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2015 CAMPAIGN OBJECTIVES
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STORIES OF 

DISCOVERY





OUR DOCUMENTARY 

SERIES CELEBRATING 

LIFE ON THE WATER 

• Long- & short-form web videos

• Real boaters from all walks of life, 

geographies & ethnicities

• Captures the emotional value of boating –

why it’s worth it

Watch the Stories of Discovery videos 

on DiscoverBoating.com



INTRODUCING TWO NEW STORIES

Ashley Rae

Ottawa, Canada

Angler and blogger who shares her 

love of fishing and being on the water

Watch the Stories of Discovery videos on DiscoverBoating.com

The Norwitch Family

Miami, Florida

Saltwater fishing family shares how 

boating provides a bond for their family 



JAKE OWEN: 

BOATING 

AMBASSADOR



JAKE IS A PROMINENT & NATURAL 

BOATING STORYTELLER

• Building on momentum from 2014 

• Opening for Kenny Chesney’s BIG REVIVAL TOUR 

• Jake’s social reach up 50% over 2014

1.7MM+ Fans

1.6MM+ Followers



JAKE HELPS US SHARE BOATING 

WITH MORE PEOPLE

• On-the-water experiences with media and Jake’s fans

• Social content to spark boating engagement and sharing

• In-tour branding and Jake’s Stories of Discovery video

• Emails, blogs, tour advertising, JakeOwen.net



PR: GETTING MEDIA ON-THE-WATER

• Hosting top-tier press on boats 

• Proven way to educate and inspire stories

• Summer Boat Camp

• Individual and custom experiences



SOCIAL INFLUENCERS & BLOGGERS

• Working with 50+ online lifestyle, parenting & Millennial social 

influencers / bloggers

• Blogs rank high for trust, influence and popularity

• Sharing boating’s benefits, personal experiences & on-water photos

• Driving traffic to DiscoverBoating.com & tagging Discover Boating 

social channels for maximum reach



SOCIAL 

MEDIA



ENGAGING NEW AUDIENCES VIA 

SOCIAL MEDIA

• Unique, share-worthy content

• Join conversations 

• Social media as PR: Capitalize on stories, trends 

and pop culture moments



A NEW OPPORTUNITY:

• 302 million users worldwide, 53 million in U.S.

• 35% of users are ages 25-34

• 70 million+ photos and videos shared each day

• Discover Boating is creating new, unique video 

content



PAID VIDEO: INSPIRE POTENTIAL 

BOATERS ON SOCIAL CHANNELS



PROMOTED POSTS WILL HELP US 

ENGAGE OUR FANS AND BEYOND



BRINGING 

OUR 

CONTENT 

FORWARD:

PAID MEDIA



WE WILL DELIVER OUR STORIES VIA 

10,000 WEBSITES 

Sites like:





PROVIDING A BRIDGE BETWEEN 

AWARENESS & BOAT OWNERSHIP



WEB SEARCH DRIVES CONSIDERATION 

OF BOAT OWNERSHIP

Step 1: Search and 

Display drive traffic to 

the Boat Selector.

Step 2: The Boat Selector 

guides people to their 

ideal boat type. 

Step 3:  Boat detail page 

encourages people to 

explore brands via links or 

dealer contact.

Manufacturer Referral

(people who visit a 

manufacturer website)

DBLS Prospect



REFERRALS & 

REPORT CARDS

Boat Manufacturers: 

Quarterly report cards will soon be 

delivered to your inbox



REFERRAL RESULTS TO DATE: 

ON TRACK FOR SUCCESS IN 2015

Note: Reporting period from 1/7/15 - 3/29/15.

1.2 Million
Manufacturer Referrals 

126%

Increase from 

FY 2014



HOW TO GET 

INVOLVED



Manufacturer Listings 

drive traffic to your site

PUT DB TO WORK FOR YOU

OPTIMIZE YOUR WEBSITE



PUT DB TO WORK FOR YOU

UTILIZE FREE MARKETING CONTENT

Available on GrowBoating.org



VIDEO VAULT: EDUCATIONAL HOW-TO’S



PUT DB TO WORK FOR YOU

JOIN THE CONVERSATION



QUESTIONS?

Armida Markarova – amarkarova@nmma.org

Ellen Hopkins – ehopkins@nmma.org 


