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I. REQUEST FOR PROPOSALS (RBFF-18-C-404) 

 
This request for proposals (RFP) is designed to solicit responses for the purposes of providing local 
and national consumer and stakeholder public relations , corporate communications and media 
outreach support to promote the Recreational Boating & Fishing Foundation’s (RBFF) brands, 
programs and products that help the organization achieve its mission of increasing participation in 
recreational boating and fishing in the U.S. 
 
 
II. SOLICITATION  
 
Name/Address of Issuer:  

Bruna Carincotte 
Senior Manager, PR & Social Media 
Recreational Boating & Fishing Foundation 
500 Montgomery Street, Suite 300 
Alexandria, VA  22314 
Phone: (703) 519-6917 
Fax: (703) 519-9565 
E-mail: bcarincotte@rbff.org  
 
Please contact (Bruna Carincotte) with any questions you may have regarding this 
RFP.  
 

Date of Issuance: Wednesday, December 12th, 2018 

 
Closing Date and Time: Wednesday, January 16th, 2018 @ 5:00 pm Eastern Time 

 
III. BACKGROUND 
 
RBFF is an independent, not-for-profit 501(c)(3) organization.  Our organizational mission 
is to implement an informed, consensus-based national outreach strategy that will 
increase participation in recreational fishing and boating and thereby increase public 
awareness and appreciation of the need for protecting, conserving, and restoring this 
nation's aquatic resources. 
 
In recent years a shared concern has emerged in the fishing, boating and conservation 
communities. Participation in recreational fishing and boating is changing, and in some 
cases declining. Projections of demographic trends indicating that in the next 25 years 
significant population growth will only be occurring among groups who have not 
traditionally been as involved with boating and fishing. This portends obvious economic 
impacts in both private and public sectors, with additional considerations in the areas of 
resource stewardship and quality of life issues.  
 

https://www.takemefishing.org/corporate/


 

2 

 

RBFF’s challenge is to maintain and increase participation among those groups where 
fishing and boating have always played an important role in their cultural heritage, while 
diversifying to include a wider representation—building new traditions for all in the 21st 
century.  
 
RBFF’s funding is administered through the U.S. Fish and Wildlife Service (the “Agency”) 
pursuant to a cooperative agreement between the Agency and RBFF. The original source 
of the funds, the Sport Fish Restoration and Boating Trust Fund, is comprised of excise 
taxes paid by manufacturers of fishing tackle and a consumer tax on motorboat fuel. 
 
Stakeholders are vital to the success of RBFF. RBFF’s mission can best - and arguably only 
- be accomplished through successful collaborating and partnering among stakeholders. In 
so doing RBFF intends to build ownership of its efforts, and outcomes, among a broad 
array of key stakeholder groups. 
 
Stakeholder groups include: 

o Fishing and boating industry, including manufacturers, distributors, wholesalers and 
retailers as well as service providers such as marinas, guides, etc.; 

o State and federal natural resources agency personnel, including those involved with 
aquatic education, license sales and marketing, fisheries management, 
parks/access site management, communications and information management; 

o State, federal and local law enforcement agencies with mandates in the boater 
safety, access and education arenas; 

o Tourism agencies, parks and recreation agencies, convention and visitor bureaus 
and businesses relying on aquatic resource-based recreation; 

o Outdoor and environmental educators; 
o Recreation providers, youth and family advocacy and service organizations; 
o Non-governmental advocacy or public interest groups such as: 

• Conservation organizations 

• Fishing and boating organizations 

• Safety organizations 

• Media and outdoor communications groups 
 
RBFF is governed by a 25-member Board of Directors representing the various stakeholder 
groups listed above. We actively involve stakeholders in the development and 
implementation of our programs via several volunteer task forces and advisory groups. 
 
RBFF works directly with state fish and wildlife agencies to implement marketing 
programs to increase national participation and license sales. According to the National 
Survey of Fishing, Hunting and Wildlife-Associated Recreation conducted by the U.S. Fish 
& Wildlife Service, fishing participation was up 11% between 2006 and 2011, and license 
sales were also on the rise.  
For more details on participation, please see the 2013 Special Report on Fishing and 
Boating. 
 
 

http://wsfrprograms.fws.gov/Subpages/NationalSurvey/National_Survey.htm
http://wsfrprograms.fws.gov/Subpages/NationalSurvey/National_Survey.htm
http://takemefishing.org/uploadedFiles/Content/General/About_RBFF/Research_and_Evaluations/2013SpecialReportFinalWEB.2013-06-26.pdf
http://takemefishing.org/uploadedFiles/Content/General/About_RBFF/Research_and_Evaluations/2013SpecialReportFinalWEB.2013-06-26.pdf
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Consumer target audience: 
Multicultural families with kids age 6-17 who enjoy spending time outdoors, but are new 
to boating and /or fishing; Within this group, an emphasis on: 

o Hispanic families as a fast-growing U.S. demographic 
o Women, who have been steadily increasing their participation in fishing, and 

present a good growth opportunity 
 

For more information about RBFF and its Take Me Fishing™ and Vamos A Pescar™ brand 
campaigns, please visit www.takemefishing.org/corporate and 
http://takemefishing.org/general/about-rbff/ 
 
 

IV. PROJECT NEED 
 

Current Situation: 
 
When RBFF was founded in 1998, after years of steady growth, recreational fishing 
rates were on the decline. Although the economic recession was proving to have a 
positive impact on fishing participation, overall participation has marginally increased 
by two percent from 2011 to 2014 and back in 2015, participation was flat. From 
2016 to 2017 fishing participation grew 0.4% or by 1.9 million participants, which was 
the highest participation rate since 2009. In 2017, 16.5% of the U.S. population, ages 
6 and up, went fishing at least once, or 49.1 million participants in the sport, 
according to the 2018 Special Report on Fishing. 
 
RBFF’s historical PR efforts have focused on increasing awareness and participation in 
fishing and boating; stimulating license sales and boat registrations, targeting both 
consumers and stakeholders. Success of PR efforts have been measured by their impact on 
driving traffic to TakeMeFishing.org and its social media channels, annual increases in PR 
coverage and engagement with RBFF’s core and growth target audiences. While RBFF has 
found success in driving impressions for the Take Me Fishing™ and Vamos A Pescar™ 
brands, we are seeking a means for more unique stories, with higher frequency and a 
broader exposure nationally, regionally and locally in our main target markets in the U.S.  
 
RBFF recently launched an initiative to increase participation in the sport from the 
current 49 million anglers to 60 million anglers in 60 months. This initiative, coined 
“60 in 60” by RBFF, provides an aspirational goal that should work to inspire others 
in the industry to do their part to help realize this goal. RBFF signed an MOU with 
the U.S. Department of Interior & Department of Agriculture agencies to support 
the fishing and boating industry achieving its goal of 60 in 60. The success of the 
60 in 60 initiative is shown by the adherence to the MOU by additional federal 
agencies, such as the National Parks Services (NPS) and the Bureau of Land 
Management (BLM). 
 
 

http://www.takemefishing.org/corporate
http://takemefishing.org/general/about-rbff/
https://news.takemefishing.org/press-releases?item=136880
https://www.takemefishing.org/getmedia/131d699b-5964-4626-afe8-927f7b105f46/2018-Special-Report-on-Fishing_FINAL.pdf
http://www.takemefishing.org/
https://www.takemefishing.org/60in60/
https://news.takemefishing.org/new-mou
https://news.takemefishing.org/new-mou
https://news.takemefishing.org/press-releases?item=136912
https://news.takemefishing.org/press-releases?item=136912
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To achieve 60 in 60, RBFF just approved its FY 2019-2022 Strategic Plan, which takes 
effect on April 1, 2019 with the start of its new fiscal year (See Attachment 2). Primary 
objectives and KPI’s of the strategic plan include: 
 

Consumer Engagement – Increase participation in recreational boating and fishing by 
recruiting new audiences to the sport. KPI’s include: 

 

• Annual fishing and boating participation levels 

• Conservation awareness among target audiences 

• Marketing campaign awareness and brand influence 

• Digital asset traffic and conversions 

• Establish 1 to 2 new non-endemic corporate partnerships over the next 3 years 

o Growth in Boy Scouts of America (BSA) and Certified Angler Instructor (CAI) 

trainers  

• Develop and measure new marketing test programs 

State Agency Engagement – Grow the number of anglers and boaters by working in 
collaboration with state agencies to develop, implement and evaluate recruitment, 
retention and reactivation (R3) programs and train key staff on R3 best practices. KPI’s 
include: 
 

• State R3 (Angler Recruitment, Retention and Reactivation) Engagement 

o Number of state R3 plans 

o States following the Association of Fish & Wildlife Agencies (AFWA) R3 

Recommendations (see Appendix) 

o Number of state R3 coordinators 

o States using RBFF Toolkits 

• Fishing license and boat registration referrals 

• Overall state stakeholder satisfaction 

 
Industry Engagement – Increase fishing and boating participation by partnering with 
industry stakeholders to develop and implement marketing projects that stimulate 
category growth and develop consumer insights, knowledge and case studies that industry 
can use to grow its individual brands. KYP’s include: 
 

• Establish new industry partnerships 

• Discover Boating referrals 

• Usage of RBFF programs 

• Overall industry stakeholder satisfaction 

Federal Agency Engagement - Recruit, retain and reactivate anglers and boaters by 
developing and expanding cooperation with Federal agency partners for planning and  

https://www.takemefishing.org/r3/
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implementing mutually-beneficial projects and activities to promote recreational fishing 
and boating conducted on public lands and waterways.  
 

• Increase Federal Agency usage of R3 programs 

• Federal Agencies to amplify RBFF messaging (via its Take Me Fishing™ & Vamos A 

Pescar™ campaigns) 

• Establish quarterly reporting for Federal Agency R3 activities and accomplishments 

RBFF’s expectation is that PR and media outreach will play a significant role in meeting 
these objectives and KPI’s. Therefore, we aim for a PR partner firm that will strive to 
help us to generate awareness and knowledge around RBFF’s work to recruit, retain and 
reactive anglers and boaters, as well as to achieve our primary objectives and KPI’s in the 
strategic plan.  
 
Under the lead of RBFF’s VP of Communications, Stephanie Vatalaro, RBFF’s 
communication team is formed by a Senior Manager for PR and Social Media, a Social 
Media Strategist, a Manager for Stakeholder Communications and a Senior Manager for 
digital content management.  
 
RBFF’s FY20 budget for PR and media relations outreach is $320,000 annually. Within this 
budget, the PR partner firm chosen and the RBFF communications team need to 
accomplish the following annual goals: 
 

• Generate unique earned media stories on both national and local media outlets, as 
well as social media channels, to increase awareness of fishing and boating among 
our target audiences; 

• Craft opportunities to create knowledge around fishing and boating, and motivation 
to try the sport by eliminating perceived barriers to the sport; 

• Increase awareness of our consumer brands, Take Me Fishing™ and Vamos A Pescar™ 
and about RBFF as an organization who has direct impact on the U.S. economy 
through the boating and fishing industries; 

• Amplify our messages through PR tools, including partnerships within our consumer 
target audiences and stakeholders; 

• Generate visibility of RBFF senior leadership and Board Members. 
 
KPI’s to measure success: 
 

• YOY increase in quality and unique stories according to criteria developed by the 
PR firm and the communications team 

• YOY increase in impressions and number of unique stories within DMA’s  

• Increase YOY number of stories within national media to generate awareness 
around new audiences joining the sport:  Female anglers, Hispanics, Millennials and 
multicultural families 
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• YOY increase in unique local and regional stories covering all programs and 
initiatives of RBFF and its brands thorough the year 

• Secure media interviews for RBFF leadership 
 

 
V. PROJECT SCOPE 
This solicitation is for a strategic consumer and stakeholder public relations and media 
outreach firm (who focuses on both general U.S. market and the U.S. Hispanic market) 
that will become agency of record for RBFF. The contract will be awarded for one year. 
RBFF reserves the option of extending the contract for two subsequent year’s contingent 
upon first year’s accomplishments and performance. 
 
The PR and media outreach firm will be responsible for:  
 

1. Annual Planning 
Deliver strategic direction and tactical plan (based on 3-year strategic plan and FY20 
communications and marketing plan) for PR and media outreach to achieve RBFF’s PR 
goals mentioned on pages 6-7.  

 
2. Account Management  
Provide senior account management team with the following personnel competencies: 

• Interpersonal skills and attention to details, with excellent organization skills, 
being able to keep up with commitments; multicultural support including at least 
one team member who speaks Spanish and understand the American-Hispanic 
market in the U.S., as well as cultural nuances around American-Hispanics residents 
in the U.S. 

• Teamwork / collaboration, conducting business without politics and helping the 
RBFF team to succeed; 

• Transparency and Integrity, conducting daily activities and achieving business 
results that goes above and beyond;  

• Goal oriented, ensuring quality business outcomes.  
o Conduct daily activities for all specific PR/media outreach/program efforts 

including (project brief development, updates and reporting of outcomes for 
both general and American-Hispanic markets in the U.S.) 

o Provide value-add recommendations to RBFF staff which are relevant to 
RBFF’s objectives/strategies, including: 

▪ New ways to measure PR and media outreach efforts 
▪ Integration of PR and social media strategies and tactics 
▪ Innovative ways for the organization’s announcement – other than 

National Wire Press Release distribution 
▪ Integration of PR and SEO tactics, working in partnership with RBFF’s 

SEO agency 
▪ Integration with RBFF’s advertising agency, ensuring alignment of key 

messages and PR support to all RBFF’s marketing and communications 
initiatives 
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3. Reporting  

Monthly media measurement report and clip book, as well as quarterly reporting of 
efforts vs. results obtained and improvement plans (if applicable) against annual 
goals 
 

4. Financial Management/Reporting 
             Monthly financial and personnel reporting and budget management with RBFF 

staff  
 

5. Creative Conception and Development  
o Propose and develop story ideas and related pitch materials that integrate 

earned media efforts and social media strategies 
o Conduct limited research in support of story ideas 
o Develop, produce and disseminate press kits and other support materials as 

needed; coordinate audio and video editing 
o Support to enhance RBFF’s newsroom in terms of content and format, 

making it a strategic tool to generate additional earned media stories 
o Keep track of media outreach contacts to foster new media relationships 
o Develop, produce and disseminate press materials  

 
6. Search Engine Optimization (SEO) for Media Outreach 

o Make sure PR materials are in alignment with RBFF’s SEO strategy and 
keywords monthly plan 
 

7. Media Relations  
o Pitch and manage relationships with media outlets and their social media 

channels in both national and local media in business, lifestyle, family and 
parenting, tourism, family travel, Hispanic, outdoors, trade media, as well 
as bloggers and influencers, positioning recreational boating and fishing as: 
(1) unmatched leisure activities for true connection to family, friends and 
the natural world, (2) a great way to connect children with the outdoors and 
(3) essential activities for conservation and support of our nation’s aquatic 
resources 

o Facilitate media training for RBFF staff and/or other spokespeople and 
mediate media interviews as well as small media events to foster media 
relationships. 

o Integrate PR activities with social media strategies generating earned social 
media results.  
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NOTE: Successful proposals will outline innovative and targeted strategies to result in 
earned national and quality local media coverage with stories that will help RBFF to 
recruit, retain and reactivate anglers and boaters. Proposals should offer specific 
examples of how the proposed account management team have accomplished similar 
objectives in other and similar areas. 
 
VI. CONTRACTOR QUALIFICATIONS 
 
Contractor must demonstrate high levels of expertise in the following areas: 
 

1) Demonstrated ability to conduct strategic and results-oriented media outreach 
planning for broadcast, print and online outlets, social media and 
bloggers/influencers sphere 
 

2) Proven experience working with national media and Hispanic-American media 
 

3) Demonstrate Search Engine Optimization (SEO) experience as it relates to media 
outreach 

 
4) Public relations/media outreach experience targeting daily news, business, 

lifestyle, family and parenting, youth, outdoor recreation, family travel and 
American-Hispanic media 

 
5) Extensive knowledge of and experience working with related industries: boating 

and fishing preferred; conservation, leisure, family and outdoors recreation 
 

6) Public relations/media outreach experience with non-profit organizations, 
associations or foundations 

 
7) Experience working collaboratively with a multi-disciplinary team and 

partner/stakeholder organizations ensuring quality delivery in a timely manner 
 

8) Ability to meet tight deadlines and produce deliverables according to timeline 
  

9) Demonstrated experience measuring the success of media outreach with expertise 
on how to measure earned social media and earned media referral links. Generate 
reports on both quantitative and qualitative efforts and produce reports that 
evaluate output and impact against business objectives and efforts.  

*Please submit samples to support qualifications above. 

 
VII. DELIVERABLES AND TIMELINE  
 
The following deadlines apply to this request for proposals: 
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Issue RFP:   December 14th, 2018 

Proposal Due Date:  January 18th, 2019 @ 5:00 p.m. Eastern Time 

Notification of In-Person 
Meeting/Presentation: 

 
January 25th, 2019 

In-Person Meetings: To be scheduled within the week of  
February 4-8, 2019 

Final decision and vendor 
notification: 

February 18th, 2019 

Contractor begins work: April 1st, 2019 

 
VIII. PROPOSAL REQUIREMENTS  
 
At a minimum, the proposal should include the following elements: 
 

1. Completed Proposal Cover Page. 
 

2. Section 1: Agency Overview/Background: 
a. Background and history; years in business 
b. Years of relevant industry experience 
c. Organizational chart 
d. Proposed RBFF account team members bios, background within the agency 

and case studies of quality media results achieved for national, local and 
American-Hispanic media outlets and its social media channels 
 

3. Section 2: Approach and resources for managing client: 
a. What level of involvement (account, technical, training) can RBFF expect at 

a planning stage, project implementation and reporting stage. *If your 
organization is not local to the Washington D.C. metropolitan area, please 
outline your plan to manage ongoing communication.   

b. Identify a proposed organization chart for the RBFF business  
 

4. Section 3: One to two case studies of relevant work where you were able to help 
meet client business, preferably an experience or mission, objectives through PR 
and outreach, including a case study reaching out to Hispanic-American media and 
females groups. 

 
5. Include a list of clients for whom you have performed similar work within the last 

two years. Please provide 3 client references that RBFF may contact.  
 

6. Background on your corporation/organization/team, including history, staff size 
and experience, and other relevant information. If subcontracting is required, 
indicate whether you intend to subcontract with small businesses, minority-owned 
firms, and women’s business enterprises. 
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7. Sample PR and media outreach plan for National Fishing and Boating Week (NFBW), 

targeting all consumer target audiences mentioned on page 2. 
 

 
Applicants must submit proposal in the form of (two) (2) hard copies, printed on recycled 
paper, and one electronic copy.  Hard copies should not be bound permanently with 
staples; instead, use any type of removable clip (i.e., binder clip).  Proposals should be 
prepared simply, providing a straightforward, concise description of the Contractor’s 
ability to meet the requirements of the RFP.   
 
Both the electronic copy and the two hard copies must be received by January 16th, 2019 
at 5:00 p.m. eastern time for consideration. Late proposals will not be accepted. 
 
IX. EVALUATION FACTORS FOR AWARD 
 
Basis for Award 
The award will be made to the applicant that conforms to the RFP’s requirements and is 
judged to represent the best value to RBFF.  Best value is defined as the proposal that 
presents the best overall value to RBFF, cost and other factors considered, and which 
presents the most advantageous offer.  Such offer may not necessarily be the proposal 
offering the lowest cost or receiving the highest technical rating.   
 
Evaluation Criteria  
Applicants are cautioned that this is a best-value procurement and that best-value 
concepts apply to this solicitation.  In making its best-value determination, RBFF may 
award a contract resulting from this solicitation to the responsible applicant whose offer 
conforming to the solicitation will be the most advantageous to RBFF, price and other 
factors considered.  RBFF shall give due consideration, as appropriate, to the overall 
merits of the proposal (including the relative advantages and disadvantages to RBFF), the 
experience of the Contractor, the cost of the proposal, and the needs of RBFF. 
Preference, to the extent practicable and economically feasible, shall be given for 
products and services that conserve natural resources and protect the environment and 
are energy efficient. 
 
Applicants are cautioned that discussions may not be held and that RBFF may award the 
contract solely on the initial proposals.  Accordingly, applicants should put forth their 
best efforts in their initial submission.  However, RBFF reserves the right to conduct 
discussions if later determined by RBFF to be necessary.  RBFF may reject any or all offers 
if such action is in the best interest of RBFF; accept other than the lowest offer; and 
waive informalities and minor irregularities in offers received. 
 
 
 
 
 

https://www.takemefishing.org/how-to-fish/how-to-catch-fish/national-fishing-and-boating-week/
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X. SPECIAL REQUIREMENTS  
 
Federally Imposed Obligations 
 
RBFF has entered into a cooperative agreement with the U.S. Fish & Wildlife Service, the 
general provisions of which are the Administrative and Audit Requirements and Cost 
Principles for Assistance Programs cited in the “Uniform Administrative Requirements, 
Cost Principles, and Audit Requirements for Federal Awards” set forth in CFR Title 2, 
Subtitle A, Chapter II, Part 200 (2 CFR § 200.0 et seq.), including the appendices thereto. 
Inspection, acceptance and procurement are governed by these requirements and 
principles.  The successful applicant will be required to assume all applicable pass-
through obligations imposed by the cooperative agreement, such as compliance with 
federal equal employment opportunity requirements and debarment and suspension 
certifications.  
 
Accounting Records 
 
All accounting records of the successful applicant relating to its performance under this 
award shall be kept in a manner that is consistent with generally accepted accounting 
principles as well as and all applicable provisions of the “Uniform Administrative 
Requirements, Cost Principles, and Audit Requirements for Federal Awards” set forth in 
CFR Title 2, Subtitle A, Chapter II, Part 200 (2 CFR § 200.0 et seq.), including the 
appendices thereto.  Upon reasonable notice to Contractor, RBFF, the U.S. Fish & Wildlife 
Service, the Comptroller General of the United States, and any of their duly authorized 
representatives shall have access to any books, documents, papers and records of 
Contractor that are pertinent to this award and have the right to audit and copy such 
materials during the term of this award and for a period of three (3) years after its 
termination or expiration. 
 
Applicant Reimbursement and Compensation Policy 
 
RBFF will not reimburse or compensate applicants for any time, fees and costs incurred 
while developing their proposals. Additionally, if an applicant is asked to present its 
proposal in person, RBFF will not reimburse or compensate the applicant for any fees 
related to the presentation, including but not limited to staff time, travel and out-of-
pocket costs. RBFF will not compensate any applicant for time or fees incurred while 
negotiating a contract. 
 
Ownership of Work Product 
 

A) The successful applicant will be required to acknowledge that it has been ordered 
or commissioned to create or prepare a work consisting of the work effort and work 
product set forth herein and agree that this work is a “work made for hire,” and that 
the applicant shall have no rights to title or interest in and to the work, including the 
entire copyright in the work or all rights associated with the copyright.  The applicant  
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will further be required to agree that to the extent the work is not a “work made for 
hire,” the applicant will assign to RBFF ownership of all right, title and interest in and 
to work, including ownership of the entire copyright in the work and all rights 
associated with the copyright, and will execute all papers necessary for RBFF to 
perfect its ownership of the entire copyright in the work. The applicant will not have 
rights to or permission to use the work without the prior written permission of RBFF. 

 
B) By responding to this RFP, the applicant acknowledges and agrees that all 

deliverable documentation under this RFP (and subsequent contract) will be 
transferred to the U.S. Government in accordance with RBFF’s government 
contract.  If the applicant intends to submit a notice of limited rights in technical 
data regarding any delivered technical data to RBFF, the notice shall include 
sufficient information to enable RBFF to identify and evaluate the applicant’s 
assertions. 

 
Original Work 
 
The successful applicant will be required to represent and warrant that the work the 
applicant creates or prepares for RBFF will be original, will not infringe upon the rights of 
any third party, and will not have been previously assigned, licensed or otherwise 
encumbered. 
 
Public Releases 
 
Except as required by law or regulation, no news release, public announcement or 
advertising material concerning any subsequent contract awarded pursuant to this RFP 
shall be issued by any applicant without the prior written consent of RBFF; such consent 
shall not be unreasonably withheld. 
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Mailing Address, 
Telephone  

 

Website and Social 
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Recreational Boating & Fishing Foundation (RBFF) FY 2020-2022 Strategic Plan 
  
Purpose 
 
This strategic plan is intended to set the future direction for the Recreational Boating & Fishing Foundation 
(RBFF) and identify key objectives and strategies to achieve its mission "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 for protecting, conserving, 
and restoring this nation's aquatic natural resources.” The plan is built around four core objectives: 
Consumer Engagement, State Agency Engagement, Industry Engagement and Federal Agency Engagement. 
Each objective contains specific strategies to achieve measurable success. The Sport Fishing and Boating 
Partnership Council's (SFBPC) strategic plan developed in 1998 continues to be the framework from which 
we develop our strategy. 
  
While designed to focus on long-term mission, vision and goals, the strategic plan will be reviewed 
annually and adjusted to meet the changing needs of RBFF's current environment. It will also establish the 
framework for annual budgets for the next three fiscal years. 
 

Mission, Vision and Goals 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
Assumptions: 

1.  United States Fish and Wildlife Service (USFWS) funding continues at current levels (average $12 
million per year) over the next three fiscal years. 
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Appendix: 

1. S

FBPC RBFF Recommended Performance Metrics 

2. F

WA President’s Taskforce on Angler R3, available online 

3. 6

60 in 60 MOU, available online 

 

Background 
 

This strategic plan is the result of a six-month process that included RBFF staff, board members, state 
agency stakeholders, boating and fishing industry stakeholders, and USFWS and other Federal Agency 
personnel.  
 
RBFF engaged Benefactor Group, a national consulting firm, in February 2018 to facilitate its strategic 
planning process. Benefactor Group reviewed numerous documents and websites, including the 
following: 
 

• RBFF's FY 2017 - 2019 Strategic Plan  

• RBFF’s 2016 and 2017 Special Report on Fishing 

• RBFF FY17 End of Year Metrics Report and FY18 Metrics To-Date 

• Websites (www.TakeMeFishing.org and www.VamosAPescar.org) 

• A variety of market research reports commissioned by RBFF 

 
The Benefactor Group met with staff leaders and interviewed key stakeholders. RBFF surveyed 45 people 
from the RBFF staff and board, along with industry partners. A total of nine individual interviews were 
conducted either in person or by phone. Working closely with RBFF senior staff, Benefactor Group 
developed objectives for the strategic planning session, a preliminary list of pre-reading and pre-meeting 
homework for participants. 
 
A strategic planning workgroup, composed of current board members and staff, was assembled to help 
guide the strategic planning process. The workgroup met by conference call nine times to affirm the 
current strategic direction, align key objectives, and discuss strategies to achieve goals to guide the 
development of the planning meeting agenda and outcomes.  
 
Forty-three people including RBFF staff and board members, industry guests, U.S. Fish & Wildlife Service and 
other Federal Agency personnel, participated in the strategic planning meetings on June 20-21 , 2018 in 
Charlotte, NC. Benefactor Group facilitated various exercises, and several small group discussions 
occurred. Through the information gathered at the strategic planning meetings and the discussions with 
the planning workgroup, RBFF staff and the Benefactor Group affirmed the current direction with the 
addition of some new strategies.

https://www.fishwildlife.org/application/files/2515/2349/7242/AFWA_R3_Taskforce_Report_Final_4.pdf
https://www.takemefishing.org/getmedia/f771bb99-99cd-4e5b-ae3e-5ab3886f478b/60-in-60_MOU_2018
http://www.takemefishing.org/
http://www.vamosapescar.org/


Recreational Boating and Fishing Foundation 

                             Request for Proposals #RBFF-18-C-404  

 
 

1 

Objective #1: Consumer Engagement 

Increase participation in recreational boating and fishing by recruiting new audiences to the 
sport.  

 

STRATEGIES DESCRIPTION 

1.1 National marketing 
campaign (geared 
towards general market 
and growth segments 
such as Hispanics and 
women) 

 

• Year-long integrated marketing and advertising 
campaign (Take Me Fishing™ & Vamos A Pescar™)  

o Multi-channel content strategy  

o PR activities 

o Social media activities 

o Conservation PSAs 

o Research and results-based evolution of target 
audience, creative, and messaging platforms  

 

1.2 Disney Strategic Alliance  
 

• Strategic marketing alliance with Disney media properties 
and Walt Disney World Resort to engage and influence 
target audiences 

o Strengthen advertising and marketing campaign  
o Expand branding at Walt Disney World Resort  
o Research and results-based evolution of media buy, 

creative and messaging 
 

1.3 Non-endemic 
corporate partnerships  

 

• Partnerships with non-endemic brands to grow 
awareness of, and participation in fishing and boating 

o Continue Boy Scouts of America Certified Angler 
Instructor (CAI) Program, updating and evolving 
curriculum as needed 

o Explore and engage in new partnerships  

 

1.4 Marketing test 
programs  

• Development and testing of marketing programs to 
grow awareness of, and participation in fishing and 
boating 

o Evolve and improve First Catch Centers  

o Explore and develop new test programs (ex: 
state tourism agencies, school fishing programs, 
etc.) 

 

KEY PERFORMANCE INDICATORS 
Unless otherwise noted, goal is to achieve growth in all areas 

 

• Annual fishing and boating participation levels 

• Conservation awareness among target audiences 

• Marketing campaign awareness and brand influence 

• Digital asset traffic and conversions 
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• Establish 1 to 2 new non-endemic corporate partnerships over the next 3 years 

o Growth in BSA CAI trainers  

• Develop and measure new marketing test programs 

In addition to these KPIs, RBFF will work to achieve the Sport Fishing and Boating Partnership Council 

(SFBPC) Recommended Performance Metrics established in 2016. See Appendix; Objective 1, Goals 1 & 3 

and Objective 2, Goals 1 & 2. 

Objective #2: State Agency Engagement 
 
Grow the number of anglers and boaters by working in collaboration with state agencies to 
develop, implement and evaluate recruitment, retention and reactivation (R3) programs and train 
key staff on R3 best practices.  

 

STRATEGIES DESCRIPTION 

2.1 Develop, test and 
implement R3 programs 
to help state 
stakeholders recruit, 
retain and reactivate 
anglers and boaters. 

 

 

• Support states in R3 plan development 

• Evolve boat registration marketing program to reactivate 

lapsed boaters 

• Increase usage of lapsed angler and retention email toolkits 

• Expand State R3 Grants Program  

• Expand George H.W. Bush Vamos A Pescar™ Education Fund 

• Communicate all results/learnings/case studies with states 

 

2.2 Support state 
stakeholders’ 
improvement of fishing 
license and boat 
registration sales  

 

• Drive website visitors to state agency websites for fishing license and 
boat registration information 

• Explore/expand state partnerships to track visitors and conversions to 
license sales from RBFF digital assets to state sites 

• Share search engine marketing (SEM) best practices with states and 
coordinate with states already conducting license and registration 
SEM campaigns 

 

2.3 Develop and implement R3 
training for states 

 

• Grow and evolve annual workshop to impart R3 knowledge to state 
agency directors and state marketing/communications personnel  

• Evolve and expand quarterly webinar series to give state agency 
employees tips/tools for implementing and evaluating R3 activities 

• Grow training program for state R3 practitioners at the USFWS 
National Conservation Training Center 

• Explore other opportunities for training (ex: regional workshops) 
 

 

KEY PERFORMANCE INDICATORS 
Unless otherwise noted, goal is to achieve growth in all areas 

 

• State R3 Engagement 

o Number of state R3 plans 

o States following AFWA R3 Recommendations (see Appendix) 

o Number of state R3 coordinators 
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o States using RBFF Toolkits 

• Fishing license and boat registration referrals 

• Overall state stakeholder satisfaction 

In addition to these KPIs, RBFF will work to achieve the Sport Fishing and Boating Partnership Council 

(SFBPC) Recommended Performance Metrics established in 2016. See Appendix; Objective 1, Goal 2. 

Objective #3: Industry Engagement 

Increase fishing and boating participation by partnering with industry stakeholders to develop 

and implement marketing projects that stimulate category growth and develop consumer 

insights, knowledge and case studies that industry can use to grow its individual brands. 

STRATEGIES DESCRIPTION 

3.1 Leverage industry  
       partnerships to reach new  
       markets and engage  
       consumers in fishing and  
       boating 
 
 

• Continue and evolve established industry partnerships: 
o Discover Boating referral program to provide boat 

manufacturer leads from RBFF digital assets; sharing of 
Search Engine Marketing (SEM) keywords to maximize 
budget efficiencies 

o ASA 60 in 60 partnership, generating tools and info for 
fishing industry partners through 60 in 60 committee 

• Evolve and expand usage of tools for industry partners (Places to 
Fish & Boat Map widget and Fishing License/Boat Registration 
widget) 

• Explore new industry partnership opportunities  

 

3.2 Continue market/consumer  
       research and insights to     
       help industry stakeholders  
       understand the         
       demographics of the sport,  
       new markets and customer  
       trends 
 

• Evolve research agenda to provide industry stakeholders with 
timely and actionable information they can implement in their 
own business (participation trends, consumer trends, new market 

insights i.e.: Hispanic participation, paddle sports, etc.) 

• Develop industry case studies to showcase success stories 

• Disseminate key learnings/insights through educational webinars, 
meetings, conferences and trade media 

 

 

KEY PERFORMANCE INDICATORS 
Unless otherwise noted, goal is to achieve growth in all areas 

 

• Establish new industry partnerships 

• Discover Boating referrals 

• Usage of RBFF programs 

• Overall industry stakeholder satisfaction 

In addition to these KPIs, RBFF will work to achieve the Sport Fishing and Boating Partnership Council 

(SFBPC) Recommended Performance Metrics established in 2016. See Appendix; Objective 1, Goal 2. 
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Objective #4: Federal Agency Engagement 
 

Recruit, retain and reactivate anglers and boaters by developing and expanding cooperation with 

Federal agency partners for planning and implementing mutually-beneficial projects and activities 

to promote recreational fishing and boating conducted on public lands and waterways.  

STRATEGIES DESCRIPTION 

4.1 Activate 60 in 60 
Memorandum of 
Understanding with Federal 
Agencies to recruit, retain 
and reactivate anglers and 
boaters 

 

• Identify contact to serve as liaison with Agencies 

• Share boating, fishing and conservation education materials 

• Adopt/modify R3 materials for use by Federal Agencies 

• Provide leadership, services and materials to promote responsible 

boating and fishing activities 

• Participation in Agency efforts to identify and promote suitable 

areas for boating and fishing activities 

• Work with Agencies at the local level to identify the need for 

improvement or maintenance of facilities for boating and fishing 
activities 

• Promote compliance with outdoor ethics and programs 

• Provide public messaging on the role and value of Agencies’ 

fisheries and recreation programs 

 

*See 60 in 60 MOU in Appendix for more detailed information. 

 

KEY PERFORMANCE INDICATORS 
Unless otherwise noted, goal is to achieve growth in all areas 

 

• Increase Federal Agency usage of R3 programs 

• Federal Agencies to amplify RBFF messaging (via its Take Me Fishing™ & Vamos A 

Pescar™ campaigns) 

• Establish quarterly reporting for Federal Agency R3 activities and accomplishments 

 


