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Working With Influencers

Getting Started

Know what type : Understand your
Be clear with

of creator you budget and
your goals. . .

heed. pricing.




| Finding Partners

takemefishing_

Lake Cook #takemefishing

36.6K posts Suggested

LOOk in you r L — BACKLIGKAON f ' Epllen Un | 4 £ Pl o 4 Fishhook Terry

Followed by take_me_fishing Follow

own backyard. | - w EEENNCNECE R G Y —

Ryan Rodriguez Follow

, WildlifeManagement

Ll Follow

03M  Al0M !"ﬁa,

Rodee.03

Hunter Bland
| Follow

CAT3 Tackle

> urbanfloridafishing

URBANFLORIDA

Follow
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03




Finding Partners

Don’t be
afraid to be a
copycat.

19.8K 300

Followers Following

Brown Folks Fishing

#WeStokeJoy

Featuring BIPOC anglers.

Building community, reimagining conservation.
Tag #BrownFolksFishing to be featured.
linktr.ee/brownfolksfishing

- Followed by freeflyapparel and
~ take_me_fishing

% hydroflask & -
2 Message s v

Hydro Flask

Retail company
Every adventure begins with two simple words: Let's Go. #HeylLetsGo
bit.ly/RefillForGood_CampusChallenge

Followed by theblackstonefly, ladylockoff, lapescadora +65 more

H0O0DOHO

Recipes ® Ambassad... #RefillFor... Clean & C... #ParksFor... Hydro Hac... #HeyletsG

2,93 612K 2,775

£ 1 .
—2 T e AT s

pPOStsS | n_‘l lowers | U‘ iowing
! -

Q)
/
/.

NOW RECRUITy,
College S:ude,,t:' G

2022

Py

@
9

Qv

%ﬁ" Liked by discoverboating and 690 others

maria.shelton « Follow
ContiMusic « Guitar Dreams (Inspiring Royalty Free Music)

maria.shelton Kids are out of school and it's time to make
lifelong memories! 8 We find so much joy disconnecting from
the world to spend quality time with our children. Remember, we
only get summer breaks with our children... so we have to make
it count.

There’s just something so magical about being out in nature...
even more so on the water! Did you know there's a scientific
connection between water & happiness? Just the sight & sound
of water reduces stress levels and increases serotonin (“happy”
hormones) Now, we don't own a boat yet but @discoverboating
makes it easy for us to get out on the water. Whether you like to
go fishing, swimming, or doing water sports, Discover Boating
has you covered! Spend some time on the water this summer...
visit the link in my bio. . #DiscoverBoating #SeeYouOutHere
#ad

greyson_land # We absolutely love being out on the boat o
during the summer! We always have the best time!!

1like Reply
discoverboating Beautiful family! Looks like a fun day on the o
water! §£% 5

page
04



| Ensuring the Right Fit

- " "
* : a0

l
L N

Allie D’Andrea n

Kayak4fishinglmuis

Build relationships
before deals.

@outdoors_allie

92.7K

Follow

YouTuber ¢ . Outdoors Allie
outdoorsallie@gmail.com

@ https://linktr.ee/outdoors_allie

Understand their
personal brand and
voice.

@ Storytime @ New playlist @ Becoming a Hu

Pinned —
g

Ngadventure?
Here are a few itemsWyou’'ll w... See more

JJ Still D.R.E. - Instrumental - @Dr. Dre

page
05

| ©RBFF



Making the deal

Write a clear Get a contract

brief. signhed.

Who About your agency and why you’re a good fit to partner with them.

What What is the campaign and what are its goals. Are you providing the content, or do they have to
create it? Be clear with guidelines. Provide the key campaign message, call to action, links, and
hashtags.

Where Which platforms are they posting on? Which content format? Their personal channels or yours?

When Be specific about when they need to post. During a specific week? A certain time of day?

How Compensation type, method, date, and any/all terms and conditions.

page
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Working with Influencers
Making the deal

Measure success.

Track, screenshot and save every post and link for your records.

Use trackable links and influencer promo codes to attribute traffic.

Be sure to have clear expectations about what private engagement
information the influencer will share with you about a post.

page
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Top Ten Tips for

Working with Influencers

1. Know what type of creator you 6. Build relationships before
heed. deals.
2. Be clear with your goals. 7. Understand their personal
3. Understand your budget and orand.
pricing. 8. Write a clear brief.
4. Look in your own backyard. 9. Get a contract signed.
5. Don’t be afraid to be a copycat. 10. Measure success.

| @RBFF




Retaining Newly Recruited

RECREATIONAL

FOUNDATION

chandra_vt_outdoor_g * Following

Vermont

chandra_vt_outdoor_guide And a few
feisty ‘bows! | actually hita VT grand
slam today, hooked a little Brookie but
he escaped before the pic!

ndrelease #kee

#vermontflyfishing #wome
#50500nthewater #nymphinainte
mont #fis
xplorecon

psiragusa007 @

BOATING & FISHING

and Reactivated VT Anglers wit

a Fishing for anything in Vermont

JUly

\*

Shawn Good
Fisheries Biologist
Vermont Fish & Wildlife Dept.

h Social Media Influencers

h2ohuntress + Following
PARADISE

h2ohuntress You've heard about
swimming with dolphins, but who wants
to go swimming with pike? | know
they're toothy fish, but no one’s getting
hurt as long as you keep your fingers out
of their mouth. Who's in2?@&

#tightlines #outdoors #outdoorsgirl
lyangler #ladyanglernation #fishing
#girlswhofish #girlsthatfish #vermont

kfishing #lake
: hamplain #fis
#getoutside
rmomsoutside

HEimhlaliamlhmimamlain &

Qv




Retaining Newly Recruited and Reactivated VT Anglers with Social Media Influencers

Why Try This?

VT Resident & Non-Resident Fishing License Sales Through July, h .
2020 Covid-19 Pandemic

120,000

100,000 e (temporarily) eliminated many barriers non-
anglers cite for not trying fishing

* [Increase in resident fishing license sales
exceeding any single year since 1992

 Adult fishing licenses up 26.7% year-over-year

* Youth (15-17) fishing licenses up 34.3%,

75,397

31,896

29,008 29,626 29,949 30,131 30,713

s o %50 highest since 2002.

How do we RETAIN them?

2015 2016 2017

——Resident ——Non-Resident



Retaining Newly Recruited and Reactivated VT Anglers with Social Media Influencers

Why Try This?

“A lot of Angler R3 is just stealing other people’s ideas

and seeing if it works for you.”
e NCTC Angler R3 Workshop, June 2019

“Seeing relatable images and videos of other anglers
on social media was a primary driver for new anglers
to try fishing, and encourages repetition and continued

engagement.”

* Casting a Wide Net: Identifying New Anglers & Boaters
and Determining Tactics for Retention RBFF Report, Nov.
2020

nth
a8

> ‘*
v > b !
L e

ODFW Presentation, RBFF State Marketing
Workshop
 February 2020



Retaining Newly Recruited and Reactivated VT Anglers with Social Media Influencers

Ambassador Search (O @

Group by Jamie Sheikone < VERMONT

a

on gear, techniques,
senerated through the
ared on Department

* Watched popular VT-based Facebook Groups, conducted Fishing 802
Instagram hashtag searches, asked for FW staff suggestions & Private group - 116K members

* DMs sent to potential Ambassadors with a short introduction [ 00579y Ongl
and a request for an email address if interested

approach to fishi
. They must be acti

photos

: Vermont experie
2020 due, in part, to inc
nexperienced anglers to stay engaged in the spor i ncrease skill, have fun. and become
lifelong anglers e growing the sport in Vermont.

omers are individuals in the 18- to 34-year-old age range. Th
ion of women and young f E nti to increase awareness,
generate motivation. and drive engagement can be particula Fecti i roup. Research has shown
that seeing e y E me demographi

e Joined ¥ + Invite

on Instagram, but also I

OTHER INFO: Influencers will be provided with shirts thal we
and prominently display i g-rel: sial Media post often as possible.
gear, with the expectation that they will make ther
¢ throughout the open water season. Mentorship
n to be highly effective for angler retention leading to increased angler confidence and continued
n the future on their own.

* More detailed letter sent by email, following by phone calls Members 11565

) p will

 On-Boarding very informal — no contracts, MOUs etc.

ate in department fisheries management field proje
providing insi o how department work contributes towards recreational fishing opportunities in the state.
Posts by Influencers can help bridge the gap between the department’s existing network of followers and the
influencer’s local communities through grassroots, community level outreach and education.

Find a mem

Tnfluencers will develop content and post regularly on their own social media platforms and include s
hashtags developed by the department to promote fishing in Vermont. Influencers may conduct Fish Vermont
Tacebook or Instagram takeovers especi if their area of expertise is pertinent to a current s nor
opportunity. Post content will emphasiz > emotional connection (o [ishing and the out N
awarencs

Shawn Good

in this, pl
302-770-8780. Landlinc 802-786-3863

Selection:
Anglers who were passionate, creative, engaging

Shawn P, Good, Fisheries Biologist

s, and their habi

Admins & moderators - 14

- Diverse demographics &, Jamie sheone
- Diverse angling interests (species, techniques)
-~ Demonstrates clear excitement and willingness to share

and promote Vermont Fishing



Retaining Newly Recruited and Reactivated VT Anglers with Social Media Influencers

Who Were They?

Chandra Anderson Greg Brown Tyler Brown Olivia Baroffio
@chandra81_vt @waterwolf_802 @vttroutslayer @Olivia.b.Fishing

e Environmental Lawyer e Master Subaru Technician e Wildlife Technician e Administrative Assistant
¢ Fly Fishing Guide e Hobby Farmer e Wild Forager, Beekeepr e Tournament Bass Angler
e Owner of VT Fly Fishing e Avid Fly Angler e Multi-species angler

School



Retaining Newly Recruited and Reactivated VT Anglers with Social Media Influencers

Who Were They?

Brandon Carrier

@brandoncarrier3

e Business Admin student
¢ Varsity Basketball coach
e Multiple species angler

David Dias

@david.dias.121

¢ First Responder PTSD
Counsellor

e Tournament Bass Angler

e [ce Angler

Curtis Green

@FFAIVT

e Car Dealership Manager

e Late-onset multi-species
angler

¢ “Fishing For Anything VT”

Hannah Lawrence

@hannahh_lawrencee

¢ Hospital Medical Assistant

e Outdoorsy mom who
loves to camp & fish with
family



Retaining Newly Recruited and Reactivated VT Anglers with Social Media Influencers

Who Were They?

Danielle McEnany Zach McNaughton Drew Price Kevin Ramirez
@h2ohuntress @vermontmasteranglers @masterclassangling @pikenasty

e Homeschool mom  Media Arts teacher * High School Intervention o State Highway Crew
e Adult-onset angler e Let’'s Go Fishing Instructor teacher  Multi-species, multi
 Paddleboard fishing  Fishing YouTube Channel * Multi-species fly fishing technique angler

guide



Retaining Newly Recruited and Reactivated VT Anglers with Social Media Influencers

Who Were They?

e VA 1
u A
;2 :" - f\ a

Chelsea Rapin Dylan Verner (Bp=ur
@fishyourpark @vtrout_and_field ' I R T et e 4

>

m s.u& e, "’;q“";f'.;{'
° Physical therapist e Restaurant cook L gt"* %ﬂ ”1‘;?"" ',' 8

% i

: - - | 2 f\f,
e International women’s ® Knife-maker ,,,.f»'?‘-@ o 8
: : ' % v =4w,y -‘»- ,;;:4

hockey referee e Multi-species fly angler < o T 7=

& "?? :rv X .\‘,
¢ Adult-onset angler | b Gl g B

u“

~L2U.nm.p-v- v- ,.,,_;‘
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Retaining Newly Recruited and Reactivated VT Anglers with Social Media Influencers

s Fishing for anything in Vermont
l_i_) August 8- Q@

Results

Let's get fishing | know it's late but we still gonna try

e 17 Influencers recruited (14 active) 9 males, 5 females representing
Caucasian, Hispanic, Indigenous American, and African American
demographics

e Creation and distribution of #FishVermont branded hats and shirts

e QOver 100 organic, community-based social media posts

e Generation of photo and video Media Assets for department
Fishing Media Library featuring Influencers, captured by
department outreach photographer

o Over 500 VT-specific fishing images featuring diversity in

fishing imagery (demographics, species, locations, techniques)
o Over 30 hours of video footage shot \ " SRR
o 8 “How To Fish” YouTube videos |

e 48 hours of volunteer fisheries field assistance from Influencers S

e 160 volunteer hours generated as In-Kind Match e e

e Unable to get most fishing gear as planned -> Mentoring was T ‘
difficult

-




reating Awareness, Motivation, Driving Engagement and Repetition

olivia.b.fishing * Following

~a . David Dias
w Jul Yy 3 olivia.b.fishing "You're are never too

old to set another goal or to dream a
The important th|ngs new dream” - Les Brown
At 16, | caught my first bass.
At 20 | saw my first wrapped boat and
thought, "wow, v cool to have all
these people pay to fish”

same day | told myself | wanted to try
it. I'm going to chase the same dreams
these guys- who's names | didn't even
know at the time, had chased for
years. One day later | learned how to
t the hook.
3, | went to Alaska to pursue a

Liked by bob_d_fishingvermont and
170 others

fishyourpark = Following
Lamoille Riv

fishyourpark Hot weather means warm
water species. Here's to a new Vermont
location. Lots of rock bass and this
slightly bigger smallie all caught on the
fly.

88 @megj1422

#fishvermont #vtfishing
#50500nthewater #flyfist
#smallieonthefly
atdoesafishsaywhenithitsawall
#fishexploreconserve

donnie802 Look at you killin it

Qv

‘) Liked by pikenasty and 35 others

CC':“‘I nantc

i e

®)




Creating Awareness, Motivation, Driving Engagement and Repetition

so—s Fishing for anything in Vermont

p )
- ‘uQ.a.‘tL: \‘
—_——— -

Quick trip up the river this evening and thanks tc my buddy Nate
thanks you man.

pikenasty * Following

pikenasty Tomorrow is free fishing day in
Vermont!! Time to dust off those old
rods you've got in the garage and get
out side! Check out @vtfishandwildlife
for more information and instructionals
if you're a first time angler!
@fishvermont
#fishvermont#vermontfishandwildlife
#freefishingday #pike #bass #trout
#lakechamplain

sondingg @zachsrabid the hog
hunter!

bennie_be Excellent Large Mouth!

QY

Qsl, Liked by kfav and 195 others




Creating Awareness, Motivation, Driving Engagement and Repetition

vttroutslayer * Following

vttroutslayer Exploring small mountain

streams can lead you to some beautiful
locations.

beckeyes Wow this is magical

2 e &"% —X ¥
: T SR

s 1. OI*.J\' »- \:'. ” o'
- o'.' - - -

e NG ST e e e ST,
B B oo oW Nt ST I S W S SO o) T AR -y L



olivia.b.fishing * Following
Northfield, Vermont

olivia.b.fishing Had an incredible day
shocking a small stream in my
hometown with @vtfishandwildlife .

The folks from the Roxbury fish lab were
very welcoming and took time to help
educate me on baitfish! We managed to
net the following species: brook trout,
brown trout, dace, sculpin, suckers and a
single baby bluegill who was very lost.

Aer viea viinAdand vim #ha riviar | +aAlr nAti~A

N

TYTTTTORO O 7] T TR RTFere 1y

Liked by wildfisherwoman and
140 others

fishyourpark = Following

Eden, Ve brandoncarrier3 « Following
en, Vermont

fish k Day 6: Safe to say | ht . ,
LR ERES MR brandoncarrier3 This past week | got to go out electrofishing for
the most Brook trout I've ever caught in

a day... only problem is it was a different .. > » ' " Vermont Fish and Wildlife. It was a great experience to see and
kind of fishing. Thanks = Rt -~ ' understand how Vermont uses electrofishing to monitor our
@vtfishandwildlif allowi & x4 sl o ‘

Brishaadwidiif for Sliowing me to - waterways. We got to handle and sample some nice native brook
tag along today surveying different J - -
waters. Such a great opportunity to learn y o . ! trout in 3 mountain stream and then | headed to Lake Champlain
all about our fisheries. \ . 7 e - : to catch some big lake trout! Vermont has it all from native

- S I S ' ' brookies to monster lake trout! #FishVermont #Champlain
#vtfishandwildlife #fishvermont

#brooktrout #20sepdays #orvisflyfishing S ‘L > V' Ly .. Y v ' #Brooktrout #Laketrout #FishVT #vermontfishandwildlife

egn0817 Congrats!! Awesome opportunity!

| ©Q QY N
= ‘ . ‘\\ o Liked by vtrout_and_field and 14 others
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Retaining Newly Recruited and Reactivated VT Anglers with Social Media Influencers

Residual Benefits :

Weather Campaign 2022 COVID-19 Coverage 3 News Now Who's Hiring Livestream

Wildlife Watch: lke goes fishing with a master angler

Published: Jun. 7, 2022 at 6:56 PM EDT

OMY®D

> Pl ) 01/61a

Streamer Fishing
= Unlisted

Oct 1, 2021 A)SHARE =+ SAVE

@ YouTube

Olivia Bussiere
Avid Vermont Angler

P Pl ) o006/350

@ &« & O3
Dropshot Edited Proof

= Unlisted

3 views * Aug 19, 2021

50 GB o0 > SHARE =+ SAVE



Retaining Newly Recruited and Reactivated VT Anglers with Social Media Influencers

Residual Benefits VERMONT FISH & WILDLIFE DEPARTMENT
VERM O N T

s
_A_W.:‘:i ""“f"v{."l
20210917-DGL_0386
by YOU!

oo flickr

o

= PR ”{ gt
W o Y T e

2 VERMONT www.vtfishandwildlife.com



Retaining Newly Recruited and Reactivated VT Anglers with Social Media Influencers

Lessons Leqrned 10:49 AT&T [ &f 5 il 43% =

— Posts

* “Fishing Ambassador” instead of “Influencer”. Some viewed the term Influencer negatively provonn | e | EapPe——
e Stay engaged with Ambassadors. Balanced with freedom to create organic, authentic content
 Make sure they understand the expectations up front. Some “fizzled out” or disappeared
 More effort is needed to find active Vermont anglers from traditionally underrepresented

groups and ethnicities with a strong social media presence

* Need better ways of measuring post reach and impressions and overall impact program had
on fishing participation
e Olivia Baroffio, over 3-month period she was active as an Ambassador:
* Impressions increased 49%
* Account Reach increased 94%
* Instagram Insights — 2/3 of the profiles reached were not existing Followers when using
the #FishVermont hashtag
* Olivia’s Vermont-based fishing content, the #FishVermont hashtag, and the
#FishVermont Ambassador clothing she wore were frequently featured on the Instagram
Explore page and shared with a large number of viewers outside of her existing network




Retaining Newly Recruited and Reactivated VT Anglers with Social Media Influencers

Future Plans

Would like to try utilizing new and inexperienced anglers as Ambassadors.

* Target active outdoors people with a large social media following that mountain bike, hike, camp,
paddle etc., but don’t fish

* Their social media followers may be more open to and interested in fishing if they were made aware
of the activity and its qualities

 Document their experience and progress learning how to fish on their social media channels

g fishyourpark = Follow ‘ . by 4 4.8 } : Ty 2 3
Battenkill Rive = X e U : o vtrout_and_field * Following
: attenkill River VA ¢ " f Wiy Pu

. e e ! : s A Orrrrrrr so | thought. Brown bugger as
’ ani:\g./ourpark Day"13:5ip: Sip, Spping o0 & i . S 2 wa I 5 deep as | could go was the treat of the
) ) =@ B T X % d day followed by the ever reliable

ictured: Roaring Branch and Battenkill, - Ay s % S Y. .. T X, o & S5 &R rainbow warrior. Water temps were good

i / /o i R y : but the air was warm. I'm trying to have
better practices with catch and release.
Keep them in the water and revive them
well. #keepthemwet #troutfishing
#fishvermont @vtfishandwildlife

ol S N

é’ Liked by fishyourpark and 32 others




lowa Community-based Fishing
Social Media Influencers

Campaign Dates:
May 1 - July 30, 2021
Shannon Hafner — Fisheries & R3 Communications

RECREATIONAL

,.. A
@ BEIATING B FLOHING TAKEMEFISHING.org » BRANDT

|OWA DEPARTMENT OF NATURAL RESOURCES
KAYLA LYON, DIRECTOR




Finding Social Media Influencers

- Outdoor recreation
enthusiasts

- Local social media
personalities

|OWA. DEPARTMENT OF NATURAL RESOURCES
KAYLA LYON, DIRECTOR




rioritizing Profiles

- Followership within
the State of lowa

. Key audience
Interests

- Engagement rates

S
Ogs MO\\\\Q/

Social Network Influence

'Ol 6.5K 45 1 =
- Followers Likes Comments Shares
’ 1.6K ’ 3 -
Followers Likes Comments Shares
O, -
Followers Likes Comments Shares
Age Groups Ethnicity
' . @ 1218 1% ’
[ ] 18-25 6%
@ %632 25%
@ 339 42%
@ 4046 18%
@ >47 8%

Household Income (USOnly)

48%

25%

33%
8%
9%
5%
= “ERUE

Under $25K- $50K- $75K- $100K- $150K- Above Under
$25K $50K $75K $100K $150K $200K $200K High
School

Generated By HYPR

High
School
Degree

29%

¥ HYP=

Mar 2021

Des Moines Mom

http://desmoinesmoms.com/

Des Moines Mom is a locally-focused parenting resource for moms and
families, it also shares content about creating connection and providing
valuable information to help support moms. Located in the United States.

Key Audience Interests

Art Country Music Sport

Tv

Geographic Reach
= usa N 98%

Top locations: Seattle-Tacoma, Des Moines-Ames

Engagement Rate

0.52%
@ Asian/Pacific 0%
Islander 0.7%
v
E:) gf;isccﬂl 0% - » Engagement
Hispanic 2%
® 0.001%
@ 'dian 0% - 7 Engagement
) Caucasian 98%
0.19%

v Engagement

Education Level (USOnly)

23%

15% Gender
I 0

College/ Bachelors Advanced

Associate
Degree

Degree Degree

|OWA DEPARTMENT OF NATURAL RESOURCES
KAYLA LYON, DIRECTOR

IR



Reaching Potential Influencers

.- Email
- Direct Messaging
- Post Comments

&

1OWA FISFING REGULATIONS
www.iowadnr.goy " A
WWW. gooutdoorsmwa com

FREE FISHING DAYS
June 3,4 &5

lowa Residents Only

This is a SUMMARY of rules and regulations you need to fish in
lowa. It is not a complete list of all fishing regulations.
For more information, visit www.iowadnr.gov or contact the
DNR CentralOffice in Des Moines at 515-725-8200.

p . e 1 . A I 'l an I
AV | ™ 1 I _x.,.'-:_.._-_.x[ ol ™\ _l._l[-r-

KAYLA LYON, DIRECTO



Tracy Lawrence
$10,000

Filmed a video while on tour
in lowa. Posted to his social
media channel.

Posts |

therealtracylawrence
IC'.‘.-')

.‘:}

18,146 views - Liked by ctwilson89
therealtracylawrence Took a little break from
the road to do some fishing while we were in
lowa last week! If you live in the great...

LAY LA YO, IDIRECTOR



Dew Tou r @ Dewﬁ"rour - Follow

May 229

$7 ’ 500 Clean-up day at Grey's Lake with TJ Rogers
and Alana Smith

Video of two pro
skateboarders (Alana
Smith and TJ Rogers
fishing for the day.

OO0 52 2 Comments 4 Shares 3.2K Views

o) Like (J Comment &> Share

o L % P W | | D
KAYLA LYON, DIRECTOR



516 PM

Posts |

AngEIa Thayer angelateachingmama
$250 T

Mom blogger promoting
fishing as an activity to do
with young children in the
summer.

@9 Liked by iowadnr and 43 others

angelateachingmama Summer is almost here
and we can’'t wait! We will be doing a ot of

. '

(M

marld ol

Q ©® &

o L % P W | | D
KAYLA LYON, DIRECTOR



outdoor_dev
Paid partnership with iowadnr

Devon Mullenbach @ e
$250

Posted two Instagram
stories and one feed
post, plus video content

-y , OQV
of her fishing outing to

outdoor_dev That's the smile of a @ dry fly
nad tons of fun on the streams this weekend and both

u Se i n d igita I a dve rt i Si n g . it the driftiess grand slam! Brookies , browns, and

ramnbows. s was definitely a first for both Derrck and

None of this would be possible without the hard work
from the lowa DNR. The land management, easements,
fish stockings and so much more. But more importantly,
1 wouldn't be possible without the purchase of your
icense. 100% of those fees go into the Fish and

Wildhfe Trust Fund

Mere are more examples of where those license gollars

' D
KAYLA LYON, DIRECTOR E}




Hello lowa Segment
$1,250

Fish Local biologist and
one of our social media
influencers took local
lifestyle television host
fishing.

@ Hello lowa
{

LET S QO Trshung waih thw

Find a fishing location near you

- v




The Hunting Public
$1,100

Filmed video content to use in digital advertisements.

|OWA. DEPARTMENT OF NATURAL RESOURCES
KAYLA LYON, DIRECTOR




Des Moines Mom
S500

Article promoting
family fishing in Des
Moines

| s § & < ot e e |
Famlly Fnshmg Fun in Des Momes

, Des Moines Mom

owe’s larget cities continue 1o theive and Buld new nelghborhoods. Mary city parss
and residentisf arest hawe pubiic ponds for famiBly Thbdng fum, Toe R barmaad ports ane

B2 90 3093 L 1200ther DuA000ms. P Teminee with oty oM ot

|OWA. DEPARTMENT OF NATURAL RESOURCES
KAYLA LYON, DIRECTOR




Des Moines Hummingbirds
$3,675

Coordinated 12 individuals
posting on their social
media about fishing in
lowa, in exchange for a
Bass Pro gift card and
license reimbursement.

WA IT BT WNaEE e

N avrentergham Fon foct: the pechase of fishing
hconses heolpe 10 fund wildide

1honktul for Lowodnr and the work corsarvalion efforts in lown.

they J0 30 encourage young people o
find & love of the euldeors. Thete's no
OTher way Laylon would hove Sedg 1o
spend his Drthadoy *hon fuhing with dumPumminglirds tiowodne
s fomily. Glad Sdambhummingbirds Ffishlowo #dambrammingbrd
helped me geo! 0 Scemae Y0
portipote! Ftishowo
fdamhummingbed

Weo're en rogte 10 Joheafon now
Where shou'd we lah reat?

LS G a e Y = U

Took odvantaoge of some clearng
tties Botween roins 30 do some fahing
this evening Turned cut to be o
COMIOMODIe avenng 10 ge! Oyt on
0oy he oudoors! Dig you bnow thot
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4 lowa Department of Natural
- Resources @

B rl a n G l b bS 4 Fish z;lor;e. or with a friend, but never

without a license. Get your lowa fishing license

S 2 5 0 today!

Video content to use in
digital advertisements

GOOUTDOORSIOWA COM
Official lowa Fishing | SHOP NOW |

Licenses
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4 lowa Department of Natural vos

Alex Jacobson == Resources®

- PN ’ '

S 2 50 4 Life moving too fast? Grab a rod and a
license,

Video content to use in
digital advertisements

GOOUTDOORSIOWA.COM
Official lowa Fishing [ SHOP NOW ]

Licenses
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~ lowa Department of Natural eee
" Resources @

B ran dy M d rq uez 4 Some friendly advice if you're thinking about

going fishing. Grab a rod and a license.

$250

Video content to use in
digital advertisements

GOOUTDOORSIOWA.COM '
Official lowa Fishing SHOP NOW J
Licenses T e
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Results

More than 90 pieces of video and photo content
were created and submitted by content creators.

Brandy Marquez

Reactions: 329

Comments: 30
Shares: 16

Rate: 1.54%

42,647

11,048

34,364
146,470

5141.59
5436.74

$1,783
$3,443

12.59
/.88

Alex Jacobson

Reactions: 58

Comments: 1
Shares: 3
Rate: 0.51%

7,614

336

18,303

559.49

5357

Brian Gibbs

Reactions: 87

Comments: 4
Shares: 3

Rate: 1.43%

8,868

1,048

23,221

553.94

5300

5.56
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Revenue Generated

Brandy Marquez 34,364 $141.59 $1,783 12.59
Brandy Marquez 146,470 $436.74 $3,443 7.88
Alex Jacobson 18,303 $59.49 $357 6
Brian Gibbs 23,221 $53.94 $300 5.56
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Lessons Learned

Partnering with news
media influencers
requires a slightly
different approach than
the partnership plan
with "everyday" lowans.

¥ HYP3

Mar 2021

Megan Reuther

Megan Reutheris a TV presenter and lifestyle influencer who shares content
about food, family, friends, nature, and |leisure on social media.She is based in
the United States.

Social Network Influence Key Audience Interests
’ 47K 3 o " Tv Art Country Music Beer
Followers Likes Comments Shares

Geographic Reach
'O' 2.3K 70 5 =
' Followers Likes Comments Shares BE= ysa e 98%

Top locations: SeattleTacoma, Des Moines-Ames

Age Groups Ethnicity Engagement Rate
1.11%
12-18 2% Asian/Pacific 0%
g'. ® ® Islander
@ 19 8% 0.06%
African 0% Engagement
@ 6 23% ® Descent -—r ¢
33-39 35% Hispanic 2%
® ' L Ny 325
40-46 21% Indian 1% Engagement
W : =
® ¥ 11% [} Caucasian 97%
Householqy%:ome (USOnly) Education Level (USOnly)
31%
31% 26%
22%
14% Gender
12%
5% 6%
- 2% 2% _
o= = 2 [
Under $25K- $50K- $75K- $100K- $150K- Above Under High College/ Bachelors Advanced
$25K $50K $75K  $100K $150K $200K  $200K High School Associate Degree Degree
School Degree Degree

Generated By HYPR
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Next Steps

. Use videos created last
summer for this year’s digital
ads
Work with select social media
influencers identified through
this campaign




Thank you!

shannon.hafner@dnr.iowa.gov

641-757-0198
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