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RBFF
Mission

Our Mission

RBFF’s mission is to implement an informed, consensus-based
national outreach strategy that will increase participation in
recreational angling and boating and thereby increase public
awareness and appreciation of the need to protect, conserve
and restore this nation's aquatic natural resources.
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| Research

Proposal Scoring Criteria: Goals and Objectives

@ Goals and objectives are specific

) Proposal explains the reasons for those
goals and objectives.

@ The goals and objectives are measurable.

@ The goals and objectives are attainable.

@ Program is relevant—goals and objectives
match focus areas of the grant
guidelines/request for proposals.

| @RBFF
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, 10 Facts About America’s
~ Newest Anglers & Boaters

They're changing the face
of fishing & boating.

The largest

They're driving growth
in fishing & boating.

Americans from all walks
of life discovered fishing
& boating as ways to

recreate responsibly 1.

* Fish for relaxation
& family time

» Ase highly social
in-person & online

Millions of projected
new & returning
anglers &
boaters took

up the activities
during the summer

of 2020.

during COVID-19. Here's
what to know about these
new participants:

* A younger, more
urban & more diverse

» Bring their kids mto
the spoet

They like fishing & boating.
* Quality time with
lads & Joved ones

* Peace, relaxation & y
mental health benefits |/
« Builtin social '

distancing

They started participating
due to key motivators.

e af theyr request -
» Nearby, urban Sshing actens ‘
* Adc froe time
- i
eriasemen
. | k

Their fishing & boating They've overcome previous
trips include a variety of barriers to participation. participating.

outdoor activities. « Other pricrities = No experience ‘ ‘
Swimming ' & *Didn'texpectto  *Didn" have the
< : cquipment 8.
Chinoened it
equigznent

7. Tike it
Biking 3
i
Camping ‘\ g ) / atiordable of new anglers of new boaters
Water gports "" v Had no companions plan to keep plan to keep
‘ s FISHING BOATING
; . Haing in the futore in the future
Thev're eager to build their Here are some actions fishing & boating Learn more at
Y g organizations can take to retain and www. TakeMeFishing. org/WhosOnBoard
J’ - REATIL j""”
TING < ISHING

They value three key
benefits of fishing & boating.

They plan to continue

skills & continue enjoying
engage with this dience,
the water. g

of
a (_IJ 10. they had in 2020
* Emphasioe the
% « aghiight socal apact offshing
convemient, jocal & boating.

. 2 Boat aperation SHy i Moy * Recommend cost-edioctivg,




Research

Enhancing the Boat Ownership Experience

2022

Special Report on Fishing |~ Key Takeaways

Though identifying boats for sale during the pandemic was
difficult, boaters were mostly satisfied with the shopping and
purchase experience. However, better product training is
desired.

524M ° 3.7M

Americans went First-time
fishing in 2021 participants
(+4.5% over 2019) .
] e i

8M reactivated anglers

but 14M lost participants
(Churn Rate: -18%)

12.9M | 4.7M
{

Youth (Ages 6-17)
went fishing in 2021
(+14% over 2019)

Hispanic participants
fished in 2021

| N !
19.4M 1.6M

Women went Female of all anglers

e e o participation were
fishing participants S female, the highest

& rooar o were first-timers
(+8% over 2010) / u level on record

FFFFFFFF

BOATING & FAHING oa QUTDOOR <= MORE FiEGE
e St (D) eenersHinGorg  CAUTDOOR 3fas mFORMATION rijey

Bt R e gt na e e b g

Used buyers are nearly as satisfied as New purchasers with

their boat but are far less likely to visit a dealer for
maintenance or service work.

Those who visit a dealer for maintenance or service are
mostly happy with the quality of the work performed but feel
that the cost and turnaround time are unreasonable.

A vast majority of first time and repeat boat owners intend
to remain in boating. However, underutilization and the
cost of ownership are key risk factors for defection.

Qi brain
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Fishing Participation

2010-2021

55,000,000

54,000,000

53,000,000

52,000,000

51,000,000

50,000,000

49,000,000

48,000,000

47,000,000

46,000,000

45,000,000

2010

©RBFF

2011

2012

2013

2014

2015

2016

2017

2018

2019

2020 2021

Special Report on Fishing
2022
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Fishing Participation
Among Key Segments

12.9M Youth 19.4M Eemale 4.7M Hispanics

(ages 6-17)

7 Up 7% over 2019
up 14% over 2019 up 8% over 2010 0
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Fishing Participation

Retention

(Total 2020)

Nearly 55 million
Americans age 6+
went fishing in 2020.

«=>

More than 14 million
Americans dropped

out of fishing in 2021.

| @RBFF

New/
Returning

11.6 million
Americans were new

or returned to fishing
in 2021.

(Total 2021)

52.4 million
Americans went
fishing in 2021.

54,744,053 52,392,587

Churn rate =-17.5%
11,661,427

Total Participants New/Returning Lost 021 Total Participants
2020 Participants 2021 2021

-14,012,893

Special Report on Fishing
2022
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page



Fishing Participation

Retention
O O
([} Male & Female v Age oot
51% of lost participants in The majority of lost participants in
2021 were male: 48% female 2021 (35%) were age 55 or over.
This is up from 25% in 2018.

The majority of lost
participants in 2021 (21%) live
in the South Atlantic.

/4% of lost participants in 2021
were Caucasian.

| @RBFF N Fste

Special Report on Fishin O 10
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TakeMeFishing™
Campaign _|



Target Audience
Active Social Families

Young families (25-34) who enjoy the outdoors with their kids
and social circles

. .
Made up 39% of new anglers/boaters in 2020 50% male / 50% female

o)
Current size Growth potential 0 | 80/ooa re ages 18.to 49
8.8M anglers 22.3M potential new anglers 68% married, 75% have 2 children
6.9M boaters 28.5M potential new boaters

11%
18% Black
59% Hispanic
Kids in HH

page
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Source: Ipsos 2019 Boating and Fishing Segmentation Final Report; Ipsos 2020 ASF & Newcomers Study



Key Segments vs. U.S. Population
Opportunity for Growth

52

51
42
37
32
()
&
=
S 22
o
12
2 H
. Female Hispanic

% of participants vs % of population

| @RBFF

Female

Females account for 37% of all fishing
participants — yet they represent 51%
of the U.S. population.

Hispanic

Hispanics account for 8.9% of all
fishing participants — yet they
represent 18.7% of the U.S.
population.
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Media Overview

Video, Digital & Search

®%’Q§P ﬁfsne‘v \
D

hulu

&

kROKU" ﬂYouTube/

| @RBFF

The

Weather
Channel AccuWeather

] PadSquad

o

Google

/
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Influencers

National Fishing and Boating Week

irietoaurora * Follow

Paid partnership with take_me_fishi... wee
Weezer » Island In The Sun

while, you probably know how | feel
about representation and access to
the outdoors — that EVERYONE
should feel safe enough to show up &
all people should have access. That's
why I'm proud to once again partner
with @take_me_fishing for National
Fishing and Boating Week. Take Me
Fishing's mission is to provide
educational resources and uplift
underrepresented anglers to ensure
that the water is open to everyone.

Fishing is an experience that connects
us to nature and everyone should
have access to the water. There’s no
better time than now to get outside
and cast a line.

Fun fact: Fishing is one of the most

Qv W

1,593 likes

JUNE 10

Log in to like or comment.

b fitfoodiefinds « Follow
\ Paid partnership

@ fitfoodiefinds Kickin® off the season at

" the cabin with sunshine, boat rides,
and a little bluegill fishing :D We're so
thrilled to be partnering with
@take_me_fishing as
#womenmakingwaves this summer —
we'll be heading out on some fun
fishing adventures with our new friend
and fishing buddy, @girlof10000lakes.

I've always considered myself a novice
fisherperson, and while Lin and Em
grew up fishing with their families,
they don't fish much as adults either.
And whether you don't know how to
find the best fishing hot spots or don't
have someone to fish with, we've
found that this sport can feel pretty
dang intimidating — especially for

........ g g A SRS R: L R e R |

PR W

554 likes

JUNE 8

Log in to like or comment.

£ Get colorful baits and rods. We
went to Walmart and let the kids pick
their favorites

84 Find helpful fishing and boating
resources and how to buy a fishing
license on TakeMeFishing.org ahead
of time to build up confidence and
learn about the sport

&8 Have fun. Make memories!!

@take_me_fishing #ad
#womenmakingwaves

e s . owe
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Integrated Partnerships |




Integrated Partnerships
Disney

TAKEMEFISHING org

hulu

154 ;ﬂféﬁrl// Youl
oW BACK A A2D

SCROLLTO 7IND LOCAL MLALES 70 rign

Wartrmncter Commandty Pong
2 Sbhvan B
Wetminater, MD 27157

» » » » »

FISHING
LICENSE
REOUIRED

PRLRMCRTES - W e
T : -

. ”*.T el m
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Matador Network
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Boat Registration
Reactivation Program

REGISTER YOUR BOAT TODAY! 000-000-0000

TAKEMEFISHING org

And get back
on the water!

RENEW ToDAY { l
ENToY cusToM STATE'S
WATEZWAY'S]

THZEE EASY WAYS To ZENEW:

ONLINE MAIL IN Pe@sSoN

Renew here. (URL) Your Return the renewal notice Find and visit your nearest
registration decals will be you received by mail and a registration location.
mailed to you, but you can check or money order for the (Location URL)
print your receipt and use registration fee.

your boat immediately.

Put your boat back in the water
and put more fun in your life.
Getting on the water is safe and easy, with plenty of public access
ramps at waterways near you. The water is waiting—all that's
missing is you and your boat.

Direct Mail

Facebook



2021 R3 Grants
Case Studies

RBFF State R3 Program Grants

IA - Community-based Fishing
Soclal Media Influencers

RECREATICMNAL
BOATING & FISHING
FOUNDATION

F
L

By,

TAKEMEFISHING:org

lawa Dwpartrmeni ol Materal s
Rasowrcen &

Sorss friendly sdwics i you'ss Hinking sbout
poing fishing, Grab 8 rod and & boaras,

Ofeis s Fming ]
Licwrses
Brandy Marquez provided video
content to use in digital
advertisements.

OVERVIEW

The lowa Department of Matural Resources (DNR) created a
community-based fishing campaign to test the effectiveness of social
media influencar content to increase touch points across the end-to-
end customer expenence of 2020 new and reactivated anglers. By
leveraging a soclal influencer discovery tool, lowa DNR researched and
analyzed potential social influencer partners 1o approach. lowa DNR
reached out to potential social media influencers via emall, direct
messages, and post comments. Once an account was a gualified lead,
the conversation transferred to email with Brandt's marketing firm to

RBFF State R3 Program Grants

WDFW Blennium Retention Plan:
A Response to COVID-19 and the New pe

RECREATIONAL
BOATING & FISHING
FOUNDATION

TAKEMEFISHINGorg

Customer Cohort

Dhear Valued Customer

r fishing

At the start of the new license year,

1o learn more about their hshing and
hunting pursuits.

WDFW surveyed new anglers via email

PARTNERS

* Recreational Boating & Fishing
Foundation

SUPPORT

OVERVIEW

The unique circumstances of the 2020 COVID-19 pandemic caused an above
average number of new fishing participants in Washington and across the
country. This is due to the large-scale closure of other forms of recreation and
the ability to socially distance while participating in fishing activities.

In previous years, the number of new anglers in Washington

hovered around 210,000 each year. License year 2020, however, saw
over 254,000 new anglers participate In a fishing opportunity. The sole
purpose of the campaign is to retain this large cohort of new anglers in the
coming years, utilizing them to drive further recruitment and reactivation.

The Washington Department of Fish and Wildlife (WDFW) is nearning the end of
the first year of this two-year retention plan. While objectives may be altered or
expanded after this first year of campaign results are analyzed, the current
goals remain:

* Retain at least 29% of license year 2020 (LY20) new fishing
customers by the end of LY21

* Retain at least 16% of LY20 new fishing customers by the end of
Ly22°

RESULTS

Of 254,201 new anglers in LY2020, 72,408 purchased again in LY2021 which
represents 29% retentlon of new LY2020 anglers, exceeding their goal of
70.000.

“COVID-Era” Customers:
New Angler Retention

finalize scope, payment, and contracting.

Soclal media influencers started creating posts/videos in early May and
continued until the end of July. lowa DNR provided talking points and

“I belleve nothing is more important
than doing everything we can do to
retain the new hunters and anglers
who participated during the Covid-19

PARTNERS

* Brandt Information
Services

* Recreational Boating &
Fishing Foundation (REFF)

SUPPORT

“lowa-based social media
influencer content supports our
Fish Local program by creating
an authentic link to fishing
communities around the state.
We are excited to use the great
collection of high guality photos
and videos across our platforms
and marketing campaigns.”

Tammie Krausman, Director of
Communications

message call to actions, including reminding first time fishing license
buyers of the fun they had in 2020; highlighting comnveniant, local areas
to fish and showcasing how easy it is to incorporate fishing into any
outdoor trip. Before the post(s) went live, lowa DNR reviewed the
content and captions for a positive and encouraging voice, sense of
authenticity, and accurate information.

BENEFITS

REFF funding helped lowa DNR test new, innovative strategies to bring
togather communications channels in a more sustainable manner, and
increase touch points across the end-to-end customer exparnenca,
thereby being able to increase fishing license sales.

lowa DMR has put together plans to use social media influencer created
content and develop an ambassador program, but hasn't yet had the
capacity to roll out a full program. RBFF funding helped them start to
build relationships with lowa-based soclal media influencers.

This campaign has helped lowa DMR cultivate a variety of social media
influencer partnerships and video content including a segmeant on the
local television lifestyle show, Dew Tour skateboard athletes, country
music singers and other fishing enthusiasts.

pandemic, to broaden the support
for conservation.”

Peter Vernie, WDFW Licensing
Division Manager

Goal: 70,000
As of 11/30/2021: 72,498

[ |

Retained angler goal & results

RECREATIOMAL =

BOATING & FISHING TAKEHEFISHING"urg %

FOUNDATION —
.mwmma =

Thin in what Iife is sl shawt. Having & day i
rerember in 58 saty 8 dopping 8 line, Renew
Four fishing liceras ey

TPWD TENAS G

:p':mrﬁhllnm SHOI ROW

Facebook Angler Retention
Creative Sample

PARTNERS

Recreational Boating & Fishing
Foundation (State R3 Grant Award)

Sherry Matthews Group (Adwertising
Agency)

TPWD Inland Fisheries Division
{Funding +Data Analysis)

SUPPORT

“Texas recently launched its R3
strategic plan. A primary objective
Is to retain the surge of new
anglers who tried fishing during
the pandemic. RBFF's state A3
grant helped us further quantify
how varlous marketing efforts
help make this objective a reality.”

Cralg Bonds

Inland Fisheries Director

OVERVIEW

Texas Parks and Wildlife Department (TPWD) implemented a targeted effort to
retain new anglers, with special focus on those who bought a fishing license
(for the first time in five years or more) during the early stages of the
COronavirus pandemic.

The campaign objective was to generate license renewals, thereby retaining
so-called “COVID anglers™ at higher rates than they would otherwise have been
retained without these marketing efforts.

Using targeted email marketing, targeted online advertising on Facebook, and
a combination of both, TPWD generated a positive return on investment.

By comparing results of our treatment groups against those of a control group,
the agency was able to determine lift and revenue that can be directly
attributed to this campaign.

RESULTS

Total Revenus, All Treatment Groups: $383,810

Total Attributable Revenue®, All Treatment Groups: $74,827

Twao treatment groups (email + digital advertising. and email-only) out-
performed the control group by significant margins.

As measured by lift® *_ the email + digital advertising treatment group
performed the best, with a 5.12% lift and $41,081 in attributable revenue.

This group was followed closely by the email-only treatment group. which had a
5.07% lift and §16,515 in attributable revenue

The digital-advertising-only treatment group also generated a positive lift, albeit
at a smaller percentage (.54%), as well as $17.230 in additional attributable
FEVEMNLE.

*Attributable revenue = (Iift percentage / treatment group percentage) times
total revenue.

*=| ift = parcent license purchases in treatment minus percent license
purchases in control.




George H.W. Bush Vamos A Pescar™
Education Fund Grants

(V) 15 grantee programs in 6 states
CA (6), FL (4), OK (2), RI, TX & VA

@ Funding totals $185,000

including state 1:1 match

| @RBFF 023,



First Catch Centers

Urban Fishing AL, CT, DC, GA, KS, MA, NE,

NM, NY, OK, PA (2), TN, VA, WA
& WI

T s Under Construction: AL (#2), AZ,
CA (2), IL, NC, SC & WI (#2)

e AL

atch Center

In Partnership With

of Wildlife Resources

= et | Coming soon — USFWS Region 5 (3)

WEEVTDN e BV

| @RBFF



Regional R3 Partnerships

.5y

WEBSITE GUIDELINES
& BEST PRACTICES

) NEAFWA completed ol et o
The below recommendations will help your website comnmunicate quickly, clearly and competitivelyin a digital
realm where you can't afford to lag behind or bog the user down.

) WAFWA & SEAFWA in

discussions for this year

HUNTER & ANGLER
RETENTION STRATEGIES

UPDATED 2021

©RBFF



GETONTHEWATER, BV M1

FISHING LICENSE
SOCIAL

DISTANCE

TROUT SEASON OPEN

£ Tennessee Wildlife Resources .

Sponsored -

Good fishing is close by. What are you waiting
for? Get your license, grab your gear and go
outside!

ESCAPE TO NATURE " TACKLE |
 BOREDOM.

Great outdoors = Best memories

GOOUTDOORSTENNESSEE.COM
OFFICIAL TWRA LICENSE

Renew your fishing licenses now.
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HOW TO LAND A FISH: STEPS

[ ]
VI d eos & CO nte nt Now that you've learned the fundamentals of how to fish (e.g., how to cast, how to reel

1n a fishing line, how to hook a fish when it bites, etc.), it is time for the last step in

)

learning how to catch fish. After all, what good is it to master all the previous steps if
you cannot land the fish you've hooked? Follow the steps below to maximize your

chances for successful landings.

As your fish gets closer to the boat, drop your entire rod and reel to your

waist.
f fieh ¢ S 1Inaer h k . e TO " TOC 1 i 1} AT ; r. > fo oW 11
10 HOLIDAY GIET IDEAS 6 FUN CHEAP FAMILY FALL CAMPING If the fish goes under the boat, get your rod tip in the water and follow it.
FOR OUTDOOR ACTIVITIES CHECKLIST: WHAT TO .
ENTHUSIASTS PACK FOR AUTUMN
BY JEFF BOGLE 11/10/2021 CAMPING ) . A '
If you can see the fish, you'll know when it's tired. It'll roll over on its side to
+ $51 BY JEFF BOGLE 3 s > - A R ' a + - N T "11 e
o i 5 let you know it’s ready to be landed. And if you can't see the fish, you'll be
able to feel it.

READ MORE
READ MORE

For smaller fish, such as crappie simply lift them by hand or by a fishing net

J

from the water quickly then cradle the fish around the belly to remove the

hook.

5 REASONS WHY FISHING 5 OUTDOOR ACTIVITIES 4 OUTDOOR FALL LEAF
IS GOOD FOR YOUR FOR MENTAL HEALTH DAY ACTIVITIES FOR KIDS
HEALTH 2021

BY JEFF BOGLE 03/29/2021
8Y DEBBIE HANSON 10/43/2021% Fal

Fall colors undeniably beautiful and

this is what you're going 1o neaec

READ MORE e e e T R A R PR T T

READ MORE READ MORE

P < o017/112 page
%I“DI‘I‘ vz




Webinars

Top Ten Tips for Working with Influencers

1. Know what type of creator you 6. Build relationships before
heed. deals.
2. Be clear with your goals. 7. Understand their personal
3. Understand your budget and orand.
pricing. 8. Write a clear brief.
4. Look in your own backyard. 9. Get a contract sighed.
5. Don’t be afraid to be a copycat. 10. Measure success.

| @RBFF







Recreational Boatin...
6,548 Tweets

Tweets Tweets & replies Media Likes

NewsWaves & Social

Recreational Boating & Fishing Foundation ves .
e ® O 1 QO 3 A

June 1, 2022

"Water for Black folk holds a tangled history for us—it represents so much pain and
the migratory stories of our ancestors. Water is transportation. It is healing, a
reprieve. It is salvation and a chance to look beyond ourselves. For us, wt ...see more

Recreational Boating & Fishing F... - 5d
“... organizations such as @discoverboating
& RBFF were working to attract people to

Fishing Participation

Exceeds 50 Million for boating long before the pandemic hit. That

Second Time in 14 Years made a turn to boating that much easier for
o those looking for an outlet during the

Preliminary data from the 2022 Special Report d "

on Fishing reveals a slight decline in 2021, RARALINe.

posting _gains over pre-pandemic levels and

Supponis) a O:year pward fend. More from @MarinaDockAge

READ FULL RELEASE

Celebrate National Fishing & Boating Week! Join RBFF in promoting the 20th anniversary of
National Fishing & Boating Week from June 4 to June 12. Check out our guide with key
messages, resource links, photos and a celebratory icon your agency can use. Be sure to use
#NFBW2022 when posting on social media. JOIN US >

Take Me Fishing to Host Female Writers in WA. A select and diverse group of female writers )
will have a fishing a boating experience happening June 7 — 10 in Seatile, Washington. LEARN marinad ockage.com

MORE > Recreation Industries Work Side by Side
to Retain Customers | Marina Dock Age

y 4 , 7y s Upcoming Webinar: @) n Q 3 A

QO D:ve Chanda and 39 others 2 comments - 2 shares Working With SOCiaI Media
Influencers o Recreational Boating & Fishing

) Like & Comment (> Share <« send Foundation Retweeted

On Wednesday, June 29, the lowa Dept. of ; Anglinglnternational @AnglingInt... - 6
Natural Resources and the Vermont Fish & Sl S
Widllife Dept. will join RBFF to discuss tips on o
how to get started and lessons leamed from @ Q @ Q 8

©RBFF




K YOU
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Joanne Martonik — ",
Senior State Marketing Manager
jmartonik@rbff.org

———
— ¥
%

- Resource Center- https://www.takemefishing.org/corporate/resource:
£ -

— - , g ! - > e
— _‘4




