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Challenge: Changing Population

* Fishing participation is up 8.2% over the

last five years, and is enjoying its highest Without a significant
participation numbers since 1991. commitment to R3, state
fish and wildlife agencies
* BUT... Many angling participants are can expect a serious
approaching 50 years of age. And during decline in angler
the next 25 years, these anglers will begin participation.

to age out of the sport.
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State R3 Planning Partnerships
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Angler Churn Rates ~ 40%

Solution:

Retention &
Reactivation




Continuing Education for R3 Practitioners

NCTC Program
June 11-14

R3 Planning
Marketing
Program Evaluation
Partnership Building




RBFF Targeting New Audiences

Awareness m Decide




Target Audience

Multicultural Family Outdoors

Hispanics

Grandparents

Total audience is over 60 million

GfK MRI 2016.



FY19 Media Overview

e Television =

* Digital @ AccuWeather
 Paid Search

* Print
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PR & Social Media

Carlos Correa

Alexa PenaVega



Telepathy PSA scored in the top 1% of all PSAs tracked by Nielsen Media

Research in 2017 & had a record-breaking year with a grand total of
$18,454,341 in earned in-kind media!




Women are Important to Participation

New fishing participants are more likely to skew younger
and female

45% 42%
of new fishing are ages
participants are 6to12

female

Source : RBFF & The Outdoor Foundation



Women’s Campaign: Print, Digital & Social Executions
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Top Places to Fish & Boat 000

 Worked with the state agencies to
nominate a list of the top 5+ fishing
locations in each state.

 Used nominations to develop a
survey of women to create state-by-
state “Mom Approved” Top 50 List
to gather local media stories.

 Announced Top 50 Mom-Approved
Places list during National Fishing
and Boating Week



Top Places to Fish & Boat 000

* National voting on Top 50 list to
create Top 10 list began on 6/6.

* \oters are entered into a raffle to
win fishing trip in FL

e States provided with social media
assets, press release template and
other promotional resources

* Top 10 list announced in July.



IMIN Promotions for East Moore Lake




NE Promotions for Lake Ogallala
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Key Target Audiences Showing Gains

First-Time Anglers Youth Anglers (6-17)

Source: RBFF & The Outdoor Foundation, 2015-2017

Hispanic Anglers



Overall Participation Trending Upwards

Americans age 6+
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2015 2017

Source: RBFF & The Outdoor Foundation



Challenge: How do states succeed at R3?

STATES COMMIT TO: O
FISH & WILDLIFE

AGENCIES

1. Develop an Angler R3 Plan
Solution:

Reallocate agency resources to ensure R3 success

Implement AFWA
Recommendations

Establish a full-time Angler R3 Manager

2

3

4. Develop CRM system

5 Establish a repository for state agencies to share

R3 program learnings



State Marketing Workshop

Dec 4-6, 2018 Atlanta, GA
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