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Goal 1: Retain and Reactivate



Reducing Churn
with Proven
Methods



Goal 2: Promote Fishing to New Audiences



Target Audiences

• Growth of Hispanic 
population in MA

• Urban/suburban 
areas growth 
potential

• Active Social 
Families



Building Spanish Language Content

Where to go     What to bring     Regulations

License information     Learn-to-fish classes

Translated top content





Translation Challenges

• No options for licensing system website

• Fishing content with no direct translation

• Long-term maintenance



Google: Search, Display, YouTube

English
• Search

• Purchase, renewal, non-resident, 
awareness (“fishing spot near me”)

• Display
• Retargeting

Spanish
• Limited to Display and

YouTube awareness ads



Social Media

Themes
• Trout stocking
• Arrival of warm weather
• Where to fish near you
• Free Fishing Weekend
• Learn-to-fish classes
• Fall fishing

Audiences
• Lapsed
• Outdoor generalists
• Lookalikes
• Geographic range for class promotion
• Spanish language



Learn-to-Fish Events



Location Selection
• High participation growth 

potential

• Include many Spanish 
speakers

• Opportunities to partner

• Nearby waterbodies with 
shore fishing



Event
Promotion

• E-newsletter

• Organic and 
paid social

• Outreach to 
local media

• Partners



Building
Capacity

• Trained staff to 
support fishing 
events

• On-demand 
language 
interpretation

• Built 
partnerships



Building
Resources

• Redesigned and 
translated fishing 
events calendar

• Translated 
handouts



Enhanced Event Registration

• Support participants after event

• Survey participants to improve offerings

• Track participation beyond event



• 70% open rate

• 32% click rate

Events
Follow-up email

Results

• Email and basic info 

collected

Events
Registration



• Top reasons for taking class: Learn new 

skills, Spending time with family

• Least motivating factor: Harvesting food

• 40% of survey respondents heard about 

the event through Facebook

• Almost all reported a good or excellent 

experience

• Almost all reported increased interest in 

fishing and likelihood to fish again soon

EventsResults



Events

• 83% had no current fishing license

• 57% had not fished in past 5 years

• 31% had fished 1–4 times in past 5 years 

• 90% had never bought a MA license

Of the 10% who had purchased, only half 

had bought a license more than once

• 20% of participants did buy in 2022

About half bought after the class

Results



Digital Campaign Results



Email

• 133K lapsed anglers

• 38% open rate

• 3,264 clicks to 

licensing site

• $29K in license sales

Results



License Sales

$1,185,763 in license sales* tracked via UTM from paid ads
$1,183,743 from Google Search and Display

$2,020 from social media

Tracking challenges

Results

*A lift analysis was not performed as part 

of this project, so reported sales include 

all sales tracked from campaigns through 

the point of purchase in one session using 

Google Analytics.



Google
• Search: Return on ad spend 

improved year over year

– .Gov domain

– Quality score went down (slower 

page load speed)

• Total search and display 

conversions rose v. 2021 

• Spanish Google Display generated 

significantly higher engagement
(0.69% CTR Spanish v. 0.13% CTR English)

Results



Social Media

Overall

• 4.1M impressions

• Reached 749K

• 39K clicks

• Geographic targeting not 

as successful

Results



Social Media

Spanish Language

• Reached 530K

• Lower cost per landing 

page view

• Increased visitation to 

licensing site for Spanish 

users (0.27% v. 1%)

Results



Spanish Engagement

• Spanish content received about 

10K pageviews during the 

campaign

• Users with browsers set to 

Spanish language: 19.9K in 

2022 (8.7K in 2021)

• From campaign landing pages, 

customers most frequently 

clicked links to

• Where to fish

• Fishing classes

• How to buy a license

Results



Budget

Item Cost

Ad Spend: Social Media $27,000

Ad Spend: Google $25,400

Marketing Agency Fee $17,200

Total $69,600



Challenges

• License fee increase

• COVID retention

• New licensing site

• Translation challenges



Next Steps

• More fishing classes earlier

• Strengthen and expand partnerships

• Validate events/licensing matching

• Offer next steps to the participants 

from this year

• Improve conversion tracking, GA4

• Coordinate with vendor to improve 

licensing experience for customers 

with limited English proficiency



Questions? 
Nicole.McSweeney@mass.gov or Emily.Stolarski@mass.gov
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