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Diving Industy Marketing, Consulting and Research

OPEN LETTER FROM WILLIAM CLINE

May 1%, 2011
To Whom it May Concern:

This study was commissioned to examine the financial
health of dive retailers over the last three years, plus lay down a
base line of collective information for future growth measuring
purposes. All surveys were collected via internet-based
collection systems, using research-industry standard techniques
for collection, tabulation and analysis. All data within this
report has been carefully examined, and to the best of my
professional knowledge, is valid and correct as shown.

Cordially,

William Cline
President
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Il. Study Introduction and Objectives

For the last five years, Cline Group has been sending a quarterly business
survey to over 10,000 email addresses around the world across all sectors of the
recreational scuba diving industry. The surveys create a snapshot on a quarterly
basis for retailing, travel, manufacturing, training, etc. Plus the “Cline Quarterly
Industry Survey” forecasts ‘feelings’ for the future quarter, offering the
industry’s only forecasting tool for the dive business.

As a result of the recent 4th Quarter 2010 survey results e-mailer, I was
approached by a dive shop owner, Joel Silverstein from Tech Diving Ltd. in Lake
Havasu City, AZ, and asked if I would consider doing a special economic survey
of dive shops. Mr. Silverstein asked if I would survey specific financial
information that has not been typically asked of retailers, of course in a non-
identifying manner. After a lot of time back-and-fourth, with Joel's help, a survey
question set was created.

The survey was launched in February of 2011, and data collected until May
1%, 2011. The data shows important information that will help retailers better
manage their personal and corporate financial issues in our current economic
cycle. Execution of the survey took about 15 to 20 minutes to complete, and
covered 2008, 2009 and 2010 financial and sales data.

The survey form can be seen here:
http:/ /www.williamcline.com/limesurvey / index.php?sid=14

As mentioned, no identifying information was collected, and only one person
from each retail shop was allowed to complete the survey. The objectives were to
collect specific financial data to create a national picture of how retailers have
fared with the economy over the last three years.

This survey may be repeated each February, in an attempt to maintain up to
date data on the health of dive retailing in the USA and other locations.
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lll. Statistical Tolerances of Survey Data

In interpreting survey results it should be kept in mind that all surveys are
subject to sampling error, that is, the extent to which the results may differ from
those that would be obtained if the entire dive retailer population in the U.S. had
been interviewed. The size of such sampling errors depends largely on the
number of interviews. The following table may be used to determine the
allowances that should be made for the sampling error of a percentage. The
computed tolerances have taken into account the effect of the sample design
upon sampling error. They may be interpreted as indicating the range (plus or
minus the figure shown) within which the results of repeated samplings in the
same period could be expected to vary, 80% of the time, assuming the same
sampling procedure, the same survey execution, and the same questionnaire
were used.

Recommended Allowances for Sampling Error of a Percentage

In Percentage Points (at 80 in 100 confidence level for a sample size of 100)

Total CoUuNt......eeeeveeeeieieeieeceeceeeeee e 80
Percentages near 10%.........cccocevecvvuevnieucnnnnns 4.4%
Percentages near 20%........ccccoeveevvueenueuennnes 5.8%
Percentages near 30%.........cccoeeevrueinueuennnes 6.7%
Percentages near 40%.........ccccceecvvvevrieuennnes 7.1%
Percentages near 50%.........ccccceecvvueuenieucnnnnes 7.2%
Percentages near 60%.........ccccceeevvueueruenennnes 7.1%
Percentages near 70%........ccccoeeevvucenueuecnnes 6.7%
Percentages near 80%........ccccoceecvrueuenueuencnnns 5.8%
Percentages near 90%.........ccccceeevvucinueuennnnns 4.4%
Overall Average for All Samples........... 6.1% (@ 80% Confidence Level)

Note: Average Sample Error Rates for Individual Groups will be lower than
the total, as the error rate is based on the total number of respondents. However,
in general, the chances are 80 in 100 that the sampling error is not larger than the
figures shown.

The above table should be used as follows for the total sample: If a reported
percentage is 22, look at the row labeled "percentages near 20". The number at
this point is 5.8, which means that the 22 percent obtained in the sample is
subject to a sampling error of plus or minus 5.8 points. Another way of saying it
is that very probably (80 times out of 100) the average of repeated samplings
would be somewhere between 16.2 and 27.8, with the most likely figure of 22
obtained. All sampling error rates listed in this study are well within acceptable
tolerances for a survey of this nature.
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IV. Methodology and Questionnaire Development

The retailer questionnaire was developed by jointly by William Cline and Joel
Silverstein. Prior industry experience in conducting market studies, as well as specific
diving industry expertise was applied to the creation of this survey to ensure accurate data
were collected in the most efficient manner possible. Mr. Silverstein provided very
specific dive retailer experience and perspective in the creation for many of the questions.
This study utilized a web-based survey collection technique, offering no incentive for
completing the on-line survey. A copy of the survey is included in the Appendix of this
report.

Questionnaire Administration

To accomplish the outlined objectives, a single survey deployment was utilized and
sent to a gross list size of 9,000 dive trade-only respondents. Furthermore, Aqua Lung,
and PADI also sent the link to their retailers, plus William Cline made a total of three
solicitations directly via email. The survey employed IP tracking to prevent multiple
surveys from the same IP location or address.

A total of 121 surveys were recorded for this final report, of which 80 were
completed by dive retailers specifically. All the respondents to this survey are shown:

1. What best describes your status:
Answer Count Percentage
Dive Retailer (1) 80 66.12%
10.74%
6.61%
0.83%
1.65%
2.48%
0.83%
1.65%
1.65%
4.96%
2.48%

[y
w

Independent Dive Instructor (2)

Dive Resort or Resort-Based Dive Operator (3)
Dive Wholesaler/Agent or US Booking Office (4)
Dive Related Manufacturer (5)

Dive Liveaboard Boat or Charter Boat (6)
Dive Related Media, Publication, Website (7)
Dive Training Agency (8)

Internet Store/Retailer Only (9)

Other Industry Professional (10)

WA N[N, |W|N|= ]|

No answer

Data Analysis and Report Generation: Caution should be exercised when
interpreting data reported on any sample below 50 responses for any given
question. Industry-standard data tabulation and analysis software was utilized
in the data collection, entry and tabulation process for this report.
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V. Sampling Issues and Geographical Groupings for this Study

A cross-section of the entire dive industry was sent this survey. The sample
represents a varied and large list of scuba trade. Survey responses from the
mailings produced the following Country respondents:

Field summary for 2:
2. In what general region are you located?

Answer Count Percentage
United States (including AK & HI) (1) 95 78.51%
Canada (2) 1 0.83%
Caribbean, Atlantic or Latin America Region (3) 12 9.92%
South Pacific/Asia/Indo Region (6) 2 1.65%
Europe Region (7) 3 2.48%
Other Region (8) 2 1.65%
No answer 6 4.96%

= United States (including
AK & HI) (1)
= Canada (2)

1% 10%

2%

2%
2%

5%

= Caribbean, Atlantic or
Latin America Region (3)
South Pacific/Asia/Indo
Region (6)

« Europe Region (7)
Other Region (8)
No answer

Furthermore, the time-zone breakdown of the respondents is as follows:

3. If USA, which Time Zone are you located?

Answer Count Percentage
Eastern Time Zone (USA) (1) 49 40.50%
Central Time Zone (USA) (2) 24 19.83%
Mountain Time Zone (USA) (3) 7 5.79%
Pacific Time Zone (USA) (4) 18 14.88%
Other Area or Non-US (5) 8 6.61%
No answer 15 12.40%

15%

20%

= Eastern Time Zone (USA)
(1)

= Central Time Zone (USA)
(2)

= Mountain Time Zone (USA)
(3)
Pacific Time Zone (USA)
Q]

» Other Area or Non-US (5)
No answer

Dallas ¢ Ft.
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VI. Average Store Profile & Demographics

As a summary, listed is the typical demographic profile of the average retailer for this
survey:

a. Gross Income for 2010: $499,449

b. Percentage of 2010 Gross Sales Categories:
Dive Equipment: 44.9%

Dive Travel: 13.9%

Training and Instruction: 23.9%

Service and Airfills: 10.8%

Apparel: 4.0%

Equipment Rentals: 6.1%

Books, DVDs, Misc: 2.0%

On-Line Sales: 5.9%

Other Classification: 6.1%

c. How Retailers Purchased Goods from Vendors in 2010:
Open Charge Account: 41.6%

Credit Card: 56.0%

Pre-Pay: 14.7%

COD: 28.2%

Cash/Check: 29.6%

d. How Retailers Restocked Their Inventory in 2010:
As Needed: 78.1%

Weekly: 19.0%

Monthly: 22.0%

Advance or Pre-order Programs: 22.0%
Other Method: 0%

¥ ® NS TR WD

U S A

U S A
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Retailers Employment Was as Follows for 2010:

1. Full-Time Employees: 4
2. Part-Time Employees: 3
3.

4. Non-Paid Staff: 5

Contractors as Needed: 8

Dive Instructor Staffing in 2010:

1. Full-Time Employees: 2
2. Part-Time Employees: 5
3.

4. Non-Paid Staff: 3

Contractors as Needed: 10

Top 10 Brands by Sales in 2010:

¥ ® NS TN

Scubapro

Aqua Lung, all lines
Aeris, Oceanic, Hollis
Mares

Trident Mfg.
Innovative Scuba

XS Scuba

Henderson

Atomic Aquatics

10. TUSA

Top 5 Training Certification Agencies

Advertising Percentage Expenditure of Gross in 2010: 7.0%

U S A

PADI
SSI
SDI/TDI
NAUI
PDIC
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j- How Advertising Dollars Were Spent in 2010:
Newspaper Ads: 13.2%
Magazine Ads: 15.6%
Direct Mail: 20.6%
Coupons Offers: 15.7%
Consumer Shows: 12.1%
Email Marketing: 22.0%
Website: 29.8%

Google Adwords: 14.6%
Radio Ads: 10.6%

10. TV: 11.1%

11. Other: 32.2%

k. Average Amount Debt Load Increased Over The Last 3 Years By:
$20,332

I.  Number of Years Expected To Take The Company To Payback
Loans Made to The Company: 5.2

¥ ® NS TR WD

m. Percentage of Personal Income Derived from the Retail
Business: 58.4%

n. Most Influential Factors in a Decision To Change Vendors:
Product Availability and Profit Margin

Average Store Revenue from Dive Travel Sales in 2010: $38,177
p. Top 5 Dive Destinations Sold in Dive Stores:
Bonaire
Cozumel
Florida / Florida Keys
Cayman Islands & Bahamas (tied)
Fiji, Belize, Other USA Locations (tied)

U S A

Detailed data is presented in the next section.
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VII. Study Results

The full data with analysis, where warranted is offered for this data. Each
question will be printed in order of survey:

Question 1: ~ What best describes your status

1. What best describes your status:

Answer Count Percentage
Dive Retailer (1) 80 66.12%
Independent Dive Instructor (2) 13 10.74%
Dive Resort or Resort-Based Dive Operator (3) 8 6.61%
Dive Wholesaler/Agent or US Booking Office (4) 1 0.83%
Dive Related Manufacturer (5) 2 1.65%
Dive Liveaboard Boat or Charter Boat (6) 3 2.48%
Dive Related Media, Publication, Website (7) 1 0.83%
Dive Training Agency (8) 2 1.65%
Internet Store/Retailer Only (9) 2 1.65%
Other Industry Professional (10) 6 4.96%
No answer 3 2.48%

Conclusions:

Although 121 responses were recorded as shown, of which 80 were Dive
Retailers, with the rest of this report focusing on the 80 retailer respondents.

Dallas ¢ Ft. Lauderdale www.williamcline.com
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Question 2:  In what general region are you located?

2. In what general region are you located?

Answer Count Percentage
United States (including AK & HI) (1) 73 91.25%
Canada (2) 1 1.25%
Caribbean, Atlantic or Latin America Region (3) 1 1.25%
South Pacific/Asia/Indo Region (6) 2 2.50%
Europe Region (7) 1 1.25%
Other Region (8) 1 1.25%
No answer 1 1.25%

= United States (including
AK & HI) (1)

= Canada (2)

= Caribbean, Atlantic or
Latin America Region (3)
South Pacific/Asia/Indo
Region (6)

» Europe Region (7)
Other Region (8)
No answer

Conclusions:

As shown, the 80 retailers were distributed as indicated with 91% being from
the USA.
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Question 3:  If USA, which Time Zone are you located?

3. If USA, which Time Zone are you located?

Answer Count Percentage
Eastern Time Zone (USA) (1) 34 42.50%
Central Time Zone (USA) (2) 19 23.75%
Mountain Time Zone (USA) (3) 6 7.50%
Pacific Time Zone (USA) (4) 14 17.50%
Other Area or Non-US (5) 2 2.50%
No answer 5 6.25%

= Eastern Time Zone (USA)
1)
= Central Time Zone (USA)
o,
8% 18% (2)
= Mountain Time Zone (USA)
3% (3)
Pacific Time Zone (USA)
6% @
w Other Area or Non-US (5)
« No answer

24%

Question 4:  What was your total gross income for your shop/ retail facility
for the following years?

2008 $580,431
2009 $371,374
2010 $499,449

$700,000.00

$600,000.00

$500,000.00 -

$400,000.00 -

$300,000.00 -

$200,000.00 -

$100,000.00 -

$-

2008 2009 2010
Series1 $580,431.04 $371,373.73 $499,448.86

Dallas ¢ Fi. Lauderdale www.williamcline.com Page 13




Diving Industy Marketing, Consulting and Research

Question 5:  How did your Gross breakdown with regard to the following
areas of income within your business for 2008, 2009, and 2010?

45.0%

35.0%

25.0%
—2008
20.0% —2009

—2010
15.0%

10.0%

5.0%

0.0%

Travel, local Books,

Equipment Training &  Service and Apparel Sales Equipment Videos, On-Line sales Other not
Sales Instruction Alr Fills Rentals listed

international DVDs, Misc.

2008 435% 14.1% 23.1% 11.4% 32% 6.0% 1.8% 2.2% a.7%
2009 a3.4% 14.0% 23.5% 12.0% 18% 5.9% 19% 3.7% 5.7%
2010 449% | 13.9% | 239% | 10.8% | 27% | 60% | 20% | 39% | 61%

Conclusion:

As shown, the classification breaks varies little over the last three years.
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Question 6:  What was the method of purchasing from your
suppliers/vendors for your 2008, 2009 & 2010 revenues?
60.0%
50.0%
40.0%
30.0%
3008
20.0% 3009
w2010
10.0%
%% 7 open ch Credit Card
pen Charge | Credit Car Pre-Pay cob Cash/Check
Account (any)
2008 |  46.9% 52.0% 12.4% 31.0% 28.7%
2009 | 42.7% 53.7% 11.7% 29.9% 27.6%
2010 |  41.6% 50.4% 14.6% 28.2% 29.6%
Conclusion:

As shown, the classification breaks varies little over the last three years.

Dallas ¢ Ft. Lauderdale www.williamcline.com
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Question7:  How did you restock or order your inventory for 2008, 2009 &

20107
90.0%
80.0%
70.0%
60.0%
50.0%
40.0%
30.0% —3008
20.0% 2009
10.0%
@010
0.0%
Advance
Booking
As Needed Weekly Monthly Programs Otl.ler not
listed
(pre-
ordered)
2008 69.8% 20.0% 17.6% 33.0% 0.0%
2009 74.4% 21.3% 19.6% 26.4% 0.0%
2010 78.1% 19.0% 22.0% 22.0% 0.0%
Conclusion:

Pre-Orders were higher in 2008, as compared to 2010.

Dallas ¢ Ft. Lauderdale www.williamcline.com
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Question 8:  In general, what was your store's overall staffing in 2008, 2009
& 2010?
9
8
7
6
5
4 3008
3 2009
2 2010
1
- Full Time Part Time Contractors as Volunteers or
Employees Employees needed non-paid staff
2008 4 3 8 6
2009 4 3 8 6
2010 4 3 8 5
Conclusion:

Gross Revenues were 14% less in 2010 as compared to 2008, yet staffing
stayed very similar, indicating a much less profitable year.

Dallas ¢ Ft. Lauderdale www.williamcline.com
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Question 9:  In general, what was your dive instructor specific staffing in

2008, 2009 & 2010?
12
10
8
6
2008
4
2009
2 C g @Em2010
0 C Vol
Full Time Part Time ontract o unteel:s or
Instructors as non-paid
Instructors Instructors
needed Instructors
2008 4 4 11 3
2009 4 3 11 3
2010 2 5 10 3
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Question 10: 9. What is your title??

9. What is your title?

Answer Count Percentage
Store, Company or Facility Owner or Management Staff (1) 75 93.75%
Full-Time Employee (2) 0 0.00%
Part-Time Employee (3) 0 0.00%
Independent Dive Instructor or Divemaster (4) 1 1.25%
Other Not Listed (5) 0 0.00%
No answer 4 5.00%

94%

1%
5%

= Store, Company or
Facility Owner or
Management Staff (1)

= Independent Dive
Instructor or Divemaster
Q)]

= No answer

Dallas ¢ Ft. Lauderdale www.williamcline.com
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Question 11:

Iw

»

," |

rl

What is your store's SALES revenues for the major dive
brands you sold in 2010?

Dallas

Ft. Lauderdale www.williamcline.com
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Conclusion:

Sales are shown from the 80 respondents, then extrapolated to a US retail
base of 1,700 stores. Although this number is an approximate, it is general
understood that there are between 1,500 and 1,800 stores in the USA at the
moment. This first list is sorted by sales.

This second listing is sorted by number of stores where the brand is sold:
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Question 12:  Which Training Agencies did you work with in 2010?

1.3%

1.3% a! | /_1,3%

LPADI =SSI «SDI/TDI “NAUI & Other notlisted “PDIC “IDEA = CMAS (Europe)
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Question 13:  What percentage of your gross revenues did you spend on
overall advertising and marketing for your store for the

following in 2008, 2009 & 2010?

7.2%

7.0%

6.8%

6.6%

6.4%

6.2%

6.0%

5.8%

5.6%

2008

2009

2010

|Serie52

6.4%

6.1%

7.0%

Conclusion:

As indicated, in spite of a 14% drop in revenue from 2008 to 2010, advertising
and marketing expenses increase from 6.4% to 7% or an 8.5% increase in expense.

Dallas ¢ Ft. Lauderdale www.williamcline.com
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Question 14: How do you spend your advertising and marketing dollars in
terms of percentage of your overall advertising budget for the
following classifications in 2010?

35.0%
30.0% 1
25.0%
20.0%
15.0% -
10.0% - —
5.0% -
0.0% - Email Displ
Other mai Coupo isplay
Your | Marke | .. .| n |Google/Newsp| at . .
metho | Direct |Magazi Televisi| Radio
websit | ting, e- . Flyers | Adwor | aper |Consu
d not Mail |ne Ads on ads
listed e |Newsle and ds Ads mer
tters Offers Shows
|Seriesl 32.2% | 29.8% | 22.0% | 20.6% | 15.8% | 15.7% | 14.6% | 13.2% | 12.1% | 11.1% | 10.6%

Conclusion:

As indicated, Website and online marketing account for over 65% of their
advertising and marketing expense with retailers.
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Question 15:  Over the last three years, has your company's debt changed?

$25,000

$20,000

$15,000

$10,000

Debt Increase

$5,000
$_ .
2008 2009 2010
| Debt Increase $5,914 $22,363 $20,332

Conclusion:

As shown, retailer’s debt has increased 344% since in 2010 as compared to

2008.

Dallas ¢ Ft. Lauderdale www.williamcline.com
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Question 16:  If you have added cash to your company over the last three
years, how many years do you expect to get that money back
from your company?

Average: 5.2 years
Question 17:  What percentage of your 2010 personal income is derived
from the following?
Percentage
70.0%
60.0%
50.0%
40.0%
30.0%
20.0%
10.0%
0.0% | y
Dive Retail ) nvestments an / Other source not
. Other Business or Retirement .
Business listed
Acct.

| Percentage 58.3% 46.9% 28.0% 28.0%

Conclusion:

Respondents count on the dive store for their majority source of income, as

indicated.
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Question 18:  On a scale from 1 to 5, with 1 being the least important, and 5
being the most important, how do these factors influence your
decision to change suppliers/vendors?

Average
45
4.0
35
3.0
25
2.0
15
1.0
0.5
00 Availability Profit Margin Service Selection Advertising
| Average 4.2 4.2 41 4.0 2.7
Conclusion:

As reported, availability and profit margin are the two most important

factors in selecting or switching vendors.
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Question 19:  How much in gross dollars has your store sold in dive travel,
either individually or in groups to destinations where the trip
lasted 3 nights or longer?

$46,000

$44,000

$42,000

$40,000

$38,000

$36,000

$34,000

Dive Travel Sales

2008 2009

2010

|Dive Travel Sales

$45,099 $37,717

$38,177

Conclusion:

As reported, availability and profit margin are the two most important
factors in selecting or switching vendors.

Dallas ¢ Ft. Lauderdale www.williamcline.com
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Question 20: How much in dollars did your company sell in terms of Dive
Travel to these destinations in 2010?

Destination sales are tabulated by both sales, as well as number of stores that
sell that destination. Both tables are included on the following pages.
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VIIl. Appendix A: Questionnaire

http:/ /www.williamcline.com /limesurvey /index.php?sid=14&lang=en
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yl'l mes u rvey Dive Retailer Sales and Finance Survey

Dear Dive Retailer,

We are conducting a special Dive Retailer sales study. The results will be published for
FREE as soon as I reach 300 responses. There is NO IDENTIFYING information collected,
as I have no idea who completes the survey.

In exchange for this information, you can compare your results to other retailers across
the USA.

Again, this is a blind survey, as no identifying information is asked within this survey.
All responses are anonymous.

Thanks in Advance for your help.
Best Regards,

William Cline

Cline Group Diving Industry Research
972-267-6700, ext. 14

Diving Industry Specialized Marketing & Consulting

research@clinegroup.net

A Note On Privacy
This survey is anonymous.

The record kept of your survey responses does not contain any identifying information
about you unless a specific question in the survey has asked for this. If you have
responded to a survey that used an identifying token to allow you to access the survey,
you can rest assured that the identifying token is not kept with your responses. It is
managed in a separate database, and will ony be updated to indicate that you have (or
haven't) completed this survey. There is no way of matching identification tokens with
survey responses In this survey.
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Please Complete As Accurately As Possible

-

1. What best describes your status:

Chooss ang af the fodoming answers

(" Dive Retaller

() Independent Dive Instructor

(' Dive Resort or Resort-Based Dive Operator
) Dive Wnolesaler/Agent or US Booking Office
() Dive Related Manufacturer

' Dive Liveaboarc Boat or Charter Boat

( Dive Related Media, Publication, Website

() Dive Training Agency

) Internet Store/Retailer Only

' Other Industry Professional

2. In what general region are you located?

Croose ane of the folosmng answers

) United States (including AK & HI)

() Canada

(' Caribbean, Atlantic or Latin America Region
(' South Pacific/Asialindo Region

) Europe Region

) Other Region

(*) No answer
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3. If USA, which Time Zone are you located?

Choose ane of the folosng answers

() Eastern Time Zone (USA)
) Central Time Zone (USA)
) Mountain Time Zone (USA)
() Pacific Time Zone (USA)
0 Other Area or Non-US

=) No answer

4. What was your total gross income for your shopiretail facility for the following
years?
{no operator identifying information is collected)
Only numbers may be antered in thase figlds
2010 Gross Revenues
2009 Gross Revenues

2008 Gross Revenues

Please enter whole numbers only (i.e. $150,000 would be entered as 150000)

Dallas ¢ Fi. Lauderdale www.williamcline.com Page 36




Diving Industy Marketing, Consulting and Research

5. How did your 2010 Gross breakdown with regard to the following areas of
income within your business?

Only numbers may be entered in these fields
Equipment Sales

Travel, local or international

Training & Instruction

Service and Air Fills

Apparel Sales

Equipment Rentals

Books, Videos, DVDs, Misc.
On-Line sales

Other not listed

Please enter percentages only, so 33% would be entered as 33.

5. How did your 2008 Gross breakdown with regard to the following areas of
income within your business?

Only numbers may be antered in thase fields

Equipment Sales

Travel, local or international
Training & Instruction
Service and Air Fills

Appare! Sales

Equipment Rentals

Books, Videos, DVDs, Misc.
On-Line sales

Other not listed

Please enter percentages only, so 33% would be entered as 33.
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5c. How did your 2008 Gross breaxdown with regard to the following areas of
income within your business?

Only numbers may be antered \n thase fields

Equipment Sales

Travel, local or international
Training & Instruction
Service and Air Fills
Apparel Sales

Equipment Rentals

Books, Videos, DVDs, Misc.
On-Line sales

Other not listed

Please enter percentages only, so 33% would be entered as 33,

6. What was the method of purchasing from your suppliersivendors for your 2010
revenues?

Only numbers may be antered in thase fiplds

Open Charge Account
Credit Card (any)
Pre-Pay

COoD

Cash/Check

Please enter a percentage, for 33% please enter 33.
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60. What was the method of purchasing from your suppliersivendors for your
20089 revenues?
Only numbers may be antered in thase figlds

Open Charge Account
Credit Card (any)
Pre-Pay

CoD

Cash/Check

Please enter a percentage, for 33% please enter 33.

6c. What was the method of purchasing from your suppliersivendors for your
2008 revenues?
Only numbers may be antered in thase figlds

Open Charge Account
Credit Card (any)
Pre-Pay

CoD

Cash/Check

Please enter a percentage, for 33% please enter 33.
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7. How did you restock or order your inventory for 20107?

Only numbars may b antered in thase fiplds
As Needed
Weekly
Monthly
Advance Booking Programs (pre-crdered)
Other not listed

elease enter a percentage in whole numbers, so 33% would be entered as 33.

7o. How did you restock or order your inventory for 20097

Only numbeérs may be anteved in these fields
As Needed
Weekly
Monthly
Advance Booking Programs (pre-crdered)
Other not listed

aDIease enter a percentage in whole numbers, so 33% would be entered as 33.

7b. How did you restock or order your inventory for 2008?

Only numbers may £ antered in thase fiplds
As Needed
Weekly
Monthly
Advance Booking Programs (pre-crdered)
Other not listed
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Monthly
Advance Booking Programs (pre-ordered)
Other not listed

Wlease enter a percentage in whole numbers, so 33% would be entered as 33.

9. In general, what was your store's overall staffing in 2010?

Only numbers may be anteved in these fields

Full Time Employees
Part Time Employees
Contractors as needed

Volunteers or non-paid staff

Please enter a whole number.

90. In general, what was your store's overall staffing in 20097

Only numbers may be anteved in these fields

Full Time Employees
Part Time Employees
Contractors as needed

Volunteers or non-paid staff

Please enter a whole number.
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9c. In general, what was your store’s overall staffing in 2008?

Only numbers may be antered in these fields
Full Time Employees
Part Time Employees

Contractors as needed

Volunteers or non-paid staff

Please enter a whole number.

10. In general, what was your dive instructor specific staffing in 20107

Only numbers may be antered in thase fields
Full Time Instructors
Part Time Instructors
Contract Instructors as needed

Volunteers or non-paid Instructors

Please enter a whole number.

10b. In general, what was your dive instructor specific staffing in 20097

Only numbers may be antered in thase fields
Full Time Instructors
Part Time Instructors
Contract Instructors as needed

Volunteers or non-paid Instructors

Please enter a whole number.
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10c. In general, what was your dive instructor specific staffing in 20087

Only numbers may be enteved in these fields
Full Time Instructors
Part Time Instructors

Contract Instructors as needed

Volunteers or non-paid Instructors

Please enter a whole number.

11. What is your store's SALES revenues for the major dive brands you sold in 20107

Only numbers may be anterod in thase fiplds
Aeris, Oceanic, Hollis
Agqua Lung, all lines
Atemic Aguatics
BARE
Blue Steel
Beuchat
Body Glove
Cochran
Cressi
Dive Rite
DuI
Edge-Hog

Genesis

Halcyon
Henderson
Innovative Scuba
IST Sports
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Light Monkey
Mares

Ocean Reef
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oTs

Pelican

Poseidon
ScubaMax
Scubapro

Sea & Sea
Sherwood Scuba
Tiles

Trident Mfg.

TUSA

Underwater Kinetcs
Usia

Whites

XS Scuba

Zeagle

Other brand(s) not listed

Please enter dollars in whole numbers, i.e. 28,322 would be 28322

12. Which Training Agencies did you work with in 20107
Check any thed apply

. PADI
I NAUI
.. 88l

! SDITDI
. PDIC

| IDEA
.| DAN

! ACUC (Canadian)
.| Barakuda (Germany)
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.| Barakuda (Germany)
! NASDS (Germany)
.. PSS (Germany)
| SNSI (Egypt)
... CMAS (Europe)
! Other not listed

13. What percentage of your gross revenues did you spend on overall
advertising and marketing for your store for the following years?

Only numbers may be antered in thase fields
2010

2009
2008

rd Please enter a percentage in the form of a whole number, s¢ 34% would be
entered as 34,

14. How do you spend your advertising and marketing dollars in terms of
percentage of your overall advertising budget for the following (in 2010)?

Only numbers may be enteved in these fields

Newspaper Ads

Magazine Ads

Direct Mall

Coupen Flyers and Offers
Display at Consumer Shows

Email Marketing, e-Newsletters
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Your website
Google Adwords
Radio ads
Television

Other method not listed

Please enter a whole number for percentage, for 13% enter 13.

15. Over the last three years, has your company’s debt changed?

Only numbers may be anteved in thase fiolds
2010 debt decreased by $
2010 debt increased by $
2009 debt increased by $
2009 debt decreased by $
2008 debt increased by $
2008 debt decreased by $

16. if you have added cash to your company over the last three years, how many
years do you expect to get that money back from your company?

Only numbers may be antered in this fleld

Please enter a whole number, for 5 years, enter 5.
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17. What percentage of your 2010 personal income is derived from the
following?
Only numbers may be antered in thase fields

Dive Retail Business

Other Business

Investments and/or Retirement Acct.

Other scurce not listed

Please enter a whole number for a percentage, i.e. 50% would be 50.

18. On a scale from 1 1o 5, with 1 being the least important, and 5 being the most
important, how do these factors influence your decision to change
suppliers/vendors?

No

1 2 3 - 5 answer
Selection O O O O O ®
Availability € O O € O O
Service O e O O O ®
Advertising O O O e O ®
Profit Margin O O ) O O (*

19. How much in gross dollars has your store sold in dive travel, either
individually or in groups to destinations where the trip lasted 3 nights or longer?

Only numbers may be antered in thase figlds

2010 Dive Trave! Revenues
2008 Dive Trave! Revenues
2008 Dive Trave! Revenues
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20. How much in dollars did your company sell in terms of Dive Travel to these
destinations in 20107

Only numbers may be antered in thase fields
Aruba
Australia

Bahamas
Barbados

Bay Islands, Hond,
Belize

Bermuda

Bonaire

BVI
Cancun/Playa/Riviera
Cayman Islands
Costa Rica
Cozume!

Curacao

Dominica
Dominican Republic
Fiji

French Polynesia
Galapagos
Grenada

Guam

Hawaii

Indonesia

Malaysia

Maldives

Micronesia

Dallas ¢ Ft. Lauderdale www.williamcline.com

Page 49



Diving Industy Marketing, Consulting and Research

New Zealand

Palau

Papau New Guinea
Philippines

Puerte Rico

Rec Sea

Saba

St. Lucia

St. Vincent & the Gren.

Solomon Islands

South Africa

Thailand

Trinidad & Tobago
Turxs & Caicos

usvi

Other Intl Destination
Florida {not the Keys)
Florida Keys

Other USA Destination

Please enter a whole number, so $124,321 would be entered as 124321,

[Exit and Clear Survey] 7:Load Unfinished Sumy:: ::Resume Later) !: Submit /

Dallas ¢ Fi. Lauderdale www.williamcline.com Page 50




