THE USE OF EMAIL TO ENGAGE

AND RETAIN ANGLERS

(OR) How to shorten renewal gaps, reduce churn and
find out what 1-day license buyers are all about
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PURPOSE

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



Short term goal: Long term goal:

Generate Create

license lifelong

renewals licensed anglers




LRy

7



WHO DID WE TARGET?

1. 1-Day license buyers
2. First-time license buyers

3. ExpiredYear-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 LY 22 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



1-DAY LICENSE BUYERS

_\_\_\EW\'\ATZ' WHAT WE DID WITH

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

. Dashboard - compiled results for easy
access/data sorting



Repeat One Day Buyer Survey, LY23 | Version A
Respondents: 5376 displayed, 5376 total Status: Closed
Launched Date: 10/05/2022 Closed Date: 1152022
1. Please select the reason(s) you purchased a 1-day fishing license.
Response Response .
Total Percent Points  Avg
The 1-day license is a
good value 405 15% n/a n/a
| don't fish very often 785 29% n/a n/a
I've never fished before
and wanted to try it 61 2% n/a n/a
| was vacationing
somewhere | wanted to 1061 40% n/a n/a
fish
Other, please specify.
diaw 622 23% n/a n/a
Total Respondents 2672
(skipped this quesfion) 2704
2. What type of group did you fish with the last time you purchased a 1-day fishing license?
Response Response .
Points A
Total Percent om va
By yourself 236 Q% n/a n/a
Famity 1158 449 n/a n/a
Friends 532 20% n/a n/a
Family and friends
together 711 27% n/a n/a
Total Respondents 2637 100%
(skipped this question) 2739
3. What type of waterbody did you fish the last time you purchased a 1-day license?
Response Response .
Points Av
Total Percent 9
- ]
Salwatgr. Offshore/Deep 250 10% n/a n/a
sea fishing
Saltwater. 1224  46% nfa n/a
Inshore/Bay'Surf o
Freshwater. Ponds/Lakes 946 36% nfa nfa
Fr_,esh'.'.'ater: Streams or 206 8% n/a n/a
Rivers
Total Respondents 2635 100%o
{skipped this question) 2741
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EMAIL SURVEY TO
1-DAY LICENSE BUYERS



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, 4% freshwater [ fished with family/friends
[163% summerseason [157% shore/pier,39% boats [ live bait [0 38% fish for social time w/family & friends,
20% to relieve stress & relax, 7% for sport/thrill [146% agree w/” the more | catch the happierlam” AND 2% are
“just as happyiflrelease catch” [133% usually eat catch [ constraints...32% not enuff time, 22% expense..

1 62% camp, 42% hunt, 42% hike/run/jog, 27% boat [ licensefrequency:1 time/year 58%, 2-3x/year- 20%, not
sure 20% [ Age: 37% Gen X, 27% Millennial, 27% Boomer, 8% GenZ | Race: 56% white, 32% Hispanic, 7% Black,

1 Income 23% - $20K to $60K: 20% - $60K to $99K



WHAT WE LEARNED:

Z
T\'\EWHAT | 1-DAY LICENSE BUYERS (contp)

Fishing education/resources:

* Online videos: Younger generations, Gen Z and Millennials, are much more likely to prefer online videos
forthan the older generations- Gen X and Boomers (38/34% v. 32/27% respectively).

- Articles: whites preferinfo/articleson the TPWD website at a much higherrate than Latinos (36/35%v.
27/20%).

Reason to Fish:
- Latinosare more likely to list to relaxor relieve stress as their primary motivator comparedto Whites
(30/30% vs 22/21%).
 Whites are more likely to list social time with friends/family as their primary reason comparedto Latinos
(50/54% vs. 38/44%0).
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

TPWD FISHING: 1-Day License Buyer Survey Results

Ethnicity Ethnicity Preferred resource for continued
Multracial . fishing education (segmentation
Hispanic or... compa I"iS]Dh}I

Black or Af...
Black or afr...
’
 Builtin-house with Excel .1 e =

utilizing license data Boomer : e ba — R
imported from SAS Gen X Genz « Onine video

Gen Z Millennial

database
[ Milennial | _

Easy accessto results
Compare and filter by: - i

p . y k Sty Angler Expertise Level
gender, generatlon, B Asian or Pacific Islander

Hispanic or Latino

Asian or Pa... Fishing Method

- Asian or Pa...
n Artificial lures

- Ethnicity Why did you fish?

m Because | had freetime

eth Nnic g rou p Multiracial or Bira_.. | Black or African Ameri...|
| Hispanic or Latino | .
Mative American ... . -
H — s Enjoy beingin nature
| White or Caucasian | - . Generation —
L [E— B 5% For sport o thril
oomer -
53% "
1% ermediate

" Generation — 4]
. Cocial . ¢ oy

Gen X 10% Social time with friends |
farnily

| Gen Z m To relaxor relef sires

||E‘-E|1}l{

| Millennial
=
GenZ Null

Millanmnial Silent




HOW'S IT WORKING?

Comp|eted * 7,100 clicksonsurvey link

* 5,375 completed surveys
SUFVEYS e Ranfor 6 weeks (10/6 to 11/15)

\

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.Finalreminder to 285K on 10/27/22

Click-To- * 3% beats the industry average of 2%
Open Rates * Unique CTO rates average 18%

\



RECOMMENDATIONS
FOR 1-DAY LICENSES

C . * Target 4x to 6x/yearbuyers for conversionto
onversion annual license (use small sample, 10K)

Test e Consider revenue write-down or
longer retention rates

\

e <4 x/year: offer free Outdoor Annual app with
location based “where to fish” nearyou

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

 5o+: tell Boomers/grandparents about benefits
for family and grandkids



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

TEXAS

| Series of three emails

Life's better outside.

Let's Dive Rigntin... and Go Fishing!

23 e -

Life's better outside.”

Empower with info, tips
i and opportunities

NIGHTTIME FIS|

Evergreen content;
mobile-friendly

et your fish on!

CATCH & RELEZ

FISHING PREP

Tone: friendly, light, fun—
not governmental

Salt water — bay
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FIND A STOCKED POND NEARYOU = =
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Stocked year-round (except in August) with catfish or trout big enough to eat. Enjoy
safe, well-lit areas with restrooms, parking and picnic tables at a Neighborhood
Fishin' lake near you.




FISH ON!

Email #1 In Series

TEXAS
PARKS &
WILDLIFE

Life's better outside.

Thank you for purchasing a Texas Fishing License

and get your fish on!

FISHING PREP
OUTDOOR
ANNUAL




-\—\-\EWHAT - EMAIL #2

FIND YOUR INNER CHEF

e

Cleaning and filleting_a fish really is easier than you think. But don't stop there! Step
your cooking up to chef-level. Chef Jesse Griffiths offers inspiration for how to fry
redfish 3 different ways, and Chef Tim Spice shows you how to "spice" up crappie
cooking.




Life's better outside.

Let’s Dive Rightin... and Go Fishing!

] &if things FISHING - ¢

sl cave thic emall *

Email #2 in Series

( LET'S STAY CONNECTED!

See what other Texans are catching, find out about fishing events and get advice
from the experts at TPWD. Follow one or more of our fishing-focused Facebook
Pages or Instagram Accounts! Or follow us on Twitter at @ TPWDFish.

Thank you to the Recreational Boating and Fishing Foundation (TakeMeFishing.com) for
the use of some of their videos and information.




EMAIL # 3

IT'S NOT CHEATING...
nan

Find out what's biting, where, and on what type of bait — in the weekly fishing
reports. Search by region or waterbody (lakes, rivers or bays). You can also sign up
to get an email or text as soon as the reports are released each week.




Life's better outside.

Did We Save the Best ‘til Last?

"~ —
‘.*..‘ Ve
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License Fees Support Texas |shmg




HOW'S IT WORKING?

e Our 48% average exceeds industry
average of 28%

for series

Email #1: 55%
Email #2: 44%
Email #3: 44%

Click to 7.37% beats the industry average of
Open Rates [BEEELL

\



License
Year
(LY)

2019

2020

Licenses
Sold

(qty)

487,599

643,253

602,452

510,401

License
Revenue ($)

$13,239,979

$18,607,322

$17,436,344

$14,757,317

Licenses
Retained from
Prior LY (qty)

109,399

110,268

127,552

112,461

First Time Fishing License Buyers

Revenue

Retained from
Prior LY (%)

$2,996,999

$2,992,316

$3,590,846

$3,305,969

HOW'S IT WORKING

Revenue
Retained from
Prior LY (%)

22.6%

16.1%

20.6% ﬁ
22.4% ﬁ



MOST CLICKED ON LINKS

Where to Fish Bass Fishing at Night Fishing Reports

Find Places to Fish/Boat TPW Magazine App How to Cast (video)
(map)

Fishing for Beginners How to Catch and How to Catch Fish
(web) Release (video) (video)




WHO ARE YEAR-FROM-PURCHASE

LICENSE BUYERS?

* Millennials are largest segment
* 4,5% of fishing license buyers in LY22 are YFP buyers

* Account for ~ 46% of the LY 22 fishing license revenue.



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
-\-\_\Ew\—\AT 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



FIRST RENEWAL

THEW\’\ATZ' REMINDER EMAIL

From:

* 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

Texas Parks and Wildlife Department <tpwd@service.govdelivery com=

Subject: Fishing License Expiration Notice

View as a Webpage

TEXAS

FPARKS &
WILDLIFE

EXPIRATION NOTICE

EXPIRATION DATE: October, 2022
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: 347

RENEW YOUR LICENSE

Administrative fee: A $5 fee is added to phone (800-895-4248) and online
transactions. Licenses can also be purchased at license retailers.

If you have already purchased a new fishing license, please disregard this
notice.




SECOND RENEWAL
REMINDER EMAIL

Expired License Reminder
Texas Parks and Wildlife Department sent this bulletin at 02/02/2023 03:00 PM CST
View as a Webpage

Fishing in cold weather is awesome — here’s why!

Find Places to Fish

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.

« Free Fishing Events — hosted throughout the year at numerous
locations

Bigger Fish — Some of the biggest spotted seatrout, bass and red drum
are caught when the weather is the coldest.

Free Fishing Reports — find out what's biting, which bait is working, and
more, in the freshwater and saltwater waterbodies of your choice

Fish gather together - Fish tend to be much more concentrated, and
when you find them, fishing can be over-the-top good

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.

Fewer people — You may have the water more or less to yourself. If
you're fishing on a lake, it's likely there will be fewer boaters which
means less wake and less noise.

Water, water, everywherel Texas is known for having some of the best fishing in the
country — rivers, lakes, bays, marshes, the Gulf — and that makes it easy to find
great places to fish close to your homel Try this interactive map or download the
free Outdoor Annual App to find places to fish nearby.

WHERE TO FISH

» 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 R LICENSE

Great weather — The burning hot sun, mosquitoes and bugs are not an

issue
RENEW YOUR LICENSE

Find Places to Fish

Administrative fee: A $5 fee is added to phone (600-895-4248) and online
transactions. Licenses can also be purchased at license retailers.

If you have already purchased a new fishing license, thank you! Please
disregard this notice.



Anyway, from my notes, the lift from Nov

send and Jan reminder was $5989 and /
69%. For Dec/Feb it was $2625 and 46%. H OW S |T WO RKI N G7

Open Rates |0l average 53.15% exceeds industry average*
for series et

\

e Email #1: Expiration notice 53.12%
» Email #2: Reminderat 6o days 53.17%

Conversion e Ecommerce Conversion Rate 35.36%
e Revenue $279,350 for FY22

* mai rketin isti nd
2022 Email Marketing Statistics a Rates * 60-day reminder revenue $8,877 for Jan/Feb 2023

Benchmarks by Industry —


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

Anyway, from my notes, the lift from Nov

send and Jan reminder was $5989 and /
69%. For Dec/Feb it was $2625 and 46%. H OW S |T WO RKI N G7

e Email #1: Expiration notice 53.12%

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

e Our average 53.15% exceeds industry average* of
o 28%

\

e Ecommerce Conversion Rate 35.36%
e Revenue $279,350 for FY22

—

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

Lift Rates 69% increase in revenue ($5,989) from Nov. send

*2022 Email Marketing Statistics and . .
and Jan. 6o day email reminder

Benchmarks by Industry —



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

RECOMMENDATIONS FOR
YEAR-FROM-PURCHASE

Messaging e Test email focusing on more reasons/times
Testi to fish sooner —holidays, birthdays, dates,
esting family reunions, new waterbodies or species

e Test adding a 3rd follow-up email at 9o days
e Test follow-up with “texting” vs. email

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



- If You Don’t Ask, You Don't Get

RETENTION ONASHOESTRING

* 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 RBF

 Email throughout the year to kee

-, or other agencies

0 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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