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TERMS & CONDITIONS

SELF-CERTIFICATION

This presentation is only for individuals who have signed the Blueco Holdings 
Ltd letter confirming that you either:

• Have a net income in excess of £100K or

• Have net assets in excess of £250K beyond your pension fund assets and your 
private residence

OR

You confirm that you have been one of the following:

• A director of a company turning over at least £1 million within the last two years

• Have made more than one investment in an unlisted company in the last two 
years

• A member of a network or syndicate of business angels for at least six months

• Have worked in the past two years in a professional capacity in the private equity 
sector or in the provision of finance for small and medium enterprises

 

DISCLAIMER

The information in this presentation:

• Is accurate to the best of our knowledge

• Gives a fair and reasonable view of the company

• Contains projections based on our estimates of future events

• Does not knowingly omit any important information about the company or 
market in which it operates

• We advise you to seek professional advice if you have any doubts before making 
any investment

NON DISCLOSURE

You are reminded that:

• This presentation contains sensitive commercial information

• You have signed a legally binding non disclosure agreement

• The information in this presentation must not be passed on to or discussed with 
anyone who has not been authorised by Rubicon 3
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RUBICON 3

At this very moment, all 
around the world, would-be 
adventurers  are sitting at their 
desks.

Busy working as accountants, 
managers, programmers 
or  consultants – a part of their 
heart  is elsewhere: sailing 
a vast ocean,  anchored in 
an ice laden bay , or making 
landfall  on a remote island in 
the South  Pacific.

For many, the passion of  such 
an adventure lost  out to 
the career, to everyday 
life. For others, the leap is 
too  intimidating or they realise 
that  the logistics and cost of 
mounting  such an adventure 
themselves are  too great.

Since 2013, Rubicon 3 has 
opened  the door to those 
dreams and  turned them into 
reality. With  Rubicon 3, they 
can leave their  desks and sail 
the Atlantic. They  can weave 
through the ice of  Spitsbergen 
and they can explore  the 
islands of the South Pacific.

For  two weeks, they can be 
immersed  in true adventure, 
discovering the  world and 
themselves. They can  come 
with no experience but will 
leave with plenty – experience 
of the world, the sea and 
themselves. 

It’s the spirit of adventure – brought to life.
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THE EXTRAORDINARY VALUE  
OF ADVENTURE

Where is the daring adventure that we dreamed 
about as a child? What happened to living life to 
the fullest? Somewhere along the way adventure 
lost out to the career and the school run and the 
mortgage. 

The thirst for adventure comes from within 
ourselves. It is our inner desire to expand our 
knowledge through first-hand experience and to 
test our own strength and capabilities. In doing so, 
we discover a part of our true self that is usually 
neglected.

It is often not the discovery of new things that is 
important for us adventurers, but the understanding 
of ourselves that we acquire through these big 
adventures.

To have a big, huge adventure and afterwards to be 
able to tell the tale is a joy. As George Mallory, who 
attempted the first ascent of Everest, said: “What 
we get from this adventure is just sheer joy. And joy is, 
after all, the end of life. We do not live to eat and make 
money. We eat and make money to be able to live. That 
is what life means and what life is for.”

This is the beating heart of Rubicon 3
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HUMMINGBIRD

Type:     Clipper 60
Configuration:   Cutter rigged sloop
Built:    1996
Length:   18.3m

STARLING

Type:     Clipper 60
Configuration:   Cutter rigged sloop
Built:    1996
Length:   18.3m

Our first yacht and the beating heart of the fleet. Rugged, bold and with a special 
place in our hearts, Hummingbird was for many years Rubicon 3 and was central to 
turning the dream into a reality.

The adventurer, Starling was reconfigured inside for the round the world expedition 
in 2020. Strong, ultra reliable and set up to conquer the world, she is the purple 
princess with all the mod cons and a big bold paint job to make sure everyone  
knows it.

Beam:   4.3m
Draught:   2.2m
Crew:    9 (excluding skipper and mate)

Beam:   4.3m
Draught:   2.2m
Crew:    9 (excluding skipper and mate)
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ORIOLE

Type:     Bowman 57
Configuration:   Cutter rigged sloop
Built:    1983
Length:   17.4m

A sleek, more luxurious cruising yacht, Oriole has so many adventures to tell, even 
having been used – and caught - as a drug smuggling yacht in years gone by. If there’s 
mischief to be had, Oriole always seems to be nearby.

Fast, determined and solid as a rock, Bluejay has an extraordinary ability to win a 
skipper’s (and crew’s) heart. She is the rockstar of the fleet, eating up the ocean miles 
and always seeming to pass serenely through any dramas.

Beam:   4.3m
Draught:   2.2m
Crew:    6 (excluding skipper and mate)

BLUEJAY

Type:     Clipper 60
Configuration:   Cutter rigged sloop
Built:    1996
Length:   18.3m

Beam:   4.3m
Draught:   2.2m
Crew:    9 (excluding skipper and mate)
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SVALBARD

700nm north of the northern tip of 
Norway lies the Svalbard archipelago. 
A frozen world of glaciers, walrus, 
reindeer and polar bears. This is as 
close to the polar ice cap as a sailing 
yacht can get and one of the most 
awe-inspiring expeditions we run.

THE ATLANTIC OCEAN

A bucket list item for so many people, 
sailing the Atlantic Ocean is three 
weeks unlike any other.  We sail 
westbound in the ARC and eastbound 
via New York City and Newfoundland. 
The Clipper 60s were built for exactly 
this.

FAROE ISLANDS

A volcanic archipelago found between 
Iceland, Norway and Scotland, the 17 
islands of the  Faroes archipelago are 
battered by Atlantic storms, prone to 
sudden impenetrable fog - and one 
of the most beautiful and dramatic 
places to which we sail.

THE CARIBBEAN

Sun-soaked white sand beaches,  
warm turquoise blue water, swimming 
with turtles and exploring rain forests 
and volcanoes. The Caribbean is a 
glorious winter escape with the trade 
winds all but guaranteeing top-class 
sailing every trip.

ARCTIC LOFOTENS

Situated just above the Arctic Circle 
on Norway’s northwest coast, the 
UNESCO world heritage region of 
the Lofoten Islands is breathtakingly 
beautiful and the swallows and 
amazons ground of the north. Perfect 
for beginners and with so much to 
explore ashore.

MOROCCO AND THE CANARIES

Far off the beaten track for most 
cruising yachts, Morocco is one of 
our best loved expeditions. Minimal 
infrastructure means we are as likely 
to be on the King of Morocco’s private 
pontoon as anchored off the fortified 
walls of Jadida.

“ITS ABOUT GETTING THERE - AND GETTING ASHORE”
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OUR LEADERSHIP TEAM (1/2)

BRUCE JACOBS JOHN MANNERS

Bruce, CEO, spent 12 years climbing the corporate 
ladder before a deep need to live a more 
adventurous life meant it was all traded in for a 
life less certain. He spent a year travelling across 
Russia, Kazakhstan, Siberia and the Mongolian 
desert, before heading to sea off the coast of 
Africa and instantly knowing that he had found his 
calling. 

Having unintentionally become a professional 
sailor, he spent the next few years travelling 
the world under sail before spending a year 
in the USA training in marine systems. A spell 
in the rarefied world of super yachts followed 
involvement in the Clipper Round the World Race. 

On returning to the UK, so strong was the impact 
of his adventures on many of his old work 
colleagues, that the concept of Rubicon 3 – to 
help everyday people sail, train and explore – was 
born.

John left the Royal Navy as a Chief Petty Officer, 
Marine Engineer Technician  
having completed an Artificer apprenticeship - 
one of the most respected roles in the fleet and 
only obtained after arguably the most challenging 
engineering apprenticeships in the armed forces. 
 
Over his 24 years of service, John built and fixed 
everything from Mine Hunters to aircraft carriers 
and could be found all over the world from the 
South Atlantic patrols around the Falklands and 
South Georgia, to the Middle East. If it needed 
building, fixing or managing, John was the go-to 
man.

John has now joined Rubicon 3 as its Chief 
Engineer and will oversee the yachts both during 
refit and while they are operational on their 
various expeditions. Whilst ensuring the highest 
levels of operational readiness in the fleet, he 
will also offer high-quality training courses to the 
general public.
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OUR LEADERSHIP TEAM (2/2)

SARAH CONCHIE

Sarah is our Head of Operations. She has 
accountancy training and spent many years 
running her own restaurants and catering 
businesses. She brings a raft of common sense 
and matter of factness to day to day operations. 
With her husband being a professional skipper 
himself, she knows how to ensure that no matter 
where they are in the world, skippers and mates 
toe the line.

With all the excitement that makes up a day of 
operations in expedition sailing, having such a 
grounded and steadying hand is central to what 
makes things run as smoothly as they need to.



THE BOARD

ADVISORS / OBSERVERS TO THE BOARD

Managing Director

BRUCE JACOBS

Non Exec Director
(Travel specialist)

LAURENNE MANSBRIDGE

Commercial Consultant

HENRY DIMBLEBY

Non Exec Director
(Education specialist)

SHIRLEY WILLIAMS

Senior creditor

IAIN BURNETT

Henry co founded Leon 
restaurants and is a specialist 

in high-growth businesses.

Iain was previously managing 
director at Morgan Stanley.
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OUR VALUES

Treat the customers like they’re your family
Everyone joins a holiday or course with the intention of having 
fun,  getting on with everyone else and doing their best. 
Sometimes it doesn’t  go smoothly and that’s when we step in. 
We must be judgement free,  supportive and kind, no matter 
how challenging they may be.

Strive for professional excellence
This is our duty to ourselves. We must continuously study 
and improve  every aspect of our professional skill set. This is 
fundamental to being  happy, successful and fulfilled at work. 
Exceptional professional  knowledge is also critical to leading 
the next generation who may work  under us.

Put 100% into the end result
While we may do it regularly, the customer has one shot at this. 
Maybe  it’s sailing the Atlantic Ocean or attending a navigation 
course. They  have entrusted us with their time, money and life 
experience. They pay  100% of the fee and we are paid 100% of 
our wages. It is absolutely  incumbent on us to give 100%.

Be loyal to the company and your team
We want you to express your views clearly and frankly, but 
when a  decision has been reached, we ask that you support 
it fully, and stop  all criticism. Never hide behind others when 
things for which you are  responsible have gone wrong.

The values of a company are often no more than a few lines 
on a corporate document. With our customers having to 
live and sleep with us, however, possibly nervous and tired, 
how we interact with our customers is at the very heart of 
our brand. Our unrelenting commitment to every single 
customer is what has made the Rubicon 3 brand so strong. 
These are our values.
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At Rubicon 3, we believe that everyone 
should have the opportunity to expand 
their own understanding of themselves 
and to discover their own strengths and 
capabilities. Sailing is such a powerful 
means to achieve this, building the 
five Cs of competence; confidence; 
connection; character and creativity.

Rubicon 3 has now joined forces with 
the inspirational Michaela Community 
School, based in an underprivileged 
area of north London, to help their 
students do just this. The school is 
famous for setting high expectations 
for the children, who might otherwise 

we expected just to get by. It is now 
rated the 5th best school in the country 
with 82% of their sixth form going to a 
Russell Group university.

Rubicon 3 will give the children the 
opportunity to sail at weekends 
and ultimately take part in bespoke 
summer expeditions to countries such 
as Norway and Iceland, matching the 
expedition experiences of the most 
established private schools in the 
country.

In the past we have worked on similar 
projects in Portsmouth. 

CHANGING LIVES - COMMUNITY

The Michaela School Sailing Project
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WHAT THE PRESS SAY ABOUT US WHAT OUR CUSTOMERS SAY ABOUT US

“A real sense of freedom and adventure… we felt high on the 
adrenalin and the intensity of the shared experience”
- The Finacial Times

“What you do is so special – Bravo Rubicon 3”

“So beautiful and removed from normal life that we felt truly 
changed”
- The Times

“You helped me live a dream and I will always be  
so grateful”

“Unique and  thoroughly enjoyable…the sense of  
accomplishment was palpable”
- Cruising World

“My confidence is sky high now”

“Such unpredictability is one thing I love about the trip. You’re nev-
er entirely sure what will happen next”
- The Guardian

“I never in a thousand years thought I would have just done that”

“A truly wonderful holiday”
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OUR PLAN
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ADVENTURE TOURISM: ONE OF THE FASTEST
GROWING SECTORS IN TRAVEL

The Global Adventure Tourism Market was expected 
to grow by 16% per year pre pandemic. 

• Adventure tourists spend on average $3,000 per 
person.

• 37% of adventure travellers have at least a four-
year degree.

• Average individual income for an adventure 
traveller is $46,800 per year.
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GLOBAL ADVENTURE TOURISM  
MARKET

- The Adventure Tourism Market Study (ATMS)



TRAVEL & COVID

The travel industry is estimated to have lost £6 
trillion from the Covid pandemic.

As the crisis passes, however, there is huge pent up 
demand.

“Most indicators point to travel coming back - with a vengeance - as people 
look to reconnect, explore new destinations, or revisit reliable favourites”
- McKinsey
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As adventure travel starts to become 
commoditised, authenticity becomes key.
• Authenticity (hard adventure) commands a significant premium on soft 

adventure.

- The Adventure Tourism Market Study (ATMS)
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COMPETITIVE LANDSCAPE

Clipper Round the World Race
Running since 1996. Focused on racing and very 

macho. High adrenaline. 

www.clipperroundtheworld.com

Also Pelagic.co.uk, aurora-arktika.com

More traditional, mass market holidays that are 
more about recreation and relaxing.

www.kuoni.co.uk

SPECIALIST, PREMIUM

SKIING, SAFARIS & ‘DESTINATIONS’

PURE OFFSHORE SAILING

OVERLAND ADVENTURES

59° North
Pure ocean sailing and little to no exploring ashore. 

Premium prices (x 3 R3)

www.59-north.com

Also Classic-sailing.com, tallships.org

Such as Exodus, Dragoman & Intrepid. Gentle 
exploring and discovery. Minimal challenge.

www.exodus.co.uk

We are accessible to a wider market and as 
much about getting ashore and exploring as 

sailing.

We are authentic adventure with training 
and risk vs packaged holidays.

THE R3 DIFFERENCE

THE R3 DIFFERENCE
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A HIGH GROWTH COMPANY

Starting off with an £80,000 fund, Rubicon 3 has 
grown into a company with close to £1m turnover 
and £1m of assets.

Every year since launch has seen double digit 
growth.

The brand is known, loved and respected around 
the world.

RUBICON 3 TURNOVER
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RUBICON 3’S CORE ACTIVITIES ARE PROVEN 
OVER 8 YEARS AND IN DEMAND

• Rubicon 3 is an established brand, much loved 
around the world.

• It has a loyal and passionate following.

• It has a fleet of four Cat 0 (unlimited range) 
expedition yachts that can take on any expedition.

• We have established routes and exceptional 
knowledge of them.

• Routes have been refined over time to take 12 days, 
allowing them to fit into a two week work break.

• Its expertise is much in demand with regular 
articles in the sailing press and strong demand for 
educational material and own boat tuition.

*Note: Excludes central overhead

KEY NUMBERS - CURRENT OPERATIONS

Load Factor

4

0.85

£1.1M

£0.43M

£0.67M

Yachts

Turnover

Direct Costs

Potential EBITDA*
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41

BUT THERE IS HUGE SCOPE TO EXPAND 
EXPEDITION SAILING (1/2)

Potential Circuits

The Arctic Circuit

Galapagos and South Pacific

Biscay, Morocco, Azores

Patagonia, the Falklands and Cape Horn

Alaska and the North West Passage
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BUT THERE IS HUGE SCOPE TO EXPAND 
EXPEDITION SAILING (2/2)
Destinations & boats
• We already have strong demand for adventures in Alaska, Patagonia, Cape Horn, the 

Falklands, Greenland, the South Pacific and more.

• Each extra boat can deliver £0.36m turnover and £0.29m gross profit per year.

Price increases
• We are the cheapest of all our competitors, with the likes of 59° N charging three 

times as much for the same or shorter routes and are sold out around  2 years in 
advance.

• As we increase demand, increases in price will deliver significant profit increases.

Load factor improvements
• Increasing load factor from 0.85 to 1 increases pre tax profit by £55,000 (18%) per 

boat per year.

• Rubicon 3 remains an almost unknown brand in Europe. International SEO will have 
rapid results.

*Note: Excludes central overhead

These numbers do not assume 
price increases or load factor 
improvements
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KEY NUMBERS - EXPEDITION SAILING

Total Places

10

90

0.85

£3.10M

1.15M

1.95M

Potential Yachts

Load Factor

Turnover

Direct Costs

Potential EBITDA*



THE OPPORTUNITIES FOR GROWTH EXTEND 
BEYOND THE CORE BUSINESS

Rubicon 3 becomes Europe / USA’s pre 
eminent adventure sailing and training 
brand by 2027

The Rubicon 3 Metaverse
The sailing world has barely begun the shift to online 
content and education. There is huge scope for 
developing online training courses, expedition based 
content.

Shore-based training
There is high demand for training in diesel, celestial, 
electrical, navigation and more. All RYA schools are 
limited to one location. We are free to run training 
all around the country.

The Marine Engineers
The UK has around 200,000 yachts and motorboats 
owned by individuals. Through the Marine 
Engineers, we will outsource our expertise to 
provide a much needed ‘Pimlico Plumbers’ style 
service.

Small boats: RYA and ASA training
An established, worldwide market, most RYA schools 
are small, independent and not very well marketed 
operations. There is scope for a well marketed 
operation to take a large percentage of this business 
across the UK and USA / Caribbean.
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Online bespoke courses
There is huge demand (& little to no provision) for 
online sailing expertise, covering topics such as 
heavy weather, navigation, celestial navigation, yacht 
maintenance and more.

Online RYA / ASA training
Affiliated theory training is rapidly moving online 
in the UK, but has barely begun to do so in the ASA 
regions of the USA, Caribbean and China (as there is 
no set course). The opportunity is large.

Expedition content
With yachts and ‘everyday people’ sailing year 
round to extraordinary places such as Spitsbergen, 
Morocco, across the Atlantic and more, we should 
be producing premium multimedia content that can 
then readily be monetised.

Merchandising & affiliate sales
With strong online content and a large audience 
(which will act as a sales funnel into the 
expeditions) there will be numerous opportunities 
to sell advertising, drive affiliate sales and launch 
merchandising.

THE RUBICON 3 METAVERSE

*Note: Excludes central overhead
Figures for Uk from statistica. Interpolated for other countries

†in sailing (UK, USA, Canada, ANZAC, Europe)

KEY NUMBERS - RUBICON 3 METAVERSE

23M
interest will be much higher

20,000

£249 ex VAT

£4.98M

£4.2M by 2027

Total Actively 
Participating†

Potential Annual 
Courses

Average  
Price

Potential 
Turnover

Potential
EBITDA*
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vvv

RYA training
This remains largely a cottage industry, with 1 
man bands running a small boat and a few larger 
operators. Marketing and promotion are very poor. 
The Rubicon 3 brand should make real inroads.

ASA training
Largely the same industry structure as the RYA, but 
even less central organisation and fewer restrictions 
on expansion.

Corporate charter
There remains a vibrant corporate charter market, 
with local companies reporting that they are 
fully booked for up to to a year ahead. Corporate 
charters also act as a lead into adventure sailing 
expeditions.

Market size
All UK. Possibly China?

Market size
USA, Caribbean, China

Market size
UK

ASA AND RYA TRAINING & CORPORATE CHARTER

*Note: Excludes central overhead

KEY NUMBERS - SMALL BOATS
(scope for 6 yachts)

ANNUAL REVENUE PER 40’ YACHT

£60,000

£0.36M

£135,000

£25,000

£25,000

£60,000

£25,000

Potential EBITDA

Potential EBITDA*

Potential Revenue
(per yaucht)

Corporate

Skipped Charter

Bareboat

Sailing School
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RYA courses
There is a wide range of RYA courses that can be 
delivered, covering diesel, radar, first aid, navigation 
and VHF.

Bespoke Rubicon 3 courses
Training in celestial navigation, electrical, outboard 
repair, splicing, passage planning etc.

Added value
These courses, profitable in their own right, are 
superb introductions to Rubicon 3 and fill the 
expedition sales funnel.

Market size
All UK

SHORE BASED COURSES

*Note: Excludes central overhead

KEY NUMBERS - SHORT BASED COURSES

Potential Turnover

30

£89,640

£0.08MPotential EBITDA*

Courses Per Year
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Why its needed
Owners of yachts in the UK have a choice between 
using a local sole operator or a large refit company. 
Image and professionalism are often poor and the 
search for ‘a good engineer’ is a permanent one.

The Pimlico Plumbers of Marine Engineering
With most yachts worth over £100,000, there is 
real scope for the provision of a highly polished, 
professional, well branded and marketed marine 
engineering firm – replicating what Pimlico  
Plumbers did for plumbing. This should have 
branches nationwide.

Fulfilment

We already have John Manners as our Chief 
Engineer. He will recruit other engineers out of the 
navy, providing a highly trained, disciplined group of 
engineers that will transform this market.

Market size
UK

THE MARINE ENGINEERS

*Note: Excludes central overhead

KEY NUMBERS - THE MARINE ENGINEERS

£0.25M

£1.00M

Potential EBITDA*

Potential EBITDA
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The potential profit from these growth  
opportunities would be transformational.

However, the valuation that we are proposing 
for this  funding round is based only on the 
potential profit  streams from the existing four 
boats – an EBITDA of £0.67m* per annum.

With a large online platform and a fleet of 10 yachts, 
the company can realistically produce EBITDA of 
£6.75m per year.

At a 6.5 x multiple this would be a valuation of 
£43.9m. It’s ambitious but with a brand this good 
and a crack team, it’s eminently doable.

RUBICON 3 EBITDA IN 2027

0.10.25

0.36

0.67

1.17

4.2

Current Small YachtsExpeditions Shore BasedOnline Training Engineering

*Note: Excludes central overhead
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In Rubicon 3, we have built a beautiful brand and very appealing 
product. It is powerful and unique, but its potential is untapped.

For the next phase, we need specialised experts working on each 
area to take this powerful start and drive Rubicon 3 to become the 
pre-eminent adventure sailing brand.

The hiring of John Manners with his expertise in marine 
engineering is the start of that transformation. Now we need 
experts in website design and CRO, in SEO, in multimedia and 
online course production. This will have a transformative effect.

Rubicon 3 Metaverse
• Hire a high quality agency to produce all our online teaching 

material and multimedia content.
• Dedicated marketing resource.
• Produce a monthly podcast with stories of expeditions, crew 

and famous adventurers.

Web
• Work with an agency to make significant gains in website CRO 

and SEO – with dramatic improvements to sales figures.

Yacht improvement
• Purchase of new, modern equipment to stop spending money 

on refurbishing old equipment. Big increase in profitability.

Contingency
• Increase our cash at hand to ensure stability and security 

coming out of Covid.

USE OF FUNDS

Metaverse Marketing Development Yacht Refurbishment Contingency

22%

43%

13%

22%
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RISKS RELATING TO THE GROUP’S BUSINESS

Covid
The Travel industry has been badly hit by the Covid 19 Pandemic 
and while this appears to be easing rapidly, it remains a significant 
factor in the market.

Death and injury
Adventure sailing is an inherently risky activity that could result in 
serious injury or death to a client. Safety is the absolute priority 
of the company and we are rightly proud of our record of having 
had no significant injury in 8 years of adventure sailing to remote 
and difficult parts of the world. However, the risk can only be 
mitigated not eliminated and should the worst happen and a client 
is seriously injured or killed, the impact on the adventure sailing 
company’s ability to trade could be significantly affected.

Loss of an expedition sailing vessel
The adventure sailing business is very reliant on yachts such as 
the Clipper 60 and these are few and far between. The yachts are 
fully insured against loss, but realistically should a vessel be lost, 
there would be no possibility of building a new one. While it may be 
possible to buy a replacement, this is by no means certain and the 
time involved would have a very serious impact on trading profits 
for a considerable period of time.

RISKS RELATING TO SHARE OWNERSHIP

Illiquidity of Blueco Limited shares
As an investor in an unlisted company, there is no guarantee that you will be 
able to sell your shares at a future date.

There is no guarantee that dividends will be paid by the company
Any dividend paid on the shares will be determined by the performance 
of Blueco Holdings Ltd. Our intention to pay a dividend of up to 35% once 
debt is repaid, but this should not be construed as a dividend forecast. The 
company’s ability to pay dividends is affected by the profits generated within 
the group. By law, the company can only pay dividends if it has the money 
available for this purpose and is not allowed to pay dividends if the directors 
believe this would cause the Company to be inadequately capitalised or if, for 
any other reason, they conclude it would not be in the best interests of the 
company.

RISKS
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£5,000
• Invite to the annual Rubicon 3 investor party & sailing day
• First access to new routes and discounts on last minute 

departures
• Rubicon 3 crew jacket

£10,000
• As for £5,000 plus …
• £1000 Rubicon 3 gift voucher (50% off a typical trip)

£20,000
• As for £5,000 plus …
• £2000 Rubicon 3 gift voucher (100% off a typical trip)

£40,000+
• As for £20,000 plus …
• Complimentary week of sailing once a year for 5 years 

(worth £4,500)
• Current options include Arctic Norway, Canaries, Scotland 

and Caribbean

INVESTOR REWARDS

* All gift vouchers and sailing places from 2023 onward
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HOW DO I INVEST?

February 04

February 14

March 14

March 21

September 2022

Online Q & A

Final date for return of subscription 
forms indicating how much you want to 
invest

Money due in Rubicon 3 bank account

Shares issued

First Rubicon 3 Investor Party
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Ready to join the adventure?

Bruce.jacobs@rubicon3adventure.com
+44 (0)7456 642164
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