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8 Tips to Recruiting, Retaining & ?
Reactivating Anglers

Empowering government to create better lives for more people.



WELCOME

NATALIE FEDIE
GovDelivery Vice President of Client Success

Customer Success Mission: To help customers
achieve their desired outcomes.
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GOVERNMENT IS AT A CROSSROADS

%
PRESSURE ON ROI CITIZEN BUDGET TECHNOLOGY
OF PUBLIC LAND EXPECTATIONS PRESSURES CHANGING

INCREASING RISING TIGHTENING RAPIDLY



SHARED GOALS - PUBLIC SECTOR FUNNEL

Reach more people

REACH
ENGAGE
Bett for
CONVERT mo e

MNDNR

| OUTCOMES |

> Get them to take action govDELIVERY™ | 4



KEY AREAS OF SUCCESS

RECRUIT YOUR AUDIENCE REACH

ENGAGE

O ENGAGE & RETAIN YOUR AUDIENCE CONVERT

OUTCOMES

03 USE ENGAGEMENT DATA TO
IDENTIFY & REACTIVATE LAPSED
USERS

govms:.msmrW 5



IF WE SUCCEED,
THE OUTCOME

What is at the bottom of the funnel for this role, office,
WILL BE

agency, project?




WHAT MATTERS TO YOU?

0 0
QD

Promote & Enhance Improve
Transform Services Public Awareness Citizen Involvement
Accelerate & streamline usage of Inform & engage citizens to drive Increase the contributions of
your online and offline services changes in behavior your community
Drive more license purchases, Motivate anglers to share their
and make it easier for anglers to sport, reengage in fishing, and
get licenses try new adventures

govnsuw:'nvﬁ ‘ 7




DIGITAL ENGAGEMENT MATURITY MODEL

1 -EMERGING

Low alignment on
desired outcomes

Limited awareness of the
importance of reach
Aging, legacy and
inefficient solutions

Not reporting on
outcomes

2 - PROFICIENT

Occasional outcomes focus

Initial focus on audience
growth and understanding

Shared strategy but little
measurement

Defined tech needs

Tracking upstream metrics
(clicks, follows, subscribers)

3 - EXPERIENCED

Importance of reach
prioritized

Audience acquisition and
segmentation strategy
aligns with organizational
priorities

Dedicated digital
marketing tools and
playbooks

Using data to improve
outcomes and measure
ROI

4 - EXPERT

Ability to reach key
audiences at scale and
aligned with org goals

Measuring and celebrating
improvement of outcomes

Integrated into citizen’s
lives to improve outcomes

Measuring ROl from
organizational and citizen
perspective

igh Engagement

gOVDELI |¢'ERYw




6 KEY FOCUS AREAS FOR SUCCESS

000
SERR

PEOPLE

~

AUDIENCE

Capabilities and Capacity
Sustaining appropriate staff capacity and
the expertise needed to achieve
programmatic or organizational goals

Reach and Engagement
Reaching a pre-defined target audience
that is fully engaged

Access and Analyzing

Accessing metrics and reports to make
data-driven decisions to continuously
improve their ability to drive desired
outcomes

SECURITY

Investing in Technology and

Maximizing Investments
Leveraging the appropriate digital
communications channels and technical
solutions and achieving desired outcomes

Required Outcomes + Desired Experience
Aligning their communications or engagement
activities with their strategic priorities to achieve
their desired outcomes

Requirements and Accountability
Implementing security requirements and
holding staff accountable for the safety and
integrity of their data

gOVDELI |i'ERYB
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RECRUIT YOUR AUDIENCE >




GROW AND TARGET YOUR AUDIENCE

Optimize web properties to
convert visitors to subscribers

REACH

ENGAGE

CONVERT

gOVDELIVERYg 11



AUDIENCE: REACH AND ENGAGEMENT

EMERGING: 1
Limited awareness
of the importance
of reach

No audience capture
strategy
No formal marketing
strategy

EXPERIENCED: 3
Successful
acquisition strategy
Segmented and
targeted audiences
Call to action
included in outreach

EXPERT: 4
Highly engaged
audience receiving
personalized content

Audience personas
and segmented
contact lists
Understand citizen
experience

govms:.mzmrw 12



AUDIENCE: REACH AND ENGAGEMENT

e Collect and upload relevant email lists
» Boater registrations, former license buyers, camp site
registrations
e Consistent and multiple links
e Direct sign-up box
» Easy to find on your home page and license info pages
e Qverlays
e Social media integration
» Drive passive FB, Twitter, Instagram users to sign up for
more direct communication
e The GovDelivery Network

P

AUDIENCE

Reachinga
pre-defined

target audience
that is fully
engaged




HOW DOES YOUR AUDIENCE SIGN UP TODAY?

Social media button

Connect area with
link to subscribe

Sign up box

U.S. Department
of Veterans Affairs

Health Benefits Burials & Memorials About VA Resources

The Veterans
Choice Program

Find out what VA is doing under this
new program to improve care and
benefits for Veterans.

National Cemetery Veterans
Administration Choice Program

@ Health Care

/A operates the nation's largest integrated VA administers a variety of benefits and
health care system, with more than 1,700 services that provide financial and other
hospitals, clinics, community living centers, forms of assistance to Servicemembers,
domiciliaries, readjustment counseling Veterans, their dependents and survivors.
centers, and other facilities.

Access Your Health Benefits Compensation

Hospitals & Clinics Education & Training
Online Pharmacy Home Loans

Health Topics A-Z Life Insurance
Affordable Care Act ‘ocational Rehabilitation

Get Started Get Started

News Room Locations Contact Us

ARE YOU INTERESTED IN?

Careers at VA
Exploring your Benefits
Filling a P, iption
Finding a VA Form
Veterans Ch
Our D~ wrs

STAY CONNECTED WITH VA
Email Address

SUBMIT

0 Burials & Memorials

VA operates 134 national cemeteries in the
U.S. and Puerto Rico. Burial and memorial
benefits are available for eligible service
members, Veterans, and family members.

Burial Benefits

Schedule a Burial

Headstones, Markers & Medallions
Presidential Memorial Cerificates
Nationwide Gravesite Locator

Get Started

gOVDELIVERYg 14



GROW AND TARGET YOUR AUDIENCE

Leverage commonly
underutilized features to
acquire key audience

REACH

ENGAGE

CONVERT

gOVDELIVERYﬁ 15



REACH MORE PEOPLE: WEB AND FORM CAPTURE

Convert website visitors
with an overlay

govm:'uw:'m'(""i 16



BENEFITS OF OVERLAYS

VISUALLY INFORMATIVE TRACK YOUR
ENGAGING RESULTS

gOVDELIVERYﬁ 17



OVERLAY IMPACT ON SUBSCRIBER GROWTH

STATE / LOCAL /

ALL USERS FEDERAL TRANSIT

MEDIAN 174% 295% 230%

TOP 20% 584% 608% 416%

Source: 2016 GovDelivery Benchmark Report gOVDEL’VERYW 18



REACH MORE PEOPLE: MOBILE CAPTURE

Capture audience
where they already

are via mobile

FOR INFORMATION ON \
LOCAL RECYCLYING :
PROGRAMS

gOVDELIVERY 19



REACH MORE PEOPLE: SOCIAL CAPTURE

4 "

Benefits » Cvil Rights - Community Life - Education » Emergency Preparedness « Employment - Health « Housing « Technology « Transportation

FIND. CONNECT. SHARE.

gﬁ
Fol 0 for Savings!
pens vioe com
Time & money, Vavoine
linstant Od Crange’
- BOTH! Cick toe
¥

Convert passive social
> media followers to

engaged members of a

direct digital audience

Disabilityxgov

Email Updates

To sign up for updates or to access your subscriber preferences, please enter your contact
information below.

Your contact information is used to deliver requesied updates or fo access your subscriber preferences.

Ervacy Foicy - Help

govnsuw:'nvﬁ 20



THE GOVDELIVERY NETWORK

ne test@sink.govdelivery.com

You may also be interested in information from these organizations.

by unche
o these partn

Promote your content beyond
the walls of your website

Procurement
Meetings & Hearings
uest for Prop:

Motice to highway C

govmsl.m:'mfg 21




GROW AND TARGET YOUR AUDIENCE

Capture more information on
your users to personalize and
send relevant content

REACH

ENGAGE

CONVERT

govmsuwsmrw 22



PERSONALIZE CONTENT WITH QUESTIONS

4 "

Sign Up For Marketplace Updates And Reminders

Gather data to personalize
and send targeted content

govnsuw:'nvﬁ 23



PERSONALIZE CONTENT WITH QUESTIONS

Maine.gov Inland Fishericd
@ g and Wildlife

Subscriptions.Maine.gov

Welcome amelia.brunelle@govdelivery.com

Questions

Please answer the following questions: ) H ouse h o) I d Mma ke u p (C h I I d re n,
Access your subscriber preferences to update your subscriptions, modify your password or 1 )
> senlors, veterans

Consider asking about:

> Region/County

email address without adding subscriptions.

Which County do you

i Non-Resident » Related interest areas for cross
Androscoggin p romot | on

Submit ‘ Canc Aroostook

Cumberland
Your contact information | Franklin
Hancock
Kennebec
Knox
Lincaln
Oxford
Penobscot
Piscataquis
Sagadahoc
Somerset
Waldo
Washington
York

gOVDELI |/'ERYﬁ



ENGAGE & RETAIN YOUR >

AUDIENCE




ENGAGE & RETAIN YOUR AUDIENCE

Deliver tailored messages to
different user groups to guide
citizens to best fitting information
and purchase options

ENGAGE

CONVERT

govmsuwsmrg 26



ENGAGE VARIOUS AUDIENCES

Passionate Anglers

First subscribers

Engaged and opinionated
about changes

Vocal, must-win customers
Variety of demographics

Boat Owners

Easy to identify via boat
registration and purchases

Likely anglers
Require knowledge about

angling and boating rules and

renewals

River/Lake Shore Residents

Committed to safe and healthy
water ways

Easy to target via location

Generally higher income
demographics

Casual Visitors / Anglers

Focused on recreation and
family

Fishing just one option for
recreation

Less interested in technical
information



Minncsota Copakment of Noturml Resources  DONTALT LS

EXE -

GUIDE BUYERS BASED ON M
THEIR SPECIFIC NEEDS

Fishing licenses

MNotice

e 40+ types of licenses for et

Commercial licerse=s applications require a Federal Employer Identification number, MN Tax Identificaticn number or Social

L]
a n g I I n g a I O n e fo r l I l O St State S Secunty Numhber, Commercal licensas are msued at the Mennesota Departmart of Natural Resources license center located at

500 Lalayelle Ru. 5L Paul, MIN 55155-4040.

i CO n fU S i n g fO r n eW, I a p S e d ) O r Using this page: Click  in the table below to find license agents, get applications or purchase licenses by phone

or the Intemet,

Vi S it i n g C it i Ze n S Wate: Pnce does mof include any edditional fees charmed (51,00 agent fea)

Angling licemses are veld from Harch 1 throwgs Febrosry 28 of the follewing vear, Humting loepnses g valid from Aerch 1 through Febngary 28 of the

tollowsing wear. Please see regulstions handbaok tor axact datesstimes for speciic Ioenses.

e Use targeted communications

Besiger | M F I I
L]
to lead them to the right HE
Pld g
. . 2 e E
choice or set of options f x|
Resident Licenses Fee & § a kS
analing - 74-1 Code 110 (¥ FI000D | g | a2 | 2= | 2
Anglirg year Indiadual - Cade 121 {r) 3 400
foglig - 72 How - Coge 340 45 S1200 [ go | g | @ | =
anghrg - combination (Mamed Couple) () - Code 112 Fan0n |
Angling - cark house rental (r] - Coge 120 5 30,00 a g a8 gt
panglif Caik hoyse shalier (] - Cogds 11 % 15.00 @ a2 = =
angling - irdivicual {r} - Cade 11 52200 5
& 0.00
angling - Matting white fulibes hermng (1) - Code 115 51000 | o @ an as
Angling - spearing fram dark bouse {r] - Code 1135 £5.00 | g4 o qa o
SAFO00 | g0 | g2 | = | a=
anghrg ark |House 0 Year Cads 101 3 &R0
fngling Youth Apes 16 1 17 - Code 158 (1) & 5.00 @ a2 @ =
vation combo angling (7] - Code 106 S | g | g [ |




ENGAGE & RETAIN YOUR AUDIENCE

Nurture and retain subscribers
through welcome and seasonal
engagement campaigns

REACH

ENGAGE

CONVERT

govmsuwsmrw 29



PROFILE OF A DIGITAL ENGAGEMENT EXPERT

NSO NQ

TARGET &
REACH ONBOARD PERSONALIZE RE-ENGAGE CONVERT
Build a massive Establish Gather key Continuously Drive better
audience with the relationship and information, createa  improve outreach, outcomes for a
GovDelivery articulate value. personalized drive increased dynamic audience.
Network. experience. conversion.

QOVDELIVERYﬁ 30



EXAMPLE SEASONAL ROTATION

Onboard or
Reengage

* Introduction to
the agency’s
many jobs

e Initial licensing
information

e Links for more
detailed
information

Spring

* Reminder to buy
a new license &
stamps available

* Information on
early fishing
spots

* Local camping
and recreation
spots (links)

Early Summer

* Reminder on
seasons and
catch limits

* Links to camping
or parks locally

* Boating safety
tips
* Kid camp options

Mid Summer

* Information on
invasive species

* Tips for catching
the big one

e Record catches

* Cooking your
catch how-to
video

Fall

* Best fish to catch
in the fall

* Best weekend
spots to cast

* Cross post for
hunting licenses

* Boat storage and
repair tips

Winter

* Tips for new ice
fisherman fishing
(as appropriate)

* Changes to
policies or
license options

* Early license
renewal notice

govrus:.:wsmrW 31



ENGAGE & RETAIN YOUR AUDIENCE

Automate messages so they
are timely and relevant

REACH

ENGAGE

CONVERT

gOVDELIVERYg 32



TARGETED MESSAGING FOR INDIVIDUALIZED, ON-TIME,

NEW

AUTOMATED REMINDERS

STATE Services News Government Local

e oo@@ 'Go to my:

NEWYORK | Department of
greosinm | Motor Vehicles
[ rovous LRSI

DEALERS & REPAIR B BODY SHOPS INSPECTION STATIONS & MOTOR CARRIERS COMMERCIAL DRIVER REGISTRATIONS & TITLES
TRANSPORTERS CERTIFIED INSPECTORS LICENSE (CDL)

INSURANCE DRIVER TRAINING DMV OFFICES DMV RECORDS MORE INFO
PROVIDERS

2014 Postage Cost Savings Transactions Processed Online
from Online Registration & in 2014 =

License Renewals =

$1,098,593 5,547,447

: Average Number of Minutes Transactions & Services
DO IT ONLINE! Saved from Waiting in Line = Offered Online =

28 62

DONTWAIT IN LINE! RECEIVE LICENSE AND o
VIEW FATAL CRASH . OUT OF TIME? RENEW YOUR
N RESERVATION ) @ e che MALITEXT ADMINISTRATIVE HEARINGS. }  REGISTRATION ONLINE

Do

** Do not reply to this email. You will not receive a response. **
Dear JEFFREY:

Thank you for enrolling! You are now subscribed to receive email reminders.
The email address you used to subscribe will replace any email address you
may have provided us previously. Before your driver license, non-driver ID
card, inspection or registration expires, you will receive reminders from us,
the New York State DMV.

Please review the plate numbers below for accuracy.

Plate: XXX XXXX
Class: PAS
Make: PONTI
Year: 2006

Plate: XK
Class: PAS
Make: VOLKS
Year: 2004

Learn more about Electronic Reminders from the DMV

A message from the DMV Commissioner:

| hope you are satisfied with DMY's online services. Please visit us again
and remember to tell a friend!

In addition to online services, the DI web site has helpful information,
forms, publications, and important safety advice. We want to bring you the
best in online services and information.

Barbara J. Fiala
Commissioner

“ou're receiving this message because you created an account with the Internet
Enabled Application. [

If you have questions or problems please visit
http:ifwww.govdelivery.com/products/transactionalmessaging-service/.

govmsuwsmrW 33



AUTOMATED REMINDER: BOAT RENEWAL

Automated pull of information
specific to the boat requiring
registration renewal

Life's better outside”

Your registration for the following boat will expire soon: H ig h | ig ht fee a n d d e a d | i n e Wit h

Make: [MAKE]]
Length: [[LENGTH_FT]Jft. [LENGTH_INCHES]in.

el e | options to renew

TX number: [[TX_NUMBER]]
Your registration fee of [[REGISTRATION]] is due by [[EXPIRATION]].
Renewal is easy.

1. RENEW ONLINE. You can also update your address online at
that time.

et el peter iy ; Footer with change of ownership
forms and customer service info

use the Vessel/Boat Records Maintenance Form (PWD 143M)

3. RENEW IN PERSON: Texas Parks and Wildlife Headquarters in
Austin and all of the Texas Parks and Wildlife Department field
offices throughout the state which are normally open 8 am. to 5
p.m. Monday through Friday.

If this boat has been sold or ownership has changed, please complete,

the Form 1340 Ownership Change Nofification - Vessel/Boat or
Outboard Motor and mail to TPWD Boat Registration, 4200 Smith
School Rd, Austin, TX 78744 or fax to (512) 389-4900.

Have gquestions? Call 1-800-262-8755. Thank you for your support
of Texas boating.

gOVDELI VERYw



IDENTIFY & REACTIVATE
LAPSED USERS

USE ENGAGEMENT DATA TO >




DATA: ACCESS AND ANALYZING

EXPERT: 4
Combine data from
multiple sources to
build 360 degree
view of customer
engagement

EMERGING: 1 EXPERIENCED: 3
e No access to e Publish
communication actionable data
metrics or to influence
performance data communication

Not reporting on decisions
Reliably track

downstream
outcomes
Identify ways to
improve citizen
experience

communications Use metrics to

outcomes increase
engagement and
drive action

govms:.mzmrw 36



USE ENGAGEMENT DATA TO IDENTIFY & REACTIVATE LAPSED USERS

Compare engagement metrics with
web, satisfaction and other data to
improve Citizen experience

REACH

ENGAGE

CONVERT

gOVDELIVERYﬁ 37



BENCHMARKING SUBSCRIPTION GROWTH

Subscribers

Source of New Subscribers

20,000 H Other

= — i = = SUBSSOCBRSEE:(B)ENRSSEER
= BN — N = Overlay )
10,000 I I I I I i I I l I I BN Direct

0

N2 A0 o o g P o\ O g o o CALCULATED BY DIVIDING TOTAL
WP 0P e oa ot o e T Tyga T pe et e

SUBSCRIPTIONS BY TOTAL
SUBSCRIBERS.

SUBSCRIPTIONS PER SUBSCRIBER OVERVIEW:

SUBSCRIPTIONS
PER SUBSCRIBER

OVERALL FEDERAL SLT UK

MEDIAN 2.48 2.95 2.30 2.36
TOP 20%

gOVDELIVERYﬁ 38



DATA: ACCESS AND ANALYZING

Subject Welcome to July in the Indiana Dunes

Sent: 06/30/2016 07:45 AM EDT

Sent By: MyDNR@dnr.in.gov

Sent To: Subscribers of SPR Indiana Dunes State Park News

Eror B view Recipient Detail €Y Create Copy for Resend [l View Bulletin

v B8 Email
X e 0% Pending
5,837 .. 99.6% o Accessing metrics
€9 recipients X €2 rwiteer pen Rate

7 B e and reports to
el elver S make data-driven

B Atempted —— C fve Attempted Minutes Cumulative Attempted 5 5
- 3 - decisions to
. z 4p rDelivery and Performance
o)
g: i 10 10 | These figures represent all data since the bulletin was first sent to present time. t . I
g ‘ ’ continuously
25%
50 0 EMAIL BULLETIN DIGEST TEXT MESSAGE . .
0%
R R = - improve their
pili dri
rDelivery Metrics - Details rBulletin Analytics: a I Ity to r I Ve
5,897 Total Sent 2,643 Total Opens Delivered Digests are sent on daily and Delivered 5
weekly intervals
5,872 (100%) Delivered 1.296 (22%) Unigue Opens d d t I l l
4,B0B Recipients 1089 Recipients 0 Recipients es I re o u co es
0(0%) Pending 239 Total Clicks
4,783 Delivered 1089 Delivered 0 Delivered
25 (0%) Bounced 187 (3%) Unigue Clicks
1053 Opened 243 Opened 0 Bounced or Failed
2(0%) Unsubscribed 22 #of Links
22 0% Unigue Opens 22 3% Unique Opens
25 Bounced or Failed
2 Unsubscribed




Data is Key

Data is the primary way you can understand citizen

customer expectations.

33«

Of all traffic to executive Seasonal services and Most people access
government domains came unexpected events can their sites using newer
from mobile and tablet users. cause surges in traffic. web browsers.

DigitalGov Analytics Dashboard findings



Leveraging Data

Where do you get data?

I =

¥ s

Il € |

Communication Website Customer
Reporting Metrics Surveys

Digitalgov.com



Leveraging Data

How do you analyze your data?

Define Goals Collect Feedback Take Action

Digitalgov.com



Use Case: PBGC

44%

60%

* One metricisn’t enough

* Email + Web + Customer Open Rate Daily Web Traffic From
Satisfaction = the full picture Emails

 GovDelivery + Adobe +
Foresee = actionable insights

82

Online Customer
Satisfaction Surveys
Completed July 15-17




USE ENGAGEMENT DATA TO IDENTIFY & REACTIVATE LAPSED USERS

Use communications metrics as
sign of good effort, and action
taken as success

REACH

ENGAGE

CONVERT

gOVDELIVERYﬁ 44



OUTCOMES:

EMERGING: 1
No consensus that
communications
influence program
outcomes
No strategy to

influence
downstream
metrics

REQUIRED OUTCOMES + DESIRED EXPERIENCE

EXPERIENCED: 3

Aligned digital
communication
strategy with
organizational
strategies
Communications
are influencing
downstream
outcomes

EXPERT: 4
Collecting and
tracking
program
outcomes
Digital outreach

core to
achieving
business
objectives

gOVDELI VERYW
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PUBLIC SECTOR FUNNEL

Reach More People

Be‘ z! as for
n.| _ople

Minneapolis
City of Lakes

Get them to take action

gOVDELIVERYﬁ 46



PUBLIC SECTOR FUNNEL

Match Measures to Phase

# of people reached

% of messages read

# of clicks

' #of licenses purchased

®
Qﬁv # of anglers recruited or reactivated

gOVDELlVERYW ‘ 47



IF WE SUCCEED,
THE OUTCOME

What is at the bottom of the funnel for this role, office,
WILL BE

agency, project?




ONLY IMPACT MATTERS







B

N BT TS L2 1] il

gJOVDELIVERY

THANK YOU FOR NATALIE FEDIE
YOUR TIME NATALIE.FEDIE@GOVDELIVERY.COM




Retention efforts: GEORGIA

Does email affect license sales and churn? YES! DEPARTMENT OF NATURAL RESOURCES
Here's proof! ) WILDLIFE RESOURCES DIVISION




Retention efforts: - GEORGIA

Does email affect license sales and churn? YES! DEPARTMENT OF NATURAL RESOURCES
Here’s proof! o WILDLIFE RESOURCES DIVISION

e
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" Email, Everyone is Doing it

How much are email communications worth?

We have measured clicks and opens

We want to measure purchase behavior tied to an
email

We designed a few studies to see the effect of emails
on purchase behavior

-
*
y' ‘




4 Studies

RBFF-Retention Pilot Program for first time anglers
NSSF-Retention Pilot Program for hunt/combo buyers
GADNR-Lifetime license campaign

RBFF-Lapsed Angler Toolkit Study

W = }%}—'({.E{l}—'_.\'l'rl(“!T\':‘[\:I N L"‘

= A souTHWICK
ati FISH AND WILDLIFE ECONOMICS AND STATISTICS

W BRANDT * >

. INFORMATION SERVICES gOVDgEt‘h.{!ngﬁrYu




RBFF Pilot Retention Program

Study on "first time anglers'-all anglers (1 year license)
who had not purchased any licenses in the last 5 years

Renewal Increased Bays
Group Description - Renewals % Lift before
Rate Renewals

renewal
1 Control (no contact) 1,095 145 13.2% 20.2
2 Reminders 2,475 446 18.0% 4.8% 118 15.8
3 Reminders w/discount 2,466 504 20.4% 7.2% 177 10.5
4 News + reminder 2,465 419 17.0% 3.8% 93 13.9

5 News + reminder w/discount 2,470 488 19.8% 6.5% 161 11.5

Total Treatment Groups (2-5) 9,876 1,857 18.8% 5.6% 549 12.8 |




Emails caused a lift in every group!

mmmm Treatment Groups — e Control Group

]
——
T
=4
[
3
1]
c
U
o

[
o
[=]
e

Reminders Reminders w/discount News + reminder News + reminder
w/discount




Discounts,

These discounts "cost' us $2.75
on each transaction prior
to expiration.

Sold 128 more licenses
$800 worth of revenue
$350 revenue lost through discount

are they worth it?

Figure 2: Renewal Rates of Discount vs. No Discount Advertised.

m Discount NOT Advertised m Advertised Discount

25.7%

23.6%
21.2%
20.1%
18.2%
17.1%
15.3% I 15-0% I

lanuary February March

April (through 4/15) Total (Jan. 1 - Apr 15)



Newsletters, do they help?

Figure 3: Renewal Rates of Groups Receiving News vs. No News.

m Did NOT Recieve News  ® Received News

23.3%

21.2% 21.1%
20.7% 20.2%
19.2%
18.4%
17.4%
16.7%
15.4%
10.0% I
. (]

January February March April (through 4/15) Total (Jan. 1 - Apr 15)

47 less renewals for customers who received newsletters




NSSF Study of Hunt/Combo Buyers

Results coming soon!



GADNR Lifetime License Campaign

GEORG

O BuLal b

WILDLIFE RESOURCES DIVISION

GEORGIA GEORGIA

CNPASIMIENT OF NATURAL RISCUBCIS. S A teme of stloes SopOftusns MERIS & Gl G #d can i & huer

; - s DIVIS WILDLIFE RESOURCES DIVISION o angler Pousands of dolars cer their Beime. ith & uime icenes. the
WILDLIFE RESOURCES DIVISION & o o your i et willnet Dpayior

ancther eiate hurtng o fishing iconsa. Ever’ From funtrg tophy whistals

. - . Far oty §200, you £an buy @ istime Fcanse i hunt and fah in Gecrgin for 0000000 forkunpr bgmanisfin S et spccsaten i Gaong b
Matn o boense purstane. matter! Aa a marsor ™ an coveres.

(g B30, yoms v sl o ooy vy £hild younger than 2 years old, no malier what state By v inl
1o ot 1y e e aing e Moo, S 2 R st by perchasieg & i e et it et s Thia helidy Saason, Skif 1o weREpIng BASGT B g ha Sutuns widife
serice atiers Reanes (HHSIL you can coninus 10 84 “soumed T s you may bruow, sach fatime of ouldoor opporiuniies makes & grest arusiasts on your it & Watime licarse.

o Pz srswans that Cucrgis secaives fadunal sxcive sons that s wed i fhuturn huntor or anglor thousands of dollars over their ifetma.
el e et Fafury) lexcabions, preweds huelor BLEITEN, B SLP MCCEERERIEy 1o GEORGIA Thia haidliny sikson, skip the wacping pager and gha the hituss widifa
widife arsd apc b el s, Honcrary fhes) bcersas s ot ‘ceusied” s e s DENMEZSIT OF MAPIL FRIOUCE aniumasts on your st a ietime icanse.
ep— bttt oo s foreds. Bo fpeu e o w ehabengs yone 1 gk —

WILDLIFE RESOURCES DIVISION
LEARN MORE =
LEARN MORE =

Going hunting this yoar” How about fishing? What about naxt yoar? i you
Burchase 8 spataman’s license (§55 includes huriing, ishing, big game,
WA, etc.) each yoar for the next 20 years, you will spend $1,100. *ou can
got all the same priviages for the rest of your Me and seve $600 over the
i 20 yars by purchasing a lifetine licensel For & ane-tifie cost of
5500, you can hunt and fsh anywhan in Geongla and never hawve o

. : _— ¢ ot G s 22w 2o
Stay In touch Connect with us urchase andther icense. = LEARN MORE =
Spp— : 100001
- = = LEARN MORE = - s o ppeokion and revdesciral eqied documerion f nder
. oge

Stay In toush Gonnect with us

| Comeciwmim Message Lifetime license

Target #1: Pre Senior .
bargain

(59-64 year olds, consistent _
purchasers) ; Target #4 Customer
database for residents -

Target #2: Sportsmen License Hunt and Fish for Life

(ages 16-50)




sales Email
during Total License

email | Campaign Sales 2015 $
. Sales S
campaign

=
:

Total
lifetime 4098 5001 903 936 $252,300 51,001,100 $1,274,675 5273,575
licenses

$8,400 $68,000




Total Lifetime License Sales Difference

|
’nm

\ A s A YN A N
BV PWAW S SAN T N I W IR N AV\V S

5 6 7 8 9 1 12 1415161?181920212223242526272829 33 34 35 36 38 39 40 4?434950515253




RBFF Lapsed Angler Toolkit

- Took advantage of already tested and
designed tools from RBFF's marketing
toolbox

- Pulled data like we have annually for the
lapsed angler program and emailed lapsed
anglers with the messages




Sent 2 emails out mid June
One to more than 5 years
lapsed - 95,203

One to less than 5 years
lapsed - 112,069

Gave the customers 2
- weeks to make a purchase
then pulled sales data

- Email Delivery Stats

100%

J B Email

95,203 @

'9 Recipients xa
xd
VB rss

0% Pending
1% Bounced
36% Open Rate
2% Click Rate

99%

Delivered

B “:Attempted [J] Cumulative Attempted

120

- Delivery Metrics - Details

95,203 Total Sent
93,808 (99%) Delivered
0 (0%) Pending
1,395 (1%) Bounced
68 (0%) Unsubscribed

- Bulletin Analytics

61,813 Total Opens
33432 (36%) Unique Opens
2,603 Total Clicks
2321 (2%) Unique Clicks
14 # of Links




| What Licenses Were Sold?

12,950 paid privileges sold

morethan5 lessthan5
License years lapsed vyears lapsed Total

Annual fishing 1748 2140 3888
Trout 1000 1181 2181
Combo 426 344 770
2 year 526 646 1172
Short term 104 108 212
Free (uip, sip, senior, Harvest) 3180 2933 6113
19 27

Lifetime




Show me the Money!

GEORGIA

TMENT OF NATURAL RESOURCES

2 Wee ks a.fter email Se nt WILDLIFE RESOURCES DIVISION

It has been awhile since you purcha: a fishing licen:

$77,991 = revenue for less than 5 year i

Your license purchase does more than grant you the freedom to fish the
state’s many beautiful lakes, nvers and streams. 100% of your fishing

l a S e d a n le r'S license fees are invested back into state resources to ensure healthy fish
populations and public access to fishing opportunities in Georgia

Where to get your license
GoOutdoorsGeorgia com

Or call 1-800-366-2661

$93,481 = revenue for more than 5 year i pann o e e e s s
4' lapSEd anglers License Prices for Georgians

3-day Hunt/Fish Combo $3.50
Annual Fishing $9.00
Annual Hunt/Fish Combo $17.00
Annual Trout Fishing $5.00

No investment was necessary in this Spotsman'soonse 55500
"more license types available at GeorgiaWildlife com

initiative except a little of my time and

our data guy's time.

Stay in touch Connect with us

We promise we won't overwhy th Questions? Give us a call al 1-800-366-2661

$171,472 in revenue ‘s




In Conclusion

R3 effort that is certainly good for the middle R
You can prove your ROI if you try! (and have the
right data guy)

Target, segment, and target some more!

Think of how to measure before you start




Are you convinced?

Questions?

Jenifer.Wisniewski@dnr.ga.gov

‘;':(




Retention efforts: - GEORGIA

Does email affect license sales and churn? YES! DEPARTMENT OF NATURAL RISOURCES
Here S pl‘OO'ﬂ | | - - WILDLIFE RESOURCES DIVISION
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