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PURPOSE

Share results of email retention efforts that 
targeted 3 types of license holders



GOALS

Short term goal: Long term goal:

Generate 

license

renewals

Create

lifelong 

licensed anglers
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WHO DID WE TARGET?

1. 1-Day license buyers

2. First-time license buyers

3. Expired Year-From-Purchase license buyers



WHO ARE 
1-DAY LICENSE BUYERS?

Buy 1-Day licenses – some multiple x/year

35% are 18-40 years, 36% are 41-55

Male (74%), female (24%) 

22% of fishing license buyers in LY22 are 1-Day 

Account for 11% of LY22  revenue ($4.7M) 



WHY TARGET 
1-DAY LICENSE BUYERS?

Learn more about them and their buying behavior

 Increase frequency of fishing

 RBFF says “more likely to renew if they fish more frequently”

Some might be better served on a different license type



WHAT WE DID WITH
1-DAY LICENSE BUYERS

1. Email with link to survey

2. Creative tests on email, then rollout winner

3. Auto reminder email to those who didn’t 
click on survey link

4. Dashboard - compiled results for easy 
access/data sorting



EMAIL SURVEY TO
1-DAY LICENSE BUYERS

17 questions

Sent to 330K anglers; 
149K unique email opens, 
47% open rate

Select Survey software 
(in-house)

Survey open for 6 weeks



WHAT WE LEARNED:
1-DAY LICENSE BUYERS

 What was in line with other research/learnings?
o who fish with, where, bait, other activities enjoyed, gender 

 What were the surprises?
o How they like to learn and primary motivations for fishing (by ethnic groups)

Recap of survey answers:

69% bought b/c don’t fish often or were vacationing  56% saltwater, 44% freshwater      fished with family/friends     

 63% summer season      57% shore/pier, 39% boats      live bait    38% fish for social time w/family & friends, 

20% to relieve stress & relax, 7% for sport/thrill  46% agree w/” the more I catch the happier I am” AND 42% are 

“just as happy if I release catch”     33% usually eat catch     constraints…32%  not enuff time, 22% expense..             

 62% camp, 42% hunt, 42% hike/run/jog, 27% boat         license frequency: 1 time/year 58%, 2-3x/year- 20%, not 

sure 20%    Age: 37% Gen X, 27% Millennial, 27% Boomer, 8% Gen Z   Race: 56% white, 32% Hispanic, 7% Black,                    

 Income 23%  - $30K to $60K;   20% - $60K to $99K



WHAT WE LEARNED:
1-DAY LICENSE BUYERS (CONT’D)

Fishing education/resources:
 Online videos: Younger generations, Gen Z and Millennials, are much more likely to prefer online videos 

for than the older generations- Gen X and Boomers (38/34% v. 32/27% respectively).

 Articles:  whites prefer info/articles on the TPWD website at a much higher rate than Latinos (36/35% v. 
27/20%).

Reason to Fish:
 Latinos are more likely to list to relax or relieve stress as their primary motivator compared to Whites 

(30/30% vs 22/21%).

 Whites are more likely to list social time with friends/family as their primary reason compared to Latinos 
(50/54% vs. 38/44%).

 White Millennials are less likely to list social time with friends/family as the primary motivation compared 
to White Boomers (40/50% vs. 60/48%).  

*X/Y% – first number is male, second is female



RESULTS DASHBOARD 

Ethnicity

Ethnicity

Generation

Ethnicity

Generation

Generation

Ethnicity

Generation

TPWD FISHING:   1-Day License Buyer Survey Results

• Built in-house with Excel 
utilizing license data 
imported from SAS 
database

• Easy access to results
• Compare and filter by: 

gender, generation, 
ethnic group



HOW’S IT WORKING?

• 7,100 clicks on survey link

• 5,375 completed surveys
• Ran for 6 weeks (10/6 to 11/15)  

Completed 
Surveys 

1.Subject line/creative test to 30K on 10/6/22…48%       

2.Auto-reminder to unopened 10K on 10/14/22.47%
3.Rollout winning version to 290K on 10/18/22..47%

4.Final reminder to 285K on 10/27/22…………….46%

Email Open 
Rates

• 3% beats the industry average of 2%

• Unique CTO rates average 18%

Click-To-
Open Rates



RECOMMENDATIONS
FOR 1-DAY LICENSES

• Target 4x to 6x/year buyers for conversion to 
annual license (use small sample, 10K)

• Consider revenue write-down or 
longer retention rates

Conversion 
Test

• <4 x/year: offer free Outdoor Annual app with 
location based “where to fish” near you

• Women: send best performing links/info in first 
timer series, i.e., where to fish, how to cast

• 50+: tell Boomers/grandparents about benefits 
for family and grandkids

Retention 
Email 

Targets



WHO ARE OUR 
FIRST-TIME LICENSE BUYERS?

No fishing license purchase in past 5 years

20-40 years old (60%), urban (80%), male (77%)                     
(based on current angler database)

Only 10% of license database are first-time purchasers 
in last 5 years. Need more recruitment efforts.



WHY TARGET 
FIRST-TIME LICENSE BUYERS?

Help first-timers thrive

RBFF research shows that first-timers:
 are 2x more likely to lapse than repeat anglers 

 are more likely to renew if they fish frequently

High churn rates (Ouch)

They are our future



WHAT WE DO WITH
FIRST-TIME BUYERS

Series of three emails

Empower with info, tips 
and opportunities 

Evergreen content; 
mobile-friendly

Tone: friendly, light, fun –
not governmental



EMAIL #1



Email #1 in Series



EMAIL #2



Email #2 in Series



EMAIL # 3



Email #3 in Series



HOW’S IT WORKING?

• Our 48% average exceeds industry 
average of 28%

Open 
Rates

for series    

• Email #1: 55%

• Email #2: 44%

• Email #3: 44%

Open Rates
each email

• 7.37% beats the industry average of 
3.99%

Click to 
Open Rates



HOW’S IT WORKING

First Time Fishing License Buyers

License 
Year 
(LY)

Licenses 
Sold
(qty)

License 
Revenue ($)

Licenses 
Retained from 
Prior LY (qty)

Revenue 
Retained from 

Prior LY ($)

Revenue 
Retained from 

Prior LY (%)

2019 487,599 $13,239,979 109,399 $2,996,999 22.6%

2020 643,253 $18,607,322 110,268 $2,992,316 16.1%

2021 602,452 $17,436,344 127,552 $3,590,846 20.6%      

2022 510,401 $14,757,317 112,461 $3,305,969 22.4%



MOST CLICKED ON LINKS

Email #1 Email #2 Email #3

Where to Fish Bass Fishing at Night Fishing Reports

Find Places to Fish/Boat 
(map)

TPW Magazine App How to Cast (video)

Fishing for Beginners  
(web)

How to Catch and 
Release (video)

How to Catch Fish           
(video)



WHO ARE YEAR-FROM-PURCHASE
LICENSE BUYERS?

Millennials are largest segment

45% of fishing license buyers in LY22 are YFP buyers

Account for  46% of the LY22 fishing license revenue.
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WHY TARGET YEAR-FROM-
PURCHASE LICENSE BUYERS?

Highest grossing revenue type ($47/year, all water)

Delayed renewals
 Lag times up to 5 months after expiration date

 Purchase based on convenience or upcoming events

 See how/if we can speed-up renewal times



WHAT WE DID WITH 
YEAR-FROM-PURCHASE BUYERS

Historically sent 1 expiration notice email/year

Tested subject line and body copy for follow-up email

Messaging prompted earlier renewal versus waiting up 
to 5 months



• Tested soft-sell vs hard-sell 
subject lines and body copy

• Rolled out hard-sell version

• Developed second renewal 
reminder email for 60 days later

FIRST RENEWAL 
REMINDER EMAIL



SECOND RENEWAL 
REMINDER EMAIL
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HOW’S IT WORKING?

• Our average 53.15% exceeds industry average*            
of 28%

Open Rates 
for series    

• Email #1: Expiration notice 53.12%

• Email #2: Reminder at 60 days 53.17%
Open Rates 

each email

• Ecommerce Conversion Rate 35.36%

• Revenue $279,350 for FY22
• 60-day reminder revenue $8,877 for Jan/Feb 2023

Conversion 
Rates*2022 Email Marketing Statistics and 

Benchmarks by Industry – MailChimp

: Anyway, from my notes, the lift from Nov 
send and Jan reminder was $5989 and 
69%. For Dec/Feb it was $2625 and 46%.

https://mailchimp.com/resources/email-marketing-benchmarks/


HOW’S IT WORKING?

• Email #1: Expiration notice 53.12%

• Email #2: Reminder at 60 days 53.17%

• Our average 53.15% exceeds industry average* of 
28%

Open Rates 

• Ecommerce Conversion Rate 35.36%

• Revenue $279,350 for FY22
Conversion 

Rates

• 46% increase in revenue ($2,625) from Dec. send 
and Feb. 60 day email reminder

• 69% increase in revenue ($5,989) from Nov. send 
and Jan. 60 day email reminder

Lift Rates*2022 Email Marketing Statistics and 

Benchmarks by Industry – MailChimp

: Anyway, from my notes, the lift from Nov 
send and Jan reminder was $5989 and 
69%. For Dec/Feb it was $2625 and 46%.

https://mailchimp.com/resources/email-marketing-benchmarks/


RECOMMENDATIONS FOR 
YEAR-FROM-PURCHASE 

• Test email focusing on more reasons/times 
to fish sooner – holidays, birthdays, dates, 
family reunions, new waterbodies or species

Messaging 
Testing

• Test adding a 3rd follow-up email at 90 days

• Test follow-up with “texting” vs. email

• Target women YFP buyers with positive 
benefits of fishing (stress relief, self-
confidence, escape)  per recent RBFF 
research

Emails/ 
Texting



RETENTION ON A SHOESTRING

 If  You Don’t Ask, You Don’t Get
 Aggressively collect new emails, money in the bank

 We use large pop-up at bottom of web pages;  events; 
social media; e-banners

Use photos/videos/text from RBFF, or other agencies

Email throughout the year to keep fishing top-of-mind

“Email campaigns and renewal notices via email are important and will continue to be effective ways 
to retain and reactivate anglers.”  -- RBFF



THE QUESTIONS?

Janis Johnson, Marketing Manager

janis.johnson@tpwd.texas.gov phone: 512.389.8670

Thank you to the FishChat team of biologists, educators and anglers and the Marketing 
team: Cory Chandler, Deputy Director Communications; Joshua Lee, Email Specialist; Nick Guild, 
Communications Data Analyst; Karen Marks, Angler Education; Zack Thomas, Coastal Fisheries 

biologist, John Taylor, Inland Fisheries biologist; and Jill Kreindler, Marketing Specialist.

mailto:janis.johnson@tpwd.texas.gov


“FISHCHAT”

 “FishChat” is an internal group of SME’s (biologists, 
angler educators, anglers) who help communications 
people ideate topics and review content

Helpful for non-fishing copywriters

Early and more engagement with SME’s made possible:
 more interesting and effective email series

 enhanced cross-division relationships
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