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EVERYTHING about Miami Ski Nau-
tique is different. A black-skinned, avant-
garde building with bold graphics nods to 
the city’s nearby art and design districts, 
matching web locations show off brightly 
colored boats and water sports equipment, 
and this athlete-centric dealer’s business ex-
tends far beyond the borders of the United 
States with a fast-growing presence in Latin 
America. More than a business, closer to the 
nucleus of an athletic lifestyle, Miami Ski 
Nautique demonstrates a unique attitude 
boosting boating’s cool factor, elevating 
water sports and bringing new enthusiasts 
into the marine industry.  
 Miami Ski Nautique’s Instagram page 
displays beautiful images of high-perfor-
mance boats towing athletes in exotic 
locations and sponsored athletes celebrat-
ing on the podium. Its YouTube channel 
shows athletes “ripping a session” and 
reviewing product, with how-to videos 
for budding enthusiasts. The company’s 
Twitter page has nearly 500 followers, 
with the right mix between fun content 
and sales messaging. Its Facebook page 
has followers sharing competition videos 
and posting rave reviews about the shop 
and its staff. The offi cial website looks 
more like a gear manufacturer’s, with its 
minimal, youthful design. 
 “Our social media strategy is a heavily 
involved and integrated process, aimed 
at connecting, engaging, interacting and 
communicating with our key customers 
worldwide,” said Kimberly Laursen, Miami 
Ski Nautique’s co-owner and president. 
“While our social media efforts are primar-
ily geared towards sharing the brand life-
style we’ve created, we also monetize our 
efforts by offering our fans exclusive dis-
counts. Our strong social media presence 
has attracted many brand ambassadors that 
genuinely promote our brand, our service 
and our products.”
 Its 4,000-square-foot sales and service 
center was recently renovated with the 
feedback of Parker Marine Consulting. 
The adjacent pro shop has black walls 
and high-energy graphics to complement 
its Midtown Miami surroundings, and is 

staffed by several athletes who can re-
late to its customers. A satellite location 
in Pompano Beach sits on a freshwater 
lake where the company sponsors Dean 
Lavelle’s Train Station wakeboarding 
school that frequently trains students 
from across the globe. There’s also a lake 
within 45 minutes of both locations used 
as a testing facility and playground where 
customers can test drive boats or attend 
water sports classes. It will soon be home 
to a large-scale cable park built in con-
junction with the Miami Dade County 
Parks and Recreation Department.
 Miami Ski Nautique is the top-selling 
Nautique dealer in South Florida and 
South America, with an e-commerce busi-
ness that’s been growing approximately 
30 percent a year. 

The company regularly travels south 
to boat and water sports events in Latin 
America, focused on increasing aware-
ness wherever it goes. It has represented 
Florida Governor Rick Scott’s Enterprise 
Florida international economic develop-
ment initiative at business expos through-
out the region. 

If customer satisfaction is any refl ection, 
Miami Ski Nautique’s merging of lifestyle 
and retail has been successful, with CSI 
scores from Nautique consistently between 
95 and 100 percent, on top of achieving 
Nautique’s Top 5 domestic and interna-
tional dealer recognitions many times over. 

The company posted a healthy jump 
in revenue over 2011, to nearly $8 mil-
lion. It’s also worth noting that more than 
80 percent of its in-store sales come from 
people outside of the United States, a 
staggering number bolstered by a multi-
lingual staff that collectively speaks eight 
different languages. 

“Most of our employees compete and 
are internationally ranked,” said Laursen. 
“They live the sport, intimately know the 
products and share the passion. Being im-
mersed in the sport gives our staff more 
credibility with our customers, so we are 
better able to provide excellent customer 
service due to a shared passion and a com-
mon language.”  

as a theme that runs through George’s 
Marine & Sports is a clear dedication to 
quality. Few companies can match the 
dealership’s passion for creating a positive 
customer experience.

“This is the area that keeps our cus-
tomers coming back, and the quality of 
service must never be sacrifi ced whether 
through training or simply just caring,” 
Wilcox said.  “We realize our customers 
have the power of choice and we do not 
want to give them a reason to even con-
sider another choice.” 

With a specialized department now 
dedicated to customer service, along 
with a warranty administrator, George’s 
has been steadily improving CSI scores. 
Even with dedicated customer service 
employees, every team member is em-
powered (and trained) to handle cus-
tomer complaints themselves. The staff 
is allowed to credit up to $500 without 
management approval.

“We expect our staff to respond to 
complaints immediately upon knowing 
they exist and if possible resolve them 
immediately or a minimum of 24 hours,” 
Wilcox said. “If the issue cannot be re-
solved in 24 hours then the employee 
is required to update the customer on 
a daily basis (or more if required) along 
with their manager. The more we em-
power our staff the more responsibility 
they take for their actions.”

Employee training is a key part of 
creating a culture where employees feel 
confi dent in solving problems themselves. 
That’s another important area of empha-
sis for George’s Marine & Sports, as the 
company spends thousands of dollars a 
year training its employees.

“When we invest in staff training, we 
want the best and we also don’t want it to 
be forgotten a few weeks after the training 
has been completed,” Wilcox said. “Train-
ing is about changing the status quo and 
improving on what we do to make it bet-
ter, save time and save money.”  
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