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Garmin — Topline Results

* Methodology
» Research was conducted online during January 2015 among SMS INC's How Did | Do panel
of core golfers
» Results have been analysed by age, gender and handicap where appropriate
» Atotal of 2007 responses were received although individual base sizes may vary




Women (27%), under
358 (25%) and
category 1 golfers
(25%) were the
demographic groups
most likely to"buy a
DMD in 2014

23% of golfers say Garmin is
the brand of DMD they would
most like to own, making it

the #1 brand on this count

of golfers, including
bought their DMDs

from non-golf specific,

"other", internet sites
such as Amazon and
eBay.

21% of golfers consider
Garmin the most
reliable/trustworthy
DMD brand - The
highest of any brand

Expenditure on DMDs
was highest among
female buyers, younger
and better golfers

Garmin - Bought
by 45% of
golfers who
bought a DMD
i 2014

* Including by 50% of
over 65s who bought
a DMD o
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DMD Brands bought in 2014
Those who bought DMDs only

Garmin
Bushnell

Golf Buddy
SkyCaddie
Snooper

Other (please specify below)
Nikon

Golfshot
Callaway U-Pro
Suunto
SonoCaddie
Freecaddie

Caddie Lite
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Most Trustworthy/Reliable Brands
All respondents

Don't know/Not enough experience
to comment
Garmin
M Bushnell
SkyCaddie

W Golf Buddy

W Snooper

PAORSY

GARMIN.

Other brands (all below 0.5%)
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Most desired brand

All respondents

18% _ 15%
31%

Don't know/Not enough experience

to comment

Garmin

W Bushnell

SkyCaddie

W Golf Buddy

m Nikon

Snooper

22.6% Other brands (all below 1%)

GARMIN.
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USING SPORTS MARKETING SURVEYS INC. DATA
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Using SPORTS MARKETING SURVEYS INC. Data

GUIDELINES

We are pleased for our clients to use this datain their advertising, press releases, catalogues and
newsletters. The use of our information in your marketing effortsis a legitimate and valuable application.
However, there are guidelines under which data may be released outside your organisation.

Any publication of confidentialinformation outside of your organisation without the prior consent of
SPORTS MARKETING SURVEYS INC. is expressly forbidden. You should send us a copy of any literature
that references our data before it is published. We will generally agree to such publication, but ask you to
adhere to the following guidelines:

D Theinformation should be a clear, fair and accurate representation of what our research indicates

D Thetime period and measure should be clearly indicated

D SPORTS MARKETING SURVEYS INC. should be credited as the source of the information.,

If you have any questions regarding these guidelines, or the appropriate uses of our data, please feel free
to call.
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Contact Details

UK CONTACT DETAILS

The Courtyard, Wisley,

Surrey GU23 6QL, UK
info@sportsmarketingsurveysinc.com
Tel: + 44 (0) 1932 345 539

Edward Willis— Sports Account Executive
ed.willis@sportsmarketingsurveysinc.com
Tel: +44 (0) 1932 345 539

INVESTIGATION
Richard Payne — Senior Manager - Sports Accounts

richard.payne@sportsmarketingsurveysinc.com
Tel: +44 (0) 1932 345 539 INSIGHT

ACTION
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No part of this report may be reproduced or transmitted in any form or by any means, including photocopying, without the written permission of SPORTS MARKETING SURVEYS INC,, any
application for which should be addressed to SPORTS MARKETING SURVEYS INC. Written permission must also be obtained before any part of thereportis stored in aretrieval system of any
nature.

Disclaimer

Whilst proper due care and diligence has been takenin the preparation of this document, SPORTS MARKETING SURVEYS INC. cannot guarantee the accuracy of the information contained and
does not accept any liability for any loss or damage caused as a result of using information or recommendations contained within this document.




