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Empowering government to create better lives for more people.

BEST PRACTICES FOR DIGITAL MARKETING IN

gOVDELIVERY RECREATIONAL ANGLING AND BOATING

NATALIE FEDIE, VP of Client Success & Professional Services at GovDelivery




ONLY IMPACT MATTERS
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DO MORE WITH LESS
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“# THE PATH FORWARD

T

IS UNCLEAR...




GOVERNMENT IS AT A CROSSROADS

%
RETIRING CITIZEN BUDGET RAPID
EXPERIENCED EXPECTATIONS PRESSURES TECHNOLOGY
WORKFORCE RISING TIGHTENING CHANGE

GOVDELIVERY” | 6



o

) WL SHARED GOALS >

A: % :
= « , S
S 2

"\ 4 {




SHARED GOALS

PY Reach More People
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SHARED GOALS - PUBLIC SECTOR FUNNEL

Reach More People
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~  Minneapolis
City of Lakes
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IF WE SUCCEED, ' _
THE OUTCOME What is at the bottom of the funnel for this

WILL BE role, office, agency, project?
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Ways Digital Marketing Increase
Participation in Recreational
Angling and Boating




Digital Marketing
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Improves Outcomes
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THE CHALLENGES

Recruit new customers
locally & attract new non-
resident customers

Retain existing customers
and drive increased
customer satisfaction &
engagement

Provide ways for
supporters and target
audiences to become

advocates of your
message and programs
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IDENTIFY AND ALIGN
OBJECTIVES WITH

COMMUNICATION




HAVE MORE OBJECTIVES THAN YOU KNOW WHAT TO DO WITH?

Reduce property loss from wildfires

Control spread of invasive species

Protect endangered wildlife

Reduce contamination in waterways

Minimize boating related accidents

Increase volunteerism

Hire and retain quality candidates for conservation jobs
Drive sales of park passes

Increase license renewal rate by 20%

Increase attendance at camps and classes

Connect with more diverse audiences

Enforce conservation laws to decrease poaching and waste

Promote research initiatives and share results of studies
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PICK YOUR TOP 4-5

Reduce property loss from wildfires
Control spread of invasive species

Reduce contamination in waterways

Drive sales of park passes
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IDENTIFY AND SEGMENT

YOUR AUDIENCE




WHO DO YOU NEED TO REACH?

o>

Families & Youth Businesses & Partners Legislators, Internal Staff
& Public Sector Agencies
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UNDERSTAND AUDIENCE DEMOGRAPHICS

B White
Hispanic Black Asian White _ _
M Hispanic
®© ¢« © O slack
25 30 35 40 Asian
W Multiracial

25%

AMY PROVIDE CONTEXT Generation Z (born after late 1990s)
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BUILD THE POWER OF YOUR

BRAND




POWER OF BRANDING

A
@ amazZoncom .



Minnesota

DEPARTMENT OF

NATURAL RESOURCES

CONSERVATIEN

Eﬁ“nnesota

Department of Natural Resources
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SEND MESSAGES THAT GET >

READ




MORE INFORMATION, SHORTER ATTENTION SPANS

34 GIGABYTES 8.2 SECONDS
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A/B TESTING
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WHAT IS A/B TESTING?

1%
Tota\ 0pens o

i Send multiple variations and
et ' i i
determine efficacy.

A%
gecpients ¥ i
% awked

Test multiple factors to

O ads NN : improve engagement rates.

gy IS P 253

et E Maximize the number of
people taking action.
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HOW IT IMPACTS THE EXPERIENCE

Use customer feedback to
improve communication.

e Allow customers to tell you
what makes sense for them.

e Do more of what works to
drive action.
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Ufe's better cutside”  S2gm

How You Can Help #SaveTheMonarch

WILDUFE

How You Can Help #SaveTheMonarch
By tawsands of L B

) 10 #Save TheMonarch by o

LAND & WATER
Rivers of Recreation and Inspiration

Email 1 Email 2



USE CASE: DEPARTMENT OF VETERANS AFFAIRS

U.S. Department
of Veterans Affairs

300K visitors to online claim
filing after message testing and
refinement

+138% more opens

+57% more clicks
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MORE CHANNELS, MORE >
ENGAGEMENT
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Hi from Sight Day. Have you received
your glasses in the mail yet?

| — NO —1 YES —
Great. Is your child wearing them?

A Yes / B No, doesn’t want to /
C No, they’re lost

Sorry to hear that. Please call Karen
at 215-403-5587 for help.

(

Identify + act on high- Track outcomes *
priority cases

Great. How have the glasses made
a difference?

Sounds too good to be true, >
but an actual quote.

v

BTW, Healthy Kids provides free health
care for kids under 19. Want more info?

™ Cross-promote

relevant programs



ENGAGE, THEN RE-ENGAGE >




HOW DOES IT WORK

= )l

TARGET &
REACH (o] \[:6:\: 1) PERSONALIZE RE-ENGAGE CONVERT
Build a massive Establish brand and Gather key information, Continuously improve Drive better outcomes
audience with the articulate value. create a personalized outreach, drive for a dynamic
GovDelivery Network. experience. increased conversion. audience.
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IDENTIFY INACTIVE AUDIENCES

(Having trouble viewing this email? View it as a Web page.)

Dear FWC Stakeholder -

We hope you have found GovDelivery to be an easy way to stay in touch with the
Florida Fish and Wildlife Conservation Commission on the topics of greatest interest to
you. Every once in a while, we will send you messages such as this in hopes of
keeping you up to date and improving your experience.

Since our launch in June, we've added several new topics you might be interested in -

like Saltwater Fishing Events. Subscribe to this topic and receive a text message or
email whenever our Division of Marine Fisheries Management schedules an outreach
activity like a Kids’ Fishing Clinic, Women'’s Fishing Clinic or Ladies, Let’s Go Fishing
event in your region.

We've also added the Wildlife Foundation of Florida to our list of topics (under the
FWC category). Subscribe to this topic for news from the FWC'’s official citizen-support
organization.
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ANALYZE, REFINE, REPEAT >




ANALYZE

-Delivery and Performance

These figures represent all data since the bulletin was first sent to present time.

EMAIL BULLETIN

Delivered

97 Recipients
96 Delivered
10 Opened
10.4% Unigue Opens
1 Bounced or Failed

0 Unsubscribed

DIGEST

Digests are sent on daily and
weekly intervals

13 Recipients
13 Delivered
0 Opened
0.0% Unigue Opens

TEXT MESSAGE

Delivered

16 Recipients
16 Delivered

0 Bounced or Failed
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Didn’t open?
Didn’t click?
Didn’t convert?
Almost converted?

Won’t convert?

Re-send
Send 2" version

Swap messaging

Send cart abandon message

Try a promotion or mini
conversion
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DIGITAL MARKETING

SUCCESS STORIES




USE CASE: WYOMING GAME & FISH DEPARTMENT

Having trouble viewing this email? View it 35 2 Web page.

GAME AND FISH SEEKS INFORMATION IN WANTON WASTE
OF GAME FISH

Sheridan324The Wyoming Game and Fish Department is seeking information that will lead to the appecheasioa of whoever
Hlegally dumped pearly 400 game fish near Gillette in Campbell County.

The fish were discovered cast of the Collins Heights subdivision on June 8, 2015 and reported to South Gillette Game
Warden Dustin Kirsch. During a field invessigation of the rotting fish, Kirsch was able to count and ideatify at least 368
crappic. Crappies are classified 2 @ game fish in Wyoming statutes. Game Warden Kirsch said, *“This is the largest wantoa
waste of gane fish | have witnessed.”

Fe 4

Having trouble viewing this email? View it as s Web page

Suspect Identified in Wanton Waste of Game Fish

heridan 324Due 1o a Wyoming Game Department news refe out 10 Over BAOD inchvi duals interested in wildife, consarvation grovps osd
nedia cutiets, the persen respons S WANRon waste of game mabel County has been identified

wuth Gllette Game Warden Dustin Kirsch 5203, “We seat 0t Tae news rdfease about 3.00FM on Tuesday, June § and within 3 cougie of howrs the indvidual
wsponsbie for dumpng the fih caled me snd termed hmsell in*

Narden Kirsch was notified on Monday Juse 8, 2015 400 §35h, mostly crappic, hed been dumped et of the Colins HEghts subdivisios neur
hette. Warcken Kinch contiwed, “) woubd cealy e to Sk D sporting peble for proviing tes wnd nfermation on S coe*
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USE CASE: FLORIDA FISH & WILDLIFE

BhindiAngel
RT @USFWSsVero: It's Manatee Awareness Month! @My
U to slow down for migrating #manatees!

content.govdelivery.com/accounts/FLFFW... #Florida heepadf...

SECOORA (Gsecoora - 22h
r . It's Manatee Awareness Month! @MyFWC reminds
KoalaBee |

migrating #manatees! content.govdelivery com/accoul

RT @USFWY
U to slow di
content.goy i Coastal Cottages AMI () CottagesOnAMI - 23h
It's Manatee Awareness Month! @MyFWC reminds
¥ migrating #manatees! ow ly/EayjK... fb.me/3Inzh9GSq

Mot a Clue
e  It's Manate
dowen far m Not a Clue Adventure (notacluegal - 24h
content.goy -9 It's Manatee Awareness Month! @MyFWC reminds
migrating #manatees! content.govdelivery.com/accoul
Brian Garr

RT @USE Calusa Nature Center (calusanaturecen - Nov 12

@us NATURE, 1t'S Manatee Awareness Month! @MyFWC reminds
U to slow di & pLANE migrating #manatees! content govdelivery com/accoul
content.goy #FloridaneedsOTRAtour

=

Ll

Gary Stein @garyol1210 - Nov 12
It's Manatee Awareness Month! @MyFWC reminds vou to slow down for

2 hours ago

VC reminds

Sven Geschwantner @SvenGo71 | day age
RT @USFWSVero: It's Manatee Awareness Month! @MyFWC reminds
U to slow down for migrating #manatees!
content.govdelivery.com/accounts/FLFPW... #Florida httpef/...

B3 Retweeted 27 times
=" South Florida FWS @USFWSVero - Nov 12

-Bella- @r It's Manatee Awareness Month! @MyFWC reminds U to slow down for

RT @USFWS migrating #manatees! content.govdelivery.com/accounts/FLFFW... #Florida
A lg L

U to slow ds

content.goy

Victor Mas
RT @USFWS
U to slow ds
content.goy

migrating #manateeslcontent.govdelivery.com/accounts/FLFFW._. #Florida 27 20

Suggested Tweet It's Manatee Awareness Month! @MyFWC reminds you to slow down for
migrating #manateesl http.//content. govdelivery. com/accounts/FLFFWCC/bulletins/dbfab?2 %

#Flonda
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Initiatives Staff

Outcomes People

Communications Expertise

5 Key Areas
Monitoring for Success Capture Strategy

Reports Audience

Metrics Channels Reach

Solutions

Cross Promotions




JOVDELIVERY

More resources available:
govdelivery.com/resources

THE
ULTIMATE GUIDE

%

A/B TESTING

s

the

THANK YOU
FOR YOUR TIME

for government

PUBLIC!
SECTOR
EMAIL
DESIGN

your audience

NATALIE FEDIE, VP OF CLIENT SUCCESS &
PROFESSIONAL SERVICES AT GOVDELIVERY



