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RBFF 
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.



2022 Fishing 
Participation Numbers



Fishing Participation 
Up in 2022
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Participation Strong
Among Key Segments

4.5M African American

Up 8.2%

5.1M Hispanics

Highest on record

12.7M Youth

Up 2.7%

Source: RBFF & The Outdoor Foundation, 2022 Americans age 6+

19.8M Female

Up 2.1%



New & Reactivated 
Participants Up

More Anglers Returning

10 million anglers returned to the 
sport in 2022 after lapsing out

Newcomers Increasing

4.14 million went fishing for the first 
time in 2022
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Source: RBFF & The Outdoor Foundation, 2022 Americans age 6+



Attrition Down YOY 
but Still an Issue
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Research



20% More likely to choose 

the brand.

35%
More likely to improve how 

consumers feel about the 

brand in the long term.
An Ipsos study shows that portraying 

women in positive leading roles can 

boost brand relationship and choice

intent for all demographics – 

Women AND Men.

Ipsos, Women in Advertising, 2021



Women are the gateway to the greatest 
growth in fishing and boating participation

of households say 
mom does most of 
the activity 
planning

54%
of all consumer 
spending decisions are 
driven by women

70–80%
of sons participated in 
fishing with their 
mothers, compared to 
71% who participated 
with their fathers

85%
of daughters 
participated in fishing 
with their mothers, 
compared to 45% who 
participated with their 
fathers

63%

Pew Research Center, Nielson
Outdoor Industry Association, Outdoor Participation Report, 2016. Highlights of Angler R3 Literature, AREA 
& RBFF Report, 2016.
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In May 2022, RBFF partnered with 

Ipsos to conduct a study to 

understand the benefits, behaviors 

and barriers female anglers 

experience. 



Women find the most confident, 
patient, and resilient versions of 
themselves on the water

1 in 5 active 

anglers say fishing 

makes them feel 

like they can do 

anything they set 

their mind to.

Active female 

anglers are 25% 

more likely to say 

their health is very 

good compared to 

non-anglers.

Ipsos Female Anglers Research, 2022
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Active female 
anglers are 27% more 
likely to be satisfied 
with their lives than 

non-anglers.

Active anglers are
24% more likely than

non-anglers to say 
that setbacks don’t 
discourage them.

.



Find Your Best Self on the Water 
Marketing Campaign



strength
inspiration
courage
your best self on the water.
resilience
confidence
patience

Find



Campaign 
Ecosystem

Find Your 
Best Self on 
the Water

Fearless 
Fishing Line

Campaign Extension

National TV, 
CTV

National 
Print

Integrated 
Media 

Partnerships

High-Impact 
Digital

Social 
Media

Influencers 
& Events

Paid Search



Find Your Best Self on 
the Water Video
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Forbes
Integrated Partnerships

page
18



Vanity Fair
Integrated Partnerships
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HYPEBAE
Integrated Partnerships
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YouTube Shorts 
& Hulu
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Influencers
Social Media Partnerships

We are partnering with 20+ influencers to 
share the benefits of fishing and boating with 
their online communities on Instagram, 
Tiktok and YouTube.

We are participating in TikTok Creative Exchange 
Program
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Blog & Social 
Content



Amplifying the Campaign



If we get women to participate 
at the same level as men, we’ll 
grow the sport overall by 26%
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Your help in spreading this campaign will 
inspire every woman in the nation:

To try 
something 

new

To challenge 
herself

To discover 
the self she 

can become 
on the water



Amplifying the Campaign
Video
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60 Second Video Link

30 Second Video Link

https://www.youtube.com/watch?v=7V9S0Nkkn_k
https://www.youtube.com/watch?v=RY1EOlI8hjs


Amplifying the Campaign
Infographics
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Amplifying the Campaign
Print Ads
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Find Your Best Self
Campaign Page

Email jmartonik@rbff.org to download the resources. 

mailto:jmartonik@rbff.org


State Partnerships & Resources



State R3 
Program Grants

10 programs in 2023
In 9 states: FL, IA, KS, MD, NV, PA, 
TN, TX (2), UT

$207,000 in grants
Over $439K in total funding support
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George H.W. Bush Vamos A Pescar™ 
Education Fund Grants

16 grant programs in 2023
In 8 states: CA (5), CO, FL (5), OK, RI, SD, 
TX, VA

Over $109,500 in grants
Approximately $221K in total funding
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Boat Registration
Reactivation Program
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Sample Email Sample Facebook AdSample Letter



Mobile First Catch
Centers
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Regional R3 Partnerships
Photo Shoots

NEAFWA completed

WAFWA in progress

MAFWA & SEAFWA 
wrapping up



Regional R3 Partnerships
MAFWA Photo Shoots



Regional R3 Partnerships
SEAFWA Photo Shoots



Resources
RBFF Photo Library
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marketing@takemefishing.org 



Resources
Webinars
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Find webinars in our Resource Center. 

https://www.takemefishing.org/corporate/resource-center/webinars-workshops/rbff-webinars/


Resources
Videos
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Take Me Fishing You Tube Channel 

https://www.youtube.com/channel/UCd1jEmFYFXuklsSBrI-7_lQ


Resources
Steps to Create a Digital Marketing Campaign
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Resources
Guest Blogs
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2023 State Marketing Workshop
Houston, TX
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Crowne Plaza Atlanta Perimeter at Ravinia
Atlanta, Georgia

February 26 - 28, 2024



Questions?

LinkedIn:
Recreational Boating & Fishing Foundation

Twitter: @RecBoatFish

Joanne Martonik
Senior State Marketing Manager
jmartonik@rbff.org 
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