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Business Objectives

Consumer Engagement

Increase participation in recreational boating and fishingdmyuiting new audienceso the
sport through a national marketing and communications campaign designed to increase
awareness of fishing and boating and natural resource conservation, dispel negative
stereotypes, and encourage consideration, trial and ultimately participation.

State Engagement

Grow the number of anglers and boaters by working in collaboration with state agencies to
develop, implement and evaluate innovative recruitment, retention and reactivation (R3)
activities. Share results and details of R3 efforts with all state agencies so that each individual
agency can successfully implement these programs.

Industry Engagement

Partner with industry manufacturers and retailers to develop and implement marketing project
designed to increase category growth, while simultaneously, through research; develop
consumer insights, knowledge and tools that industry can use to grow its individual brands.
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Strategic Plan Overview | Road to 60 in 60

RBFF, in partnership with the industry, hopes to achieve 60
million fishing participants in 60 months (December 2021). :

I , _ SIXTY " SIXTY
Utilizing a threepronged approaclig recruitment, retention,

reactivationg the industry will work toward achieving 60 in 6C

Recruitment _
R ° o .

Themainfocus for Take Me Fishing will be Becruitment,
while also working with states and industry Betentionand
Reactivationactivities.
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Target Audiences

The Multicultural Family Outdoors and Grandparents audiences present
the largest opportunity and, therefore, are at the heart of our creative and
media strategies.

TERTIARY AUDIENCE Primary Secondary

Multicultural

Family Outdoors Family Outdoors
iz With Kids 617

Grandparents
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Market Size

Multicultural Family Outdoors Grandparents

18.2Mparent of kids age-67 8M g/parent kids 18 & under

27 .9Mwith spouse

47 . AMwith kids =484

Total Market =
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National Campaign

& Media Overview




Generating Breakthrough Campaign Ideas

What makes a marketing idea exceed business expectations today?

Challenges a cultural norm HAVE A HIGHER PURP
4 Advances a societal debate
Components - |s surprising/engaging/provocative i

+
Is linked to a key differentiator DISRUPT YOUR
CATEGORY
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n =252 Marcomm Initiatives.
Source: 2015 Marcomm Initiative Survey; CEB analysis.
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FY18 Strategic Opportunity

Strategic Opportunity

Human Insight

G2 SQNBE a2z o :
AO0KSRAzZ 84 | VE Fishing and Boating:
worried my family is missing The antidote to

out on what really matters

AY fATS®E modern life
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Brand Purpose

To motivate, inspire and
help people get out on the
water and be successful in

their fishing and boating

adventures.
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2017 Media Strategy

Connect with the Family Outdoors audience in moments when they are
celebrating their passions and seeking discovery; showcase the exciteme
fishing and boating to motivate participation.
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