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BUILDING AND 
SUSTAINING A 
TALENT PIPELINE
How will the skilled employees of tomorrow be discovered, recruited and retained? 

Many industries today, including the recreational boating industry, are facing a critical shortfall of qualified 

workers. In the marine industry specifically, the demand for skilled labor spans from manufacturing to service 

and repair, crossing the entire value chain.

Attracting qualified workers, prioritizing technical, vocational and apprenticeship programs and connecting 

marine industry stakeholders with programs and opportunities are key to building a workforce that can meet 

the demands for production and service the industry needs to keep boaters on the water. From outboard 

engine mechanics to yacht captains; skilled factory laborers to engineers; sales professionals and operations 

managers, creating and sustaining a talent pipeline has become a priority for marine businesses. 

As you evaluate your strategy, it’s important to remember there is no one-size-fits-all solution to this issue. 

NMMA developed this Best Practices Reference Guide to help you navigate proven hiring and retention 

practices used within our industry. Ultimately, the creation of a sustainable workforce for your business will 

require a steady commitment to ensure your company’s needs are met. 

Visit www.nmma.org/workforce to learn about of marine specific training, programs, resources, career days and 

more. Read on for proven member examples.
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WHAT
Work Release Program with the WI Department of Correcti ons 

WHY
We were struggling to fi nd skilled, qualifi ed, reliable workers. This program helps inmates reintegrate back into 

society, while off ering us workers who show up every day and who want to be at work. Once eligible to be 

released, many of these individuals have the opportunity to remain in our employment. Over 2 years, more than 

2 dozen employees have connected to us via this program. 

HOW
This program identi fi es inmates who are currently serving a sentence at a local minimum-security facility and 

allows them to work for local companies. Each applicant is thoroughly screened by the Dept. of Correcti ons to 

ensure safety for all employees and for community members. 
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WHAT
Apprenticeship Program 

WHY
To recruit qualified technicians for our service yards, general managers and corporate team members to support 

our marina operations. Our workforce development team is focused on developing programs that impact 

recruitment and retention. With programs in place that invest in our team members, we will find it easier to 

recruit and retain talent. 

HOW
We are piloting an apprenticeship program that will enable us to grow talent from within. In addition, we are 

bringing recruiting specialists in house to help find more seasoned talent. This program is just one component 

of our company-wide initiative to create training opportunities for our team that can help each SHM employee 

advance their skill set and their career.

WHAT
NMMA Career Days 

WHY
Our dealers have expressed concerns with finding and retaining qualified service technicians. These career 

day events offer a platform for us to connect with students, educational and industry organizations, to create 

awareness of Yamaha Marine University. To date, we have connected with almost 600 new contacts.

HOW
We actively participate in as many career days as possible to create awareness of job opportunities in our 

industry. Our representatives discuss technical careers with attendees to ultimately connect them with a 

Yamaha Marine dealer.  
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WHAT
Regal Technical University 

WHAT
IMPACT (Improving my Personality & Character Traits) MINISTRIES, a faith-based mentoring program.

WHY
 To not only make a positi ve impact on the community but to also off er management a way to take acti on to 

address head on the void of male role-models in the community by connecti ng them to the positi ve benefi ts of 

steady employment. 

HOW
With the goal of making a diff erence in the lives of others, a 13-week job-rotati on program is off ered to select 

candidates from the community, connecti ng them to full ti me employment. Apprenti ces are selected via a 

formalized interview process with our IMPACT coaches (employees committ ed to mentoring others). Weekly 

feedback is off ered to each apprenti ce who is awarded full-ti me employment upon successful graduati on from 

the program.
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WHY
To provide specifi c training to potenti al new hires, enti tled “Professional Boatbuilder”, designed to prepare 

them for a career path at Regal. As new employees enter our workforce trained in basic skills, onboarding and 

producti vity in house at Regal are maximized from day one.

HOW
Our relati onship with Valencia Community College began as a method to train new workers before they join our 

payroll, with a focus on assembly and soft  skills. Ideally, we’ll need to have an industry certi fi cati on in place to 

ensure funding and higher pay for starti ng jobs, a goal that we are working towards.
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GROUP WHY TARGET THIS GROUP? HOW TO CONNECT WITH THEM? WHAT CAN YOUR 
COMPANY DO? PARTNERSHIPS

Existi ng 
Employee

Entry Level 
Worker

Trade/Technical 
School Graduate

High School 
Students

Middle School 
Students

They already understand your company’s 
culture and work ethic. 

Up-skilling and/or cross training increases 
employee retenti on and producti vity.

This pool of potenti al candidates is ready 
to work and can be trained on the job with 
aff ordable starti ng wages.

Graduates have made the decision to focus 
on marine industry training and will graduate 
as semi-skilled to skilled workers.

Opportunity to generate industry and 
career awareness, impact learning 
objecti ves while identi fying and 
culti vati ng potenti al future employees. 

Engage with students, educators and parents 
as you generate early industry and career 
brand awareness within your company.

 ▪ Create apprenti ceships and certi fi cati ons, conference 
workshops, seminars *see SHM proven example

 ▪ Train the trainer and off er group training and 
conti nuing educati on

 ▪ Promote seminars, training and other career 
advancement opportuniti es on internal channels 
(i.e. Slack, intranet, message board)

 ▪ Create a pre-apprenti ceship or other short-term training 
that provides exposure to the industry

 ▪ Off er on-the-job training
 ▪ Create videos which will off er a behind-the-scenes look 

emphasizing starti ng pay, staff  development programs, 
benefi ts of living (or relocati ng) in your community 

 ▪ Nurture a positi ve work environment with competi ti ve 
wages and a solid onboarding experience

 ▪ Parti cipate in career days, host industry tours, have an 
expert in your organizati on conduct an in-class workshop. 
*See Yamaha’s proven example

 ▪ Volunteer to be a guest instructor in class or off er 
teacher externships

 ▪ Underwrite a scholarship
 ▪ Establish a social media content campaign emphasizing 

starti ng pay, staff  development programs, the benefi ts 
of living (or relocati ng) in your community and off er 
insight into what day-to-day schedule looks like

 ▪ Use video dominant platf orms to recruit, such as YouTube

 ▪ Off er paid internships or job shadowing, 
summer work experience

 ▪ Parti cipate in aft er-school programs and vacati on camps
 ▪ Create a dual enrollment program with a local 

community college
 ▪ Be a guest instructor
 ▪ Develop social content strategy to focus on high-tech 

aspects of job opportuniti es, career development, 
work-life balance and the diversity at your business

 ▪ Exhibit at interacti ve career fairs
 ▪ Get involved with aft er-school programs
 ▪ Sponsor a school team or related fi eld trip
 ▪ Vacati on camps
 ▪ Employer presentati ons in schools
 ▪ Work to create curriculum/lesson plan that highlights 

careers in marine industry
 ▪ In-class or on-site mentors
 ▪ Create social media content that focuses on brand 

awareness and maintain an acti ve social media presence

 ▪ Provide on-the-job training
 ▪ Create talent culti vati on plans
 ▪ Budget for ongoing training
 ▪ Att end professional development
 ▪ Demonstrate employee 

investment, implement policies 
and procedures designed to 
retain older workers

 ▪ Implement a healthy 
onboarding process

 ▪ Create an internal career 
pathway model

 ▪ Provide on-site mentorship model
 ▪ Provide input and feedback 

to trainers
 ▪ Host a Manufacturing Day program
 ▪ Build a pipeline between military 

community and manufacturing

 ▪ Provide input and feedback for 
demand-driven programming 
*See Regal’s proven example

 ▪ Hire graduates
 ▪ Mentor students
 ▪ Off er paid internships, summer 

and/or P/T employment

 ▪ Provide real-life work experiences 
for students (future employees)

 ▪ Provide teacher externships
 ▪ Join a curriculum advisory 

committ ee to inform demand-
driven curriculum

 ▪ Uti lize NAM’s Creators Wanted 
Campaign resources

 ▪ Establish an award or scholarship
 ▪ Think about recruiti ng seasonal, 

and/or part-ti me workers.

 ▪ Facilitate real-life connecti ons 
to industry 

 ▪ Work with local marine trade associati ons and 
chambers of commerce

 ▪ Community colleges/post-secondary training 
providers

 ▪ Nati onal associati ons (NMMA, MRAA, ABYC, 
AMI, etc.)

 ▪ Product manufacturers or distributors
 ▪ Workforce investment boards, regional 

economic development organizati ons, Dept. of 
Labor, Nati onal Associati on of Manufacturers

 ▪ Career and youth centers
 ▪ School and training 

providers, including ABYC 
Marine League of Schools

 ▪ State and local 
economic development 
or workforce agencies

 ▪ State agencies 
(correcti ons, veterans) 
*See Marquis’ proven 
example

 ▪ Local organizati ons 
focused on placing 
adults (GED/adult 
educati on programs, 
community acti on, 
religious insti tuti ons) 
*See Regulator’s proven 
example

 ▪ US Department of Labor
 ▪ State and federal 

legislators

 ▪ Program instructors and directors
 ▪ Career counselors and job placement offi  ces
 ▪ Product distributors or manufacturers

 ▪ Schools/PTA
 ▪ Teachers and instructors in career tech and 

magnet programs
 ▪ Guidance counselors 
 ▪ Post-secondary schools at community colleges 

or trade schools
 ▪ Local community youth organizati ons 

(Boys/Girls club, Scouts, YMCA)
 ▪ Youth centers
 ▪ Sailing schools/teams, yacht clubs

 ▪ Schools/PTA
 ▪ Youth centers, local community 

youth organizati ons
 ▪ Sailing schools/teams



Reference credit:

10 + 1 Strategy: A Marine Industry Guide to Growing the Workforce

Released jointly by the Marine Retailers Association of the Americas, the National Marine Manufacturers 

Association and the Rhode Island Marine Trade Association, this comprehensive study provides actionable 

solutions with specific tactics that employers can begin using today and was a key source of “best 

practices” for this reference guide.

Thank you to the executive staff of the Rhode Island Marine Trade Association for authoring this 

comprehensive guide and for authorizing us to replicate key content here.
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