
HOW TEXAS IS CONNECTING WITH 

FEMALE HISPANIC ANGLERS



GOOD NEWS BAD NEWS

BACKGROUND

RBFF grant-                
funded campaign

41% overall           
churn rate

55% Hispanic 
population growth

Research shows 
female anglers don’t 

feel recognized



$25,000 Grant

OBJECTIVES 

AND STRATEGY



OBJECTIVES

Build engagement/dialogue/relationship with 

female anglers

Identify best ways to reach Hispanic women

Test messaging to Hispanic women in   

English and Spanish

Increase female angler retention rates



STRATEGY

Use grant funding to initialize an ongoing, 

tailored communications stream to:

encourage women to fish more

highlight benefits of fishing for women

renew their license 

Use a soft-sell approach

Utilize integrated mix of media



$25,000 Grant

ONLINE DIGITAL 

VIDEO ADS



DIGITAL VIDEO ADS

Ran six video ad versions in both English 
and Spanish on Facebook and Instagram

Messaging based on RBFF’s sponsored female 
angler research by Colle McVoy, 2023

Tested messages about benefits to women from fishing:  
helps increase self-awareness, patience, stress 
management, perseverance, mental strength, grit and 
perceived health and life satisfaction 

Held photo shoot of women

casual look with children, men or other women

no expensive boats, not limited to white men in 
latest fishing clothes



DIGITAL VIDEO ADS

Ads targeted:

license buyers 1-2 times (infrequent) or 3-5 

times (frequent) in last 5 years 

Hispanic and non-Hispanic women identified on 

FB/Insta as interested in fishing

customers who live in Neighborhood Fishin’ lake 

ZIP codes in Houston market

Ads ran July 30 through October 30, 2023



Concept 4 – Find Best 

Selves: 1.75%

Concept 6 –

Stress: 1.56%

TOP PERFORMING: ENGLISH



Concept 2 –

Lado Mas Profundo: 1.61%

Concept 5 –

Pescalas Todas: 1.90%

TOP PERFORMING: SPANISH



ONLINE ADS

High click-through-rates (1.4% to 1.6%)

High engagement rates (4.0% to 6.3%)

$15,000

Spend

2,527,310
Impressions

191,834

Reach

21,117
Link Clicks

107K
Engages

0.84%
Click-Thru

$0.71
Cost/Click



BY CONCEPT: ENGLISH

Concept 4 - Find Your Best Self on Water 

resonated most with non-Hispanic audience; 

high CTR (1.75%)

Other top performers: Concepts 5 (Catch 

Them) and Concept 6 (Stress)



BY CONCEPT: SPANISH

Concept 5 – Catch Them                           

top performing creative, receiving majority of 

delivery and highest CTR (1.90%)

Concept 2 – Connect

high CTR and CPC efficiency



VIDEO ADS: 

“New Angler” =  Infrequent license  buyer, 1-2 times in past 5 years.  “Consistent Buyer” = Frequent license buyer, 3 -5 times in past 5 years. 

 



3-PART EMAIL 

SERIES



EMAIL 1

For Women Who Fish – Part 1 of 

3-Part Series



EMAIL 2

For Women – Part 2 of “Find Your Best Self 

on the Water”



EMAIL 3

For Women: Part 3 – Share Your Thoughts 

about Fishing



1.1M Sent 

(3 emails)

391K Audience 

per email

550K Opens

48% Open rate

7.5K Clicks

EMAIL RESULTS



ONLINE SURVEY



EMAIL SURVEY FINDINGS

Women fish to relieve stress and connect 

with their deeper selves

Female anglers don’t feel represented in ads

Women want:

free online classes/webinars

more information on lures/baits

information on which species to fish for in 

specific waterbodies



ONLINE SURVEY

100% survey participants were female

Responses tracked by license purchase frequency

Fish to relive stress, be outdoors, friends/family –
not for the food

25%+ don’t feel safe fishing alone

29% of 3-5x/yr anglers “fish as much as they want”

65% freshwater; 54% saltwater

76% Caucasian; 16% Hispanic; 5% Black

29% Boomers; 13% Gen X; 62% Silent

42% Rural; 36% Suburban; 19% Urban/Metro/City

Survey

3,157 Opened

1,830 Completed



SOCIAL MEDIA



Very positive 
feedback 

Hundreds of women 
posted comments 
and selfies, saying 
they identified with 
the campaign 
themes 

Over 107,000 
engagements!

SOCIAL MEDIA  



SOCIAL MEDIA  



MORE RESULTS



LICENSE SALE RESULTS

49,000 of the targeted customers purchased 
licenses during campaign (Aug-Oct. 31)  

Targeted customers received several                 
additional emails that also contributed              
to these sales* ($1.8M)

Tracking on the back end/end of license year:

overall renewal and churn rates 

license types purchased and when

frequency of purchases in last 5 years

geo area: live in a Neighborhood Fishin’ 
neighborhood? 

*We did not keep a control group. 



WEB  

73K pageviews to ad landing page: 

17.6% of traffic came from Facebook,  

Instagram ads and email series

23.6% exited to license purchase 

page

WEB

https://tpwd.texas.gov/fishboat/fish/


OBSERVATIONS AND 

RECOMMENDATIONS



OBSERVATIONS

Women are receptive to tailored 

communications, and like being recognized 

as anglers and seen in ads

Hispanic anglers receptive to Spanish 

online ads and engaged more with videos 

than non-Hispanics

Instagram saw 37% more engagement 

over Facebook



RECOMMENDATIONS

Continue focus 
on female 
segment

Test other 
platforms

Use best 
performing 
concepts

Target TPWD 
Neighborhood 
Fishin’ lakes

Incorporate 
survey learnings

Explore 
media/events to 

reach Hispanics and 
younger anglers



OBJECTIVES 

AND STRATEGY

Contact: Janis Johnson, Texas Parks and Wildlife Dept.

Email:  janis.johnson@tpwd.texas.gov

Phone:  512-389-8670

Web: TPWD.TEXAS.GOV

THANK YOU!

mailto:janisjohnson@tpwd.texas.gov
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