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Executive Summary 
 

Spring Aboard - Take A Boating Course is a national effort to encourage people to enroll in a 

boating safety course, either for the first time or as a refresher to a previously completed course. 

The Spring Aboard campaign took place March 17 – 23, 2019, with 24 course providers offering 

discounts or incentives for users who took a boating safety course during the campaign.  

 

Spring Aboard was announced and promoted through various publications, email blasts, 

electronic communications, social media and charge team meetings. Campaign announcements 

were published in the NASBLA Weekly newsletter, the Spring Aboard website and the Spring 

Aboard social media pages. Information was also shared by community and state agency partners 

through their own social media channels. Campaign information and resources are posted at 

http://springaboard.org/home. The site also contains a national press release, a customizable 

press release template, talking points and sample social media posts.  

 

Through this grant support, the program was fully implemented with: 

 Enhanced placement of campaign materials and messaging; 

 Heightened social media coordination; and 

 Customized campaign logos for state partners.  

 

This year’s Keep Your Edge messaging also aimed at encouraging boaters to re-educate 

themselves to stay up-to-date on rules and regulations and to refresh their knowledge if it had 

been a while since their previously completed course.  

 

This project addressed Area of Interest #3: Outreach, Marketing and Year-Round Safe Boating 

Campaign Projects. The focus of this area of interest includes activities to inform the boating 

public about inherent risks associated with boating, to persuade the public to adopt safe boating 

behaviors and to remind them of these behaviors.  

 

The goal of the Spring Aboard – Take a Boating Course campaign was to inform and motivate 

boaters to prepare for their boating season by providing information on how to find and enroll in 

boating courses at all levels, and many course providers offered incentives to further motivate 

boaters to complete these courses. Campaign partners, including state agencies and private 

course providers, shared information with their constituents and social media followers in an 

effort to extend the reach of the campaign past that of the National Association of State Boating 

Law Administrators (NASBLA) and Spring Aboard audience.  
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Project Narrative 

 
Project Goal 
 

The goal of the Spring Aboard – Take A Boating Course grant program was to encourage the 

boating public to get educated on boating safety and standards, either for the first time or as a 

refresher, in advance of the Summer’s boating season. The campaign takes place in March as it is 

a good catch-all time for states whose waterways will soon be buzzing with families and students 

on Summer break.  

 

In advance of the program grant approval, the Spring Aboard charge team identified three main 

goals that served to address Area of Interest #3: Outreach, Marketing and Year-Round Safe 

Boating Campaign Projects.  

 

The three goals were: 

 To persuade the public to adopt safe boating behaviors by enrolling in a boating 

education and/or skills training course; 

 To inform the boating public about inherent risks associated with boating via the digital 

and social outreach campaign, press releases, Brand Ambassador postings/presentations 

and campaign promotion in media; and 

 To reinforce positive boater behavior through peer-to-peer encouragement to proclaim 

completion of a boating course and acknowledge personal support of safe boating 

practices.  

 

Project Objectives 
 

The plan indicated four main objectives to achieve the goals of the project. These objectives 

include the development of: 

 A Campaign Launch Webinar; 

 Media/marketing services to support: 

o The enhanced placement of campaign materials and messaging in targeted digital 

and print communications outlets; and 

o Heightened social media coordination.  

 Targeted/Customized Campaign Logos for campaign partners; and 

 Spring Aboard Brand Ambassadors. 

 

Methodology 
 

The funding of the Spring Aboard – Take A Boating Course campaign was to develop and 

implement the objectives identified above through the following tasks: 

 

Task 1: A Campaign Launch Webinar 

On January 30, 2019, the Spring Aboard charge team led an informational webinar to provide an 

update on the changes to the Spring Aboard campaign for 2019. This webinar gave the larger 

group a first look at the new website and discussed how to become a registered partner for the 
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campaign. The team gave a preview of the resources that were being made available through the 

website, including the national press release (standard and customizable) and the suggested 

social media posts document. This webinar also introduced the #KeepYourEdge tagline. A 

recording of the webinar was also made available on the website for those who were unable to 

participate.  

 

Task 2: Media/Marketing services 
NASBLA and the Spring Aboard charge team produced and distributed resources that enhanced 

the placement of campaign materials and messaging in targeted digital and print communications 

outlets.  

 

This task was completed through the creation of a resources page on the Spring Aboard website 

that included media and marketing resources such as: a national press release, a customizable 

press release, talking points, a fast facts sheet, promotional activities, radio public service 

announcements and sample social media posts. These resources were publicly available on the 

website and were used by many of the registered partners leading up to and throughout the 

campaign. Specific resources are listed in Appendix A. 

 

Heightened social media coordination was a support focus of this task and that was achieved 

through the sample social media posts resource produced by NASBLA and the Spring Aboard 

charge team. This goal was also achieved through weekly social media post suggestions being 

included in the weekly partner newsletter.  

 

 
 

https://training.nasbla.org/products/keep-your-edge-2019-spring-aboard-take-a-boating-course-national-campaign-webinar
http://springaboard.org/partner/resources
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The campaign maintained a Spring Aboard – Take A Boating Course account on Facebook, 

Twitter and Instagram (social media analytics documented in Appendix C). This was the first 

time that the charge team used the Instagram platform to promote the campaign.  

 

Task 3: Targeted/Customized Campaign Logos for campaign partners 
Customized logos were created and customized specifically for each state. Logos were also 

created to recognize different types of watercraft in an effort to promote skills courses for stand-

up paddleboard, paddling, boating, sailing, etc.  

 

 
 

 

Task 4: Spring Aboard Brand Ambassadors 

The Spring Aboard campaign did not specifically identify ambassadors for the campaign, 

however, the campaign included registered partners who fulfilled the role of ambassador within 

their own organization, and anyone who signed up to receive campaign emails. The charge team 

took steps to make it easier for partners to share the messages of the campaign and to raise 

awareness of it in their communities. Individuals or agencies who wanted to be identified as a 

campaign partner registered with their basic information through a registration link on the Spring 

Aboard website. Campaign partners are listed in Appendix B.  

 

The registration form asked for the individuals name, email, phone number, what organization 

they represent, their partner type (individual, private course provider, state agency, federal 

agency, manufacturer, non-profit, retailer or other), their website and a list of their social media 

platforms and handles/usernames. The registration form collected all of this information to help 

the charge team tailor messages to the types of partners that were engaging.  

 

Measurable Results & Benefits 

 
As a result of this project and the tasks listed above, there were 83 registered partners for this 

year’s campaign. Most notably, the number of states and territories that registered as partners 

increased from 29 in 2018 to 46 in 2019. There were 30 partners that participated in a post-

https://www.surveymonkey.com/r/QF2HY9V
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campaign survey. Of those that reported, 23 were members of a state agency. Seven of the 16 

respondents that issued a press release during the campaign used a version (standard or 

customizable) of the press release created by NASBLA and the charge team 

 

Course completion numbers during the week of Spring Aboard varied in terms of what courses 

were offered by a state during that week and the current weather climate of the area (i.e., we 

received feedback from a few states that it was difficult to get people to take a course/look 

forward to the boating season when most of their water is still iced over). There were a few states 

with significant course completions during the week. Missouri recorded 326 course completions 

during the week of Spring Aboard. Michigan recorded 250 course completions. It is important to 

note that many states referenced a difficulty in getting a clear picture of course completions 

because of the popularity of many online or third-party course providers. Many report survey 

respondents only included the number of course completions during the week for their agency.  

 

Summary of Report Responses 
 

Of the 30 report respondents, 27 participated in the Spring Aboard – Take A Boating Course 

campaign, and 26 of those were registered as a partner during the campaign. One of the 

respondents that did not participate in the campaign cited timing as an issue, and another cited a 

problem with getting through the proper channels within their agency.  
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Of the 22 respondents that posted on social media at least once leading up to or during the 

campaign, 13 used the suggested social posts either from the resource page on the Spring Aboard 

website or from the weekly newsletter. Facebook and Twitter were the most commonly used 

social media platforms to share information and promote the campaign. Three respondents 

shared links to local media coverage. 
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Summary of Cision Media Report 

 
Cision, a global public relations software, produced a media report for the Spring Aboard 

campaign. The report, shown in Appendix D of this document, was run with a timeline of 

January 1 – May 31, 2019.  

 

During the five-month span, Cision reported that the Spring Aboard – Take a Boating Course 

campaign had 334 media mentions with a total reach of 24.6M. The total publicity value of these 

mentions was $9,700. The key terms used in the mentions were: boaters, spring, aboard, boating, 

education, safety and course.  

 

The most used media/social outlet was Twitter, but with little or no reach. The outlet with the 

most reach (6,320,350) was King-TV Online. King-TV Online was followed by Montana Fish 

Wildlife and Parks (2,123,508) and The Journal Gazette Online (1,581,140) out of Fort Wayne 

and Northern Indiana.  

 

Continued Focus Spring Aboard – Take a Boating Course  
 

After the campaign, the charge team came back together for a call on April 23 to discuss an 

overview and wrap-up of the 2019 campaign and for the NASBLA team to provide an update on 

the report responses. This call was also the starting point for next steps and a look toward the 

2020 campaign.  

 

NASBLA publishes a Spring Aboard – Take a Boating Course electronic newsletter to inform 

participating agencies, media and the RBS community about the campaign. The newsletter is 

distributed year-round, with an increase in frequency in the months prior to the campaign and 

following the conclusion of the campaign. The charge team developed a plan to continue the 

Spring Aboard newsletters by providing monthly targeted narratives for why a boating course 

should be a priority for that month.  

 

Team members converge on regularly scheduled conference calls each month to discuss any 

common incidents, holidays, etc. that may help the group determine what boating safety topic 

should be highlighted for the upcoming month. To assist in this process Mark Chanski reached 

out to Susan Weber to obtain high level data which specified the leading causes of boating 

accidents on a monthly basis. Media research is also conducted to determine if there are any 

common themes as they relate to boating accidents around the country during a given timeframe 

that may aid in the decision-making process as well.  

 

In August, the charge team recognized that people across the country would be trying to enjoy 

their last few weekends on the water before school starts. Because of all distracting activity 

taking place on these boats, the team decided to highlight distracted boating and more 

specifically designating a proper lookout for the upcoming Spring Aboard newsletter. The goal 

was to encourage people to take a boating safety course, but also to remind everyone that being a 

lookout for hazards is not only the operator’s responsibility.  
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In acknowledgement of Labor Day Weekend, the charge team researched popular news stories 

on boating incidents from previous holiday weekends, many referenced faulty safety equipment. 

For the September newsletter, the charge team decided to include a pre-departure checklist from 

the United States Power Squadrons to act as a reminder to boaters to give their boats and safety 

equipment a quick inspection to ensure it is functional and in proper working order. 

 

A list of all of the newsletters sent out as a part of the 2019 campaign can be found in Appendix 

C.  

 

The Spring Aboard – Take A Boating Course campaign reinvigorates a year-round focus on 

boating safety education among the charge team and our campaign partners. This year’s Keep 

Your Edge messaging effectively served as a reminder for seasoned boaters that there is a benefit 

in periodic continued education to ensure a boater is up-to-date on safety measures and 

regulations to make their time on the water as safe and enjoyable as possible.  
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Appendix A 

 
List of Resources  

 
National Press Release: 

Spring Aboard: Encouraging boaters to Keep Your Edge this boating season 

 

Customizable Press Release:  

Spring Aboard: [Agency/Organization] encourages boaters to Keep Your Edge this boating 

season 

 

2019 Talking Points:  

Talking Points: Spring Aboard – March 17 – 23, 2019 

 

2019 Fact Sheet:  

Fact Sheet: Spring Aboard – March 17 – 23, 2019 

 

2019 Fast Facts:  

Fast Facts: Spring Aboard – March 17 – 23, 2019 

 

Ideas for Promotional Activities:  

Promotional Activities: Spring Aboard – March 17 – 23, 2019 

 

Radio PSA 60/30 Second Scripts: 

Radio PSA: Spring Aboard – March 17 – 23, 2019 

 

Sample Social Media Posts:  

Sample Social Media Posts: Spring Aboard – March 17 – 23, 2019 

 

 

 

 

 

 

 

 

 

 

 

https://higherlogicdownload.s3.amazonaws.com/NASBLA/e3d9b07b-92be-49d8-94da-babacdd08173/UploadedImages/SpringAboardNationalPressRelease-19.pdf
https://higherlogicdownload.s3.amazonaws.com/NASBLA/e3d9b07b-92be-49d8-94da-babacdd08173/UploadedImages/SpringAboardCustomizablePressRelease-19-FINAL.docx
https://higherlogicdownload.s3.amazonaws.com/NASBLA/e3d9b07b-92be-49d8-94da-babacdd08173/UploadedImages/SpringAboardCustomizablePressRelease-19-FINAL.docx
https://higherlogicdownload.s3.amazonaws.com/NASBLA/e3d9b07b-92be-49d8-94da-babacdd08173/UploadedImages/TalkingPoints_SpAb19.pdf
https://higherlogicdownload.s3.amazonaws.com/NASBLA/e3d9b07b-92be-49d8-94da-babacdd08173/UploadedImages/Spring%20Aboard/FactSheet_SpAb19.pdf
https://higherlogicdownload.s3.amazonaws.com/NASBLA/e3d9b07b-92be-49d8-94da-babacdd08173/UploadedImages/FastFacts_SpAb19.pdf
https://higherlogicdownload.s3.amazonaws.com/NASBLA/e3d9b07b-92be-49d8-94da-babacdd08173/UploadedImages/PromotionalActivities_SpAb19.pdf
https://higherlogicdownload.s3.amazonaws.com/NASBLA/e3d9b07b-92be-49d8-94da-babacdd08173/UploadedImages/RadioPSA_SpAb19.pdf
https://higherlogicdownload.s3.amazonaws.com/NASBLA/e3d9b07b-92be-49d8-94da-babacdd08173/UploadedImages/Spring%20Aboard/Documents/SampleSocialMediaPosts_SpAb19.pdf
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Appendix B 
 

List of Registered Partners 

 
Spring Aboard registered partners were highly engaged in the campaign and committed to 

promoting the Spring Aboard campaign at a significant level, to include an offering of boating 

safety courses in partnership with the campaign, or mobilizing their constituents with campaign 

awareness.   

 

This year’s registered partners included: Ace Boater, Alaska Office of Boating Safety, Arkansas 

Game and Fish Commission, Arizona Game and Fish Department, the Barry County Sheriff’s 

Office: Marine Division, BESAFE, Inc., BOATERexam.com, Boat Safe Connecticut, 

BOATsmart!, the BoatUS Foundation, California State Parks: Division of Boating and 

Waterways, Chicago Maritime School, Colorado Parks and Wildlife, Connecticut DEEP: 

Boating Division, D.C. Metropolitan Police Department, the Delaware Division of Fish and 

Wildlife, Florida Fish and Wildlife Conservation Commission, Georgia Department of Natural 

Resources: Law Enforcement Division, Hawaii Department of Land and Natural Resources: 

Division of Boating and Ocean Recreation, Iowa Department of Natural Resources, Idaho 

Department of Parks and Recreation, Indiana Department of Natural Resources: Law 

Enforcement Division, the Island County Sheriff’s Office, Kansas Department of Wildlife and 

Parks, Kentucky Department of Fish and Wildlife: Law Enforcement Division, Louisiana 

Department of Wildlife and Fisheries, Massachusetts Environmental Police, Masters Boating 

School, Maryland Natural Resources Police, Maine Department of Inland Fisheries and Wildlife, 

Mercer Island, Washington; Michigan Department of Natural Resources, Missouri State 

Highway Patrol: Water Patrol Division, Minnesota Department of Natural Resources, Montana 

Fish, Wildlife and Parks; the National Safe Boating Council, North Carolina Wildlife Resources, 

North Dakota Game and Fish Department, Nebraska Game and Parks Commission, New Mexico 

State Parks, Norwich Power Squadron “America’s Boating Club,” Nevada Department of 

Wildlife, New York Parks, Recreation and Historic Preservation; New Hampshire State Police: 

Marine Patrol, Ohio Department of Natural Resources, Oklahoma Highway Patrol: Marine 

Enforcement Section, Oregon State Marine Board, Pennsylvania Fish and Boat Commission, 

Port of Seattle, Recreational Boating and Fishing Foundation, Rhode Island Department of 

Environment Management: Division of Law Enforcement, Scituate Police Department, South 

Dakota Game, Fish and Parks; Sea Tow Foundation, South Lake Tahoe Police Department, 

Tennessee Wildlife Resources Agency, Tumbleweed Sailing (Arizona), Texas Parks and 

Wildlife Department, United States Power Squadrons, U.S. Army Corps of Engineers, U.S. 

Army Corps of Engineers – Allatoona Lake, U.S. Army Corps of Engineers – Brookville Lake, 

U.S. Army Corps of Engineers – John Martin Reservoir, U.S. Coast Guard Auxiliary, U.S. Coast 

Guard Auxiliary – District 1SR: Division 11, U.S. Coast Guard Auxiliary – Flotilla 21, Utah 

Department of Parks and Recreation, Virginia Department of Game and Inland Fisheries, 

Vermont State Police, Washing State Parks Boating Program, Wareham Department of Natural 

Resources, West Virginia Division of Natural Resources and Wyoming Game and Fish 

Department. 
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Appendix C 

 
Social Media Analytics 
 

Facebook: 

 Between March 4 – August 19, the Spring Aboard – Take A Boating Course Facebook 

page posted 39 times.  

 Of the 29 Facebook posts that calculated reach, the Spring Aboard posts had an average 

reach of 299.21 users.  

 These 29 posts had an average of 3.9 shares.  

 These 29 posts had an average of 2.28 likes.  

 

Twitter:  

 Of the 51 total tweets, the Spring Aboard posts had an average of 0.6 retweets.  

 The 51 tweets had an average of 1.12 likes. 

 Of the 27 tweets that contained a link, those links had an average of 12.67 clicks.  

 

Instagram: 

 The Spring Aboard – Take A Boating Course Instagram page posted 26 times since its 

inception in December 2018.  

 Of those 26 posts, each post had an average of 9.85 likes. 

 Of those 26 posts, each post had an average of 0.46 comments.  

 

 

Campaign Newsletters 
 

08/29/2019 - End of Summer Safety Check 

 

08/01/2019 - Operator Inattention Threatens Boater Safety 

 

06/27/2019 - Get Educated on Effects of Alcohol Use While Boating 

 

05/23/2019 - National Safe Boating Week 

 

05/17/2019 - Press Release: National Safe Boating Week 

 

04/19/2019 - Campaign Wrap-Up & Reporting 

 

03/25/2019 - Report Form Now Available 

 

https://www.magnetmail.net/Actions/email_web_version.cfm?publish=newsletter&user_id=NASBLA&message_id=17308322
https://www.magnetmail.net/Actions/email_web_version.cfm?publish=newsletter&user_id=NASBLA&message_id=17209716
https://www.magnetmail.net/Actions/email_web_version.cfm?publish=newsletter&user_id=NASBLA&message_id=17109611
https://www.magnetmail.net/Actions/email_web_version.cfm?publish=newsletter&user_id=NASBLA&message_id=16981384
https://higherlogicdownload.s3.amazonaws.com/NASBLA/UploadedImages/0e5e55a6-a83a-4242-844c-28789774446e/Blog_files/SpringAboard_PressRelease__FollowUp_FINALAPPROVED.pdf
https://www.magnetmail.net/Actions/email_web_version.cfm?publish=newsletter&user_id=NASBLA&message_id=16862331
https://www.magnetmail.net/Actions/email_web_version.cfm?publish=newsletter&user_id=NASBLA&message_id=16760952
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03/21/2019 - Spring Aboard in the News 

 

03/18/2019 - Promote Spring Aboard This Week 

 

03/14/2019 - Share Your Campaign With Us 

03/07/2019 - Campaign Talking Points 

 

02/28/2019 - Reporting Your Campaign Results 

 

02/21/2019 - Preparing Now For Warmer Weather 

 

02/14/2019 - Customizable Press Release Available 

 

02/07/2019 - Why everyone needs a boating course 

 

01/31/2019 - Campaign Resources 

 

01/24/2019 - National Press Release  

 

01/17/2019 - Register Now for Webinar 

 

01/10/2019 - Sign Up Now - Spring Aboard 2019 

 

 

 

 

 

 

 

 

 

 

https://www.magnetmail.net/Actions/email_web_version.cfm?publish=newsletter&user_id=NASBLA&message_id=16746238
https://www.magnetmail.net/Actions/email_web_version.cfm?publish=newsletter&user_id=NASBLA&message_id=16699799
https://www.magnetmail.net/Actions/email_web_version.cfm?publish=newsletter&user_id=NASBLA&message_id=16698227
https://www.magnetmail.net/Actions/email_web_version.cfm?publish=newsletter&user_id=NASBLA&message_id=16681359
https://www.magnetmail.net/Actions/email_web_version.cfm?publish=newsletter&user_id=NASBLA&message_id=16657266
https://www.magnetmail.net/Actions/email_web_version.cfm?publish=newsletter&user_id=NASBLA&message_id=16639859
https://www.magnetmail.net/Actions/email_web_version.cfm?publish=newsletter&user_id=NASBLA&message_id=16612340
https://www.magnetmail.net/Actions/email_web_version.cfm?publish=newsletter&user_id=NASBLA&message_id=16570208
https://www.magnetmail.net/Actions/email_web_version.cfm?publish=newsletter&user_id=NASBLA&message_id=16563313
https://www.magnetmail.net/Actions/email_web_version.cfm?publish=newsletter&user_id=NASBLA&message_id=16540012
https://www.magnetmail.net/Actions/email_web_version.cfm?publish=newsletter&user_id=NASBLA&message_id=16514585
https://www.magnetmail.net/Actions/email_web_version.cfm?publish=newsletter&user_id=NASBLA&message_id=16484988
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Spring Aboard 042319
Spring Aboard Campaign

Jan 1, 2019 - May 31, 2019

Spring Aboard Campaign

Summary
Total Mentions: 334
Total Reach: 24.6M
Total Publicity Value: $9.7K



Spring Aboard 042319
Spring Aboard Campaign

Mentions
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Total Mentions

Reach



Spring Aboard 042319
Spring Aboard Campaign

Jan 1, 2019 - May 31, 2019 | 2

Value of Coverage
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Coverage by Media Type
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Trend of Coverage by Media Type

Share of Coverage by Media Type
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Prominent Terms and Top Outlets

Jan 1, 2019 - May 31, 2019 | 4

Word Cloud

Top Outlets

OUTLET NUMBER OF CLIPS REACH PUBLICITY VALUE
Twitter 145 0 $0.00
Publicnow 14 409,304 $0.00
The Fishing Wire 11 131,285 $0.00
The Outdoor Wire 7 327,348 $0.00
States News Service 7 0 $0.00
LakeExpo 7 333,795 $0.00
Targeted News Service 5 0 $0.00
Rocket News 4 214,268 $0.00
US Fed News 2 0 $0.00
Montana Fish Wildlife and Parks 2 2,123,508 $0.00
Sundance Times 2 2,938 $0.00
Great Lakes Scuttlebutt Online 2 9,120 $0.00
The WON 2 20,998 $0.00
KING-TV Online 2 6,320,350 $0.00
South Bend Tribune 2 92,800 $0.00
ChipleyBugle.com 2 19,054 $0.00
The Journal Gazette Online 2 1,581,140 $0.00
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Company Mindshare

Jan 1, 2019 - May 31, 2019 | 5

Mindshare Over Time

Share of Voice
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