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INDUSTRY CHALLENGES IN 2014

Youth

 Need to appeal and facilitate 
getting our future boaters on the 
water 

Diversity

 Inviting new audiences into 
boating, reflecting population shifts

Affordability/Value

 Highlight that there is a boat for 
every budget 

 Boating is worth the price



4

2014 CANADA MARKETING PLAN
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Strategy 

Leverage content through paid, owned, earned and  shared media

OUR PATH TO SUCCESS IN 2014

Paid

Owned

Earned

Shared
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INSPIRATIONAL BOATING CONTENT

Video

Social/WOM
Website

Tools

Content Marketing
Creating & distributing relevant information to attract a clearly defined audience
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OUR CONTENT:

BOATING 

DOCUMENTARY 

SERIES
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MEET OUR STORYTELLERS

Justin Caskey - wakeboarder

The Ader Family - powerboaters

Jake Owen – angler  Coming soon…
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MARQUEE STORYTELLER
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JAKE OWEN’S “DAYS OF GOLD” TOUR

PRESENTED BY DISCOVER BOATING

 Concert Integration

- Large video screens with 

footage of Jake boating 

& Discover Boating 

videos

- Pier/tiki theme

 Media Coverage

 Full Tour Branding

- Signage

- TV, radio and online ads

 Social Media

- Facebook

- Twitter

- Instagram



1717

ADD’L MARKETING:

INTERACTIVE AND VIDEO

BANNER ADVERTISING

SEARCH

SOCIAL MEDIA
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PRE-ROLL VIDEO

Companion

ad unit



INTERACTIVE BOAT SELECTOR AND 

VIDEO AD UNITS DRIVING PEOPLE TO 

DISCOVERBOATING.CA
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4

5



20

SEARCH ADVERTISING
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BING/YAHOO RICH ADS
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GOOGLE IMAGE ADS
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MOBILE SEARCH
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DIRECT RESPONSE: 2 WAYS TO ENGAGE

BOAT SELECTOR BEGINNER’S GUIDE 

TO BOATING 
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GOOGLE’S IN-MARKET SEGMENTS
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THE SOCIAL MEDIA LANDSCAPE

• FACEBOOK

 A place to engage with boaters, old and new

 A place to create inspiring visual impact

 A place to share the joy of boating

• TWITTER

 A place to interact with others in the boating industry

 A place to share pieces of inspiration with other boaters

 A place to answer questions for those considering boating

• PINTEREST

 A place to share striking visuals

 A place to innovate, using new Place Pins
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SOCIAL MEDIA:

• Grow & engage 34,000+ Facebook fans through activation and 

engagement:

 Contesting throughout the summer 

 Paid campaign elements
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WHAT WE HOPE TO SEE
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SOCIAL MEDIA:
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SOCIAL MEDIA:
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DISCOVERBOATING.CA AND 

NATIONAL PROMOTION
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YOUTH OUTREACH 

• Create a boating and fishing themed colouring book

• Print 5,000 pieces

• Distribute nationally

 MTA events
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PUBLIC RELATIONS 2014

• Ongoing News Engine:  Outreach to 
consumer media throughout boat show 
season and spring/summer boating 
season

• On-Water Experiences: Invite key 
national and regional media to the water 
to experience boating firsthand (ie. Invite 
Weather Network to do live broadcast on 
the water)

• National Fishing Week: Leverage 
National Fishing Week through media 
relations and social media to generate 
awareness of Discover Boating and drive 
consumers to DiscoverBoating.ca. 
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• On-water training program for consumers

• 5 one hour modules covering close quarters handling for beginners or 

established boaters and various propulsion types

• Established program

• Working with industry to offer courses

• Montreal In Water Boat Show, Toronto Boat Show (on ‘The Lake’), and 

Vancouver Boat Show 
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CANADIAN ANTI SPAM LEGISLATION 

(CASL)

• Majority of legislation goes into effect July 1st, 2014

• Penalties are significant and per occurrence 

 $1 million for individuals (directors/officers are liable for employee actions)

 $10 million for corporations

 Law is designed so that directors are not protected by corporation

• Personal, family and some existing business relationships are okay to continue 

communications

• Impacts prospecting

• Topline CASL specific webinar to be provided to industry in May.
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CASL – 3 KEYS AND 

WWW.FIGHTSPAM.GC.CA

• 3 key factors to determine if CASL applies

1. Where is the message sent from OR accessed (if in Canada, then yes)

- Legislation applies to CEMs being sent from outside of Canada (ie. from 

USA)

2. Is it a commercial electronic message (CEM), essentially is the intention is 

to encourage participation in a commercial activity 

3. Do you have proof of consent to send the CEM to the recipient?

- Express consent – okay to send until unsubscribed

- Implied consent or not sure? - must secure express consent before July 

1st to continue to send email

• Legislation and FAQs – www.fightspam.gc.ca

http://www.fightspam.gc.ca/
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TURNING 

CONSUMERS 

INTO 

SHOPPERS
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GIVING CONSUMERS CHOICES

Discover 

Boating’s

Integrated 

Marketing 

Campaign

Direct 

Shopping

Beginner’s Guide 

Request Page

Boat Selector 

Landing Page

Industry

MNFR 

Sites

Request 

Information

DB

Lead 

Nurture
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2014 CAMPAIGN FLIGHTING 

Jan Feb Mar Apr May Jun Jul Aug Sep Oct Nov Dec

Online 

Video

Search Marketing

Display 

Media

Search 

Test
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YOUR DISCOVER BOATING TEAM IN 

CANADA

• Carl Blackwell − cblackwell@nmma.org: General, Advertising & Collateral 

• Tracey Hart − thart@nmma.org: Discover Boating Canada, Marketing

• Sara Zammit − szammit@nmma.org: Discover Boating Canada, PR

WEBINAR RECORDING
• DiscoverBoating.ca/tools

• New Discover Boating Logo

• Welcome to the Water Logo and event materials


