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New Boat Sales Reached
13-Year High in 2020
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Direct Mail Campaigns



Direct Mail Program
Overview



Direct Mail Program
Results

2021 Results Overall Program Results

Letters Mailed- 436,191

Total Registered- 39,278

Net Increase in Regs- 23,968

Avg Response Rate- 10.11%

Gross Program Reg Fees- $1.49M

Number of States- 17

Letters Mailed- 5,193,622

Total Registered- 451,069

Net Increase in Regs- 250,924

Avg Response Rate- 9%

Gross Program Reg Fees $16.7M



1. Analyze data

2. Create/update direct mail 
info

3. Pull list of customers to 
receive letter

4. Print and mail letters

5. Process registrations

6. Evaluate

7. Update database

Direct Mail Campaigns
Steps to Implement



Direct Mail Campaigns
Tips

5. Create internal/external partnerships 

2. Personalize letters

4. Have a clear call to action

3. Target audiences with different 
messaging/info

1. Keep database updated on an ongoing 
basis

6. Send follow-up communications



TX Follow-Up Emails
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HISTORY 

▪Participant since 2012

▪Renewal notices 
tailored to Texas boaters

▪Program changes are 
easily incorporated, as 
needed
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Average

Total Mailed 80,503

# of Registrations 7,267

Overall Response Rate 9.03%

Lift 4.86%

Gross Program Revenue $336,968

Total Program Costs $41,303

Net Program Revenue $295,665

Gross Revenue Based on Lift $171,424

Net Revenue Based on Lift $130,121

ROI 315%



2021 EFFORT
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BRRP RESULTS

▪Notices mailed April 1

▪Review period through
May 14
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Results

Total Mailed 74,410

# of Registrations 6,628

Overall Response Rate 8.91%

Lift 5.50%

Gross Program Revenue $305,496

Total Program Costs $46,934

Net Program Revenue $258,562

Gross Revenue Based on Lift $188,649

Net Revenue Based on Lift $141,715

ROI 302%



EMAIL FOLLOW-UP
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“HARD SELL” EMAILSBoating Creative
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FISHING “RETENTION” EMAILSFishing Creative



EMAIL METRICS

 45% open rate 
 = # of people who open the email / total emails delivered

 More than double the industry avg. 

 6.6% click rate
 = # of people who click on an email / total emails delivered

 More than triple the industry avg.

 72 unsubscribes
 = # of people who unsubscribe from our emails

 0.4% of delivered emails
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RESULTS



OVERALL FINANCIAL IMPACT OF EFFORT
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RESULTS BY TREATMENT TYPE

Total in 
Group

Renewal 
Rate 

Lift
Additional 

Registrations
Net Revenue 
Based on Lift

ROI

Control Group (No Contact) 8,336 3.4% N/A N/A N/A N/A

Treatment Group (Overall): 74,410 8.9% 5.50 4,093 $141,714.74 302%

Mail 55,310 8.7% 5.28 2,920 $99,683.79 286%

Mail + Email 19,100 9.5% 6.14 1,173 $42,030.95 349%



CONFIRMING THE IMPACT OF EMAIL

Total in Group
Renewal 

Rate
Additional 

Lift
Additional 

Registrations

Additional 
Revenue 

Based on Lift

Mail Only (Control) 2,052 5.4% N/A N/A N/A

Received Follow-up Email (Apr 13) 18,494 6.6% 1.18 218 $10,028.89

Comparing only boat owners in treatment group with email address on file. 
Looking at only responses after email was sent on 4/13.



WHAT’S NEXT?

 TPWD will continue program participation in 2022

 Optimize response with free email follow-up:
 Additional email reminder

 A/B tests on creative, such as:

 Subject line tests

 Timing tests

 CTA tests

 Creative tests



THANKS!

Questions?

Julie.Aronow@tpwd.texas.gov

Carly.Montez@tpwd.texas.gov
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TN Targeted Facebook Ads



Lapsed
Boaters

Jenifer Wisniewski - Chief, Outreach and
Communications



Where to start

It is good to participate in
the RBFF lapsed boater
program. Is there a better
way to do it so there are
less people getting ads
that have a registration?

POSTCARD GOOD,
CAN WE DO
BETTER?

Do people actually forget
to renew? Isn't it like your
car tag? 

DO PEOPLE
FORGET TO
RENEW THEIR
BOAT? With Facebook, we can

target individuals for
inclusion. So, people with
lapsed boat registrations
get digital ads about
renewal. 

SEEK YOUR 
TARGET
AUDIENCE



Objective/Strategy

OBJECTIVE
Pilot a social media ad campaign during spring 2021 to bring back lapsed boater registrants 
(as opposed to mailing a postcard).

MARKETING STRATEGY
Serve Facebook ads to lapsed boater registration customers on file. The process involves
matching a name, email and address file to an individual’s Facebook account. Note that
Facebook’s match rate to customer data lists is typically 60-70%.



Creative

Thinking of what kind of boat  
might be lapsed, we had 2
different ads, older boat and
newer boat. 

Didn't include the word
expired!





Overall Performance



Prospecting (List Match)

Spend = How much $ spent on ads
Clicks = How many clicks on the ads
Conversions = # of Vessel-related transactions

Impressions = How many times ad was shown
CTR = Click Through Rate (Impressions / Clicks)
Revenue = $ made from Conversions

CPM = Cost per Thousand Impressions (Spend / Impressions / 1,000)
CPC = Cost per Conversion (Spend / Conversions)
ROAS = Return on Ad Spend



Retargeting

Spend = How much $ spent on ads
Clicks = How many clicks on the ads
Conversions = # of Vessel-related transactions

Impressions = How many times ad was shown
CTR = Click Through Rate (Impressions / Clicks)
Revenue = $ made from Conversions

CPM = Cost per Thousand Impressions (Spend / Impressions / 1,000)
CPC = Cost per Conversion (Spend / Conversions)
ROAS = Return on Ad Spend



OVERALL INSIGHTS/NOTES

$4 Return on Ad Spend is Solid!
We were pleasantly surprised by the results only targeting users on the list
of lapsed registrants. This is a particularly strong ROAS knowing that they
also already received emails regarding renewal. 

Changes Midstream
Upon launch we included retargeting of users who made it to the vessel
registration page but did not complete a purchase. A couple weeks into the
campaign there was a significant drop off in performance so we shifted
budget to the main prospecting list. People either converted right away, or
were not going to (sold boat?)

Very successful additional social ads effort
Something a state could replicate with ease and do with or without an ad
agency's help. 



Which Creative?



Good to Know

Need at least 2000
customer records for FB
matching. Not all lapsed
boaters in test group are
guaranteed to see the ad. 

MINIMUM 2000
USER LIST
NEEDED

Served ads to lapsed boater
registration matching name,
email, and address file to a
FB account. FB's match rate
is 60-70%. FB matches best
with at least email address at
a minimum.

STRATEGY TESTED
WELL AND PROVED
ME WRONG

Used pixel based tracking
for revenue. We chose not
to respond to comments
on these 2 ads. There was
no additional staff time to
generate these funds.  

A GREAT
ADDITIONAL
CAMPAIGN



2022 Boat Registration 
Reactivation Program



Boat Registration Reactivation Program
2022 Updates



Boat Registration Reactivation Program
2022 Updates



Direct Mail Letters

Emails

Social Media Ads

Boat Registration 
Reactivation Program
2022 Updates

2022 Options

Please Take the 
Survey! 



Thank You
Joanne Martonik
Senior State Marketing Manager
jmartonik@rbff.org

mailto:jmartonik@rbff.org



