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2019 Campaign

Retention & Reactivation
Social media, Google search, 

email, post cards

Recruitment
Social media,
Google search, 
Google display



• Top outdoor crossover activity for fishing

• 24% of all fishing trips are part of a larger event like 
camping or hiking1

• 47% of campers say that fishing is one of their favorite 
leisure activities2

Why camping?

1 Recreational Boating and Fishing Foundation/Outdoor Foundation. 2018. Special Report on Fishing.
2 Coleman Company, Inc. and the Outdoor Foundation, 2017. 2017 American Camper Report.



Campaign Development

• Marketing firm

• Massachusetts Department of 
Conservation and Recreation

• MassWildlife Fisheries staff



Link

https://www.mass.gov/service-details/top-10-campsites-for-fishing-in-massachusetts


Ads and Audiences



Camping crossover ads ran from June 17 – July 21, 2019
All ads drove traffic to our Top 10 Campsites for Fishing list

Campaign Goal:
Increase awareness and interest in fishing



Social Media

• Facebook/Instagram

• 3 audiences

• Each audience served customized messages 
and images



Massachusetts Outdoor Generalists

• Aged 25 +

• Live in Massachusetts

• Interests in outdoor recreation, 
backpacking, wilderness, REI, camping, 
campsites, campfires, Cabela’s, and tents



Massachusetts Outdoor Generalists



Massachusetts Outdoor Generalists



Massachusetts Outdoor Families

• 30–50 year olds

• Live in Massachusetts

• Interests in backpacking, campfires, 
camping, campsites, hiking, outdoors, 
family, fatherhood, motherhood, 
parenting, nature, and outdoor recreation



Massachusetts Outdoor Families



Massachusetts Outdoor Families



Boston Young Adults

• 23-40 year olds

• Boston area zip codes

• Interests in hiking, backpacking, camping, 
outdoors, nature, and outdoor recreation



Boston Young Adults



Google Display

Audience: People living in Massachusetts with an 
interest or affinity for outdoor activities, outdoor 
recreational equipment, or camping/hiking 
equipment. 





Google Search



Google Search

Keyword list:
• Camping near a lake
• Campgrounds in MA
• Camping near me
• MA camping areas

Negative keywords: buying a tent, camping gear, etc. 

• State parks near me
• Waterfront camping
• Campsite reservation



Results



Results: Social Media

1.6M
I m p r e s s i o n s

693K
R e a c h

33K
L i n k  c l i c k s

1.8%
C T R

Average CTR across all industries for Facebook ads is 0.9%



Results: Google Search

74K
I m p r e s s i o n s

1.4
A v e .  p o s i t i o n

5.7%
C T R

Average CTR across all industries for Google paid search is 1.91%

4.3K
L i n k  c l i c k s



Results: Google Display

3.76M
I m p r e s s i o n s

0.89%
C T R

average CTR across all industries for the Google display network is 0.35%

34K
L i n k  c l i c k s



Overall Engagement

Average time spent on landing page:

• Social media 7:48

• Google search 5:13

• Google display 7:35



License Sales

• 1,123 Facebook

• 67 Google Search

• 353 Google Display



Organic and Earned Media



Partnership Perks



What’s Next?

• Continue piloting new ideas

• More curated lists

• Continue to foster partnerships





Successful Digital Marketing Efforts and Results: 
A Minnesota Marketing Journey

Jenifer Wical| Minnesota DNR Fish and Wildlife Marketing 
Coordinator



Pay for Your Campaign with your
Return on Investment (ROI) and Adaptive Management

Visibility Leverage Profit

2

Good Business Practices



Input Points in Outdoor Recreation Adoption Model

Enhance 
Discovery

•Awareness

• Interest

Engage & 
Educate

•Consideration

•Purchase

Transact & 
Support

•Retention

•Advocacy

Visibility

Leverage

Profit



Take Me 
Fishing & 

MNDNR unite!
Making Waves 

with a 

co-branded 
campaign
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Defining our Market
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Outdoor Enthusiasts/Active Social

QUICK FACTS
Like To Have Fun
Participate Alone or Maybe with Friends
Conserve Resources for Future 
Generations
Enthusiastic
Not Likely to Try New Things

PROMOTE
Show Fun with Relaxation
Scenery & Outdoors
Relaxed & Carefree Vibe
Invite Back to Participate
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Budget $10,000
Budget $10,000 Budget $23,500

Timeline



Co-branded assets and efforts 
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One Digital Tactic Paid $ for our Campaign

9

Made

$321K +

and

$1.6M

5/18/2020

Spent
$60K



Total Tactic Outcomes

6M impressions &
65K clicks to DNR 
website

$60,000 investment*

Paid Search 

$321,361 in revenue

$10,000 investment

Display Ads created 6,992 
license sales (estimated 
revenue $115K)

$10,000 investment

Paid social (Facebook) 

9,666 people engaged 
$23,500 investment

$6,500 investment
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Summary
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$321,361 in revenue
6,992 license sales

9,666 people engaged 



Summary Cont.
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2

Paid list 325,000 delivered
Almost 53K opens (16.3%)

CTR 2.22%



Tactic Outcomes – in-house $0

increase online 
sales by 49% and 

revenue by $1.6M during 
campaign timeframe

increase online sales 
for individual resident license 

purchases by 85.5%

5/18/2020 13

13.5% increase in 

returning (lapsed)
customer



PIXEL obstacles

Involves internal and 
external support

Layers needed for tracking ROI, 
electronic license vendor, media 
vendors, DNR IT and partnership 
lead

Did increase sales during 
campaign timeframe, may have 
softened a decline. Did have a 
very positive ROI.

*Year-end sales still down overall
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Policy

Third Party Cookie Use

Through its advertising partners, DNR also uses pixel tracking on limited pages 
on the DNR website at various times during the year. Pixel tracking is a 
persistent cookie that remains after your internet browsing session. This type of 
tracking does not collect personal information about you but is used to 
customize and personalize information to you for the purpose of recruitment, 
retention, and reactivation of the audience for recreational hunting and fishing 
in Minnesota. For example, you may see subsequent advertising from the DNR 
as you visit other websites based on your visit to our website and in an effort to 
encourage users to revisit the DNR website for an opportunity to purchase a 
fishing or hunting license. Pixel tracking is only triggered by visiting a limited 
number of pages on the DNR website that are related to recreational hunting 
and fishing.
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Input Points in Outdoor Recreation Adoption Model

Enhance 
Discovery

•Awareness

• Interest

Engage & 
Educate

•Consideration

•Purchase

Transact & 
Support

•Retention

•Advocacy

Visibility

Leverage

Profit



Thank you!

Jenifer.Wical@state.mn.us

mailto:Jenifer.Wical@state.mn.us


500 Lafayette Road
St. Paul, MN 55155-4040
888-646-6367 or 651-296-6157
mndnr.gov

The Minnesota DNR prohibits discrimination in its programs and services based on 
race, color, creed, religion, national origin, sex, public assistance status, age, sexual 
orientation or disability. Persons with disabilities may request reasonable 
modifications to access or participate in DNR programs and services by contacting 
the DNR ADA Title II Coordinator at info.dnr@state.mn.us or 651-296-6157. 
Discrimination inquiries should be sent to Minnesota DNR, 500 Lafayette Road, St. 
Paul, MN 55155-4049; or Office of Civil Rights, U.S. Department of the Interior, 1849 
C. Street NW, Washington, D.C. 20240.

©2017, State of Minnesota, Department of Natural Resources
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