparable
. basis

)
) o §
/\- Revenue growth between 8 and 10 percent

Strong improvement in gross and operating
margins

v - Operating earnings growth of high-teens

percent

business adjusted EPS of $1.43 - $1.50

Slightly
lower

Q2 — Revenue growth within full-year range, marine

TAll guidance treats the Fitness segment as a discontinued operation



Tariff Update

2019 estimates incorporate exclusion
granted on 40 to 60 horsepower engines

Assumes Wave 3 at 25% rate, does not
assume any impact for Wave 4 (minimal to
marine)

Retaliatory tariffs on boat exports into
Canada have been lifted; likely positive
impact to Canadian sales in 2H 2019

Impact of retaliatory tariffs on boat exports into
E.U. remain incorporated into our plan
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The marine business
anticipates an impact
to 2019 pre-tax
earnings of $17 to
$22 million

($10 to $15 million
incremental to 2018)




.
2019 Outlook — Marine Business P&L and Cash Flow'

Change from Prior

2019 Estimates Conference Call Estimate

BRUNSWICK |87
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Free cash flow?

Working capital usage
Depreciation and
amortization®

Acquisition intangible
amortization

Combined equity earnings
and other income

Effective book tax rate4

Effective cash tax rate

Average diluted shares
outstanding

In excess of $300 million No Change
~$10 - $30 million No Change
~$100 - $110 million No Change
~$25 - $30 million No Change
Comparable to 2018 No Change

Approximately 23.0 percent Slightly Lower
High-single digit percent No Change
~88.0 million No Change

TAll items treat the Fitness segment as a discontinued operation
2Includes run-off amounts related to Sport Yacht and Yacht operations.
3 Excludes acquisition intangible amortization.

4 Adjusted to exclude the net impact of special tax items.



I EEEE—mEEmm—C——m,
2019 Outlook — Marine Business Capital Strategy Assumptions’

2019 Estimates

Change from Prior
Conference Call Estimate

BRUNSWICK |88
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Debt reduction?

Capital expenditures

Share repurchases

Quarterly dividends

Net interest expense

Pension contributions

~$150 - $200 million

~$240 - $260 million

TBD pending Fitness
separation

$0.21 per share

~$73 - $75 million

~$15 - $25 million

No Change

No Change

No Change

No Change

Slightly Increased

No Change

TAll items treat the Fitness segment as a discontinued operation.
2 Anticipated reduction from debt levels existing as of March 31, 2019.



R ———
Review of Foreign Currency Impact’

40%
Q1 2019:
35% - * Unfavorable impact on sales of approximately 2
LA/Other percent
30% * Unfavorable impact on operating earnings of
e approximately $3 million
w 25%
L o
o Aei - Outlook for Full-Year 2019:
£ 20% e 0 . .
= Faciiic - * Unfavorable impact on consolidated sales of
2 5 approximately 1 percent
1% = Sales in
. : * Unfavorable impact on operating earnings of
= foreign n mp P g g
1% £ currency $10 to $15 million
Europe
5%
0% -

¥

‘Includes impact of hedging activity, with full-year estimates assuming rates remain consistent with current
rates. All figures exclude the impact to the Fitness segment.

Net exposure is about

BRUNSWICK |89 10 percent of sales
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R ———
U.S. Industry Retail Powerboats (1965 — 2017)

Industry
Volume

600,000

500,000
400,000
300,000 / 2017 = 199,500
1965 -1991 I
200,000 Average 400,000 1992 -2006
Average 309,000
100,000

The U.S. marine market continues its steady recovery
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Sheet1

		

		1965		305,500

		1966		336,000

		1967		332,000

		1968		360,000

		1969		390,500

		1970		345,500

		1971		344,500

		1972		461,000

		1973		538,000

		1974		506,000

		1975		408,000

		1976		432,000

		1977		431,500

		1978		433,100

		1979		423,600

		1980		354,200

		1981		340,400

		1982		299,325

		1983		363,385

		1984		440,280

		1985		436,700

		1986		452,000

		1987		505,700

		1988		523,900

		1989		445,400

		1990		339,000

		1991		277,800

		1992		276,950

		1993		290,175

		1994		321,400

		1995		336,960

		1996		320,850

		1997		291,200

		1998		309,000

		1999		328,900

		2000		343,500

		2001		311,700

		2002		303,600

		2003		295,500

		2004		307,900

		2005		306,000

		2006		291,900

		2007		264,000

		2008		201,000

		2009		146,000

		2010		132,000

		2011		134,000

		2012		147,000

		2013		155,000

		2014		166,000

		2015		179,000

		2016		191,000

		2017		199,500
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. ______________________________________________________________________________________
Favorable Replacement Cycle Dynamics

Thousand Units

=mm Registrations

9,926 9,848 9,829 974 9,805 9,791 9,870
1,400 ¢ O — o ———

1,200
1,000
800
600
400
200

10,389 1:906 10,521 10,605 10 340 10,466 1 930 10,532 10,397 10:658 10,423

2001
2002 I
2004 IS

2007 IS
2012 I
2013 I
2015 I

2009 IS
2010 I

Pre-Owned
Boats Sold

New Boats
Sold

% New of

. 29 27 26 26 27 27 26 25 22 16 16 16 16 17 18 18 18 19
Transactions

Note: All data in thousand units
Source: Pre-Owned Boat Market Study conducted for NMMA by Info-Link Technologies
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Sheet2 (2)

		Percent of New Boats		Annual Growth - Marine Market

				0%		3%		7%		10%		15%
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				2000		2001		2002		2003		2004		2005		2006		2007		2008		2009		2010		2011E		A*		B*		C*

		New Boats		343500		312300		303587		295773		306889		317102		298094		274013		208362		156426		138830		140000		145260		161400		177540
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Pro Forma Annual Replacement Demand

Registered Boats - Average Life
Expectancy

9,500,000 Units 30 - 35 Years 271,000 - 317,000

Pro Forma Annual
— (Obsolescence)
Replacement
Demand

Pro Forma Annual Replacement Demand - Sensitivity Analysis

Average Life Expectency

30 years 35 years

Registered Boats
10,000,000 333,000 286,000
9,500,000 317,000 271,000
9,000,000 300,000 257,000
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U.S. Powerboat Industry Growth (2013 — 2018)

U.S. Aluminum Outboard U.S. Fiberglass - Saltwater Outboard
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Source: Statistical Surveys, Inc. & NMMA
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Total SSI

		Industry Growth

		SSI Data



				Units																				YOY Growth / (Decline)

		U.S. Aluminum Outboard		2011*		2012*		2013		2014		2015		2016		2017		2018				U.S. Aluminum Outboard		2012		2013		2014		2015		2016		2017		2018

		Pontoon		28,342		34,429		38,674		41,580		44,785		49,392		53,655		56,891				Pontoon		21%		12%		8%		8%		10%		9%		6%

		Fish		33,735		37,198		39,275		41,826		44,888		46,967		49,163		51,906				Fish		10%		6%		6%		7%		5%		5%		6%



		U.S. Fiberglass - Saltwater Outboard		2011*		2012*		2013		2014		2015		2016		2017		2018				U.S. Fiberglass - Saltwater Outboard		2012		2013		2014		2015		2016		2017		2018

		Saltwater Fish < 23'		12,123		14,138		15,121		16,189		17,106		18,441		19,095		18,548				Saltwater Fish < 23'		17%		7%		7%		6%		8%		4%		-3%

		Saltwater Fish > 23'		4,707		5,531		7,005		9,078		10,703		12,164		14,032		15,285				Saltwater Fish > 23'		17%		27%		30%		18%		14%		15%		9%



		U.S. Fiberglass - Yachts, Cruisers, and RDBs		2011*		2012*		2013		2014		2015		2016		2017		2018				U.S. Fiberglass - Yachts, Cruisers, and RDBs		2012		2013		2014		2015		2016		2017		2018

		RDB Value		13,439		14,178		12,265		12,093		12,637		12,863		12,778		13,191				RDB Value		5%		-13%		-1%		4%		2%		-1%		3%

		RDB Premium and Cruisers (< 40')*		13,233		14,774		15,197		15,048		15,967		17,396		18,992		20,338				RDB Premium and Cruisers (< 40')		12%		3%		-1%		6%		9%		9%		7%

		Yachts (40' - 65')*		645		721		861		883		932		1,060		969		952				Yachts (40' - 65')		10%		19%		3%		6%		14%		-9%		-2%



		Other		2011*		2012*		2013		2014		2015		2016		2017		2018				Other		2012		2013		2014		2015		2016		2017		2018

		Large Yachts		0		0		0		0		0		0								Large Yachts

		Small Fish		15,253		15,099		14,867		15,597		15,736		15,845		14,858		13,857				Small Fish		-1%		-2%		5%		1%		1%		-6%		-7%



				2011*		2012*		2013		2014		2015		2016		2017		2018						2012		2013		2014		2015		2016		2017		2018

		Total U.S. Powerboat Industry		121,477		136,068		143,265		152,294		162,754		174,128		183,542		190,968				Total U.S. Powerboat Industry		10%		5%		6%		7%		7%		5%		4%



		*2012 & 2011 data from prior year file containing different size categories. Adjusted to best reflect current categories																						Hard coded to match prior Phil presentations

		Saltwater Fish length went up to 40' in 2011 & 2012 and up to 50' in subsequent years

		Cruiser length went up to 35' in 2011 & 2012 and up to 40' in subsequent years; added 35' - 40' Yachts to RDB Premium and Cruiser category in 2011 / 2012 to get "apples to apples"

		Industry Growth

		SSI Data









		Source: Statistical Surveys, Inc. & NMMA
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U.S. Aluminum Outboard

Pontoon	21%	2014	2015	2016	2017	2018	7.514092154936125E-2	7.7080327080327082E-2	0.10286926426258791	8.6309523809523725E-2	6.0311247786785982E-2	Fish	2014	2015	2016	2017	2018	6.4952259707192761E-2	7.3208052407593316E-2	4.6315273569773607E-2	4.675623309983612E-2	5.579399141630903E-2	

U.S. Fiberglass - Saltwater Outboard

Saltwater Fish 	<	 23'	2014	2015	2016	2017	2018	7.0630249322134686E-2	5.6643399839397146E-2	7.804279200280595E-2	3.5464454205303308E-2	-2.8646242471851324E-2	Saltwater Fish 	>	 23'	2014	2015	2016	2017	2018	0.29593147751605997	0.17900418594404055	0.13650378398579832	0.15356790529431108	8.9295895096921374E-2	

U.S. Fiberglass - Yachts, Cruisers, and RDBs

RDB Value	2014	2015	2016	2017	2018	-1.4023644516918066E-2	4.4984701893657553E-2	1.7883991453667702E-2	-6.6081007541008985E-3	3.2321177023008296E-2	RDB Premium and Cruisers (	<	 40')	2014	2015	2016	2017	2018	-9.8045666907942142E-3	6.107123870281761E-2	8.9497087743470871E-2	9.1745228788227218E-2	7.0871946082561088E-2	Yachts (40' - 65')	2014	2015	2016	2017	2018	2.5551684088269466E-2	5.5492638731596822E-2	0.13733905579399153	-8.5849056603773621E-2	-1.7543859649122862E-2	

SSI - Total U.S. Powerboat Industry

Total U.S. Powerboat Industry	2014	2015	2016	2017	2018	6.3023069137612131E-2	6.8682942203895037E-2	6.9884611130909269E-2	5.4063677294863499E-2	4.0459404387006792E-2	




Brunswick Boat Segment Pipeline Metrics

Pipeline Ending Weeks . . . .
Levels on Hand Change Versus Prior Year Plpellnes remain

well-positioned
for the primary

19 40 +1 week . .
w marine retail
selling season,
18 39 *+1 week considering the
impact of
17 38 No change weather on the
retail market in
16 38 -2 weeks the first quarter
15 40 No change
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*

Boat Segment Ending Weeks on Hand
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*All figures are ex-Sea Ray

BRUNSWICK |95



Brunswick’s Boat Segment Quarterly Wholesale vs. Retail Global Growth Rates

25%
20% -

| == \Nholesale %A
Retail %A

15%

VAN -
0% L SNS .\\ : / : : : : : \ : : : : ‘
5% \V/ - \’\VA\_

-10% —
-15%

Wholesale % A : 4% -1% 11% -2% -7% 3% 13% 4% 14% 4% 6% 5% -3% -2% -6% -4% -5%
Retail % A: 11% 6% -3% -2% 10% 4% 2% -7% 12% 1% 4% 10% 0% 3% -5% -3%| -10%

Annual
Wholesale % 2% 3% 7% -4%
Change:

Annual
Retail % 3% 3% 5% 0%
Change:

All figures exclude Large Sea Ray
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SSI Variability
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Rolling 12-month market growth
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Monthly Reported market growth




Seasonality Of New Boat Sales

U.S. Retail-Units

2001 to 2018

January 3.2%
February 5.3%
March 10.0%
April 12.8%
May 16.0%
June 15.0%
July 12.4%
August 9.5%
September 5.8%
October 4.3%
November 3.1%
December 2.6%

Source: NMMA, Info-Link
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Q1 Revenue By Region' — Marine Segments

Global revenue in

u.s. 2% 5% 5% 71% our combined
Europe 16% (9)% 9% 11% marine business
Canada 10% 8% 8% 7% grew by 10
Asia-Pacific 12% (13)% 9% 7% I percent, with 6
Rest-of-World 8% 51% 14% 4% percent growth on
Total 5% 4% 6% 100% a constant

currency, ex-
acquisitions basis

'On a constant currency basis, excluding acquisitions.
2Mix for the full-year 2018, on a constant currency basis, excluding acquisitions and Sea Ray Sport Yacht and Yachts.
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