
Research and Resources to 
Recruit, Retain and Reactivate 

Anglers and Boaters

ASSOCIATION FOR CONSERVATION INFORMATION
July 25, 2022



01 – Research

02 – TakeMeFishing™ Campaign 

03 – Partnering with States
Agenda

04 – Additional Resources 



RBFF
Mission

page
03

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.



Research
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Research

Goals and objectives are specific 

Proposal explains the reasons for those 
goals and objectives.

The goals and objectives are measurable.

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

The goals and objectives are attainable.

Proposal Scoring Criteria: Goals and Objectives
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Research

Enhancing the Boat Ownership Experience



Fishing Participation
2010-2021
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Fishing Participation 
Among Key Segments
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2022

4.7M Hispanics

Up 7% over 2019

12.9M Youth

(ages 6-17) 
up 14% over 2019

19.4M Female

up 8% over 2010



Fishing Participation 
Retention 
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54,744,053

11,661,427

-14,012,893

52,392,587

Total Participants
2020

New/Returning
Participants 2021

Lost Participants 2021 Total Participants
2021

Total 2020

Nearly 55 million 
Americans age 6+ 

went fishing in 2020.

New/
Returning

11.6 million 
Americans were new 
or returned to fishing 

in 2021.

Lost

More than 14 million 
Americans dropped 

out of fishing in 2021.

Total 2021

52.4 million 
Americans went 
fishing in 2021.

Churn rate = -17.5%

Special Report on Fishing
2022
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Fishing Participation 
Retention 

Special Report on Fishing
2022

South Atlantic

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

Male & Female

51% of lost participants in 
2021 were male; 48% female

Age 55+

The majority of lost participants in 
2021 (35%) were age 55 or over. 
This is up from 25% in 2018.

Caucasian

74% of lost participants in 2021 
were Caucasian.



TakeMeFishing™
Campaign



Target Audience
Active Social Families
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Young families (25–34) who enjoy the outdoors with their kids 
and social circles

Made up 39% of new anglers/boaters in 2020

Current size 
8.8M anglers
6.9M boaters

Growth potential
22.3M potential new anglers
28.5M potential new boaters

59% 
Kids in HH

18%
Hispanic

11%
Black

41% 
Women

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

50% male / 50% female
80% are ages 18 to 49

68% married, 75% have 2 children
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Key Segments vs. U.S. Population
Opportunity for Growth
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Females account for 37% of all fishing 
participants – yet they represent 51% 
of the U.S. population.

Female

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
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Influencers
National Fishing and Boating Week
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Integrated Partnerships
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Integrated Partnerships 
Disney



Integrated Partnerships 
Matador Network
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Integrated Partnerships 
Matador Network
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Partnering with States



Boat Registration 
Reactivation Program

Direct Mail

Facebook

Email



2021 R3 Grants
Case Studies

page
022



George H.W. Bush Vamos A Pescar™
Education Fund Grants
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15 grantee programs in 6 states
CA (6), FL (4), OK (2), RI, TX & VA

Funding totals $185,000
including state 1:1 match



First Catch Centers
Urban Fishing AL, CT, DC, GA, KS, MA, NE, 

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

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

Coming soon – USFWS Region 5 (3)



Regional R3 Partnerships
Photo Shoots

NEAFWA completed

WAFWA & SEAFWA in 
discussions for this year

MAFWA in progress



10 Steps to Create a Digital Marketing Plan 
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Additional Resources



TMF.org
Videos & Content
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You can embed any of our videos 
to your pages to improve your SERP. 

We are also open to partnering 
together making videos!
Email: jlario@rbff.org
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Webinars 
Top Ten Tips for Working with Influencers

1. Know what type of creator you 
need.

2. Be clear with your goals.

3. Understand your budget and 
pricing. 

4. Look in your own backyard.

5. Don’t be afraid to be a copycat.

6. Build relationships before 
deals.

7. Understand their personal 
brand. 

8. Write a clear brief. 

9. Get a contract signed. 

10. Measure success. 



Photo Library
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Aconsectetuer adipiscing elit. Maecenas porttitor congue 
massa. Fusce posuere, magna sed pulvinar ultricies, purus 
lectus malesuada libero, sit amet commodo magna eros 
quis urna. Nunc viverra imperdiet enim. 

let’s connect!

Email marketing@takemefishing.org for access. 



Stay Up to Date
NewsWaves & Social
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Aconsectetuer adipiscing elit. Maecenas porttitor congue 
massa. Fusce posuere, magna sed pulvinar ultricies, purus 
lectus malesuada libero, sit amet commodo magna eros 
quis urna. Nunc viverra imperdiet enim. 

let’s connect!



Thank You
Joanne Martonik

Senior State Marketing Manager
jmartonik@rbff.org 

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


