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Serving
the public’s
needs &
intferests since
1999
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Granicus is Transforming
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How many SMS messages
did our 6,000+ government
customers send in 20237
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How many SMS messages
did our 6,000+ government
customers send in 20237




But just adding a new communications channel

does not guarantee success
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Awareness & Opt-In
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Trust & Consideration

Decision & Action Management & Engagement
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Awareness & Opt-In Trust & Consideration Decision & Action Management & Engagement
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POWERED BY

Four Phases of Communications ///

Apply a human-centered approach to digital communications = A
to recruit, retain & re-activate anglers & boaters

Awareness & Opt-In Trust & Consideration Decision & Action Management & Engagement

O & @ ®@@

Build & Understand Targeted Drive Respond
Audience Engagement Conversion & Remind
Who do we need to How do people What actions How might you
reache What more can we perceive & do we want or need stay connected
learn about them — understand the people to take? fo retain engagement
interests, behaviors, permitting processe and be helpfule

preferences, etc.¢
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Mobile Phone Ownership

— Cellphone - Smartphone

100%

209 ?in 10 own a smartphone

60%

o More access

4 35%in 2011 to online experiences
20%-
Change in survey mode -
0% T T T T T
2005 2010 2015 2020 2023

% Pew Research Center

@ oeranicus



For many, it is their only access

0% Smartphone Dependency

Change in survey mode —

40%

Il Urban
B Suburban

Rural
30%

10%=

0% T T 1

2015 2020 2023
* Pew Research Center
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Average Reply Time

90 minutes 90 seconds
Email SMS

Source: CTIA

SMS has an open rate of 98%
and a conversion rate of 45%

Salesforce

@ oeranicus

About three-in-ten U.S. adults say they
are ‘almost constantly’ online

More than eight-in-ten U.S. adults go online at least daily
% of U.S. adults who say they go online ...

Less than
Daily daily
85 8 Never
31 48 6 4 7
Almost Several About = gayerg) L"iss
constantly times a day oncea  imesg OMEN

day week
Mote: Respondents who did not give an answer are not shown.
Source: Survey of U.S. adults conducted Jan. 25-Feb. 8, 2021.

% Pew Research Center
PEW RESEARCH CENTER

@® Opt-in rates increased
@ Opt-in rates stayed the same

© Opt-in rates decreased

Source: SimpleTexting 15
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Effective.
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Plan & Prepare

@ oeranicus

v Define specific use case
v Wireless Terms & Conditions
v Privacy Policy

v Opt-In & Consent mechanisms

20



10 Digit Long Code High Volume Toll Free Short Code
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REGISTER

MOUR B0

22



)k

\—
verizo

Il - -Mobile-

Sprint



verizon

Sprint

—
—
at&t

|- - -Mobile-

Telephone Consumer Protection Act

Act of 2003
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Main Components

A Web Page

QD X G — e H
L
o

To subscribe to Weather Alerts, enter your mobile number

—

Message and data rates may apply.
Text STOP to opt out or HELP for help.

Terms of Use Privacy Policy

e S—...
Opft-In Confirmation Message Message Flow

@ oeranicus



Opt-In Requirements

v Product description

v Terms & Conditions & Privacy Policy
v 'Message & data rates may apply’
v STOP keyword

v Frequency

@ oeranicus

3

To subscribe to Weather Alerts, enter your mobile number:

Message and data rates may apply
Text STOP to opt out or HELP for help

Terms of Use Privacy Policy

3

Source: CTIA Handbook
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Opt-In Confirmation

Brand name OR product description.

Customer care contact information

“Message and data rates may apply”

Message frequency

Opt-out Information

@ oeranicus

ooooo Sprint LTE 4:08 PM 85% W

{ Messages 123456 Details

You subscribed to RBFF
alerts. 800-123-4567 for
support. Msg & data
rates apply, 3msg/wk
STOP to quit

< 160 characters!

28



Required Keywords

@ oeranicus

eeee0 Sprint LTE 4:08 PM

{ Messages 123456

You subscribed to RBFF
alerts. 800-123-4567 for
support. Msg & data
rates apply, 3msg/wk
STOP to quit

If you need assistance,
call 1-800-123-4567 or
visit website.org/help

No more messages will
be sent from RBFF alerts

HELP keyword

Opt-out confirmation

*STOP instructions must be sent at “regular intervals”

29



@ oeranicus

Danger
Deep water

A Public Short URLs
SHAFT language
Avoid
Sweepstakes + contests

Welcome message

Audit Risks STOP requests
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Experience Desigh Framework

GOALS
Determine what AUDIENCE
success looks

ldentify key

like. Align on
measurement plan.

audience segments,
including their
needs, motivations
and barriers.

JOURNEY

Map the steps audiences
take across multiple
channels or fouchpoints
to achieve desired goadls.

CONTENT

Access and create
content needed

at various touchpoints
and phases of the journey.




POWERED BY

Four Phases of Communications ///

Apply a human-centered approach to digital communications = A
to recruit, retain & re-activate anglers & boaters

Awareness & Opt-In Trust & Consideration Decision & Action Management & Engagement

O & @ ®@@

Build & Understand Targeted Drive Respond
Audience Engagement Conversion & Remind
Who do we need to How do people What actions How might you
reache What more can we perceive & do we want or need stay connected
learn about them — understand the people to take? fo retain engagement
interests, behaviors, permitting processe and be helpfule

preferences, etc.¢
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Awareness & Opt-In Trust & Consideration Decision & Action Management & Engagement

Outdoor Recreation Adoption Model
A

RECRUITMENT RETENTION REACTIVATION

Decision
> > > >

@ oranicus 34






Awareness & Opt-In

' ‘ | A Web Page
ﬁ’ %a ATING. Q v
Y= QO X4} Gz »
e R o g Multi Channel (} ,
; " . . To subscribe to Weather Alerts, enter your mobile number:
AllYouxFlshmgandBoaung _Sait S lee promOTlon
. Prl ﬂTed med | CI Message and data rates may apply.
Dlgl_l_ol Text STOP to opt out or HELP for help.
Terms of Use Privacy Policy
v

Q Consider tracking & afttribution

@ oeranicus 36



Awareness & Opt-In

ff = we justreleased our latest
‘“"“u‘ v Drinking Water Quality Report.

= o w See how we test and sample to
A E keep Philadelphia’s water safe.

Sways to get the report:

Direct link to the report:
water.phila.gov/2021-quality

Text for a link & water quality updates:
Text PWDWQ' to 468-311 confirm

Email to request your copy or translation:
waterquality@phila.gov

Call to request your copy or translation:
(215) 685-6300

[=]

B~ K O Kk

Scan this @R code with your
cell phone to access the report.

[

Photography: JPG Photo & Video and PWD © PWD

Presorted Standard
U.S. Postage
PAID
Philadelphia, PA
Permit No. 1848

@ oeranicus

QR Codes
Text to Subscribe

)27

water.phila.gov

PHILADELPHIA

WATER

~—DEPARTMENT—

Sign up to receive tips, info about
programs, and the science that goes into
your top-quality drinking water.

Email or phone *

() By checking this box, you consent to our data
privacy policy. *

37



Awareness & Opt-In

GRANICUS

govDelivery

Sign up for text message alerts
from HealthCare.gov

(@
aszars
Don't forget to enroll for 2021 health coverage! HealthCare gov can make Welcome to the Marketplace!
it easier with text message alerts Reply HELP for help, STOP to

.
cancel. Up to 3 msgsfweek.
Text “SUBSCRIBE" to 467873 (INSURE) o gel news, updates, and Msg&data rates may apply. Visit
t8://g0.he. 00uT2xIY iF

enroliment rminders from HealthCare.gou. O, you can visit
HealihCare gov to sign up for text message reminders.

to grow & retain o S

Important: In these unprecedented times, it's more important than SEORM B i R
ever to have health coverage. apply. Msg freq varies. Reply
HELP for help. Reply STOP to

L]
Reminder: The deadline to enroll for 2021 health coverage is cancel.
Dacomber 15. o g

The_HeaithCare.gov Team
U080

QIWIE|R|T|Y|U]IL]O|P
A|S|D|F|GIH|J|K]|L

4 Z X CV BNMK

Weekly Fishing Reports

Fishing reports are updated each week, usually by Thursday morning. The reports are compiled by an outside contractor who receives the information from bait
shops, marinas and fishing quides

Text TPWD REPORT to 468-311 to get updates by text.

EMAIL UPDATES

Get the Weekly Fishing Reports by Email

Your email address © Manage My Subscriptions € E-Newsletter Archive

_ Your contact information is used to deliver requested updates or to access your subscriber
preferences. Children under 13 years of age must have a parent/guardian's consent before
providing any personal information to the agency.

SUBSCRIBE
Email subscriber privacy policy and cookie stateme!

Integrate email & SMS for omnichannel outreach

38
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Awareness & Opt-In Trust & Consideration

Be creative with content

America’s newest anglers
value three key benefits of

fishing & boating. .
{
@ . Consistent _
G * Social connection: camaraderie & nostalgia C O n C I Se
Cleand'mg  The challenge: excitement & competency .
an
cooking .‘ * Connection to nature: C O n V e rS O h O n O |

fish

calmness & freedom
Segmentation
SW’s

Bring value Persona Action
‘, TAKEMEFISHING:or .
: Be empathetic

Be actionable 420/0 REGISTER

...In 160 characters

VAMOSAPESCAR org

@ oeranicus
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Awareness & Opt-In

Y

@ oranicus

QO

Time of Day
8am —9pm

A/B Testing

Link Tracking

Trust & Consideration Decision & Action

MARIA Goals
Virginia Resident + Make sure my chidren are healthy and safe
interested in locol + Umit the impact Acme Factory has on the environment in my community
i i . il ond whal polulants Acme se
_ (HI= EEEnE LR
Q|+ Whotis Acme Facion® + Howls Acma Factory + Howis the foclory buld - being
Qoing 1o impact my famiy pregressing? Whatis the Iaken o consideralion gocd envicamentol
Q . whee timeline? Stewardship?
B going ta be lacated? How da | hold Ac
a Conl engage with Acme Haw da | moke sure my Foctory aecountabie for What 001 5o I have @
3 W Acma Factory reiease actary and govemment specic concems are operatng reiponzoy new conce about
a potutant stakeheiders on i ssue? hoard Acme focton?
g | Cooescmotocioy Confinues ooty o rogul
Porlicipates in NextDoor Shares confent with offer Dk . o
and Facetosk
oreersations wit NextDoor and Focebods Attends a public mesting Continues fo follow story Reports pollion incident
s
< neigt
Proactively add search Create clear and
connections emviranmental
10 Ihe 518 10 &nture DEG content thatis eosy for peCalate Socumented on stewardship proproms
inlls pear i seorehes non-experts fo understand website.
Offer clear aptions lor + Cloar opporfunities for
ction hat Provicie reguior updates roparing cancer and
between website and ‘sasly shareoble ‘an project ﬂmm

User journeys inform communications,
Communications support the journey

MARKETING
CALENDAR

Drive decision & action

around key dates & deadlines

42



IP: Timing is important




Awareness & Opt-In Trust & Consideration Decision & Action Management & Engagement

eeeco Sprint LTE 4:08 PM 75% WL

{ Messages 123456 Details

State Fish&Wildlife
dropping you a line!
Ready to hit the water?
Reply FISH for links to
our latest fishing guides

Find fishing guides at
https://state.agency/fish -
good luck!

Follow us on Facebook
and share a pic of your
latest catch!
https://fb.me/StateFishan
dWildlife

Drive community engagement

 fO O

@ oeranicus



Awareness & Opt-In Trust & Consideration Decision & Action Management & Engagement

eeeco Sprint LTE 4:08 PM 75% W)

< Messages 123456 Details
eeeC0 Sprint LTE 4:08 PM 75% W

{ Messages 123456 Details

State Fish&Wildlife
dropping you a line!
Ready to hit the water?
Reply FISHING or
BOATING

State Fish&Wildlife
dropping you a line!
Reply with FISH for what
you need to hit the water!

SMS is designed
-I-O be gz?eznc:v%gtsgoﬁshing

and let us be your guide!

ihTerO C-I-ive STOP to cancel

Ahoy Captain! Do you
have your own
watercraft? Reply Yes or
No

Is your watercraft
registered for 20247 Yes
or No

We can help! Visit
state.gov/boating to get
ready to set sail

Custom Keywords

@ omanicus Two-Way SMS
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Awareness & Opt-In Trust & Consideration Decision & Action Management & Engagement

Outdoor Recreation Adoption Model
A

RECRUITMENT RETENTION REACTIVATION

Decision
> > > >

@ oranicus 47



Awareness & Opt-In

@ oeranicus

Trust & Consideration

Decision & Action

Outdoor Recreation Adoption Model

RECRUITMENT

>

>

Decision
to continue

RETENTION

>

m

REACTIVATION

>

Management & Engagement

eee00 Sprint LTE 4:08 PM

{ Messages 123456 Details

75% )

State Fish&Wildlife
dropping you a line!
Ready to hit the water?
Reply FISHING or
BOATING

!
BOATING

Ahoy Captain! Do you
have your own
watercraft? Reply Yes or
No

Is your watercraft
registered for 2024? Yes

or No

We can help! Visit
state.gov/boating to get
ready to set sail

o

48
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Fishing License
Retention

Presented by: Joshua Lee

Email Marketing Manager
TPWD Communications Division
February 28, 2024

TEXAS

PARKS &
WILDLIFE




TEXAS

Background PARKS &

WILDLIFE

Churn rate high among fishing Year-From-Purchase (YFP) Used texting in past, but FIRST
license buyers, leading to lost fishing license holders tend to time for license renewals
revenue have longest lapse in renewals

(=5 months)



TEXAS

Objectives EIEREE

WILDLIFE

Increase renewals among lapsed P Reach 200K people within target
:J Year-From-Purchase (YFP) fishing 1@! audience with minimum of two
license holders messages (400K texts sent)



TEXAS

PARKS &
WILDLIFE

Text/email combination sent at Texts sent first,
time of expiration followed by 60, email 2-3 hours later
90 and 120-day intervals



TEXAS

Tactics: text PARKS &

WILDLIFE

Utilized custom Bitly links with
uniqgue UTMs for each text

loday 4:12 PM

From TPWD:
Your Year-From-Purchase All Water

Fishing License has expired. Renew
now at bit.ly/TPWD-YFP120Sept




. . . : TEXAS
Tactics: Expiration Email PARKS &

WILDLIFE

TEXAS
PARKS &
WILDLIFE

EXPIRATION NOTICE

EXPIRATION DATE: October, 2023
LICENSE TYPE: Year-from-Purchase All Water Fishing Package

DESCRIPTION: (Texas residents only) includes a resident fishing license, a
freshwater endorsement and a saltwater endorsement with a red drum tag, all valid
from the date of purchase through the end of the purchase month of the next license

year.

LICENSE FEE: $47

RENEW YOUR LICENSE




Your Fishing License has Expired

Don't miss out on all the perks that your resident Year-from-Purchase All-Water
Fishing Package has to offerl Renew it now online or at a local retailer.

o Free Fishing Events — hosted throughout the year at numerous locations.

» Free Fishing Reports — find out what's biting, which bait is working, and more,

in the freshwater and saltwater waterbodies of your choice.

o Free Leased River Access — Anglers may use these leased (by TPWD) areas
on privately-owned land for fishing and launching kayaks, canoes or other
non-motorized boats.

* Your resident Year-from-Purchase All-Water Fishing License includes a
freshwater and a saltwater endorsement with a red drum tag — all valid from
the date of purchase through the end of the purchase month of the next

license year
RENEW YOUR LICENSE

Fishing in summer is awesome — here’s why!

The dog days of summer bring with them cat nights—when the catfish action can be
as hot as the daytime highs. When the sun goes down and most of the boat traffic
goes away, catfish move into the shallows to feed.

Warm coastal waters bring in many species, including redfish, black drum and red
snapper. Before you head out to reel in the big one, be sure and get your Texas
fishing license.

Check out all the great places to get your fish on!

e Major Lakes — find access information and fishing tips for more than 150
lakes around the state

e Community Fishing Lakes — numerous lakes that are 75 acres or smaller

* Neighborhood Fishin' Lakes — small urban ponds stocked regularly with
catch-and-keep catfish, perfect for first-timers and families with kids.

o State Parks — fish from pier or shore at more than 70 parks

« Paddling Trails — well-mapped accessible day trips in a variety of settings
and for all levels of paddling experience. Choose coastal or inland trails.

« Saltwater fishing — available in bays, estuaries, coastal waters (shore and

piers) and jetties..




TEXAS

PARKS &
WILDLIFE

S80K revenue increase from same period (May 1 - Sept 30) in 2022

SMS/Text

400,869 Delivered

25,095 Link Clicks

—

—

S —

$184K Revenue )

$10K Cost (RBFF Grant

Funded)

>1700% ROI

Emails

352,397 Delivered

11,162 Unique Clicks

$165K Reveny
I —

@<

48% Unique Open Rate

173,618 Unique Opens

3.2% Click Rate




TEXAS

Observations PARKS &

WILDLIFE

Customers Multiple reminders Significant opportunity Simple, to the
receptive to text increased sales and to engage with point messages Are
reminders reduced lag time customers in new way most effective

between renewals



2 TEXAS
Recommendations .

WILDLIFE

Further study and testing in future
marketing efforts

Request additional funding
to increase texting capabilities




TEXAS

Contact Info T

WILDLIFE

Joshua Lee

Email Marketing Manager

Texas Parks and Wildlife Department
Joshua.Lee@tpwd.texas.gov
512-389-4794



mailto:Joshua.Lee@tpwd.texas.gov
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