
Empowering government to create better lives for more people.

8 Tips to Recruiting, Retaining & 
Reactivating Anglers
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WELCOME

NATALIE FEDIE
GovDelivery Vice President of Client Success 

Customer Success Mission: To help customers 
achieve their desired outcomes. 



PRESSURE ON ROI 
OF PUBLIC LAND 

INCREASING

CITIZEN 
EXPECTATIONS 

RISING 

BUDGET 
PRESSURES 

TIGHTENING

TECHNOLOGY 
CHANGING 

RAPIDLY

GOVERNMENT IS AT A CROSSROADS 
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SHARED GOALS – PUBLIC SECTOR FUNNEL

Get them to take action

Reach more people

Better lives for 
more people

REACH

ENGAGE

CONVERT

OUTCOMES
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KEY AREAS OF SUCCESS

01

02

03

RECRUIT YOUR AUDIENCE REACH

ENGAGE

CONVERT

OUTCOMES

ENGAGE & RETAIN YOUR AUDIENCE

USE ENGAGEMENT DATA TO 
IDENTIFY & REACTIVATE LAPSED 
USERS



What is at the bottom of the funnel for this role, office, 
agency, project?

IF WE SUCCEED, 
THE OUTCOME 

WILL BE 
__________.
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Improve
Citizen Involvement

Enhance
Public Awareness

Promote &
Transform Services

WHAT MATTERS TO YOU?

Accelerate & streamline usage of 
your online and offline services

Drive more license purchases, 
and make it easier for anglers to 

get licenses

Inform & engage citizens to drive 
changes in behavior

Share with citizens about public 
lands usage, value, and access

Increase the contributions of   
your community

Motivate anglers to share their 
sport, reengage in fishing, and 

try new adventures
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DIGITAL ENGAGEMENT MATURITY MODEL

• Low alignment on 
desired outcomes

• Limited awareness of the 
importance of reach

• Aging, legacy and 
inefficient solutions

• Not reporting on 
outcomes

1 -EMERGING
• Occasional outcomes focus
• Initial focus on audience 

growth and understanding
• Shared strategy but little 

measurement
• Defined tech needs
• Tracking upstream metrics 

(clicks, follows, subscribers)

2 - PROFICIENT
• 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

3 - EXPERIENCED • 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 ROI from 
organizational and citizen 
perspective

4 - EXPERT



9

6 KEY FOCUS AREAS FOR SUCCESS

PEOPLE

AUDIENCE

DATA

SOLUTIONS

OUTCOMES

SECURITY

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

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

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

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

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



RECRUIT YOUR AUDIENCE
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GROW AND TARGET YOUR AUDIENCE

1Optimize web properties to 
convert visitors to subscribers



12

AUDIENCE: REACH AND ENGAGEMENT

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

PROFICIENT:2
• Acquiring 

subscribers through 
multiple online 
channels

• Engagement a 
priority but little 
understanding of 
audience

EMERGING: 1
• Limited awareness 

of the importance 
of reach

• No audience capture 
strategy

• No formal marketing 
strategy 
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AUDIENCE: REACH AND ENGAGEMENT

AUDIENCE
• Collect and upload relevant email lists

› Boater registrations, former license buyers, camp site 
registrations

• Consistent and multiple links
• Direct sign-up box

› Easy to find on your home page and license info pages 
• Overlays
• Social media integration

› Drive passive FB, Twitter, Instagram users to sign up for 
more direct communication 

• The GovDelivery Network

Reaching a 
pre-defined 
target audience 
that is fully 
engaged
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HOW DOES YOUR AUDIENCE SIGN UP TODAY?

Social media button

Connect area with 
link to subscribe

Sign up box
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GROW AND TARGET YOUR AUDIENCE

2 Leverage commonly 
underutilized features to 
acquire key audience
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REACH MORE PEOPLE: WEB AND FORM CAPTURE

Convert website visitors 
with an overlay
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BENEFITS OF OVERLAYS

INFORMATIVEVISUALLY
ENGAGING

TRACK YOUR
RESULTS
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OVERLAY IMPACT ON SUBSCRIBER GROWTH

ALL USERS FEDERAL STATE / LOCAL /
TRANSIT

MEDIAN 174% 295% 230%

TOP 20% 584% 608% 416%

Source: 2016 GovDelivery Benchmark Report
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REACH MORE PEOPLE: MOBILE CAPTURE

Capture audience 
where they already 

are via mobile
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REACH MORE PEOPLE: SOCIAL CAPTURE

Convert passive social 
media followers to 
engaged members of a 
direct digital audience
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THE GOVDELIVERY NETWORK

Promote your content beyond 
the walls of your website 
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GROW AND TARGET YOUR AUDIENCE

3Capture more information on 
your users to personalize and 
send relevant content
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PERSONALIZE CONTENT WITH QUESTIONS

Gather data to personalize 
and send targeted content
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Consider asking about:
› Region/County
› Household makeup (children, 

seniors, veterans)
› Related interest areas for cross 

promotion

PERSONALIZE CONTENT WITH QUESTIONS



ENGAGE & RETAIN YOUR 
AUDIENCE



26

ENGAGE & RETAIN YOUR AUDIENCE

4Deliver tailored messages to 
different user groups to guide 
citizens to best fitting information 
and purchase options



ENGAGE VARIOUS AUDIENCES

Passionate Anglers Boat Owners River/Lake Shore Residents Casual Visitors / Anglers

• First subscribers
• Engaged and opinionated 

about changes
• Vocal, must-win customers
• Variety of demographics

• Easy to identify via boat 
registration and purchases

• Likely anglers
• Require knowledge about 

angling and boating rules and 
renewals

• Committed to safe and healthy 
water ways

• Easy to target via location
• Generally higher income 

demographics

• Focused on recreation and 
family

• Fishing just one option for 
recreation

• Less interested in technical 
information
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• 40+ types of licenses for 
angling alone for most states

• Confusing for new, lapsed, or 
visiting citizens

• Use targeted communications 
to lead them to the right 
choice or set of options

GUIDE BUYERS BASED ON 
THEIR SPECIFIC NEEDS 
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ENGAGE & RETAIN YOUR AUDIENCE

5Nurture and retain subscribers 
through welcome and seasonal 
engagement campaigns
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PROFILE OF A DIGITAL ENGAGEMENT EXPERT

ONBOARD 
Establish 

relationship and 
articulate value.

TARGET & 
PERSONALIZE 

Gather key 
information, create a 

personalized 
experience.

RE-ENGAGE
Continuously 

improve outreach, 
drive increased 

conversion.

CONVERT
Drive better 

outcomes for a 
dynamic audience.

REACH
Build a massive 

audience with the 
GovDelivery 

Network.
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EXAMPLE SEASONAL ROTATION

Onboard or 
Reengage

Spring Early Summer Mid Summer Fall Winter

• Introduction to 
the agency’s 
many jobs

• Initial licensing 
information 

• Links for more 
detailed 
information

• Reminder to buy 
a new license & 
stamps available

• Information on 
early fishing 
spots 

• Local camping 
and recreation 
spots (links)

• Reminder on 
seasons and 
catch limits

• Links to camping 
or parks locally

• Boating safety 
tips

• Kid camp options

• Information on 
invasive species

• Tips for catching 
the big one

• Record catches
• Cooking your 

catch how-to 
video

• Best fish to catch 
in the fall

• Best weekend 
spots to cast

• Cross post for 
hunting licenses

• Boat storage and 
repair tips

• Tips for new ice 
fisherman fishing  
(as appropriate) 

• Changes to 
policies or 
license options

• Early license 
renewal notice 
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ENGAGE & RETAIN YOUR AUDIENCE

6Automate messages so they 
are timely and relevant  
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TARGETED MESSAGING FOR INDIVIDUALIZED, ON-TIME,   
AUTOMATED REMINDERS
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AUTOMATED REMINDER: BOAT RENEWAL

Automated pull of information 
specific to the boat requiring 
registration renewal 

Footer with change of ownership 
forms and customer service info

Highlight fee and deadline with 
options to renew



USE ENGAGEMENT DATA TO 
IDENTIFY & REACTIVATE 
LAPSED USERS
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DATA: ACCESS AND ANALYZING

EMERGING: 1
• No access to 

communication 
metrics or 
performance data

• Not reporting on 
communications 
outcomes

PROFICIENT: 2
• Tracking and 

analyzing 
communication 
metrics 

• Limited reporting 
demonstrating 
success to 
leadership

EXPERIENCED: 3
• Publish 

actionable data 
to influence 
communication 
decisions

• Use metrics to 
increase 
engagement and 
drive action 

EXPERT: 4
• Combine data from 

multiple sources to 
build 360 degree 
view of customer 
engagement

• Reliably track 
downstream 
outcomes

• Identify ways to 
improve citizen 
experience
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USE ENGAGEMENT DATA TO IDENTIFY & REACTIVATE LAPSED USERS

7 Compare engagement metrics with 
web, satisfaction and other data to 
improve Citizen experience
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BENCHMARKING SUBSCRIPTION GROWTH
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Accessing metrics 
and reports to 
make data-driven 
decisions to 
continuously 
improve their 
ability to drive 
desired outcomes

DATA: ACCESS AND ANALYZING

DATA



Data is Key

Data is the primary way you can understand citizen 
customer expectations.

Of all traffic to executive 
government domains came 

from mobile and tablet users.

33%

Most people access 
their sites using newer 

web browsers.

Seasonal services and 
unexpected events can 
cause surges in traffic.

DigitalGov Analytics Dashboard findings



Leveraging Data

Where do you get data?

Communication 
Reporting

Website 
Metrics

Customer 
Surveys 

Digitalgov.com



How do you analyze your data?

Leveraging Data

Digitalgov.com

Define Goals Collect Feedback Take Action



• One metric isn’t enough

• Email + Web + Customer 
Satisfaction = the full picture

• GovDelivery + Adobe + 
Foresee = actionable insights

Use Case: PBGC

44%

Open Rate

60%

Daily Web Traffic From 
Emails

82
Online Customer 
Satisfaction Surveys 
Completed July 15-17
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USE ENGAGEMENT DATA TO IDENTIFY & REACTIVATE LAPSED USERS

8 Use communications metrics as 
sign of good effort, and action 
taken as success
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OUTCOMES: REQUIRED OUTCOMES + DESIRED EXPERIENCE

EMERGING: 1
• No consensus that 

communications 
influence program 
outcomes

• No strategy to 
influence 
downstream 
metrics 

PROFICIENT: 2
• Some consensus 

that 
communications 
influence 
program 
outcomes 

• Shared strategy 
but no outcomes 
identified 

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 
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PUBLIC SECTOR FUNNEL

Get them to take action

Reach More People

Better lives for 
more people
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PUBLIC SECTOR FUNNEL

# of people reached

% of messages read

# of clicks

# of licenses purchased

# of anglers recruited or reactivated

Match Measures to Phase



What is at the bottom of the funnel for this role, office, 
agency, project?

IF WE SUCCEED, 
THE OUTCOME 

WILL BE 
__________.



ONLY IMPACT MATTERS

SharesLikesOpensClicks



NEW BUSINESS 
OPENINGS

FASTER TAX 
COLLECTION

REDUCE 
GESTATIONAL 

DIABETES

INCREASE FLU 
SHOTS

REDUCE SPREAD 
OF INVASIVE 

SPECIES

INCREASE 
LITERACY

REDUCE 
HOMELESS 
VETERANS

INCREASE VOTER 
TURNOUT

REDUCE TEXTING 
WHILE DRIVING

SELL MORE 
FISHING LICENSES

INCREASE 
ACCESSIBILITY

REDUCE DRUNK 
DRIVING

INCREASE COLON 
CANCER 

SCREENING
GROW JOBS

SUPPORT 
RECYCLING

ENGAGE PUBLIC IN 
LEGISLATION

INCREASE 
NEIGHBORHOOD 

WATCH

GROW THE 
ECONOMY

REDUCE CAR 
TOWING AFTER 

WEATHER 
EMERGENCY

REDUCE
SUICIDES

INCREASE 
FOSTERING

EVENT 
ATTENDANCE

CAMPING 
PERMITS

DISASTER 
ASSISTANCE SCHOOL CLOSURES VOLUNTEERS AGING HEALTH PET ADOPTION

LIBRARY USAGE JOB 
TRAINING

TAX
RENEWAL SHELTERS EVACUATION

NOTIFICATION
HUNTING 
LICENSES FAMILY SERVICES

INCREASED
MEMBERSHIP

REDUCED 
POLLUTION NATIONAL PARKS FARM

SERVICES
SAFETY

EDUCATION
HOUSING

PROGRAMS
FOOD 

SAFETY



THANK YOU FOR 
YOUR TIME

NATALIE FEDIE

NATALIE.FEDIE@GOVDELIVERY.COM
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