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Our new Strategic Plan, which maps out our next three years.
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OBJECTIVES 
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There are three main objectives… Consumer, State and Industry Engagement

Consumer - Increase participation in recreational boating and fishing and increase awareness of natural resource conservation among core audiences, growth segments, underserved communities and youth.

Industry - Engage media outlets and endemic and non-endemic industry stakeholders to support RBFF programs through publications, promotions, partnerships and leveraging of RBFF assets.



STATE ENGAGEMENT 

Collaborate with state agencies to 

increase retention and win back 

of lapsed anglers and boaters. 
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State Engagement – Collaborate with state agencies to increase retention and win back of lapsed anglers and boaters.

*Key focus area for the Board




STRATEGIES 
Expand current lapsed angler and boater program 

Develop retention program 
 
Enhance marketing and communications capacity 
of state agencies 
 
Advise and assist states in improving the license 
and registration process 
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*Key focus areas for us.

2.1 Expand current lapsed angler and boater program

2.2 Develop retention program based on marketing programs implemented at state level

2.3 Enhance marketing and communications capacities of state agencies

2.4 Advise and assist states in improving license and boat registration processes




BOAT 
REGISTRATION 
MARKETING 
PROGRAM 
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Last year’s boating program:
32,000 Boats Registered in 15 States
$1.16 Million in Total Revenue




STATE PARTNERSHIPS 

• 19 partners 
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We’re currently evaluating the 2nd national year of our State Boat Registration Marketing Program with 19 states.  




FISHING LICENSE 
MARKETING 
PROGRAM  
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Last year’s fishing program:
242,912 Fishing Licenses Sold
$4.98 Million in Total Revenue




STATE PARTNERSHIPS 
• 40 partners  
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We’re in the evaluation phase of the 6th year of our State Fishing License Marketing Program with 40 partners.  




BLACK & WHITE POSTCARD 
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Tested b&w postcard

Also added an email pilot test in a few states, as a second touch point (ME, and AL, FL, IN, TX)

Programs launched April 1




ONLINE FISHING 
LICENSE 
ASSESSMENT 
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2012 - new initiative aimed at improving the customer experience

Why? 
RBFF can drive interest and participation 
Want to ensure angler is having a positive experience

Focusing on license buying experience first

Research shows the online transaction should be primary focus…







 

U.S. ONLINE SHOPPERS 

178 million 

189 million 

Statista 

2011 2013 
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Recent research shows us the number of online shoppers in the United States alone jumped from 178.5 million people to 184.3 million people between 2011 and 2012, and it is projected to increase again to 189.6 million in 2013.

>62% of ‘online shoppers’ in 2013 will be accessing via mobile device (189 MM online shoppers; 118 MM mobile shoppers).




of recreational anglers purchased a 
fishing license online in 2012. 

Southwick Associates 

Presenter
Presentation Notes
And approximately 8 million people (29 percent of recreational anglers) reported that they purchased a fishing license online in 2012—a 13 percent jump from 2009.

These statistics support our new customer experience initiative regarding online fishing license purchases. 





 
OBJECTIVES: 

• Assess online purchase process 

• Provide recommendations & best practices 
 

METHODOLOGY: 

• Visit every state agency homepage  

• Purchase one-day non-resident license 

• Record the customer experience 
 
 

ONLINE FISHING LICENSE 
ASSESSMENT 
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Objectives of our assessment:

Assess state fishing license online purchase process – get a “state of the current environment”
Use the findings to provide states with best practices information to help build on or improve their current process.

Methodology:

Visit every state agency homepage
Purchase a one-day non-resident fishing license
Record the customer experience at each stage



 
PHASES: 

• Pre-purchase phase 

• Purchase phase 

• Post-purchase phase 

• Customer support throughout 
 
 
 

ONLINE FISHING LICENSE 
ASSESSMENT 
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We divided the assessment into three phases: pre-purchase, purchase and post-purchase, as well as the customer support throughout



NE PRE-PURCHASE PHASE EX 
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Pre-Purchase Phase – Nebraska example

Nebraska provides good example of opening license page, succeeds in achieving a balance between informing the customer while maintaining the visual appearance of the page. 



 

MAJOR FINDINGS 

1 of 50 offer Spanish translation 
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The major findings include:

Only 1 state offers Spanish translation – the nation’s fastest-growing population segment (VA)



MAJOR FINDINGS 

5 of 50 mobile-friendly websites 

2 of 50 offer mobile license buying 
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5 out of 50 States offer mobile friendly websites (at the time of the assessment – August 2012)

Of those 5, 2 allow mobile license-buying (MI, RI)

TMF.org is mobile… and driving referrals to state pages that aren’t necessarily mobile



IA PURCHASE PHASE EX 
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Purchase Phase – Iowa example



SD PURCHASE PHASE EX 
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Purchase Phase – South Dakota example



MAJOR FINDINGS 

47 of 50 collect email  
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47 states collect email; a little over ½ make email collection mandatory 

Can the 22 states that collect e-mail as optional make the switch to mandatory?  

And there are three that do not collect email at all… Why? It seems you need an email address for EVERYTHING these days.

As we try to grow electronic communications – email collection is very important.





 

MAJOR FINDINGS 

3 of 50 offer family license 
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Only 3 out of 50 states offer a family license – a key group for growing participation (WI, MN, SD)



MD POST-PURCHASE PHASE EX 
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Post-Purchase Phase – Maryland example



 

MAJOR FINDINGS 

32 of 50 offer no post 

communication, thank you message 
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32 of 50 states offer no post communication, thank you

15 states relay a thank-you message immediately upon purchase of a license (iframe).  However in most cases, the thank-you is for using the service, NOT for the purchase/support of states’ natural resources.

Think about if you purchased something that you didn’t “have to” purchase and did not receive some sort of gratitude.  Would you or would you not want to go back?

This was a focus at our State Marketing Workshop




 

MAJOR FINDINGS 

11 of 50 offer option to 

sign up for subscriptions or news 
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Only 11 states offered option to sign up for subscriptions or news.




WV CUSTOMER SUPPORT EX 
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Customer Support – West Virginia example



KY OVERALL CASE STUDY 
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Kentucky’s Department of Fish and Wildlife Resources is identified as a case study for the purchase process as a whole.  
The pre-purchase phase is very streamlined requiring only one click to initiate the purchase process.  
The amount of information, particularly demographic, is limited to that which is necessary. 
Anglers are able to obtain their license instantaneously via a print format and are charged no additional fee for the online convenience.  
Kentucky closes the purchase process through a confirmation page and sends a confirmation email to those anglers who provide their email address.  
And, throughout the process anglers have access to customer support links.  




RECOMMENDATIONS 
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In a word cloud of the report’s recommendations, you’ll see several words pop out… Email, family, mobile, thank you and Spanish

We’ll go into a bit more detail on these now…




 

1. GO MOBILE 

48% of users say they feel 
frustrated and annoyed when site is 
not mobile-friendly 
 
 

SnapHop 

        

 Only 5 states offered mobile-friendly websites. 
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Recommendation #1 - Go Mobile.  M-commerce is the wave of the future, something most expect and demand. 

Yet, only 5 states offered mobile-friendly websites.
2 of 50 offer mobile license buying

When NOT mobile, customers get frustrated, angry and annoyed, with just over half of people reporting that a bad mobile experience makes them less likely to engage with a company. 

Important to build out mobile-friendly web-based platforms and apps for agency homepages, fishing license purchase pages and other top-visited webpages, to capitalize on the m-commerce market, projected to reach $630 billion by 2014. 

Imperative to stay abreast of the latest mobile technologies to streamline and improve the purchase process. 



 

2. REQUIRE EMAIL ADDRESS 
WHY? 
 

• Efficient and inexpensive 
 

WHEN? 
 

• Immediately after purchase and regular basis  
 

WHAT? 
 

• News updates, events and promotions, tips, 
survey 

 
        

      Only 25 states required email address. 
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Recommendation #2 - Require Every Customer to Provide an Email Address.  

47 states collect email; a little over ½ make email collection mandatory 
Only 25 states required email address to purchase license.

But yet a total of 9 data points are captured of which 36 and 34 states respectively mandate weight and height and eye/hair color.

Can the 22 states that collect e-mail as optional make the switch to mandatory?  
Crucial that states collect email addresses on a mandatory basis—creating opportunities to engage with their customers. 
Why? Efficient, inexpensive way to connect, communicate and nurture relationships with customer. 
When? Agencies should use email to frequently reach out to customers with news updates, info about upcoming events or promotions, tips and survey for feedback, etc. 
The more customized these communications, the more consumer appeal they will have, and the more effective they will be. 



 

3. SAY “THANK YOU” 

        

  32 states did not offer a ‘thank you’ message. 
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Recommendation #3 - Say “Thank You.”  When it comes to personalized communication, a great place to start is a simple but visually prominent “thank you” to consumers. 

32 states  did not offer a post communication, ‘thank you’ message.

15 states relay a thank-you message immediately upon purchase of a license (iframe).  However in most cases, the thank-you is for using the service, NOT for the purchase/support of states’ natural resources.
This was a focus at our State Workshop.
Expressing appreciation provides a reassuring signal to the customer that the transaction has been successfully completed and also creates a positive closing impression of the process, the agency and the sport. 
Generates goodwill with consumers and encourages continued relationships and participation in the sport. 
Offers a prime opportunity to provide customer service contact information in the case of any problems. 
A great place to elicit customer feedback about the online purchase process. 



 

4. FOLLOW UP & EDUCATE 

• State rules and regulations 

• Fishing info 

• Local waterways info 
 

 
        

 11 states offered option for subscriptions. 
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Recommendation #4 - Follow Up and Educate at Every E-Opportunity.  The final purchase screen, a thank you email and any other sort of electronic follow-up communication gives agencies an opportunity to link to relevant content like rules and regulations, fishing and local waterways info. 

Only 11 states offered option to sign up for subscriptions or news.

Goal is to educate customers and encourage them to familiarize themselves with the terms of their license and with the sport in general.
Promote responsible, respectful, safe fishing and the conservation of natural resources. 
Share information about ongoing state management efforts that are supported by license funds, giving customers a greater sense of pride and stewardship of the fisheries they utilize. 




 

5. FOCUS ON FAMILIES 

6% of states offer the opportunity for family 
members to fish together on one license 
 

46% of outdoor families are lapsed 
anglers or interested in trying the sport (of 
fishing) RBFF Market Segmentation 

        

  Only 3 states offered a family fishing license. 
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Recommendation #5 - Focus on Families.  Research has shown that adults with children in their households participate in fishing at higher levels than those without children.

Only 3 states offered a family fishing license. 
– a key group for growing participation

Allowing spouses, children, grandparents and other relatives to fish together on one license would simplify the purchase process for families—a key segment for growth. 
46% of outdoor families are either lapsed anglers or interested in trying the sport - and marketing an easy, convenient family license alternative may help engage or re-engage them in fishing. 
Promoting family licenses will encourage more women and children 6 to 12—who showed the highest fishing participation increases in 2011—to take up the male-dominated sport. 
Specific terms should be flexible.



 

6. OFFER SPANISH 

        

    Only 1 state offered information in Spanish. 
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Recommendation #6 - Offer Spanish-Language Translation. Providing resources in Spanish would help attract 52 million-plus Hispanic Americans—nation’s fastest-growing population segment. 

Only 1 state offers Spanish translation

Although the fastest-growing population segment, USFWS shows increase of only 99,000 in the last five years.
Big adopters of technology—28% more likely to own a smartphone than non-Hispanics and also more likely to use them to log on to the Internet.
Majority unacculturated or partially unacculturated, indicating they prefer to use Spanish with family and for media consumption. 
42% are more loyal to companies that show appreciation for the culture by advertising in Spanish. 




 

RESOURCES & NEXT STEPS 

• White Paper & National Report 

• State Results for Each State 

• Collaborate with AFWA 

• Incorporate Best Practices  

 

Presenter
Presentation Notes
The outcome… resources for our state and other stakeholder partners. 

White Paper – available online, (TMF.org/corporate, in research tab), summarizes full report, includes background, key findings & recommendations
National Report – detailed findings
State Reports – shared with each state individually, state-specific findings and recommendations

Work with AFWA to ID areas for change and outline next steps
Incorporate customer experience Best Practices information in RBFF stakeholder outreach… newsletter content, webinars, etc.

*We want to recognize states as they progress and hope to have examples of success to share with you in September





WEBINARS 
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WEBINARS 

• Quarterly webinars 
• Topics of interest include: 
o Email marketing 
o Mobile marketing 
o Social media 
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We will be planning quarterly webinars this fiscal year, with the key topics driven by our survey to our State Marketing Workshop participants and our State Agency Feedback Survey.

Just hosted webinar on Email Marketing a little over a week ago.

Upcoming topics of interest include:
Mobile marketing
Social media

We will be following up on communications as the webinars are confirmed.



TakeMeFishing.org/corporate 

Thank You  
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In closing…

This assessment is the first step in our process to assist states as we head into our new strategic plan.

States and state partnerships will remain a priority for RBFF.

We will continue to collaborate, and create programs that benefit the states, and the customers they serve.

Ultimately increasing participation, and funding for conservation.

Thank You
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