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Protecting your Rights, Promoting your Interests

Plan for this session:

1. Round-up of tools currently in use;

2. Reflect on your business needs & USP’s;

3. Latent Demand & Segmentation – hopes, 

fears and aspirations;

4. Marketing Tools & ideas;

5. Sources of further information
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Exercise – How do you market now?

• www.yoursite.com

• RYA Where's my nearest

• Social media:

– FB, Twitter, You Tube, Instagram?

• Listings Guides;

• Other local businesses;

• Review sites;

http://www.yoursite.com/
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Digital Residents & Digital Visitors
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Introduction

• Who is your perfect customer?

• What is your USP? What is it you are 

proudest of?

• How do you engage with your potential 

customers?

• How do you retain your customers?
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Current Latent Demand

• According to Sport England Active People 

Survey = 142,400;

• Outdoor Research = 182,000 (of people that 

either enjoy the outdoors or aren't currently active 

outdoors but would like to be);

• Outdoor Research = 1,638,000 (not 

participated in the outdoors in the last 12 months but 

may Sail in the next 12 months);

• 100,665 unique visitors to RYA Start 

Boating in 2016;
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Who are they?

• By TV area the order of prominence is 

London, Midlands, Meridian (Thames Valley, 

South & South East), East, Yorkshire, West, South West and 

North East and then Borders;

• Relatively affluent males younger than around 45 and 

families (often driven by the mother) of household 

income between £35 - £55K;

• Key drivers are (approximate order): Enjoyment, 

Sense of adventure, Social (with friends and family), 

Enjoying the outdoors, learning a new skill, winding 

down and relaxing and seeking adrenaline; 
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Who are they?

• They are not necessarily interested in sport or 

being competitive, they are as passionate (or 

more so) about the outdoor element, the 

social and the developmental opportunities 

provided by the sport;

• Key barriers (perceptual or real) are: Cost –

financial, time and distance travelled (links to 

time) – these demographics & segments are 

time poor due to careers, family or other 

social commitments;
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Sport England Segments
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Start Boating – Segmentation targeting
Sport England Segments Getting Active Outdoors Research

Yacht Sailing Roger/Joy & Ralph/Phyllis

Philip (+ family Inc. Alison & Jackie)

Explorer

Learner

Adventurer

Yacht Racing Tim, Philip & Helena

Ben & Chloe

Challenger

Tribe Member

Adventurer

Thrill Seeker

Small Boat Sailing Tim (Alison)

Philip (Jackie)

Roger & Joy

Kev  (Jackie)

Elaine     

Frank, Terry & Norma

Explorer

Adventurer

Tribe Member

Small Boat Racing Tim, Philip

Ben

Elaine

Helena

Challenger

Tribe Member

Adventurer

Thrill Seeker

Fitness in Nature

Windsurfing Tim

Ben

Elaine

Jamie

Chloe

Freestyler

Thrill Seeker

Fitness in Nature

http://www.rya.org.uk/get-afloat/Pages/start-sailing-boating.aspx
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So What?

• Growing evidence base to suggest:

– Those potential customers who crave(d) 

training for trainings sake may be declining –
shift towards training as an enabler;

– Pursuit of qualification may initially be 

secondary to perceived quality of experience;

– Decision to undertake training may be 
influenced by perception of how it will ‘enable’ 

access to the motivations – makes the ‘sell’ 
complicated;
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Web-site:

• Search Engine Optimisation & Google Pay 

Per click;

• Make sure it invokes the impression you want 

- Road-test it;

• Use appropriate images;

• Embed (RYA?!) Video’s;

• Include case studies & testimonials images –

people like them;
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Facebook = Engagement…..

• Shop-window or retention tool? Or both?

• Private/public  - clique?

• Facebook advertising – a little money goes 

a long way:

– Geographic or demographic targeting;

• You or them? Create venue to check in at;

• Pictures & Video – motivations, lifestyle;
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Other Simple options:

• Listings Guides – “things to do in XXXX” 

etc…..

• Target demographic sites & locations –

Activities and editorial;

• Embrace Celebrity – various guises;

• Local media – regional radio & regional press 

– RYA Push the Boat Out;

• Local Businesses with similar demographic –

referral, physical & virtual;

• Reviews…..
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Review Sites

Why?

• If your customers are happy you might as 

well let them pass it on!

• If they are unhappy you may as well know 

about it and regain the initiative:

– Google Alerts – You, your business;

• Review Sites: Google Review, Yahoo local 

listings (review), Trip Advisor, FB ratings & 

reviews, Twitter, your own site;
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Sources of Information:

1. RYA Guide to embedding a YouTube video -

here

2. Getting Active Outdoors – here: Mapping ‘Offer’, 

segmentation and consumer insights;

3. Sport England Market Segmentation – here: 

Potential latent demand & segmentation & demographics;

4. Watersports Participation Survey – here: trends, 

frequency, other activity combinations etc.;

5. RYA Club Membership Census – here: Club 

Membership trends, reasons for lapsing, also perceptions etc.;

https://www.youtube.com/watch?v=dtSUCmp7aKE&feature=youtu.be
http://www.sportengland.org/media/871842/outdoors-participation-report-v2-lr-spreads.pdf
http://segments.sportengland.org/querySports.aspx
http://www.rya.org.uk/about-us/what-we-do/Pages/participation.aspx
http://www.rya.org.uk/clubs/affiliation/Documents/RYA Club Membership Census 2015 Insights England (Final).pdf
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Questions?


