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MAKING HEADWAY 
TOWARDS 60 IN 60



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 to protect, conserve and 

restore the nation’s aquatic natural resources.

O U R  M I S S I O N
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Goals
Increased participation in recreational boating and 

fishing to achieve 60 million fishing participants 

by December 2021 (60 in 60).

Increased public awareness of sound fishing, 

boating and conservation practices.

Through the Sport Fish Restoration Program, tax 

dollars from the purchase of rods, reels, lures, 

flies, motorboat fuel and accessories go toward 

conducting research, reintroducing sport fish 

species, restoring habitats, offering aquatic 

education, and constructing boat ramps and 

fishing piers.

By incorporating the Sport Fish Restoration logo 

— a shared symbol of cooperative conservation — 

in communication materials, RBFF partners and 

stakeholders can help educate the public about 

how boaters and anglers contribute to funding 

conservation in this country.

Vision
RBFF is committed to spreading the joy of fishing 

and boating to all ages, genders and cultures. 

We envision one nation united in our passion for 

fishing and boating, a nation committed to the 

pursuit of leisure activity on the water, a nation 

that embraces our fishing and boating heritage, 

and conserves, restores and protects the resources 

that sustain it.
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When I came on as RBFF’s Board Chairman last year, 

our 60 in 60 initiative had already pulled away from 

shore and was well on its way to reaching 60 million 

anglers. In this, the second year of the initiative, we’ve 

continued our progress, mainly by way of Recruitment, 

Retention and Reactivation (R3) strategies. 

The recent, new wave of R3 activity among state 

agencies is particularly exciting. In partnership with 

RBFF, state leaders are increasingly connecting with 

consumers, leveraging RBFF’s R3 tools and resources, 

and participating in RBFF’s Annual State Marketing 

Workshop to acquire new R3 marketing skills. The 

tools are there, the talent is there. State leaders are 

beginning to understand that if they keep going, they’ll 

be rewarded.

As for RBFF’s industry partners, I’m from the fishing 

world myself, so I understand the impact of participation 

reductions and the challenge of competing for 

consumers’ recreational time and money. By making 

fishing and boating look easy, accessible and fun; by 

becoming more engaged in Recruitment, Retention 

and Reactivation; by trying a different approach for 

new people coming into the sport — all of us in the 

fishing and boating community can break through and 

succeed.

One consumer marketing development I’m especially 

passionate about is the Take Me Fishing™ First 

Catch Centers, which will teach fishing and boating 

skills to kids and families in larger cities. In FY18, 

RBFF prepared to open the first of these fully branded 

First Catch Centers. Because the chances of buying 

into fishing go down after age 12, these First Catch 

Centers are very important. I’m also looking forward 

to upcoming marketing and other materials that will 

help women see themselves as anglers and give fishing 

and boating a try. Additionally, RBFF is continuing 

its masterful job of understanding and recruiting 

Hispanics, who are a very large and ever-increasing 

portion of our population. 

Now, with RBFF’s grant from the U.S. Fish & Wildlife 

Service renewed for another five years and deliberations 

for our new three-year Strategic Plan just ahead, RBFF 

is positioned to engage more stakeholders and partners 

at every level in R3 activities — and pick up speed 

towards our destination of 60 million anglers. My 

thanks to those who are helping us get there. 

Board Chairman’s Letter

Jeff Marble
R B F F  BOA R D  C H A I R  •  P R E S I D E N T,  M A R B L E ,  L L C
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President’s Letter
Year two of 60 in 60 has produced excellent participation 

numbers. We saw three million first-time anglers, up 500,000 

over last year. Even after churn — the continuing “leaky 

bucket” problem of anglers dropping out — we maintained 

a net increase of two million anglers, bringing 2017 totals 

to 49.1 million participants. In fact, according to the U.S. 

Fish & Wildlife Service’s most recent five year study, fishing 

participation is up nearly 20 percent in the last ten years. 

Boating participation reached over 142 million boaters.

Within these statistics are other data signaling we are 

doing a great deal right. We attracted key demographics in 

record numbers: Hispanic anglers increased by 400,000 to 

4.2 million, and females constituted 45 percent of all new 

fishing participants. Youth participants (age 6-17) have also 

increased, up 8 percent over the last two years to 11.6 million.

Yes, the numbers are clearly good, and they matter. As a result 

of this growing participation, state agencies benefited from 

greater resources for their programs, our industry partners 

had a larger number of anglers and boaters to market to, and 

exposure to conservation messaging rose. 

For me, though, there’s only one number that really counts, 

and that’s “60” — the 60 million anglers of our 60 in 60 

campaign. Our goal of reaching 60 million anglers by 

December 2021, primarily through vigorous Recruitment, 

Retention and Reactivation (R3) activities, is where I keep my 

focus. So I see this year’s statistics, excellent as they are, as 

markers for gauging our momentum going forward.

The good news is that I see plenty of momentum, and I’m 

confident it will continue.

This is mostly due to several developments that fell into place 

this year. Our Strategic Alliance with Walt Disney World® 

and Disney Media was renewed. We started developing a 

network of Take Me Fishing™ First Catch Centers. State 

partners acquired R3 marketing skills and employed R3 

marketing tools with unprecedented enthusiasm. Industry 

partners increased their support for R3 programs such as the 

George H.W. Bush Vamos A Pescar™ Education Fund and 

outreach events. Multiple stakeholders and federal agencies 

joined RBFF in an historic Memorandum of Understanding 

committing all of us to achieve 60 in 60 through R3 initiatives. 

Other partners joined to continue development of R3 training 

for state and federal agency representatives at the U.S. Fish & 

Wildlife Service’s (USFWS) National Conservation Training 

Center (NCTC). 

Significant as these accomplishments are, we know we must 

do more to arrive at 60 in 60. Now, with our new cooperative 

agreement from the USFWS in place, our state partners more 

energized and able to do R3 marketing, and our industry 

partners more engaged than ever, we know we can do more. 

We know our efforts will have an impact, and that they will 

produce the higher participation numbers we all need.  We 

are well on our way.

Frank Peterson
R B F F  P R E S I D E N T  A N D  C E O
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Making Headway 
Towards 60 in 60
This year saw the highest fishing participation 

numbers since 1991.
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2M
NET INCREASE IN ANGLERS 

OVER LAST YEAR

20%
up 8.2% over the last five years

17M
FIRST-TIME BOATERS

3M
FIRST-TIME ANGLERS

20% increase over last year

INCREASE IN NUMBER OF 
ANGLERS IN THE LAST 10 YEARS

in 2017 compared with 47.2 in 2016 (Outdoor 

Foundation’s Special Report on Fishing)

49.1M Fishing

142M Boating
(Joint study with National Marine Manufacturers 

Association & Discover Boating)
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—  J O H N  F R A M P TO N,  P R E S I D E N T  &  C E O,  CO U NC I L  TO  A DVA NC E  H U N T I N G  A N D  T H E 

S H O OT I N G  S P O RT  ( CA H S S ) 

“Much of the credit for this increase in 
recreational fishing is attributed to... RBFF.”

60 in 60
At the beginning of FY18, the fishing and 

boating community was one year into its 

commitment to achieve 60 million fishing 

participants in 60 months — by December 2021.

R3

At the heart of achieving 60 in 60 are marketing 

and education initiatives that Recruit, Retain 

and Reactivate (R3) anglers.

The Tide is Turning
Already, R3 programs, partnerships and tools 

have begun to reverse historical trends in 

boating and angling participation. Net figures 

for fishing participation are up. First-time 

participation is up. Participation by targeted 

segments of consumers is up. Achieving 60 in 

60 is straight ahead.
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4.2M
HISPANIC ANGLERS

The new anglers driving 
participation growth in 2017:

Reeling in 
Consumers
Increased participation among youth, women and 

Hispanics will lead the way to 60 in 60. 

11.6M
YOUTH ANGLERS (5-17)
2017 up more than 8%

over the last two years

2017 up more than 20%

over the last two years 

of new anglers were 
women45%
of new anglers were 
youth age 6-1242%
of first time boaters 
were hispanic32%
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“RBFF is the catalyst [for] 
millions learning more about 
the boating and fishing world.” 
—  S H A N E  W I L S O N,  FO U N D E R /C E O,  F I S H I N G’ S  F U T U R E



First Catch Centers will form a network 

of branded, hands-on boating and fishing 

instruction for youth and families in larger cities 

and urban areas, together offering the kind of 

gateway skills training that school-based and 

other youth programs now widely provide for 

other sports. RBFF’s alliance with Walt Disney 

World® and Disney Media Networks continues 

to encourage youth and families to consider 

fishing and boating by exposing them to Take 

Me Fishing-branded experiences and media 

messaging. In the first part of FY18 alone, the 

Disney alliance generated 2.8 million views to 

Take Me Fishing digital assets.

The mean age of the first fishing 

experience was 10; 94 percent of active 

anglers had their first fishing experience 

before age 18.

Where, How & Why
A new partnership with Fishbrain integrates 

fellow anglers’ social media inputs on species 

and angling methods into the interactive Take 

Me Fishing Places to Fish and Boat Map 

(available in English and Spanish). Website 

pageviews of conservation content, which 

appears throughout TakeMeFishing.org, were 

up more than 12 percent compared with FY17.  

RBFF created a new conservation-focused 

public service announcement (PSA) titled 

“Telepathy,” including state-specific versions. 

Stressing the connection between buying a 

fishing license and aquatic conservation work 

around the country, the TV spot earned almost 

$13 million of in-kind media placement and 

scored in the top one percent of all PSAs aired 

in 2017, as reported by Nielsen Media Research. 

Targeted Marketing
Take Me Fishing™ advertising, social media and 

earned media reached market segments critical 

to a thriving future of boating and fishing: youth 

because early fishing experiences multiply the 

chances of fishing in adulthood, and Hispanics 

because they are a large and growing segment 

of the population with more than $1.5 trillion in 

purchasing power.

Messages
The year’s new Take Me Fishing consumer 

advertising and public relations (PR) 

campaign reached out to the Multicultural 

Family Outdoors group. The campaign 

portrayed recreational boating and fishing as 

antidotes to technology, potentially able to 

transform the sedentary Tech Child into the 

outdoors Wild Child. A Vamos A Pescar™ 

media event featuring Houston Astros’ star 

Carlos Correa produced more than two million 

social media impressions. Earned media 

stories generated over 83 million impressions. 

To leverage the high awareness numbers of 

its main consumer website, RBFF merged 

its previously separate VamosAPescar.

org website with TakeMeFishing.org. The 

popularity of TakeMeFishing.org helped drive 

FY18’s total visits to consumer digital assets 

to 15.6 million, an increase of 22 percent over 

FY17.

Programs
Take Me Fishing™ First Catch Centers 

moved closer to launch as RBFF determined 

its endorsement criteria and found existing 

programs and partners to work with. Ultimately, 
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State Partners–
On Board with R3
State partners are committing to R3 marketing as never before.

$1.8M
IN GROSS PROGRAM REVENUE 
GENERATED BY BOAT REGISTRATION 
MARKETING PROGRAM

758,994
REFERRALS TO STATE FISHING 
LICENSE PURCHASE PAGES

102,865 
REFERRALS TO STATE BOAT 
REGISTRATION PAGES
up 4% over FY17

$136,325
IN R3 GRANTS
9 PROGRAMS IN 7 STATES

14
ADOPTED A NEW OR
ADDITIONAL R3 PROGRAM MODEL
up from 4 in FY17

state
partners
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R3 Surge
State partners are developing their own Recruitment, 

Retention and Reactivation (R3) marketing programs at 

the fastest pace yet. In FY18, state agencies turned to 

RBFF R3 resources such as the Angler R3 Plan Guiding 

Document, the Direct Mail & Email Marketing Toolkit to 

Reactivate Lapsed Anglers, and the First-Time Buyers 

Retention Email Campaign Toolkit, which won a Gold 

Circle Award from the American Society of Association 

Executives (ASAE). State partners participated in 

RBFF’s quarterly webinar series, covering R3 and 

other marketing topics. RBFF also shared case studies 

of states’ R3 success stories. For greatest convenience, 

links to R3 resources, information and case studies 

now appear on a new webpage, TakeMeFishing.org/R3.

State Marketing Workshop
The Annual State Marketing Workshop in Phoenix, 

Arizona, attracted for the first time representatives 

from all 50 states. The 153 state agency participants, 

including 8 state agency Directors and 5 Assistant 

Directors, learned about RBFF programs and assistance 

for R3 marketing and the results of fellow states’ R3 

marketing strategies and tactics.

AFWA Support
A task force on Angler R3, convened by the 

Association of Fish & Wildlife Agencies (AFWA), 

urged states to hire R3 coordinators as part of their 

top-level management team and put R3 programs in 

place. AFWA also recommended use of RBFF’s R3 

Toolkits and upcoming data dashboards. The task 

force’s 5 recommendations will be transformational for 

state agencies that successfully implement them. 

For Conservation
States’ R3 marketing programs, by growing participation, 

produced substantial funding for states conservation 

programs. Increased revenues from license sales, boat 

registrations, and proceeds from purchases of equipment 

and fuels, via the Sport Fish Restoration Fund, 

combined to benefit states’ conservation activities.

“RBFF is poised to remain an 

invaluable partner in our collective 

outreach to anglers and boaters.”
—  CA RT E R  S M I T H ,  E X E C U T I V E  D I R E C TO R ,  T E X A S 

PA R K S  &  W I L D L I F E  D E PA RT M E N T

16



State R3 Grant 
Partnerships

Concluded 2017

RBFF’S STATE R3 
PROGRAM GRANTS 
program

Received 2018

STATE R3 PROGRAM 
GRANTS

Concluded 2017

GEORGE H.W. BUSH      

EDUCATIONS FUND

grant program

VAMOS A PESCAR™

Initial

FIRST CATCH 
CENTERS

for developing the next 
generation of anglers 
living in urban areas

 C
al

if
or

ni
a

 C
on

ne
ct

ic
ut

 
 F

lo
ri

da
 G

eo
rg

ia
 Id

ah
o

 Io
w

a
 K

an
sa

s
 M

ar
yl

an
d

 M
as

sa
ch

us
et

ts
 M

ic
hi

ga
n

 M
in

ne
so

ta
 N

eb
ra

sk
a

 N
ew

 J
er

se
y

 O
kl

ah
om

a
 O

re
go

n
 P

en
ns

yl
va

ni
a

 T
ex

as
 V

ir
gi

ni
a

 W
as

hi
ng

to
n

 W
is

co
ns

in

New 2018

GEORGE H.W. BUSH      

EDUCATIONS FUND

grant recipients

VAMOS A PESCAR™



Exploring New Channels 
with Industry Partners
Industry partners recognize that a strong customer base 

depends on attracting, training and retaining first-time 

boaters and anglers.

18



* Based on figures from ASA Sportfishing in America Report.

**1.1 million figure Based on figures from NMMA 2014 

Statistical Abstract and NMMA 2012 Recreational Boating 

Economic Study.

$5B more
IN ECONOMIC CONTRIBUTIONS 
FROM ANGLERS

FY18’s net increase of 2 million 
anglers* could mean

$1.5B
IN ECONOMIC CONTRIBUTIONS 
FROM BOATERS

1.1 million new boaters** 
could mean

139,823
FY18 TO DISCOVERBOATING.COM
UP 13% FROM FY17



Participation = Business 
RBFF expanded partnerships with industry 

leaders to help make fishing and boating 

newcomers — including women, Hispanics 

and youth — feel welcome. TakeMeFishing.org 

steered almost 140,000 boating prospects to 

DiscoverBoating.com. Online fishing charter 

reservation service, Open Angler raised its 

profile on TakeMeFishing.org to attract more 

youth and young adults to fishing. Fishing 

League Worldwide (FLW), South Bend Sporting 

Goods and Zip Firestarters, in cooperation with 

RBFF’s Take Me Fishing and Vamos A Pescar 

campaigns, held over 1,600 #ReelFun fishing 

events at Walmart stores across the U.S. during 

National Fishing and Boating Week.

Bass Pro Shops
Bass Pro Shops founder and CEO Johnny 

Morris initiated the George H.W. Bush Vamos 

A Pescar™ Education Fund in 2015. Thanks 

to matching funds by state agencies, continued 

donations by Bass Pro Shops, and contributions 

from other industry partners including the 

Walt Disney Company, Cabela’s Outdoor 

Fund, the American Sportfishing Association 

and Brunswick Public Foundation, the fund 

awarded $70,000 to 12 programs in FY18, each 

providing fishing, boating and conservation 

training and education to Hispanic youth and 

families. Another 15 programs received grants 

in FY18 for the coming year.

Fishbrain
Industry partners can now embed in their 

consumer websites a new-generation Places 

to Fish and Boat Map that includes a social 

media dimension. Developed by industry 

partner Fishbrain, the enhanced interactive 

map shares social media-sourced updates 

on new and recent catches, fish species and 

fishing forecasts.

Across the Nation 
An historic Memorandum of Understanding 

between RBFF, the U.S. Department of Interior, 

the U.S. Department of Agriculture, and 

industry stakeholders committed partners to 

promote angler R3 activities to achieve 60 in 60 

participation. Working towards the intersecting 

objectives of a healthy environment, a healthy 

industry, and healthy levels of participation, 

RBFF joined forces with state, federal and NGO 

partners to develop First Catch Centers, some 

of which are on USFWS fish hatcheries and 

refuges. The First Catch Centers will provide 

ongoing hands-on fishing and conservation 

training to youth and families. AFWA’s 2018 

Multistate Conservation Grant funded an 

RBFF study of changing demographics and 

technology on fishing participation. RBFF 

partnered with Boat-Ed to post information on 

state-by-state boating safety requirements and 

local boating education programs.



“I have observed RBFF help inspire industry 
members through educational efforts and 
engage stakeholders in activities vital to the 
future of boating and fishing.”
—  M AU R I C E  BOW E N,  S R . ,  M A R K E T I N G  D I R E C TO R ,  W H I T E  R I V E R  M A R I N E  G R O U P/

BA S S  P R O  S H O P S,  N M M A  BOA R D  M E M B E R



Just Around the Bend
With its new five-year grant in place, RBFF is taking the 

next steps to increase participation and achieve 60 in 60.
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A New Strategic Plan
The RBFF Board will convene to develop a new 3-year Strategic Plan — 

a plan that will carry the entire fishing and boating community beyond 

our 60 in 60 destination of December 2021 to March 2022.

Next-level R3 Capacity
RBFF, in partnership with the USFWS and its National Conservation 

Training Center (NCTC), will be finalizing R3 training opportunities 

for state and federal agency personnel. R3 program grants, the Annual 

State Marketing Workshop and webinars will inspire new best practices 

among state agencies. New Fishing License Sales Dashboards, 

developed under the AFWA Multistate Conservation Grant Program, 

will provide state partners with near real-time insights into licensing, 

demographics and trends.

Strategic Outreach
RBFF’s outreach to key demographics, including multicultural families 

and Hispanics, will go into high gear in FY19 when we encourage 

consumers to “Get Your Fish On.” Advertising, social media, earned 

media and PSAs — including a new women-focused campaign called 

“Making Waves”— will help women see themselves as anglers and 

encourage a sense of belonging, whether as parents of new young 

anglers or as active outdoors enthusiasts themselves. In addition, the 

Top Places to Fish and Boat promotion will be sub-branded Top “Mom-

Approved” Places to Fish and Boat.

Next Generations
The new network of fully-branded First Catch Centers will launch in 

FY19. Bringing to youth and families near large cities the skills needed 

to go fishing, these First Catch Centers promise to become tomorrow’s 

new model of fishing mentors. BoatUS and Bass Pro Shops/Tracker 

Marine are major First Catch Center sponsors. Technology will continue 

to serve an ever-greater role in recruiting and retaining anglers and 

boaters. RBFF and partners are moving forward with the exploration of 

voice-activated technology and Artificial Intelligence tools for drawing 

consumers to fishing and boating. 

Conservation-wise
RBFF will continue a multi-year study to explore consumer views and 

awareness of conservation practices.



As of March 31, 2018, and 2017 2018 2017

Assets

Cash and cash equivalents 119,981 225,091

Government grants receivable 131,632 74,563

Other receivables 14,295 5,320

Investments 921,752 792,192

Prepaid expenses 45,056 50,258

Deposits 17,785 17,785

Property and equipment, net 85,368 128,052

Total Assets 1,335,869 1,293,261

Liabilities and Net Assets

Liabilities

Accounts payable 56,199 17,116

Accrued expenses 143,777 115,519

Deferred rent and lease incentives 188,741 252,166

Total Liabilities 388,717 384,801

Net Assets

Unrestricted:

Undesignated 573,046  538,590

Board-designated 374,106 369,870

Total Net Assets 947,152 908,460

Total Liabilities and Net Assets 1,335,869 1,293,261

Statements of Financial Position

 $ $

 $ $

 $ $

 $ $

 $ $

 $ $

 $ $
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For the Years Ended March 31, 2018, and 2017  2018 2017

Unrestricted Revenue and Support

Government grants 12,301,927 11,834,315

Sponsorships and other revenue 81,762 70,900

Contributions 55,497 201,739

Interest 10,770 9,152

Total Unrestricted Revenue and Support 12,449,956 12,116,106

Expenses

Program services:

Consumer engagement 9,674,440 9,534,585

State engagement 1,397,789 1,213,532

Industry engagement 407,958 347,607

Total Program Services 11,480,187 11,095,724

Management, Office Operations 931,077  888,222

Total Expenses  12,411,264  11,983,946

Change in Net Assets  38,692  132,160

Net Assets, Beginning of Year  908,460  776,300

Net Assets, End of Year  947,152  908,460

Statements of Activities

 $ $

 $ $

 $ $

 $ $

 $ $

 $ $

 $ $

 $ $

 $ $
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For the Years Ended March 31, 2018, and 2017  2018 2017

Cash Flows from Operating Activities

Change in net assets 38,692 132,160

Adjustments to reconcile change in net assets to

net cash provided by operating activities:  

Depreciation amortization 42,684 42,684

Change in operating assets and liabilities:  

(Increase) decrease in:  

Government grants receivable (57,069) 206,847

Other receivables (8,975) (5,320)

Prepaid expenses 5,202 (21,768)

(Increase) decrease in:  

Accounts payable 39,083 (129,510)

Accrued expenses 28,258 19,494

Deferred rent and lease incentives (63,425) (56,594)

Cash Flows from Investing Activities 24,450 187,993

Purchases of investments (909,560) (787,914)

Maturities of investments 780,000 650,000

Net cash used in investing activities (129,560) (137,914) 

Net (Decrease) Increase in Cash and Cash Equivalents (105,110) 50,079

Cash and Cash Equivalents, Beginning of Year 225,091 175,012

Cash and Cash Equivalents, End of Year 119,981 225,091

Statements of Cash Flows

 $ $

 $ $

 $ $

 $ $

 $ $

 $ $

 $ $
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Board of Directors

DALE BARNES
Yamaha Marine Group

CARL BLACKWELL
National Marine Manufacturers Association

CRAIG BONDS
Texas Parks and Wildlife Department

MAURICE BOWEN (SECRETARY)
Bass Pro Shops/White River Marine Group
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DAN CHESKY (TREASURER)
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LENORA CLARK
Pacific Inter-Club Yacht Association

RON CHRISTOFFERSON
Arizona Game and Fish Department

CHRIS EDMONSTON
BoatUS Foundation

BARB GIGAR
Iowa Department of Natural Resources

BILL HYATT
Connecticut Department of Energy & 

Environmental Protection

KEN HAMMOND
The Hammond Group

GLENN HUGHES
American Sportfishing Association

JEFF KINSEY (VICE-CHAIR)
Brunswick Corporation

JOE LEWIS 
Mount Dora Boating Center

ED MAHONEY
Michigan State University

JEFF MARBLE (CHAIR)
Marble, LLC

MAC MCKEEVER
L.L. Bean, Inc.

JEFF PONTIUS
Zebco Brands

RON REGAN
Association of Fish and Wildlife Agencies

LOU SANDOVAL
Brunswick Corporation, Nautic-ON

CATHERINE SPARKS
Rhode Island Department of Environmental 

Management

JOEY WELLER
Grady-White Boats

JOEL WILKINSON
Maine Department of Inland Fisheries & Wildlife
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500 Montgomery Street, Suite 300

Alexandria, VA 22314

p (703) 519-0013 | f (703) 519-9565

www.takemefishing.org/corporate


