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To introduce new people to 

boating and to advance their 

exploration of ownership.
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INDUSTRY HEADWINDS



The core of the boating market is aging.
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The core of the boating market is aging.
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Boat Owner Distribution by Age - 2015

1997 2015



The Difference Between Guessing and KNOWING

First-Time Buyers

Year New Boats Pre-owned Boats Total
% of All Boat 

Buyers

2000 175,000 458,000 633,000 42%

2005 149,000 415,000 564,000 40%

2010 55,000 364,000 419,000 37%

2015 69,000 328,000 397,000 33%

The number of first time buyers has been declining…



Lifetime Value of a Boater

10,000

First Time 

Boat Buyers

Lifetime Value 
of a Boater = 
$138,000 (US)

$1.38 Billion 



Tomorrow’s boat owners
Findings from landmark research 

on first-time boat buyers
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We spent the last 18 months 

in the shoes of the 

first-time boat buyer.
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They have a 

fundamentally 

different 

experience than 

veteran boaters.
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Merry Mates (16%)Gear Guys (17%) Luxurious Leisurers (18%)

Water Weekenders (23%) Seclusion Seekers (12%) Nautical Natives (14%)



There are five stages 
people go through 
to become boat owners.



Life 

experiences 

form an affinity 

for boating.

DEVELOP

A spark ignites 

the desire for 

boat 

ownership.

They start to

imagine their 

life on the 

water.

They navigate 

the realities of 

buying and 

owning.

They 

experience the 

joy of 

ownership.

DESIRE DREAM DECIDE DO

On average, this takes a year or less.
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While this can be tough to 
hear, it’s actually good
news.
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It’s a solvable 

problem, and 

we are well-

equipped to 

solve it.



Here’s what stopped them from buying a boat.
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What stopped you from buying a boat? %
Surprise costs that I didn’t anticipate when I initially set out to buy a boat 42%

I couldn’t find a boat in my price range 35%

An event, or series of events, in my life that made me re-evaluate my priorities 33%

I felt like I didn’t know enough about boat ownership to own one 21%

Other 13%

A close family member/friend purchased a boat that I could use frequently 12%

Learning about how to buy a boat was too overwhelming 10%

I was intimidated by the boat dealer(s) 7%

The shopping process was too difficult 5%

I moved to a place where it isn’t easy to go boating/store a boat 4%

I decided to purchase another vehicle for recreational use instead 3%

I signed up for a boat club instead 0%



Ultimately, these are are factors our industry 
can influence.
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Let’s dig into those “surprise costs.”
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“The prices! The price 
doesn’t always reflect the 
trailer, tires, flotation 
devices, etc. … don’t 
look at just the cost of 
the boat.” 

- Lapsed Shopper
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“Know the hidden 
cost of transporting, 
insurance, licenses, 
storage and 
maintenance.” 
- Lapsed Shopper
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“[I wish the dealer had a] 
more comprehensive 
breakdown of ownership 
costs, like maintenance, fuel, 
insurance, depreciation, 
etc.”
- Lapsed Shopper



The costs associated 
with owning a boat aren’t 
surprising when you know 
boating. 
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What role does the dealer play?
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77%
Of the lapsed shoppers 

surveyed said they visited 

a boat dealership.

34%
Of the lapsed shoppers who 

visited a dealer said they had 

a “helpful” experience. 

7%
Of the lapsed shoppers said 

they stopped shopping for 

a boat because they were 

intimidated by the 

boat dealer(s).



They are much more hesitant when giving out contact 
details.
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How comfortable are you giving away your contact details?
% Agree 

Lapped shopper

% Agree
Recent owner

I would happily share my contact details with dealers I was just browsing. 22% 41%

I would happily share my contact details with websites I was just browsing. 13% 38%



They feel intimated and 
unprepared to go into 
dealerships.

They find out there’s a lot more to 
boat ownership than they thought.

They discover surprise costs of 
boat ownership along the way.

Here’s 

what’s 

slowing 

them 

down.



Remember where they’re 
coming from.

Be transparent about the total 
costs and responsibilities.

Here’s how 

we can 

help them.Balance the need to sell  
with the need to serve.
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We all must work together to reverse this decline.

Discover Boating

Support and grow boating 
participation nationally.

Success Measure: 

Participation outcomes
Search

Discover Boating

Connect them to the boat 
type that is right 
for them.

Success Measure:

Manufacturer referrals
Website traffic

Dealers/Brand

Close the sale by making 
it easier 
for them to buy.

Success Measure:

FTBB sales
Satisfaction scores

Dealers/Brand

Provide meaningful 
support through their first 
year of ownership.

Success Measure:

CRM
Repeat boat sales

The first-time boat buyer’s journey to purchase

DEVELOP DESIRE DREAM DECIDE DO



Work has already started!
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We have added FTBB 

segment-specific content.



We have added 

new website content to 

serve FTBBs based on our 

research.



But as we move down the 

funnel, we took a hard look 

at leads as the point of 

hand off to manufacturers 

and dealers
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Manufacturers

/Dealers

Hand Off
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Lead forms 

became a 

problem for 

consumers

Mobile Devices 

make up more 

than 50% of our 

traffic
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I don’t want to be flooded 

with sales calls.

I’m just doing research.

I’m worried about giving 

out too much personal 

information.

I don’t know if my 

information 

will be secure.
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I don’t want to be flooded 

with sales calls

I’m just doing research

I’m worried about giving out 

too much personal information

I don’t know if my information 

will be secure

2 out of 3
people said they 

would only give 

personal contact 

info at point of 

purchase



As a result, leads haven 

fallen off dramatically
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As a result, leads have 

fallen off dramatically
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On the other hand, site 

referrals from DB.ca and 

FR.DB.ca have  

skyrocketed



DiscoverBoating.ca 

drove 912,000 

Canadians to 

manufacturer websites 

(up 25% from FY16)
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In many cases Discover Boating is 

the #1 third-party source 
(excluding search engines) 

of site traffic for manufacturers
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Why does all this matter?
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We worked with a group of 17 brands that 

represent a broad cross section of the industry 

and over 300,000 website referrals

All-Purpose 

Fishing Boats

Aluminum 

Fishing Boats
Bass Boats Bay or Flats 

Boats

Bowriders Cabin Cruisers Center 

Consoles

Cuddy Cabins Deck Boats Fish & Ski Inboard Ski / 

Wake Boats
Pontoon Boats Sportfishing 

Boats
Walkarounds
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1. Discover Boating is driving new people to 

boat manufacturer sites
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New Sessions

Total traffic 68%

Referral traffic 78%



Bounce Rate
Average

Duration

Average 

Pageviews

Total traffic 44% 3:06 5.1

Referral traffic 33% 2:35 4.9

2. Referral traffic represents a high-quality 

audience for boat brands
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3. Referral traffic represents higher-funnel 

site actions
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Dealer 

Search

Brochure 

Request

Contact 

Dealer

Request 

Quote

Total traffic 4.8% 0.27% 0.11% 0.008%

Referral 

traffic
5.8% 0.36% 0.05% 0.001%

Higher-Funnel Lower-Funnel



We believe this route is 

more effective for industry

Aligns with how 

consumers use our site

59

Manufacturers

/Dealers

Hand Off



What Discover Boating delivers

• A national campaign that goes beyond where most brands advertise to reach new 

consumers.

• We reach a younger and diverse consumer that represents the boater of the future. 

• Content on Discover Boating websites help potential boaters get the information 

they need – DB acts as “the friend with a boat” 

• Serves as the largest portal outside of search engines that drives people to brand 

websites and now to places to go boating today

• Research on topics that provide tangible value to stakeholders
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Where did we end up in US?



These are our key focus areas that came out of US meeting.

The boating 

experience

Video 

Advertising/PR

Social Media

Go Boating Today

Buyer 

education

Web Content

- Affordability

- Getting Started

- Costs

Hands on Skills 

Training

Industry 

education

Summits

Industry 

Communications

Webinars

Revamped Toolkits

Research

FTBB Marketing

FTBB Sales

Value of Referrals
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