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Fishing License Sales 



RBFF PROGRAMS THAT DRIVE 
LICENSE SALES 



NATIONAL ADVERTISING 
CAMPAIGN 



Take Me Fishing™ Campaign 
PRINT ADS 

SOCIAL MEDIA 

DIGITAL ADS 



Market Segmentation Research 



 

Core Segment – 
•Outdoor Enthusiasts 
 

Growth Segment –  
•Family Outdoors 

New Areas of Focus 



Target Audiences 

Family Outdoors 

Outdoor Enthusiast 

Lapsed/Occasional 



New Creative 



TMF.org Website and Map 



TakeMeFishing.org 

*Includes mobile site visits 



TakeMeFishing.org 
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Places to Boat & Fish Map 



Mobile Tools 

Mobile Site & Boat Ramp App 
Mobile Site* 
616,955 unique visitors 
838,126 total visits 
 
Boat Ramp App 
More than 73K downloads 
More than 1.2MM queries  
(since roll-out in July 2010) 
 

FY 2012, As of 03/31/12 



Annual Referrals To State 
Fishing License Pages 
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*Includes mobile site referrals 



Annual Referrals To State  
Boat Registration Pages 

*Includes mobile site referrals 



FISHING LICENSE MARKETING 
PROGRAM 



Fishing License Marketing Program 

1 MILLION FISHING LICENSES SOLD! 



Pre-Workshop Survey Results 

• Biggest challenge in implementing the program: 
– Time (16.2%) 
– Staff (13.5%) 
– Budget (13.5%) 
– Combination of two or more 
– Internal approval process; new administration 

• How can RBFF help overcome challenges: 
– #1 answer = provide more funding 
 

 



Fishing License Marketing Program 

• RBFF 100% funded direct mail program 
• RBFF manages production, printing and mailing 

o April 2 launch date; 2.59 million pieces nationally 
• New print/mail vendor offers greater in-house and 

technical capabilities  
o Leverage non-profit postage rate   

• States customize program direct mail pieces 
• States receive 100% of the revenue from the program 

 
 
 



2012 Fishing License Marketing Program 



2012 State Partners 
 STATE FISHING LICENSE MARKETING PROGRAM 



Next Steps & Recommendations 
• Conducting evaluations this summer 
• Collect e-mail addresses at POS or via other 

methods 
• Contact anglers with a valid email address in your 

state 
• Employ angler engagement 
    strategies 
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