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We want to avoid this…



We also really want to avoid this….



“If you don’t like change, you are going to like irrelevance even less.”
-General Eric Shinseki

“There is a new generation of conservationist out there.  They’re in 
cities, they’re using smart phones exclusively, they don’t hunt, or fish, 
and have never spent a night outdoors, English may be their second 
language, and their skin is shades of red and brown.”
- Dan Ashe, USFWS Director



Are they really that different?



Percentage of Urban vs. Rural Anglers in Iowa





*Map of Community Fishing Program pond progress.  So far since 2016, the Community Fishing Program has 

assisted with the design and/or stocking of 27 new fisheries in 13 cities for the anglers of Iowa.*





Grant funding from 
Recreational Boating and Fishing Foundation

Goal: Increase license sales in the Des Moines metro area by 
promoting local fishing ponds and lakes.



Communities targeted:

Altoona
Ankeny
Bondurant
Clive
Johnston
Norwalk
Pleasant Hill
Polk City
Urbandale
Waukee
West Des Moines



Campaign components:
- Postcard customized for each community
- Living Iowa magazine ads
- Social media
- Digital ads and videos on websites
- Web page with locations and fishing atlas
- Email blasts
- Ponds/lake signage with Fish Local brand
- Programming







Social Media Ads

• May 25 – July 4

– 3,434 Facebook Referrals 
to Fish Local webpage.

– 41,042 people reached 
through ads.

– 160,582 impressions 
from ads.

– 2,864 click thru on ads.



Facebook Live Fishing Stats



City Partnerships on Social Media



www.iowadnr.gov/fishlocal

* Total of 10,599 web page views during the campaign.



Community Fishing Atlas

*Total of 14,613 atlas views during the campaign.





Emails

• Email 1 to targeted 
lapsed/inconsistent anglers 5/23:

– 4,955 sent

– 2,406 opens

– 1,552 unique opens (32%)

– 277 unique clicks (6%)

• Email 2 to targeted  
lapsed/inconsistent anglers 6/13:

– 4,904 sent

– 1,870 opens

– 1,204 unique opens (25%)

– 110 unique clicks (2%)



Television Network

• Email to 50,000 WHO-TV 
audience, 5/22:

– Opens: 7,602 (15%)

– Clicks to Fish Local:

• 671 (8.8%)

• Digital Ads:

– Banner Ads

• 85,006 impressions

• 0.02% click thru

– Scrolling Text

• 25,419 impressions

• 0.59% click thru



Video Ad

• https://youtu.be/hd5h0NMxkGY

https://youtu.be/hd5h0NMxkGY


Programming Efforts

• Summer Position.

– Outdoor recreation in Johnston.

– Reached out to nearby communities.

• Partner Events

– Free Fishing Weekend events.

– Vamos A Pescar.

– Outdoor Expo.

• 2019 Strategy.

– Americorps Position.

– Vamos A Pescar.

– Direct Email/Social Media.

Overall goal is to link Marketing, Access, and Programming efforts



Results

METHOD Purchased Lift

•Email Only                                              17.8%                        12.6%

•Postcard Only                                         12.0%                          6.8%

•Postcard & Email Combined                15.1%                          9.9%  

•Overall Purchased                                 13.2%                          8.0%

Gross Revenue: $45,345;  Additional Licenses: 1,225

Total ROI: $24,976.16



Survey

• *50% took a child fishing.*

• 77.2% fished a local pond in the Des Moines metro.

• 10.5% said Fish Local effort influenced their license purchase.

• What marketing strategy did they recall seeing? (Check all that apply)

– 43.9% Email.

– 14% Postcards.

– 13% Family Clinics and Special Events.

– 11% City Government Communication.

– 11% Website ads.

– 9% Magazine ads.

– 3.5% Social Media.

63% recalled seeing at least 1 form of marketing.



Survey Continued

• How do you want to receive information?

– 72% Email

– 46% DNR Website

– 28% Direct Mail

– 23% Social Media

– 18% Local Magazines

– 18% Local News

– 16% City Government



First Fish – Unexpected Correlation?

• During the Campaign:

– 99 Total Fish

– 33.3% from Urban Areas

– 63.6% of Urban fish from the 
DSM Metro

– 91% increase DSM metro from 
2017



Lessons Learned

• Customized information works!

• Email and Postcards combined were effective.

– Emails provided the most lift (12.6%).

• Social Media promotes engagement.

– Cost: $505.16.

– More impressions (160,000) than Digital media.

• Digital strategies benefits did not out way the costs.

– Cost: $7,988.40.

– Lower open rate than DNR email.

– Web ads (110,420 impressions, only 169 clicks).

• Leveraging a growing program and partnerships is smart.



How will this effect the future?

• The DNR will continue to expand 
Fish Local marketing statewide.

• Less Digital Media usage.

• Community Fishing Survey.

• Customized information will be 
the focus.




