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The challenge

The world’s toughest row
• The Talisker Whisky Atlantic Challenge is a rowing race like no other.
• It is the ultimate endurance race 3000 miles across the world's second
largest ocean - the Atlantic.
• We are aiming to beat the current three-women record of 49 days, 13
hours and 49 minutes
• We will carry everything with us - once we set off from La Gomera we
are unlikely to see another boat or human being until we arrive in to
Antigua.
• We will be battling storms, 25ft waves, salt sores, sleep deprivation,
hunger and a lack of home comforts - including no beds and no toilet!

The world’s toughest row – the big
numbers
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The world’s toughest row

Each team will row
in excess of 1.5
million strokes.

At its deepest the
Atlantic ocean is
8.5km deep.

More people have
climbed Everest than
rowed an ocean..

Less than 20% of
all ocean rowers
identify as female.

The world’s toughest row

Each rower will
use 800 sheets
of toilet paper.
There is no loo,
just a bucket!

5000 calories and
10 litres of water
are consumed a
day per rower.

Each rower loses on
average 12kg
crossing the Atlantic..

A water maker takes
30 minutes to make
20 litres of water.

The team

The crew

Abby

Charlotte

Kat

The crew – Abby’s story
Abby's rowing career began at school at the age of 13, and this is
where she met Charlotte. 17 years later, with a couple of GB
Junior vests and national titles to her name, she works as a fulltime rowing coach at one of the top rowing schools in the
country.
In December 2016, Abby signed up for the Clipper Round the
World Race 2017/18 edition and in January 2018 she set sail from
Australia, heading for China before out into the largest ocean on
Earth. This is where she met Kat!
After 31 days in the Pacific, battling huge waves, Abby's love for
the sea was born and upon returning to the safety of dry land,
she started looking for her next ocean-based challenge! And here
we are...

The crew – Charlotte’s story
Charlotte began rowing at school the age of 13 and this is where she met
Abby! With a GB Junior vest, a number of national titles and racing at
Henley Royal Regatta under her belt, she laid down the oars and took on a
number of other challenges and adventures in the following years.

In 2015, Charlotte made the bold decision to walk the length of the US
along the Pacific Crest Trail. And so, in April 2016, she set off with
everything for her adventure on her back and started walking for just over
five months! Walking 2600 miles up the west coast, with only the bare
essentials in your backpack is not only physically demanding, but also a real
mental challenge.
Charlotte has always loved the water – and a challenge – and knows her
experiences on the PCT will put her in good stead to handle whatever the
Atlantic might throw her way!

The crew – Kat’s story
Whilst spending her formative life in the UK, Kat has lived all over the world
from Malta to Mexico, whilst working as part of the International Manager
programme at one of the world’s top banks.
Always up for a challenge, in 2017 Kat signed up for the Clipper Round the
World Yacht Race, despite having never sailed before. This is where she met
her teammate Abby and the fun began. After 31 days together at sea,
crossing the North Pacific and battling 14-metre high waves, they started to
wonder what the next challenge would be.

However, it hasn’t all been plain sailing. After returning from her adventure,
Kat was diagnosed with cervical cancer in early 2019. Defeating cancer once,
Kat is now fighting again and has been undergoing chemotherapy. Ready to
channel her energy into something positive, Kat can’t wait to cross the Atlantic
in aid of three incredible cancer charities - Cancer Research UK, Macmillan and
The Royal Marsden Cancer Charity.

The why

Turning the tide on cancer
• We are hoping to raise £100k to split between our three chosen
charities:

The charities – Kat’s story
1 in 2 people will get cancer in their lifetime. Like many others, cancer has played a part
in all of our lives, and in particular for our teammate Kat, who was diagnosed with the
disease in 2019. This is her story:
The first time I was told I had the Big C was by phone on 4th March 2018. Having just returned from the adventure of a lifetime,
sailing across the Pacific Ocean and with future plans already in the making, receiving the diagnosis of cervical cancer came as a
huge blow to me. Hearing the words “I’m sorry, it’s cancer” will happen to 1 in 2 people during their lifetime but is something I was
not prepared for and in that moment, I knew my life had been changed forever.
After the diagnosis, the rollercoaster of emotions began. I am incredibly fortunate to have a great support network of friends and
family and an outstanding team of consultants and nurses who helped me through diagnosis, surgeries and treatment and
navigating remission. When I went into remission, I was told that the chances of recurrence were in the 5% range – but then that’s
the thing with statistics, they aren’t necessarily YOUR numbers. On Thursday 2nd July 2020 I was told its back, and despite the fact its
confined to my stomach area, and isn’t in my lungs or other organs (these are all big ticks) – I’m being told that the outcome is not
positive, which I struggle to understand! I will be having six rounds of chemotherapy (10 hours each time), three weeks apart (as the
bone marrow needs to recuperate), followed by radiotherapy.
We grow up thinking we’re guaranteed 85 years of life and the ability to do what we want. I read somewhere that a cancer diagnosis
helps you understand life is a gift and not a guarantee, and this then creates opportunities to live like you’ve never lived before. This
resonated with me immensely. Even after my first diagnosis, I found I stopped stressing over a lot of things, I gained perspective on
what was important in my life, and I’m determined to make the utmost out of however much time I have, and not dwell on the what I
don’t have. I set myself the challenge to row the Atlantic, in aid of three epic charities; Cancer Research UK, Macmillan and The Royal
Marsden, and I’ll be damned if cancer gets in the way of me doing it.

The charities – the impact of COVID-19
• Substantial increases in the number of avoidable cancer deaths in England are to be expected
as a result of diagnostic delays due to the COVID-19 pandemic in the UK.
• In June, 2.1 million people were waiting for breast, bowel or cervical screening.
• For every week that screening is paused, 7,000 people aren’t being referred for further tests and
380 cancers aren’t being diagnosed through screening programmes.
• Delaying cancer treatment by just four weeks increases the risk of death by up to 10%,
according to new research that shows the devastating impact of missed NHS treatment targets
due to COVID-19.
• This means that up to year 5 after diagnosis, there will be:
• 8–10% increase in the number of deaths due to breast cancer

• 15–17% increase in deaths due to colorectal cancer
• A 5% increase in deaths due to lung cancer
• A 6% increase for oesophageal cancer

How to get
involved

The key numbers

£6

million raised
by the entire
race for charity

x2

For every £1 you
invest, we aim to
raise £2 for charity

880+
million audience
reach

An overview of our costs
•
•
•
•
•
•
•

£60,000 second-hand boat and basic equipment
£23,000 race entry fee
£12,000 shipping and boat storage
£5,000 race food
£5,000 training and mandatory courses
£2,000 insurance
£3,000 kit and extra equipment e.g. medical kit

• £110,000 TOTAL

Our partnership packages
PLATINUM

£20,000+
(One available)

GOLD

£10,000
(Three available)

SILVER

£5,000
(Five available)

Our partnership packages
CORPORATE
ENGAGEMENT

Team and boat available for
events pre-challenge.
Day out for up to 4 people on
the boat (team building).
Tickets to our charity ball and
promotion in ball brochure.
(Number of tickets dependent
on package).
Entry into raffle at our charity
ball

Team available for 1 event
post-challenge (2 for
platinum)
*(dependent on COVID – this will be a virtual event if required),

Platinum

Gold

Silver

Our partnership packages
MEDIA
OPPORTUNITIES
A phone call/interview and
status update from the
middle of the Atlantic
Ocean.
Team promotion of your
company at associated
media interviews/press
events.
Promotion of your
company through social
media platforms.
Rights to use team videos,
photos and press releases.

Platinum

Gold

Silver

Our partnership packages
BRANDING
Opportunity to name
the boat.
Logo on team kit.
(Size/placement
dependent on package).

Logo on boat.
(Size/placement
dependent on package).
Logo on our website.
(Size/placement
dependent on package).

Platinum

Gold

Silver

Smaller ways to get involved
Oar sponsorship

Branding

• As an oar sponsor you will get your
company’s logo and branding on
both the blade and loom of one of
the teams oars that we will use
both in training and during the
race.
• Your logo will be displayed on the
website.

Corporate engagement
•

Following the race, the oar is yours to
keep*.

•

In addition you will receive a signed and
framed photo of the team on arrival into
English Harbour, Antigua.

•

The boat (complete with oars) will be
showcased at a number of fundraising and
PR events pre-race to add to the exposure
your brand will receive as a sponsor.

Media
•

Promotion of your company
through social media platforms.

•

Rights to use team videos, photos
and press releases.

•

Exposure through official race
media content (photos and
videos).

£2000 for a single oar | £4000 for a pair of oars | £1500 as a bolt-on to Platinum Package

The 250 club
• If the corporate partnership packages don't quite
seem right for you, but you would still like to do
something ExtraOARdinary, why not join our 250 club?
• With a donation of £250 to the campaign, you will get
your name on the boat deck, automatic enrolment in
our raffle prize draw and receive ExtraOARdinary
merchandise!

The reach

Content production
• The race has it’s own official media team to maximise
coverage and exposure in the media
• Official film crews are at race start and finish to capture
the key visual assets

• Press releases and video news reels (VNRs) are produced
for each team to ensure a steady stream of content
• Teams send content from the sea
• The race website receives 1.5m page views

PR coverage - television
121.5m

52.6m

Audience
impressions

People reached

223+

248+

Individual broadcasts

Hours of coverage

15.1m

Total viewers

PR coverage – print and digital
2.2k

Total articles (print)

4.5k

Placements (digital)

21.6m

People reached
(print)

11.3m

People reached (digital)

Digital platforms – Instagram (TWAC)
11.3k

60k+

Followers

Total post likes

25-34

20.2%

Age group

Engagement rate

Digital platforms – facebook (TWAC)
18.1m

25-34

Total reach

Most reached age

31k

3.9

Page likes

Avg. posts a day

Digital platforms - Twitter
20k

42,540

Followers

Total post likes

25-34

20.2%

Age group

Engagement rate

Digital platforms – crew-added reach
• We are the most-followed crew of the 2021
fleet on Instagram @weareextraoardinary
• Total crew reach
• Facebook: 2.2k
• Instagram
• Team account: 2.1k
• Personal accounts: 1.5k
• Total: 3.3k
• Follower top-line demographics:
• 36% - 25-34
• 28% - 35-44
• 18% - 45-54
• 54% men, 46% women
• LinkedIn: 1.5k 1st connections

7.1k

The numbers – 2019 race summary

Conclusion

We are just three ordinary girls, who have decided to do something ExtraOARdinary. We would
love to have you on board with us!
Thank you for taking the time to look at our Partnership Packages.
Get in touch: crew@weareextraoardinary.com

