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OVERALL PARTICIPATION

3



©2018 Colle McVoy 4

Fishing
Participation

Boating
Participation

Reached over 142 million

17 million first timers

Rose 4% to 49.1 million

Highest it’s been since 1991

First timers increased 
21% to 3.0 million

RBFF & Outdoor Foundation, 2018
NMMA Recreational Boating Participation Study, 2016

USFWS. National Survey of Fishing, Hunting, and Wildlife-Associated Recreation. 2016.

32% of first time boaters 
were Hispanic
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The mean age of their first 

fishing experience was 10; 

94% had their first fishing 

experience before age 18.

Almost 83% of current 

adult participants were 

introduced to fishing 

during childhood.

First fishing experiences 

are rare after the age of 18 

and virtually nonexistent 

after the age of 35.

WARNING: 
62% of children 
ages 6 to 12 did 

not participate in 
one outdoor 

activity in 2014.

Recreational Boating & Fishing Foundation and The Outdoor Foundation. Special Report On Fishing. 2017. 



TARGET AUDIENCES
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A snapshot of who they are

Multicultural Families 
With Kids

GfK MRI 2016.

Average age is 40; 55% aged 35-49; 
72% are currently married

• Adventure Seekers
• Active and Conscious 
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U.S. Hispanic households have multiple generations living under one 
roof and are 35% more likely to have kids under 18 living in the 

household compared to non-Hispanic millennials.  

Family-related content is 
paramount to creating a 

connection with Hispanics.

2017 Special Report on Fishing, 
RBFF & Outdoor Foundation, 2017 8

English-language networks are just as popular 
as Spanish-language networks among Hispanic 

millennials.

Younger generations are acting as 
cultural bridges, from translating 
to adapting to American culture.



New participants are 
more likely to skew 
younger and female.

45% 
of new participants 

are female.

42% 
are ages 
6 to 12.

2017 Special Report on Fishing, RBFF & Outdoor Foundation, 2017.

19% 
see themselves in 

the sport.
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85% 
of sons participated in fishing with 
their mothers, compared to 71% who participated 
with their fathers.

Women represent a big 
opportunity for the sport.

Outdoor Participation Report, 2016.
Highlights of Angler R3 Literature, AREA & RBFF Report, 2016.

63% 
of daughters participated in fishing with their 
mothers, compared to 45% who participated 
with their fathers.

46% 
of outdoor participants ages 6+ are 
female.
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Multicultural Family Outdoors
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Families With Kids Women

Parent of kids ages 6-17 | Want to learn and try new things  | Spending time with family is a top priority | Participated in 
one outdoor activity in the last 12 months

2019 Target Audience

GfK MRI 2016.

18.2MM universe 
(27.9MM w/spouse | 47.4MM w/kids)

Grandparents

8MM universe
(13.9MM w/spouse | 53.9MM w/grandkids)
Grandparent of kids 18 and under | Spending time 
w/family is important | Has freshwater or saltwater 
fished in the past 12 months

Total audience is over 60 million

Parent of kid(s) ages 6-17 
Want to learn and try new things 
Spending time with family is a top 
priority
Participated in one outdoor activity in 
the last 12 months

Hispanic

15% of MFO
3rd generation/200% Hispanics
Parent of kids ages 6-12 
Participate in outdoor activities
Family influences all aspects of their 
lives

50% of MFO
Mom of kid(s) ages 6-17 
Active in the outdoors
Looking for new/exciting activities 
that help her and her family stay 
active



Women’s Campaign Video
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MEDIA PLAN
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2019 Media Plan



Media Overview – Television

• Concentrate within high-indexing networks and programming 
that reaches a co-viewing (parents + kids) audience

• Collaborate with Disney on custom content

• Includes extension into streaming apps  

• Concentrate in-market timing to align with late spring and 
summer months when kids are out of school
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Media Overview – Digital/Streaming

• Elevate fishing and boating as fun outdoor 

activities for everyone, driving engagement and 

action through audience-targeted digital media 

buy.

• Utilize premium and reach partners for impact 

and scale

• Targeting & retargeting strategies to maximize 

efficiency and results, and to ensure reach of 

Multicultural Family Outdoors audience 
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Digital Banners
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Stories of Anglers
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In partnership with Outside, we’ll 

continue to instill the importance of 

inclusion in the outdoors and in fishing 

and boating with this leading outdoor 

lifestyle publication.

Outside Partnership



20

Outside Partnership



Hearst Media Partnership
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Partner with Hearst Media to create and 

amplify custom content across a network of 

lifestyle sites, generating awareness and 

consideration for fishing and boating as an 

activity for everyone



Disney Alliance Partnership

• Create new, engaging custom content (family focused)

• Drive guests to TakeMeFishing.org

• Continue to drive awareness via multi-platform media placements 

while utilizing niche Disney network

• Continuation of in-park branding
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Disney Assets – Just Launched!
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National Spokesperson: Jessica Mendoza
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• Member of the United States women’s national softball team from 2004 to 2010 where she won a gold medal at the 2004
• Olympics in Athens and a silver medal at the 2008 Olympics in Beijing.
• On the broadcast team for ESPN’s Sunday Night Baseball
• New York Mets baseball operations adviser 



• Experiential
• Media Opportunities
• Influencer Appearances
• Content Creation
• Corporate Partnerships: Thank you 

to Bass Pro Shops,  Cabela’s, L.L Bean & 
Zebco!

Pop Up Fishing Experience
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NATIONAL FISHING & 
BOATING WEEK
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National Fishing and Boating Week (NFBW) 

• Jessica Mendoza: Satellite media tour (SMT) 

• Paid Media placements

• Off the Hook appearance in NYC

• National media pitching and local outreach

• Influencers

• Social Media
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NFBW Toolkit

28Link to: State Agency NFBW Toolkit

https://www.dropbox.com/sh/ulk0otr7c4shmnc/AACvHikrqSSZdhCXGtq7DNvIa?dl=0


Free Fishing Days
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How You Can Help During NFBW

• Post events on social, tag TMF as co-host

• Promote free fishing days

• Share TMF social posts

• Utilize Public Service Announcements

• Email lapsed anglers

• Email current anglers
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RESOURCES TO USE
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TakeMeFishing.org
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Co-Branding Creative
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Case Studies

34Link to: Case Studies

“More of our customers are now online, and we’re using 
digital marketing as a cost effective tool to drive license 

sales. By tracking our communication efforts, we’re 
learning more about our customers and how to better 

serve them.” – Mark Tisa, MassWildlife Director 

BENEFIT: Using customer insights and trends, we were 
able to target and test messages and creative with 
specific audiences in mind. By implementing new 

tracking techniques, we could measure the effectiveness 
of our targeted campaigns in generating awareness and 

increasing license purchases, and ultimately measure our 
return on investment. 

New Case Studies Coming Soon! 

https://www.takemefishing.org/r3/


Public Service Announcements
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New Radio PSA!

• TV
• Print
• Radio



36

▪ :30 second
▪ :60 second
▪ National Version 
▪ State Versions

“Telepathy” Video PSA

Link to: PSAs

https://www.takemefishing.org/corporate/resource-center/content-you-can-use/


License and Registration Plugin

37Contact rauslander@rbff.org for more info. 

mailto:rauslander@rbff.org


More Resources

• Toolkits

• Event Planning 
Toolkit

• Videos

• Photo Library

• Social Media

• Research

Resource Center on Corporate Site! 

Animated Video: Summer Bass Fishing
Trip in Spanish and English
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State Marketing Workshop

February 25-27, 2020 

Atlanta, 
GA



Contact Info:
Kendra Lee- klee@rbff.org
Joanne Martonik- jmartonik@rbff.org 

RBFF Webinar Series
May 29, 2019


