
BIENVENUE SUR LõEAU 



 

SHARED OBJECTIVE 

Å Dealers and Brokers 

Å Manufacturers ð OEMs and Aftermarket, Boats and Engines 

Å Marinas, Boat Yards 

Å Distributors and Reps 

Å Retailers, Financiers, Insurers 

Å Publishers 

Å Associations, national, regional, local  

Å Cuts across all boating activities from Sailing to Fishing  

 

Å Invites ALL consumers to that one place that we all have in 

common 

 

 



 

DISCOVER BOATING TIMELINE 

Å October 2003 ð Industry Meeting òStop the Bleedingó 

Å 2004 ð Research and Establishment of industry Task Forces 

Á Timely and Accurate Sales Statistics 

Á Dealer Standards & Quality 

Á Manufacturer Standards & Quality  

Á Marketing 

Á Funding 

Á Water Access (added later) 

Å 2005 Building the Campaign and Funding Model 

Å 2006 Launching the Campaign 

Å 2009 ð Campaign moves into maintenance mode 

Å January 2011 full funding is reinstated  

 



Build momentum in two areas: 

The Challenge 

INTEREST

CONSIDERATION

SHOPPING

1. Bring more people into òthe funneló 

2. Migrate interested 

prospects through 

the funnel  

$$$ 



òKEEP THEM INó 

$$$ 
Purchase 

Interested  

Considering  

Shopping 

Not Interested 

Shopping 

ÅAccess 

ÅProduct Certification 

ÅDealer Certification 

ñKEEP  

THEM INò 



HOW MANY ARE THERE??? 

Current Boat Owners 

(19% of Target) 

4,200,000 
Prior Boat Owners 

(15% of Target) 

3,300,000 Never Owned Boat 

(66% of Target) 

14,500,000 

US Households That Best Fit Demographic & 

Geographic Profile 

Approx: 22,000,000 



CERTIFICATION REQUIREMENTS FOOTPRINT 

 

Å100% Sales and Service ÅTrack and trend results 

Process 
Feedback 

ÅJob Descriptions 

ÅPerformance Evaluations 

ÅAnnual Employee  
Satisfaction Survey 

ÅTechnicians 

ÅManagement  

ÅProduct training  
(Sales & Service) 

ÅCompetitive for the 
marketplace 

ÅAppearance 

 

ÅApproach sales in an organized and 
professional manner 

ÅInventory = Customers 

ÅProduct Knowledge 

ÅInspection, demonstration and delivery 

ÅPrinciple provider of service 
ÅTechnicians = Customers  

ÅTimely access to parts, tools, test 
equipment and service information 
ÅQuality Assurance 

- On-time delivery 
- Repair progress 

CUSTOMER SATISFACTION SCORES 
CONSUMER BILL OF RIGHTS 

EMPLOYEE TRAINING FACILITY 

SALES PROCESS SERVICE & PARTS PROCESS 

CUSTOMER FOLLOW-UP PROCESS 

- Explanation of repairs 

- Comeback Log 



2006 
Boating is an escape from 

daily routine and pressures 
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òGROCERY STOREó 



2007 
Boating Connects People 
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òWAVEó 



òDOGSó 



òGOOD RUNó 



2008 
Taking Discover Boating 

to Boat Shows 
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òGRAND FATHERó 



òDOCK PARTYó 



2009 
Consumer Generated 

Ads 
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òSOPHIEó 



òSAILINGó 



RESULTS UP TO 2011 

ÅMore than 23,000 boats have been purchased by DB 

Leads. (Source: Info-Link) 

Å2/3 of these boaters were new to boating (Source:  

Info-Link) 

ÅEven when a new boater buys a used boat, 50% of the 

previous owners went on to buy new boats thus 

creating a ripple effect (Source:  Info -Link) 

ÅThe average boater buys 4.1 boats in their lifetime or 

$131,500 over their lifetime (Source: MSU)  

Å800,000 website referrals to manufacturer websites  

ÅBoating participation has risen every year except 2009  
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WELCOME TO THE WATER MANIFESTO 

Boating isnõt just something we do. Itõs how we live and think.  

For us, boating is a way of life.  

 

Welcome To The Water is a movement.  

Itõs our open invitation to join us on the water. Itõs how we share what 

we know to be true about boating and being on the water. How  

the water transforms a person. How it erases stress and brings  

excitement and joy . 

 

Discover Boating is how we get people out on the water.  

Itõs how we share the boating experience and make it readily  

accessible for everyone. Because itõs meant to be shared.  

And itõs up to us to help people  

step off the dock and join us on the water . 
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Leverage experiences of current boat 

owners to draw in prospects 

 

Putting the FUN back into boating!  

 

 

Campaign Objectives 
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OWN THE COMPUTER SCREEN WITH ONLINE 

VIDEO.  

  

26 

Å Our community watches 18 hours 

of online video per month . 

Å 52.2% of viewers pay full 

attention during online video 

compared to 36.9% TV. 

Å CTRs on interactive online videos 

increased 2x YOY. 

 

Source: Nielsen Cross-Platform Report Q1 2011. eMarkter  July and May 2011. 





Rapid Increase of Smart Phone Internet Usage  
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M.DiscoverBoating.com  
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TAKE ADVANTAGE OF THE TIMELINESS AND 

PORTABILITY OF THE MOBILE WEB. 
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Å Mobile display reaches 75% of 

our community.  

 

Å Mobile banner average CTR is 

6x higher than standard 

online banners.  

 

  

Source: eMarketer , July and August 2011.  

 



ÅFacebook 
Á218,000 Fans ð largest boating lifestyle 

page in world  

ÅSeveral Twitter Accounts  

Á4,000 followers (media and industry 

centric)  
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Social Media 



FACEBOOK PROMO 
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