
Dates | August 15, 2019 to August 15, 2020 

Boating Safety Advocacy



Email – Safe Boating Classes

1. Safe Boating Classes

2. MarineMax stores around the country 
hosted several safe boating classes 
throughout the year – in-person (pre-
COVID) and virtually. The goal of the 
email was to get them to register for 
the class.

3. The audience was our segmented 
store MarineMax email databases

4. Email Analytics:

1. Open Rate range: 24.5% - 31%

2. Click Through Rate range: 2% - 12%



Print - Women on Water Class Flyer

1. Safe Boating Classes

2. MarineMax stores around the country 
hosted several safe boating classes 
throughout the year – in-person (pre-
COVID) and virtually. The printed flyers 
were used around the dealerships to 
promote the classes, the flyers were 
sometimes used by the sales team to 
send information to prospects.

3. The audience were visitors to the 
store, or email recipients.

4. MarineMax Charleston hosted several 
virtual classes, with over 70 
participants! 



Print - Kids in Boating Class Flyer

1. Safe Boating Classes

2. MarineMax stores around the country 
hosted several safe boating classes 
throughout the year – in-person (pre-
COVID) and virtually. The printed flyers 
were used around the dealerships to 
promote the classes, the flyers were 
sometimes used by the sales team to 
send information to prospects.

3. The audience were visitors to the 
store, or email recipients.

4. MarineMax Naples hosted a Kids in 
Boating class for families.  



1. Every Monday at 3PM on 
Facebook and YouTube

2. An opportunity for the public to 
ask specific questions they may 
have about boating, fishing, etc. 
and have those answered LIVE.

3. Social Media Analytics
• 15 Episodes

• Reach: 210,849 users

• Engagement: 11,655

• Average Live Viewer Count: 60

Social Media – Boating Tips LIVE
August 15, 2019 – August 15, 2020



1. Series of videos showcases MarineMax 
and Captain Keith and Nick as the experts 
in the boating industry

2. Partnerships with brands like Raymarine
have created variety in the series to appeal 
to a wider audience

3. Introducing YouTube and Facebook 
Boating Tips LIVE series gets boating 
questions answered in a personalized 
approach.

4. Analytics
1. 58 total videos in series

2. Nearly 2 million views

3. Over 13 million impressions

4. 60,000 hours watched

5. Nearly 10,000 likes

Video – Boating Tips LIVE
Award-Winning Video Series dedicated to informing and entertaining boaters



Video – Boating Tips LIVE
Overall Boating Tips Stats



Boating Tips LIVE videos are syndicated on 
several podcast platforms including; 

1.Spotify

2.Apple Podcast

3.Google Podcast

4.Amazon Podcast

Podcast – Boating Tips LIVE
Award-Winning Video Series dedicated to informing and entertaining boaters



1. Safe Boating Week
#LifeJacket2Work & #SafeSkipper

2. The objective of the email was to showcase our safe 
boating initiatives, entice the audience to click through 
to the landing page, and encourage them to 
participate via social media with hashtags.

3. The audience was our engaged MarineMax email 
database – delivered to over 120,000 contacts.

4. Email Analytics:

1. Stand-alone email:

1. Open Rate: 27.5%

2. Click Through Rate: 5.5%

3. 1889 unique clicks to the website

2. Newsletter article:

1. 85 unique clicks to the website

Email - Safe Boating Week
May 13, 2020 & Article in Newsletter May 6, 2020



1. Safe Boating Week
#LifeJacket2Work & #SafeSkipper

2. The objective of the campaign 
was to showcase our safe boating 
initiatives, raise awareness to the 
important issue, and entice the 
audience to participate via social 
media with hashtags.

3. The audience was our engaged 
MarineMax social media fanbase 
across Facebook, Instagram, and 
Twitter.

4. Social Media Analytics:
• Reach: 34,777

• Engagement: 1,079

Social Media - Safe Boating Week
May 16 - 22, 2020



Print - Safe Boating Week

1. MarineMax #SafeSkipper Giveaway

2. The objective behind creating giveaway 
items was to showcase our safe boating 
initiatives, raise awareness to the 
important issue, and entice the audience 
to participate via social media with 
hashtags.

3. The audience was our engaged 
MarineMax social media fanbase across 
Facebook, Instagram, and Twitter.

4. Giveaway items included: T-shirts 
(standalone), and a branded Boating Kit


