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Hello  
Boat lovers.

MLA Conference.



Fun fact.
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Agenda.



About.



We grow businesses  
by making things people love.

About Huge.
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How do we expand our 
customer base to new 
audiences?

One of our favorite questions.
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The challenge.



How do we find new 
customers for boats?
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The essence of this talk.



What I’m going to share with you today.

My initial thoughts on the challenge. 
( I don’t pretend to have all the answers.) 

Learnings and ideas from other industries/research. 

Examples of other brands that were facing similar 
challenges to the marine sector.



What I’m going to share with you today.

Hopefully some of this will feel 
fresh, useful and interesting to you.



Let’s get started.

The challenge.



A pretty graph.
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Power, motor and sailboating.

“intent”
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Boat related Google search volume.

Boat related Google searches



0%

25%

50%

75%

100%

2004 2006 2009 2011 2014 2016
0M

17.5M

35M

52.5M

70M

Boating intent VS Labor force.

Boat related Google searches Boomers (1946 & 64)
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Boating intent VS Labor force.
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The demand gap.

Demand 
gap.

Boat related Google searches Millennials (1981 & 97)



The demand gap.

“What I have seen is a kind of changing of the guard. 
We have a lot of customers passing away or reaching 

an age where they are getting out of boating.”

“368 slips are 82 percent full. As more 
older boaters stop going out on the water, 
there are fewer from younger generations 

taking their place.”

“There are just not as many new 
boaters coming into the industry 

than those going out.”

“Despite the positive signs, Boating Industry reported that a 
decline in entry-level boaters remains an issue for the industry 
in 2016, which is reflected in the continuing decline in sales in 

the ‘runabout,’ or small motorboat, market.”

Source: industry press, dealer and marina news sites.



The Millennial 
opportunity.
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The demand gap.

What’s 
causing 

this gap?

Boat related Google searches Millennials (1981 & 97)







Boats and boat brands, 
don’t seem to be a part 
of Millennial culture.



Many possible reasons.



Cultural transference.

Boat culture isn’t being transferred from father to son (or daughter).



Status is changing.

The notion of status has changed dramatically for Millennials.

The american dream - yesterday The american dream - today



But change is coming…

Signs of change.
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Finances.

Signs of change.



Millennials make up the fastest growing segment of car buyers, 
and are beginning to switch to bigger models, such as SUVS.

Source: Autotrader.

Signs of change.



As their lives and their careers begin to mature, they are 
more able to afford the things that they want and need.

Source: Autotrader.

Signs of change.
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Culture.

Signs of change.



Acceleration.



Impermanence.



Distractions.



Non-stop celebration of superficiality.



Non. Stop.  
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3 6 0 X 3 6 5



“I’m on mobile devices all day long. I feel 

like I could go through an entire day and 

not be present. It’s exhausting.”

D I S T R A C T I O N  O V E R L O A D .
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Silence the noise.

M I L L E N N I A L S  A R E  L O O K I N G  TO  
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Time for self. Digital detox. Mindfulness.
Coloring books are a billion 

dollar business. 
Mindfulness  is one of the top 

trending worlds in Google search.
Unplugging from technology to reduce 
stress has become a common practice.
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Return to values that matter. 
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Happiness over wealth.
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Percentage of adults globally who agree with “Prosperity 
today is more about happiness than wealth.”

2017 Ford Global Trend Report



Meaning over prestige.
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Sense of meaning from my work

Mentorship

The impavt on society

The quality of its products

Strong sense of purpose

Fast growing

Prestige

Reputation of its leaders
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Deloitte 2016 Global Work survey 



Purpose over profit. 
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Women

Men

Value Axis
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“I’m more likely to support brands that priority 
purpose over profit.”

2017 Ford Global Trend Report



Seeking a new sense of meaning.
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Brands that are authentic.



Products that are timeless. 



Experiences that are memorable.
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Timeless.Authentic. Memorable.
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Timeless.Authentic. Memorable.



Experiences that are real.

There is a growing 
opportunity to  
re-connect this 
generation with the joy 
of being on the water.
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We have to do it in a way that’s 

inspiring and relevant to the lives 

of the Millennial generation.



Inspiration.



Inspiration - Examples.

Traditional brands 
that have re-invented 

themselves.

Startup or technology 
brands that are 

already innovating



1. Marketing agility. 

2. Brand house vs dealership. 

3. Re-imagining business models.
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Inspiration - Three key trends.



Marketing agility.
66

Inspiration - Connecting with Millennials.

1



Why is marketing so important?

Boat culture isn’t being transferred from father to son (or daughter).



Why is marketing so important?

The notion of status has changed dramatically for Millennials.

The american dream - yesterday The american dream - today



Why is marketing so important?

Marketing might be whats needed 
to step in and help grow missing 
demand for boat culture.
( and individual boat brands )



What is marketing agility?

Rapidly adapting marketing approaches to 
reflect the changes in our audiences 

attitudes, beliefs and media behaviors.



Reflecting our audience.

Marketing agility.



Mercedes Benz is one of a small number of luxury 
automotive brands growing sales with a Millennial 
audience using an agile approach.



Mercedes Benz.

They did this by taping into the 
mindset of “Generation Benz” without 

damaging the core of their brand.

They kicked off their their Millennial marketing efforts for 
the CLA with marketing campaigns created by a popular, 

YouTube film maker and influencer, Casey Neistat.



Mercedes Benz - a maturing approach.

More recently, they leveraged more 
contemporary influencers with the “Take 

the wheel” campaign on Instagram, which 
received over 87 million impressions.

Most importantly, young people are buying CLAs. CLA 
owners are one of the youngest age groups in the history of 
the brand and for 75% of them, it was their first Mercedes.



Mercedes Benz - creating a long term bond.

To defend against emerging threats from 
brands such as Tesla, Mercedes is already 

getting younger audiences excited about the 
future of electric vehicles, by starting 

conversations about electric concept vehicles.



It’s not just about social media.

Marketing agility.



Brands are realizing that this audience also 

consumes a lot a traditional media.



Forward thinking brands - think alike.



Forward thinking brands - think alike.

All of these brands have run Super Bowl TV spots.



Brand house  
vs dealership.

Inspiration - Connecting with Millennials.
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Beginning to see more and 
more brand houses.

Brand houses vs Dealerships.









Brand houses vs Dealerships.

Brand HouseDealerships

Sales focussed Experience focussed

Sales people Ambassadors

Transactional Recreational

Functional Emotional

WelcomingIntimidating

Out of town Inner city



Evolving 
business models.

Inspiration - Connecting with Millennials.
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• True cost of ownership 
• Zero paperwork 
• Click and deliver 
• Test drive at home 
• Satisfaction guarantee

Evolving business models: Carvana.



Evolving business models: Cadillac.

• Monthly subscription fee 
• Change 18 times a year 
• No insurance premiums 
• No taxes 
• No maintenance 
• No mileage restrictions 
• No long-term commitment.



Evolving business models: Uber.

Uber has created a fully closed 
loop, selling vehicles to its drivers.

• New car discounts 
• Financing while you earn 
• Find a partner from their 

community to  co-finance and earn.



Summary.



Experiences that are real.

There is a growing 
opportunity to  
re-connect this 
generation with the joy 
of being on the water.



1. Marketing agility. 

2. Brand house vs dealership. 

3. Re-imagining business models.
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These three trends, might help us.
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Depending on how much we believe in the demand gap…

Demand 
gap.

Boat related Google searches Millennials (1981 & 97)



Done.
April 24, 2017
MLA Conference.


