he idea first came to me when I was
I vice president of murketing for a mjor
boat maaufactucer.

I had been bothered by the fact that rarely
was there an opportunity to interact with my
counterparts at other marine companics. How
helpful it would be, [ thought, if there was an
organization for marine marketing peopie — a
vehicle for networking and professional
growth. In all my years in the industry, | have
not seen anything in the way of development
initiatives specifically tailored to those of us in
marine marketing.

When 1 left corporate fife and started my
own agepey 11 vears ago,
1 made it a point o meet
marketing people in all
arcas of our business. 1
also felt I would benefit
by getting to know some
of the people from com-
prting agencies who do
good work ia our busi-
ness, I've met some really
smart and savvy mauar-
keters who share my pas-
sion for things marine.

I've seen the benefits of networking first-
hand. Through the connections ['ve made, I've
referred dozens of prople for sales and market-
ing jobs, ind [‘ve linked prospective clients
with orher qualified agencies when there was a
conflice with an existing chient of ours. I've also
been on the receiving end of great leads
through such professional connections.

Throughout the years. I've thought of start-
ing a marine marketing organization that
would serve multiple purposes. I knosw swhar's
involved in getting a star-up association off the
ground and the amount of work required.

Eaclier this vear, | decided to test the waters.

1invited about a dozen ageney principals and
marketing specialists, along with National Ma-
rine Manufucturers Association vice president
of marketing Carl Blackwell, to a brainstarming
session at the 2006 Miami Internwional Boae
Show. | included Blackwetl because several
agency people had complained about NMMA's
policy of not hirting marine ageacies and about
our inability to contribute ideas and feedback
to the Grow Boating initiative.

Blackwell was advised in advance of these
concerns so he could be fully prepared to re-
spond. Ilis predecessor's position was that the
NMMA should only work with outside agencics
to avoid a conflict of interest among marine
specialists who are dues-paying NMMA mem-
| bers. Meanwhile, Jots of NMMA cash was being
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spent on monthdy PR reiners, and quadified in-
dustry PR firms oever had @ shot at the work.
As o dues-paving NMMA member, | personally
took umbrage. I explained that those of us in
my line of work understand competition. Qur
complaint wouldn't be dut we lost out against
another good shop — our complaint was that
we couldn't even compere.

In addition, sumy of us gathered in that room
in Mixmi last February were frustrated that we
were unable to pasticipate in the Grow Boating
effort. Only those in major corporate or associ-
ation positions had been wapped. We feft we
had 1 Jot to offer as experienced industry mar-
keters who breathe and
five the business.

Blackwell brought a
splash of optimism 10 our
mecting. He was a horse
of a different color. Not
only had he hired indus-
try agency specialists (in-
cluding @ few of those in
the room) for 4 variety of
projects. but he was towl-
Iy open to the concept
and didn't perceive 4 con-
flict. He also felt a legitimate, organized mar-
keting association such as what was under dis-
cussion could, in face. find a voice in the
Grow Boatiog initiative.

To me, this discussion was an important first
step. As a small group, we were able to com-
municate concerns about important matters in
an ovrganized fashion. Some of the brightest
murketing folks I know articulated thoughts
and ideas. An association would alow us to
have a voice and a presence outside of our
own little corner of the world.

Since that meeting, a few of us have been
working to develop a strategic plan for the
association, which woull be open to corpo-
rate marketers, advertising agencices and pub-
lic relations firms. publishers and indepen-
dent markerers.

In terms of the core programs we're consick
¢ring, ongoing cducadon and professional de-
velopment is a priority. It would include the
formation of a professional marine marketers
speakers bureay, composed of members who
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are willing to address industry organi-
zations on 4 varety of marketing wp-
fcs. We'd also provide moderators and
panclists for marketing presentations,
Weve discussed a progrm that would
help educate young marketers pew to
the marine industry who could use
some nuetworking resources.

Another area under discussion is an
achivvement and awards format for
marine marketing work, Corporate and
ageney people produce some phenom-
cnal work, and short of recent Web
site award programs, there is no vehi-
cle for industry recognition. We'd also
ke 10 create @ membenhip Web site,
su those sceking marine marketers
have a onestop shop to find them.

Virtually afl the marketing people
I've spoken with are willing to give
back w the industry, and many alrcady
do. One form of that could be pro
bono services to fledgling organiza-
rions or nonprofits in an annual project
involving multiple members.

We're in the embryonic stages now,
but there s positive momentum and
enthusiasm for going forward. We're
plraning to host an informed meeting in
Miagni. so if vou're a marine marketer
and vou want to learn more or have
ideas of vour own to share, be there.

Muore details will be forthcoming in an
announcement next month .., but re-
member, readers, you heard it here firsr.

Wanda Kenton Sniith can be reached
af wanda@kentonsmithudy.com.





