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THE BUSINESS OF

Pl easure Boat s
MARINE LENDERS CELEBRATE “UP YEAR” AT CO N F E R E N C E

Contributed by Greg Proteau
An upbeat atmosphere and best-attended

meeting since the 1980’s reflected the curre n t
n a t u re of U.S. boat lenders as they gathered at
the National Marine Bankers Association’s
22nd Annual Conference in San Di e g o ,
August 19 – 21.  Banks and financial serv i c e
firms in attendance re p o rted plus business
over the past ye a r, at odds with market condi-
tions in most boat manufacturing and re t a i l
sectors. They attributed the disparity to their
concentration in big (documentable) boats
which have remained more resilient than
small boats, high service to the pre - owned and
b rokerage boat markets, and picking up busi-
ness from former lending competitors who
left the market or failed over the past two
years.  The balance of the 120 re g i s t r a n t s ,
those providing services to lenders such as liq-
uidators, documentors, surveyors, and

l a w yers, we re also
e n j oying the posi-
tive mood with
many cementing
relationships and
hoping that an eco-
nomic recovery
will come and
recharge the entire
boat market. 

For most
lenders, the bot-
tom of the marine
lending cycle came
in the last quart e r
of 2000 or first
quarter of 2001.
But before that,
decisions to exit the marine market by seve r a l
notable participants – CIT Gro u p, Bank On e
and De e re Credit – provided opportunities to
those remaining to jockey for the dealer and
m a n u f a c t u rer business left on the table.  In the
face of a declining small boat sales market, the
s u rviving lenders picked up these accounts,
continued enjoying re l a t i vely strong new large
boat refinance business, and most rolled out
dealer marketing initiatives to compete for
existing business.

Challenges will continue for the marine
lending sector in 2002.  Most worrisome is
that the overall economy will deteriorate
resulting in widespread blue collar layoffs fur-
ther hurting small boat sales, and cut into big
boat business that thus far has been spare d .

Continued lowering of interest rates by the
Federal Re s e rve will place negative pre s s u re on
loan yields. It could also ignite a round of re f i-
nancings that would open loans up to com-
petitors and accelerate curtailments re s u l t i n g
in potential profit or collateral losses. 

First Union Bank economist David Or r
p rovided his annual re v i ew of the U.S. econo-
my and prospects for the coming ye a r. Fi r s t
Union’s recent merger agreement with
Wa c h ovia Bank puts it squarely in the dire c t ,
i n d i rect and boat loan servicing business, a
point Orr underscored since he had been lob-
bied for years by lenders to join the boat loan
u n i verse.  Bill Mc Gill, chairman of major
retailer Ma r i n e Max, Inc. offered his ove rv i ew
of the market and coached the audience in

O ve rall Conference Sponsor Ke y Bank USA: (l to r) Bill Thompson, Ke v i n
Vo n Bush, Az Chonko, Ken Landon, Scott Zelinski, Mylene Huynh, Emily Li t t l e

National Liquidators staff (Platinum Sponsors) at their sponsored BBQ during
the Annual Conference left to right Matt Amata, Bob and Jane Toney, Bob and Casey McKee,
Andrea Anderson, and Adam Dambrackus

NMBA Director Don Parkhurst with Bob
Parks and Cassie Dyson, American Yacht
Recovery, conference sponsors

Bob and Jane Toney, National Liquidators,
Platinum Sponsors at teh Annual Conference

continued on page 4
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O C TOBER ECONOMIC OUTLOOK: U.S. OV E RV I EW
Re p roduced with kind permission from Wa c h ov i a
Bank, Jay Bryson, David Orr and Ma rk Vi t n e r

October was a split decision. While the
economic re p o rts got worse, the stock mark e t
got better – almost the exact opposite of the
pattern eighteen months ago. Since the stock
m a rket is the more leading indicator (acting as
a barometer rather than a thermometer), fore-
casts of economic re c ove ry by spring (our
v i ew) should be gaining credibility – especial-
ly when re i n f o rced by falling energy prices
and interest rates, low inve n t o ry levels, and
the promise of more fiscal stimulus.

We re the U.S. "only" in recession, that
scenario would have a ve ry high pro b a b i l i t y.
All forecasters, howe ve r, (including us) hedge
with the phrase, "barring further attacks".
Since the Administration tells us that the
p robability of more attacks is ve ry high, how
re l e vant is a solely "economic" forecast?  "Ah!
T h e re’s the ru b, so to speak. Ex t reme  uncer-
tainty is the antithesis of the recent era of soar-
ing confidence in ever rising pro d u c t i v i t y. 

It’s a bit presumptuous for an economist
to offer a psychological perspective, and eve n
m o re dangerous to extrapolate a theory meant
for individuals onto society as a whole, but
Abraham Ma s l ow’s concept pictured below
strikes us as a re l e vant insight.  Instead of con-
tinuing to operate at the highest level of inno-
vation and cre a t i v i t y, economic time and
energy must now be dive rted to ensure safety
and security – the much more basic needs.

US Ou t l o o k
Last we e k’s re p o rt that 3Q re a l

GDP fell by 0.4% captured the head-
lines, but  was much less re l e vant for
the economic outlook than four other
re p o rts that provided post-Attack infor-
mation. In Oc t o b e r, the net 415,000
job loss was the worst since the re c e s-
sion of 1980. Also in that re p o rt, as bad
as the half point jump in unemploy-
ment to 5.4% was, it understated the
damage in the private sector, where the
rate spiked to 5.9% from 5.2%. 

Oc t o b e r’s Consumer Confidence
fell dramatically, with the component
that measures peoples’ perceptions of

their current financial situation plunging by
18 points, on top of a 19 point drop in
September – making it the third largest two
month drop ever re c o rded. In the manufac-
turing sector, October New Orders fell by 12
points, one of the worst monthly declines in
the seventy year history of the Pu rc h a s i n g
Ma n a g e r s’ Su rvey .

Even the one re p o rt that had good new s ,
the re c o rd level of motor vehicle sales, had its
d ownside. The history of incentive drive n
spikes in sales doesn't bode well for activity
when the deals disappear. As we have men-
tioned before, "profitless prosperity" is a false
god that inevitably disappoints.

Fo recast Changes
As stated pre v i o u s l y, making specific quar-

terly estimates amid such extreme uncert a i n t y
has an air of unreality about it, but must nev-
e rtheless be done. As to real GDP, the huge
0.7% drop in hours worked in Oc t o b e r, eve n
if only followed by 0.2% declines in the next
two months (i.e., a 4.6% annual rate of
decline in the 4Q) more than offsets the surge
in motor vehicle sales, so we have reduced the
4Q decline to 2.3% from 2.0%.  Since the
October sales probably borrowed from the
1Q, and since housing activity appears to be
s l owing more quickly, we have lowe red the
1Q GDP estimate from ze ro to minus 1.0%.
Fi n a l l y, since the stimulus package is taking
longer than expected, we have lowe red the 2Q
estimate to 1.2% from 2.2%.  The estimate
for the second half of next ye a r, howe ve r,

remains at 4%.
In terms of interest rates, as we men-

tioned last month, the Fed can cut to 1.5%
b e f o re getting to a ze ro "real" fed funds rate.
We now think that is the best guess due to:
(1) an employment situation that will likely
push unemployment to 6.5% by spring; (2)
the elimination of new 30 Y r. Tre a s u ry issues
that will act to restrain long term intere s t
rates; and (3) the probability of even lowe r
inflation in 2002.

Signals From The Fi n a n c i a l
Ma rk e t s

As bad as the recent economic news has
been, the stock market is 16.0% above its
September 21 low (based on Wi l s h i re 5000
total market index). The market does not care
about job losses, but about profits, and inter-
est rates (which include inflation expecta-
tions). The bleak job picture has re versed the
dramatic upw a rd wage pre s s u re that hurt
p rofits in 2000. In the 3Q, private sector
wages rose at a 2.8% pace vs. 4.4% in the 1Q.
L ower energy, interest, travel, adve rtising, and
capex costs also improve the potential for
p rofit re c ove ry by spring.

New orders of high-tech equipment fell at
a 35% rate in the 3Q vs. a 47% pace in the 2Q,
a classic turnaround pattern. Along with a sta-
bilizing semi-conductor book-to-bill ratio, and
less dire warnings from tech CEOs, that type of
information helped drive up the NASDAQ by
30% from its low. The history of interaction
b e t ween financial markets and economic activ-

ity argues ve ry strongly that despite  errat-
ic gyrations and periodic misses, the
" b a rometer" of market behavior is a bet-
ter seer than the "thermometer" of cur-
rent news headlines.

Howe ve r, while a rebound fro m
recession by spring is likely, a return to
the high growth, high P/E era of the
late 1990’s is not.  Just as the 1973 oil
price shock hurt productivity grow t h
for a decade , the time, attention, and
money needed for security will con-
strain gains in efficiency – more input
with little gain in measured output.

(l. to r.) Kevin Von Bush and Ken Landon of
KeyBank; Mike McLamb, MarineMax at the
Annual Conference

Bryan Braley, Lab Marine congratulates 
Jim Stewart winner of the putting contest
sponsored by Lab Marine

Conference chairman Bill Otto welcomes
attendees at the Annual Conference



MARKET STAT I S T I C S

December 2001 The Business of Pl e a s u re Boats 3

The wholesale dollar sales of boats we re
up seven percent from June 2000 thro u g h
May 2001, while unit boat shipments we re
d own eight percent, based on the Ma y
Monthly Shipment Report (MSR) just
released by NMMA. 

The flash re p o rts for June and July indi-
cate both months will be down significantly in
units and dollars compared to the same time
period last ye a r.  The Flash Re p o rt (show n
b e l ow) is a quick read of the month(s) just
completed which provide a pre l i m i n a ry look
at wholesale shipments while NMMA awaits
the balance of the control group to submit
their monthly sales.

Flash Re p o rt
Pe rcent Change Cu r rent Month versus the
same period in 2000:

Un i t s Do l l a r s
June 2001 - 4 7 . 9 % - 2 1 . 0 %
July 2001 - 2 7 . 0 % - 4 6 . 5 %

The association has published its twe l ve -
month rolling wholesale shipments re p o rt and
the flash re p o rts to provide a snapshot of the
state of the industry, according to NMMA
Statistical manager Jim Pe t ru “The full  MSR
is a valuable tool our members use to track
wholesale product trends at the category leve l .
With it they can measure how their company
sales are compared to the rest of the boat and
engine manufacturers,” says Pe t ru. 

N M M A’s MSR tracks manufacturers ship-
ments to dealers for both boats and outboard
engines using a control group of boat and
engine manufacturers.  The boat control gro u p
re p resents about 70 percent of the overall boat
m a rketplace while the outboard engine gro u p
re p resents about 95 percent of the mark e t .

Companies participating in the contro l
g roup are asked to contribute their sales figure s
by the twentieth of each month.  The numbers
re f e renced in the flash re p o rt reflect those that
we re contributed by the deadline date.  Fi n a l
numbers accounting for all submitted re p o rt s
a re usually available within the next thirty days.

For information on subscribing to
N M M A’s monthly statistical re p o rts, contact
Pe t ru at (312) 946-6202; jpetru @ n m m a . o r g .

Rolling MSR Shipment Re p o rt Sh ows Sales up Se ven Pe rc e n t
Ju n e / July Outlook shows decrease for dollars/units 

Ac c o rding to data released by the U.S.
Commerce Department, the recreational
marine industry re c o rded a $174.2 million
trade deficit for the second quarter of 2001.
The trade deficit is down from the $287.4
million in the first quarter 2001, but has
climbed 128% from the same period a ye a r
e a r l i e r. 

Comparing the second quarter of 2000
with 2001, there was a 4% increase in the
value of marine imports while the total va l u e
of marine exports fell 16%. Marine export s

h a ve seen a decline in both boats and engines;
most significantly, a 34% decrease in inboard
boats and a 32% decrease in outboard
engines. Im p o rts on the other hand have
i n c reased in both boat and engine segments,
but the most substantial shift was an incre a s e
of 38% in inboard boats.  One other item of
note is the emergence of hyd rojet engine
i m p o rts, which have not been tracked in the
C o m m e rce De p a rtment data in the past
d e c a d e .

N M M A’s Statistics De p a rtment ques-

tioned the import unit data statistics re p o rt e d
by the Commerce De p a rtment in the cate-
gories of sterndrive engines, gas inboard
engines greater than 2488 HP, and diesel
i n b o a rd engines 200-499 HP. Upon furt h e r
investigation, a Commerce Department
spokesperson has suggested the possibility of a
p roblem with the classification of engine part s
vs. whole engines.

For more information, contact Me l a n i e
Beke of NMMA’s Statistics department at
(312)946-6261; mbeke@nmma.org.

2Q 2001 Re c o rds Marine Trade Deficit of $174.2 Mi l l i o n
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CORRECTION: In the NMBA's conference pro g ram, Jack Allinson re p resented the organization of SAMS.  In a d ve rtently we printed Mr. Allinson's company addre s s ,
instead of SAMS international office address which is as follows.  Apologies are extended for any inconvenience this may have caused.

Society of Ac c redited Marine Su rve yors, SAMS, In t e rnational Office, 4605 Ca rdinal Bouleva rd, Jackonsville, FL 32210.  Tel: 800-344-9077 • Fax: 904-388-3958

David Orr at the NMBA’s Annual Confere n c e

Jim Coburn, NMBA President and Ken Landon, Ke y Ba n k
at the NMBA’s Annual Confere n c e

p roviding exceptional service to the boating
consumer (see separate story).  Author Ha l
Becker offered all attending a re f resher course
in customer service and salesmanship.

Business sessions addressed topics of con-
cern to the lending community.  T h e s e
included changing re q u i rements of boat re g-
istration, notably in Uniform Commerc i a l
Code filings and in the growing number of

transactions involving estates and trusts and
those occurring offshore.  El e c t ronic commerc e
and use of the Internet was addressed by a
panel of lenders establishing such disciplines
within their own institutions and for possible
i n d u s t ry partnering or sharing.  The NMBA’s
n ew website (www.marinebankers.org) was
u n veiled, with benefits to members and boat
loan prospects highlighted.

A changing landscape is expected in the
marine lending arena for at least the short
term.  Mergers and acquisitions will alter the

c o m p e t i t i ve mix and provide disruptions for
lending personnel, but likely improve the cli-
mate for loan customers.  Ad vances in elec-
t ronic programs and services will speed the
lending process and reduce internal costs
over time supporting competition in the
m a rketplace.  As lenders anticipate an
i m p roving economy, they are banking on
boating getting its fair share of consumer's
d i s c re t i o n a ry spending encouraging a re t u r n
to business as usual.

Bill Perry, Bombardier, Nikki Tompkins, Wachovia

MARINE LENDERS CELEBRAT E
continued from page 1

Jim Me e re and Susan Landon at the golf tourn a m e n t

Robin Cottmeyer and Greg Proteau share a social mement at the An n u a l
C o n f e re n c e

N M BA B o a rd of Directors with Ken Landon, Ke y Bank — Ove rall Sp o n s o r
at the Annual Conference (l. to r.) Jim Me e re, Bill Ot t o, Robin Cottmeye r,
Jackie Fo rese, Be rnice McArdle (Association Manager), Jim Coburn
( President), Pe g gy Bodenreider (Vice President), Jay Kiley



EXECUTIVE SUMMARY
Distributed with the NMBA’s
1999 Marine Lending Su rve y

In 1999, marine lenders shared in the gains
of boating’s biggest growth year in over a decade.
With brisk activity in both entry - l e vel and big
ticket categories, retail boat sales surged 20 per-
cent to $23 billion in 1999.  

Boat loan business exceeded that pace, incre a s-
ing 26 percent to $4.6 in dollar volume -- the eighth
c o n s e c u t i ve year of growth.  Marine unit vo l u m e
g rew even faster at 45 percent, suggesting more
lending activity in smaller boats.  This is reflected in
the smaller average size of originated loans in 1999,
d own to $37,221 from $42,841 a year earlier.
Competition on high-end loans and declining
yields may have helped spur the shift in 1999 to
loans on smaller and lower priced boats as we l l .

The frenzy in buying did not result in ove r -
extension for boat owners.  Other than a continu-
ing decline in marine portfolio yields, delinquen-
cies and charge-offs improved and continued to
s h ow that boat owners are blue-chip borrowe r s
(and that lenders remain savvy in surveying collat-
eral and securitization of loans).

Marine loan delinquencies declined to 0.88
p e rcent, the lowest level in10 years.  That com-
p a res to 1.62 percent for all loans, which we re
also at ten-year lows for re p o rting companies.
Charge-offs as a percentage of outstanding loans
we re down to 0.24 percent, another ten-year his-
torical low.  Marine portfolio yields declined 1%
8.59%, continuing a steady slide throughout the
‘90s.  Yields on consumer loan portfolios held
steady at 9.29% for the ye a r.

The increased loan activity in smaller boats
m i r ro red re n ewed interest in entry - l e vel boats in
1999.  This scenario signaled new part i c i p a n t s
entering the market as established boaters con-
tinued trading-up.  The boating industry has not
exhibited growth at both ends of the mark e t
since the late 1980s when it set all time re c o rd s
in unit pro d u c t i o n .

In the highest volume boat segments, man-
u f a c t u rers had a ve ry good year in 1999, with
o u t b o a rd sales up 16% in units, sterndrives up
6% to 96,000 units or $2.5 billion, and inboard
c ruisers up 3% to 6,800 units or $2.0 billion.
New sailboat sales gained 12% and water ski
boats grew by 19%. New outboard motors saw
sales up 6% with an accompanying rise of ave r-
age horsepower to an all-time high of 80.5hp.
These gains enlarged the overall re c reational fleet
in the U.S. to 16.8 million boats and the num-
ber of participants to 77.8 million. 

Pre - owned boats continued to re p resent a
major part of the action in the boating mark e t ,
and helped fill demand where some boat manu-
f a c t u rers of high-end products had pro d u c t i o n
backlogs exceeding two years.  Lenders took
g reater advantage of the pre - owned market in
1999, with 53% of marine loan financing by
re p o rting companies going to used boats, up
f rom 46% in 1998.  The portion of loans for
n ew boats declined 7% as a percentage of total

loan vo l u m e .
Consumers continued to buy "more boat"

in 1999, meaning larger and more completely
equipped boats, with more cre a t u re comfort s ,
options and powe r.  That trend was reflected in
rising average prices for new boats and motors.
St e r n d r i ve models in 1999 averaged $25,660,
i n c reasing from $23,167 a year earlier.  Bi g
i n b o a rd cruisers advanced to $291,375 fro m
$254,375.  

Higher spending on boating in 1999 was
tied to the eight-year long economic expansion
fueled by wage increases, low interest rates and
w i d e s p read participation in a buoyant stock
m a rket.  The vast majority of boat owners are
also homeowners, so mortgage refinancings at
l ower interest rates also contributed to higher
spendable income in 1999.  The typical loan
customer in 1999 was 48 years old, had house-
hold income of $128,700.  88% we re home-
owners, 51% had children, and 62% had a
w o rking spouse.

MAJOR TRENDS AND
N OTABLE CHANGES

• 1999 marked the eighth consecutive incre a s e
and another re c o rd for dollar amount of
marine loans booked by 42 re p o rting NMBA
members.  Loan volume grew 26% -- a 900
million increase – to $4.6 billion.  Unit vo l u m e
for re p o rting members increased 45% to
124,323 from 85,930.

• With only three less members re p o rting in
1999 vs. 1998, the average size of originated
loans decreased from $42,841 to $37,221.
This suggests that fewer larger size boat loans
we re financed and/or more marine lenders
focused on the financing of slightly smaller
p roduction boats.  Despite the dip in boat
loan size in 1999, the average size of boat
loans have been trending upw a rd for the past
decade from about $24,000 in 1992.

• The gains in marine finance activity contrast-
ed a decline in total consumer loan activity for
re p o rting members, with total consumer unit
volume down by 21% and dollar vo l u m e
d own 16%.  Marine loans re p resented a high-
er percentage of total consumer loans in 1999,
8.1% in unit volume vs. 4.8% a year earlier,
and 10.5% in dollar volume vs. 8.4% in 1998.

• Marine loans held in 1999 decreased 3% to
$6.5 billion while the number of units held
i n c reased by 26%.  This suggests that larger
loans we re packaged in portfolio sales or
s e c u r i t i ze d .

• Delinquencies dropped a huge 41 basis point
f rom the previous ye a r’s numbers to 0.88%.
This is the lowest average (mean) marine loan
delinquency re p o rted by NMBA members
since 1984.  Charge-offs also decreased a
healthy 13 basis points re p resenting a similar
p e rcentage decrease to delinquencies.

• Marine loan yields continued their dow n w a rd
t rend to 8.59%.  This marks the fourth con-
s e c u t i ve year and nine of the last ten years for

this trend.  Total consumer loan port f o l i o
yield re p o rted by members was 9.29%, or 70
basis points higher.

• Marine loan terms increased to 147 months in
1999, the highest re c o rded performance fro m
NMBA members.  This averages 12.25 ye a r s
per contract.  Marine loan turnove r, or payo f f,
remained within historical averages at 43
months or 3.6 years.  The trends remained sim-
ilar between both direct and indirect port f o l i o s .

• Floorplan loans increased in both committed
lines and outstanding dollars in 1999, with
committed lines tripling to $2.9 billion and
outstanding nearly twice last ye a r’s level at
$1.7 billion.  The percentage of lenders offer-
ing floorplanning for used boat inve n t o ry
g rew from 78% to 92%.

CO M M E N TA RY
Even as the marine market heads into its first

decline in nine years, the demographic under-
pinnings of boating’s success continue to point
to a strong future.  A refocusing on family activ-
ity and values, especially by dual-working par-
ents with younger children is bringing new par-
ticipants to boating.  Ac c o rding to the Ro p e r
St a rch re p o rt, "Outdoor Re c reation in America
1999," outdoor participation soared to 65 per-
cent for family households with one or more
c h i l d ren age seven and under.  They believe
re c reation promotes good health, creates bonds
among family members and friends, teaches
a p p reciation of nature and encourages self-
esteem, physical and interpersonal skills.  

Add to that the burgeoning class of baby
boomers entering their re t i rement years, togeth-
er with grandparents who are living longer and
healthier lives -- both groups with more time
and money for boating and the opportunity to
transfer the on-water lifestyle to the next two
g e n e r a t i o n s .

Ef f o rts to grow the professionalism of the
i n d u s t ry are also accelerating with an aim of
retaining today’s customers as well as attracting
f u t u re entrants.  Marine In d u s t ry Cert i f i c a t i o n
p rograms launched in 1998 moved into the field
in 1999 to improve the buying and service expe-
rience of current customers and prospects and,
m o re re c e n t l y, the launch of a new Ma r i n e
In d u s t ry Customer Satisfaction Index (CSI) will
a d d ress product quality and performance.  T h e s e
behind-the-scenes efforts will remain a contin-
ued focus for the boating industry and will help
make for sustainable growth well into the future .
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The 1999 Annual Marine Lending Su rvey Su m m a ry

The 2000 Annual Survey has already
been distributed to NMBA members.

Your participation in this initiative is
crucial to the accuracy and success of the
report.  Please give this your immediate

attention and return it to:
Irwin Broh & Associates

1011 E Touhy Avenue, Suite 450
Des Plaines, IL 60018

tel: 847-297-7515



C o n f e rence participant surveys are vital to
the future success of the NMBA confere n c e s .
They tell us what we are doing right, and
w h e re we need to improve!  

We do take great note of what you say.
Thank you for taking the time to give us yo u r
feedback.  The following is a synopsis of what
you said this ye a r :
What we re your expectations fro m
the confere n c e ?
It came as no surprise to hear that network i n g
with customers and colleagues is still at the
top of attendees’ expectations.  Updating and
keeping abreast of industry knowledge, and
discussing new product development contin-
ues to rate as a high priority.
Did the conference meet these expecta-
tions and what did you like best about the
c o n f e re n c e ?
O verall 80% of attendees said the confere n c e
e xceeded or greatly exceeded their expecta-
tions.  Our participants this year liked the
d i versity of presentations, the opportunity to
s t rengthen existing relationships, catch up
with colleagues and friends, the re l a xe d
a t m o s p h e re that La Costa offered, and key
speakers David Orr and Bill Mc Gi l l .

What did you like least about the
c o n f e re n c e ?
It is becoming evident that attendees have a
p re f e rence for starting the morning sessions a
little later!  We will address this issue next ye a r,
and respond accord i n g l y.  We also re c e i ve d
some comments about "overpriced" hotel ser-
vices at La Costa.  We appreciate that corporate
America is tightening its belt in terms of trave l
budgets and would like to play our part in
helping.  In this re g a rd we have chosen Chicago
as the venue for our 2002 conference.  Chicago
is an easy city (financial and otherwise) to get in
and out of, and we are working on securing a

p ro p e rty that will offer comfortable facilities,
g reat golf and other leisure activities for a lowe r
cost. Another goal of the Board of Di rectors is
to entice more NMBA members to attend the
c o n f e rence and feel the central location of
Chicago will help.
Fu t u re Confere n c e s :

O ver 70% of attendees like our current for-
mat, so we will be staying with a Sunday Ni g h t
Opening Reception, Business Se s s i o n s
Monday and Tu e s d a y, Golf Tuesday afternoon,
and closing Gala Dinner Tuesday eve n i n g .
Suggested topics for future
p resentations/business sessions:

We re c e i ved a wonderful response to this
question, and as the year unfolds we will be
examining closely what topics you want cov-
e red at future conferences.  As always we we l-
come your ideas and comments, and like to
hear from you.  If you are interested in putting
together a session for our 2002 event, please
contact Bernice Mc A rdle at 312-946-6280 or
by e-mail at bmcardle@nmma.org  The fol-
l owing is a flavor of the ideas put forw a rd for
c o n s i d e r a t i o n :
• Changes in OCC, State, Federal Laws
• Do’s and Do n’ts on Repos, warning signs of

fraud, and what a service company can do
to help protect the lenders and/or them-
s e l ve s .

• Fo re c a s t i n g
• In t e r n e t / E - C o m m e rc e
• Documentation and Ti t l i n g
• Backend pro d u c t s
* N OT E : Some of the above topics are cove re d
in great detail at our Annual Marine Lending
Wo rkshop (e.g. Repossessions, Fo re c a s t i n g ,
Credit, Documentation and Titling) — held
each year in De c e m b e r,

O verall the feedback was great and posi-
t i ve, but we should never assume that we can’t

get better…. we can, and your comments
help us move onwards and upw a rds.  We
re c e i ved many accolades for our sponsors’
g e n e rosity . They really outdid themselves in
terms of hospitality, giveaways, and raffles,
and we are acutely aware that this event could
not be staged without their enormous sup-
p o rt.  On behalf of the Board of Di rectors and
the attendees…..

Thank You Ve ry Much. 

OVERALL CO N F E R E N C E
SPONSOR 

$15,000 and up
Ke y Bank USA

P LAT I N U M
$5,000 to $7,499

American Yacht Re c ove ry 
National Liquidators

G O L D
$2,500 to $4,999
Bank of America

Essex Credit 
Lab Ma r i n e

Sun Trust Ba n k

S I LV E R
$1,000 to $2,499

Atlantic Boat Documentation 
Design Ma rk e t i n g

Roe Wa l l a c e
Sh ow Ma n a g e m e n t

Wa c h ovia Ba n k

B RO N Z E
$100 to $999

American Modern • Adams & Re e s e
Adorno & Zeder • AVDA • boats.com
B o m b a rdier • C & J Marine Su rve yo r s

C ox Wootten • Daimler Chry s l e r
Davis & Company • Deutsche Fi n a n c i a l

Filose Ma r i n e
First American Tr a n s p o rt a t i o n

Global Ma r i n e
Gulfwind Marine Bro k e r a g e

In t e rcoastal • Lasas Te c h n o l o g i e s
Lazzara Yachts • Marine Mile 

Maritime Finance • National City Ba n k
No rtheast Ma r i n e

Peter Kehoe & Assoc.
Provident Bank • Ro b e rt Bu r g u i e re s

SAMS • Ti e r re Ve rde Yacht Bro k e r a g e
Tr a d ewind Se rvices • Trident Fu n d i n g

Woolley & Ru s s e l l
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YOUR SURV EYS REALLY DO CO U N T

Jackie ForeseGolf winners re c e i ve their prize from golf tournament sponsors Ca s s i e
Dyson and Bob Pa rks American Yacht Re c ove ry & De l i ve ry and How a rd
Haskin, Essex Credit Corpora t i o n .

Golf To u rnament Wi n n e r s
Jim Foley - Trident Funding • Tim Su l l i van - Bank of America

James Kelaita - Ma r i n e Max • Ro b e rt Crawley - American Bank of Te x a s
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MARINE INSURANCE PRICE, AVA I LA B I L I TY BEING T E S T E D

COBURN, BODENREIDER REELECTED TO NMBA BOA R D
The National Marine Ba n k e r s

Association   is pleased to announce  that
National City Bank's Jim Coburn was
reelected to its board of directors. Coburn is
c u r rently serving as NMBA president. Pe g g y
B o d e n reider with Deutsche Fi n a n c i a l
Se rvices was also re-elected to the board, and
is the association's vice pre s i d e n t .

Coburn says that as the association's pre s i-
dent, his goals are to strengthen and support
the core benefits NMBA provides its members:

• Annual Confere n c e

• Website 
• Annual Wo rk s h o p
• Annual Su rve y

" Marine finance industry profitability is
the most important issue facing marine
lenders today.  Our conference, work s h o p,
website and survey assure that the marine
finance community has the information, net-
w o rks and tools to make sound business-line

decisions within their re s p e c t i ve companies,"
says Coburn.

"I am a strong proponent of co-opetition,
and believe the NMBA can create an
i n c reased awareness of the benefits our mem-
bership brings to boaters" says Bodenre i d e r.
"When it comes to paying for their purc h a s e ,
the boating public needs to be aware of the
options and the advantages of working with a
lender who is a member of the NMBA." 

NMBA Board of Directors - 2001-2002
Pre s i d e n t :

Jim Coburn, National City Ba n k
Vice Pre s i d e n t :

Peggy Bodenre i d e r,
Deutsche Financial Se rv i c e s
Immediate Past Pre s i d e n t :

Robin Cottmeye r, Atlantic Consulting
Tre a s u re r :

Bill Otto, Ke y Bank USA
Se c re t a ry :

Don Pa rkhurst, Su n Trust Ba n k
Jacqueline Fo re s e ,

Fo rest Green Associates, In c .
Be r n a rd J Kiley, Jr. ,

Don Mattocks, Pr i m u s / Fo rd Cre d i t
Jim Me e re, debis Financial Se rvices, In c .
Scott Wa rd, Richard Be rtram, Inc. Ya c h t s

L e g a l :
Jim St ew a rt, Peter Theut, Bu t zel Long

Association Ma n a g e r :
Bernice Mc A rd l e

On September 11 the insurance world,
along with eve ryone else's, was turned upside
d own. The first estimates of losses from the
New Yo rk, Washington and related tragedies
we re $20 billion, then $40 billion, now per-
haps $100 billion in insured losses. No one
k n ows for sure.  In comparison, Hu r r i c a n e
A n d rew was the largest ever at $19 billion
causing financial distress for some insurance
companies. 

Even before the World Trade Center dis-
a s t e r, commercial insurance was experiencing
price increases, some as high as 30% to 50%,
due to poor underwriting results and lowe r
returns in the stock market. 

The effect on the marine market could be
dramatic.  If companies are forced to dro p
what may have been marginally unpro f i t a b l e
lines this will tighten availability and incre a s e s
price. Un d e rwriters also may restrict cove r a g e
for places like the Caribbean, Cuba, etc.
A l ready one Lloyds syndicate has closed its
yacht department and left a large book of
business seeking a new home.  The insurance
capacity glut that existed for the past 8 to 10
years has evaporated. T h e re is unsubstantiated
w o rd of a large performance boat pro g r a m
losing its underw r i t e r.

Ac c o rding to Mike Smith, president of
Global Marine Insurance, a national marine
insurance agency based in Tr a verse City, MI,
"The companies I’ve talked to are talking
about rate increases for boat and yacht insur-
ance in the 5% to 10% range.  Howe ve r, with

the re n ewal of many reinsurance treaties due
at the end of the year that could change and
d r i ve rates even higher.  Based on what was
a l ready happening in the commercial are n a ,
marina and boat dealers insurance could see
rates increase 40% to 50%."

From a marine lender's perspective port f o-
lios will be exposed to greater risk of cancelled
c overage, unava i l a b i l i t y, higher deductibles
(customers trying to save premium), and
i n c reased fraud and moral hazard such as
intentional sinkings and fires which occur
m o re often whenever the economy softens.
" A g reed value" coverage of a yacht policy can
actually create a profit motive based on the
d i f f e rence between a boat's current mark e t
value or what is owed and the agreed value of
the policy.  "This moral hazard is difficult to
p rove unless the boat can be salvaged and it
dramatically increases the time it takes to
adjust the claim," Smith cautions.
" Re m e m b e r, insurance companies work re a l
h a rd not to pay those claims that are suspect
and that will affect your collateral. It's time to
check Lender's Single In t e rest coverage and
watch portfolios closely. "

This catastrophe will touch eve ryone who
buys insurance.  T h e re are 39 re i n s u rers in the
world that control 75% of the market.  T h e y
all insure each other and have all been hit hard
by this loss.  As these re i n s u rers pay their loss-
es to the primary companies, they must
replenish their re s e rves as quickly as possible
in order to be pre p a red for any other catastro-

phe that might occur, terrorism, hurricane or
others.  The price policyholders pay for home-
owners, auto, life, workers compensation,
p ro p e rty & casualty and marine (meaning
"yacht") insurance are all going up.  Airlines
h a ve already experienced large increases on
their terrorism coverage, if it's available at all.   
Some of the marine companies and their
re s p e c t i ve estimated losses are: 
L l oyd s. . . . . . . . . . . . . . . . . . . $2.2 Bi l l i o n
C h u b b . . . . . . . . . . . . . . . . . . $550 Mi l l i o n
AC E . . . . . . . . . . . . . . . . . . . . $786 Mi l l i o n
Zu r i c h . . . . . . . . . . . . . . . . . . $400 Mi l l i o n
Tr a ve l e r s . . . . . . . . . . . . . . . . . $714 Mi l l i o n
Royal & Su n a l l i a n c e . . . . . . . . $220 Mi l l i o n
St Pa u l . . . . . . . . . . . . . . . . . . $700 Mi l l i o n
C . N . A . . . . . . . . . . . . . . . . . . . $275 Mi l l i o n

Some of the larger re i n s u res are :
Munich Re . . . . . . . . . . . . . . . $1.9 Bi l l i o n
Swiss Re . . . . . . . . . . . . . . . . . $1.6 Bi l l i o n
A l l i a n z . . . . . . . . . . . . . . . . . . $975 Mi l l i o n
XL Capital . . . . . . . . . . . . . . . $650 Mi l l i o n
S o u rce: National Un d e rw r i t e r, October 1, 2001

" If the numbers are borne out, this one cat-
a s t rophe could test the ve ry foundation of an
i n d u s t ry that protects our country’s inve s t-
ments in buildings, equipment, boats and,
most of all, its people.  Marine lenders and oth-
ers in the marine trade should anticipate and
p re p a re for the new exposures that world insta-
bility is forcing on eve ryone," Smith concludes.

Lenders, others in trade affected by consumer & commercial cove rage costs, ava i l a b i l i t y

NMBA President
Jim Coburn

N M BA Vice Pre s i d e n t
Pe g gy Bodenre i d e r



A service of the

News items which are germane to the marine
financing field will be considered for inclusion
in the new s l e t t e r. Send information to the
a d d ress below.

Ad d ress changes and subscription re q u e s t s
should also be directed to the address below.

Information contained herein may not be re p ro-
duced in any format without proper credit to the
National Marine Bankers Association and any
other named source within the text in question.

National Ma rine Bankers Association
200 East Randolph Dri ve, Suite 5100
Chicago, Illinois 60601-6528

312/946-6260/6200 • FAX 312/946-0388

w w w. m a ri n e b a n k e r s . o r g

The National Marine Bankers Association 
welcomes contributed editorial to its new s l e t t e r
and claims no responsibility for the views, 
opinions and statements of fact expressed by 
the authors of these art i c l e s .
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MARINE BANKERS WEBSITE PRODUCING RESULTS
The recently launched NMBA We b s i t e

( w w w.marinebankers.org) is getting some action!
Jim Coburn, President of NMBA, re p o rts that
National City has funded its first boat loan as a
d i rect result of the Website.  Press releases have
been featured in various industry publications and
a link from Boating In d u s t ry In t e r n a t i o n a l
Online has been established. 

Links will soon appear on the www. d i s c ove r-
boating.com "Afford a Boat" page and the
w w w. d i s c oversailing.com "Buying Advice" page,
which will increase visibility and traffic to our site.

Twe n t y - t h ree NMBA members now appear
in the "Member Lenders" section of the con-
sumer site, categorized by product size and geo-
graphic location.  We appreciate the support of
Sterling Acceptance, Of f s h o re Financial, and
Ganis Credit Corp, who purchased direct links
to their sites. 

Mike Smith of Global Marine is our first
sponsor to purchase a link from our site.  As we
continue our marketing efforts we expect others
will sign up too.

The NMBA Website has been submitted to
a dozen search engines, and we will continue
with the remaining 140 others.  This should
result in our site appearing more fre q u e n t l y
when a consumer initiates a search containing
w o rds and phrases such as "boat", "yacht",
"marine", "boat financing", "yacht financing",
and  "marine loans".

The consumer site will soon be updated, as
the Communication Committee is working on
an article that compares the cost of a weekend of
boating with other leisure activities such as
Disney World, a golf and spa weekend, or
attending a NASCAR racing event.  This will
help the consumer further re a l i ze how tru l y

a f f o rdable boating can be.  NMMA will feature
this article in their boat show directories and
other Di s c over Boating literature. 

The Promotion Committee is re s e a rc h i n g
various boating portals for the opportunity to
d r i ve traffic to our site, and we welcome any sug-
gestions you may have.  The more exposure we
can bring to our members, the greater the bene-
fit to the industry.

Our Website focus has been on educating the
consumer about the boating experience, and we
will continue to work tow a rd that goal.  Pl e a s e
s h a re with any of the board members yo u r
thoughts on how we can better meet this objective .

And don’t forget to use the site as a commu-
nication tool with your associates.  Post items on
the Bulletin Board!  Begin a Discussion!  Sign up
for a committee! 

We value your feedback!

LENDERS ENCO U R AGED TO DELIVER BOATING "DREAM"

Major marine retailer Bill Mc Gill, chairman
of the 53-store Ma r i n e Max, Inc. chain, encour-
aged lenders attending the National Ma r i n e
Bankers Association annual conference on Au g u s t
21 to join his organization's efforts to "change our
i n d u s t ry for the better."  He led the gro u p
t h rough a quick tour of the state of the mark e t ,
it's opportunities and inhibitors, and his vision of
the future for his firm and boating ove r a l l .

As re c reational spending has consistently
i n c reased over the past 20 years, boating's share
has not kept pace.  At Ma r i n e Max, howe ve r,
annual growth has been 27.5 percent since going
public in 1998, reaching $551 million in sales in
2000.  Though sales are down seven percent this
ye a r, Mc Gill expects higher performance in the
years ahead, driven by strategies developed for
the chain being implemented now and planned
for the next five ye a r s .

The plan in place for Ma r i n e Max to outper-
form is multifaceted. It's designed to build on
lifestyle trends that support re c reation: individu-
als in all age groups are growing spending on
re c reation; spending is growing faster than the
overall economy, now re p resenting 9.5 perc e n t
of total personal consumption expenditures; and
the leading edge of baby-boomers with higher
income levels are driving growth expected to

peak in 2008.
It won't just come to boating Mc Gill points

out, noting challenges in selling and servicing, a
d i s o r g a n i zed pre - owned market and strong com-
petition from other re c reation industries.  Mc Gi l l
points to statistics provided by Co-Know l e d g e ,
Inc., that indicate 12.5% of US households ow n
boats.  If the boating industry can improve the
customer experience, howe ve r, there are another
24.5% of households that are not boating but
h a ve an attraction to boating, with approx i m a t e l y
4 million that are strong considere r s .

Ma r i n e Max has created a number of strate-
gies to get its share of these potential customers.
It begins with a focus promoting the boating
"experience" and minimizes the historical
emphasis on "price."  Customers and pro s p e c t s
begin the purchase process with a gentle "we l-
come" and interv i ew to introduce the lifestyle
and determine the right boat for their needs.
Then every customer enjoys an on-water
demonstration, followed by a purchase consulta-
tion to identify and solve ownership details
(financing, insurance, dockage, etc.).

If the process results in a sale, the boat is deliv-
e red by a "dedicated captain" who is also re s p o n-
sible for training the new owner in use of the boat.
A full year of follow-up service (including mobile

s e rvice at the owner's home dock) is provided, as
a re invitations to join local re n d ez vous and or
m o re adve n t u rous "Getaways" where destinations
might be across the country.  Customer contact
continues with educational programs to keep
owners up to date on electronic equipment and
general boating advances.  Special offerings
include Ma r i n e Max's trademarked "Women on
Water" and "Kids in Boating" programs to keep
them invo l ved and growing their invo l vement in
family boating.

On the corporate side, the major retailer will
focus on continued training of personnel to raise
the level of customer care at Ma r i n e Ma x
Un i ve r s i t y, a $4 million investment.  The firm
also plans to leverage business between nort h e r n
and southern locations (e.g., winter cruising in
the south for northerners), expansion into oper-
ations, and opening new store location in exist-
ing mark e t s .

Looking out five years, Mc Gill indicates
goals are to drive up shareholder value by grow-
ing sales to the $1 billion level with 10 perc e n t
p retax profit margins.  Appealing to the lenders
he said, "You can be our partners in delive r i n g
the boating dream and making boating
America's re c reation of choice. To g e t h e r, we will
change our industry. "

Ma r i n e Max's McGill explains benefits of providing exceptional tre a t m e n t


