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WE’LL CONTINUE TO WORK AGAINST 
OUR CAMPAIGN OBJECTIVES

1. Increase awareness and positive perceptions of 

boating

2. Drive manufacturer site referrals

3. Generate prospects for dealers and manufacturers
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OUR METRICS ARE BASED ON MOVING 

PEOPLE CLOSER TO PURCHASE

• Increase aided awareness

of Discover Boating brand 

versus 2012

Awareness 

& Perception
Exploration Consideration

• Drive 2MM site visits to DB.com

• Grow FB Fan Base by 10%

• Drive 600,000 manufacturer 

site referrals via Boat Selector 

Tool



AWARENESS & 

PERCEPTION
SHOWCASING THE BOATING LIFESTYLE



OUR WORK DELIVERS ON FUN, 
EXCITEMENT AND RELATE-ABILITY 

“It makes me want to 
join in the fun.”

“I could relate to the 
people. They look like 
my friends and family.  
Everyone is happy and 

having fun.”

“Just got me real 
excited to get back to 

the water.”

Top Five Take-Aways From Our  

Videos, According To Consumers 
(Post-Wave Tracking Study, 2012)

1. Fun 67%

2. Exciting 57%

3. Adventurous 54%

4. Welcoming 48%

5. Energizing 48%
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MULTI-CHANNEL VIDEO SETS THE 

FOUNDATION FOR BUILDING AWARENESS

Online Mobile Connected TV Cinema

Video



WE’RE EXPANDING UPON OUR 

SUCCESSFUL ONLINE VIDEO EFFORTS

ONLINE 

VIDEO

• 85% of Internet users watch online video

• Users watch an average of 23.2 hours/month of online 

videos − a 60% increase since 2010

Sites Like

Pre-Roll and  In-Stream

Rich Media

Custom Sponsorship (Hulu)

PlacementsSites Like



1 2 3
• Runs prior to seeing 

desired video content  

• Hulu’s Ad Selector allows 

users to choose their pre-roll

• 100% exclusive sponsorship of 

Summer Blockbuster hub

• Embed Boat Selector Tool into 

our digital video ads where 

possible

Pre-Roll Video Ad Selector + Sponsorship Custom Rich Media

USE NEW INTERACTIVE UNITS TO 

DRIVE ENGAGEMENT



INCREASE EFFORTS IN MOBILE VIDEO 

TO KEEP PACE WITH CHANNEL GROWTH

MOBILE

VIDEO

• Our 2012 mobile video completion rates were as high as 95%

• 90 million Americans will use a tablet device in 2014

• Mobile video views grew by more than 900% YOY

Site & Apps Like Placements

Interactive Pre-Roll and In-Stream

Tablet and Mobile 

Banners

Custom Game Experience

Sites and Apps Like



Video and Display ads

BRING THE BOATING EXPERIENCE 

TO LIFE ON MOBILE DEVICES



INNOVATIVE WAYS TO BRING 
BOATING TO TELEVISION

13



CINEMA
• Cinema traffic peaks during key boating months—also 

when TV viewership happens to be the lowest

• Social Anchors go to the movies 2-3x a month (147 index)

Cinemas Placements

On-Screen Video

Lobby Plasma Screen 

Placements

Cinemas

TEST CINEMA AS A COMPLEMENT TO 

DIGITAL EFFORTS



CINEMA DELIVERS THE ULTIMATE 
BOATING VIDEO EXPERIENCE 



PR UPDATES



ON-WATER MEDIA EXPERIENCES DRIVE COVERAGE

• Gives consumer media first-hand boating experiences

• Showcases variety of boat types & activities

• On the water in NYC, Chicago, San Francisco, Seattle  

Coastal Living, Jan ‘13



FULL THROTTLE OUTREACH
TARGET: TV, RADIO, PRINT & ONLINE MEDIA

• Enhanced Mom Blogger outreach 
� Family-centric blogger program

� Two posting waves on separate boating topics

� 30-35 bloggers on board

� Timing: June & July

The Morning Call, 1/5/13

• Comprehensive editorial calendar 

• Spring/summer news releases

• Boating story ideas & pitch angles 

• 1,500+ boating news stories have run in 

news outlets in 2013



EXPLORATION
ACTIVATING THE COMMUNITY





FACEBOOK REACH MIRRORS DISCOVERBOATING.COM, BUT 

IT PLAYS A DIFFERENT ROLE
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DISCOVER BOATING’S 

FACEBOOK AUDIENCE PROFILE 



WHO IS RESPONDING TO OUR POSTS?



WHO IS LISTENING  

Source:  Facebook 3/29/2013



TWITTER: DOUBLE @DISCOVERBOATING
FOLLOWERS

• Double followers through a 

promoted account this spring

• Comprehensive posting calendar

• Engaging with consumers, industry 

stakeholders & media every day







A NATIONAL DAY TO CELEBRATE BOATING



PARTIAL LIST OF INDUSTRY SUPPORTERS



NATIONAL PR AND SOCIAL EFFORTS

• Featured on DB.com Home Page

• Social Media campaign with participating 

sponsor organizations (Twitter and FB)

• National PR outreach





ONSITE SUPPORT



POTENTIAL ACTIVITIES

• Hands-on boat training 

• On-water safety seminars

• Trailering demos and instructors

• Boat rides

• A myriad of activities could be planned with emphasis 

on experiential hands-on events that will get 

consumers out on the water

• To be determined on local basis 



WELCOME TO THE WATER 

ACCESSORY COUPON/REBATE BOOKLET

Contact Freya Olsen at folsen@nmma.org for more information



CONSIDERATION
ENGAGE POTENTIAL BOATERS















WE CAN MAKE THE PROCESS EASIER BY 
GUIDING THEIR CHOICE

Prospect 
Path

Referral 

Path

Beginner’s Guide Page/Registration

Boat Selector 

Landing Page Boat Detail Page

DBLS

MNFR 

Sites

DBLS

MNFR 

Sites



• Continue to leverage endemic sites 

and partnerships to expand Boat 

Selector’s reach 

• Explore added value integration 

opportunities 

• Replicate full experience by housing 

tool on its own branded page

Boat Selector Integration

INCREASE REFERRALS BY EMBEDDING 

THE BOAT SELECTOR ON KEY SITES



PEOPLE START DREAMING BEFORE 
BOATING SEASON BEGINS

Sources: Google internal data on the top converting keywords from the Discover 
Boating account, US.

Google Queries Index

Pre-season 

test campaign

Jan−Feb: 

• Gauge early incremental opportunity

• Utilize build evolutions for test campaign

• Apply learnings for larger 2013 SEM initiative

2013 Campaign



STRONG LIFT IN REFERRAL ACTIVITY 

VALIDATES EARLY SEASON TRAFFIC

1.4MM

Manufacturer Site Referrals

Increase YOY
52K
Incremental

Site Referrals

613%
Increase YOY

Referral Highlights

Distribution
Of Action Rates 

Across U.S.



EFFICIENCIES WERE SEEN WITH LESS 

COMPETITION IN AN AUCTION-BASED 

ENVIRONMENT 

Cost-Per-Referral:

21%

Cost-Per-Click:

Lower vs. 2012 

Peak Season

10% Lower vs. 2012 

Peak Season



MOBILE SEARCH TEST

Mobile search complements desktop

• Mobile searches spike at times when 

people are away from their computers

� Weekends, Lunch Hours

• Testing in Canada  



2013 MARKETING PLAN



GROWBOATING.ORG









QUESTIONS?  

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

• Armida Markarova − amarkarova@nmma.org:  Interactive & Website

• Ellen Hopkins − ehopkins@nmma.org:  Communications & PR

• Kelly Kaylor − kkaylor@nmma.org:  Communications & PR

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

• Sarah Verni − sverni@nmma.org: Discover Boating Canada PR

• Freya Olsen − folsen@nmma.org:  Grow Boating Funding 

Last but not least …

• Joe Lewis − joe@mtdoraboats.com: Chairman of Grow Boating, Inc. &

Owner of Mt. Dora Boating Center and Marina



BIENVENUE SUR L’EAU


