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► Women Making Waves campaign 
launched in 2018

► Women Making Waves video crushed 
it with a more than 85% completion rate

► Women Making Waves social content 
outperformed general market assets with 
a nearly 8% engagement rate

► And we’ve amassed dozens of female 
influencers since launching Women 
Making Waves

Female Fishing Participation
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Women are the gateway to the greatest 
growth in fishing and boating participation

of householdssay 
mom does most of
the activity
planning

54%
of all consumer 
spending decisions are
driven by women

70–80%
of sonsparticipated in
fishing with their 
mothers, compared to
71%who participated
with their fathers

85%
of daughters 
participated in fishing
with their mothers,
compared to 45%who 
participated with their
fathers

63%

Pew Research Center, Nielson
Outdoor Industry Association, Outdoor Participation Report, 2016. 
Highlights of Angler R3 Literature, AREA & RBFF Report, 2016.
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20% More likely to choose

the brand.

35%
More likely to improve how 

consumers feel about the 

brand in the long term.
An Ipsos study shows that portraying 

women in positive leading roles can 

boost brand relationship and choice

intent for all demographics –

Women AND Men.

Ipsos, Women in Advertising, 2021



Women are the gateway to key audience subsets 
and family leisure time
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Youth

Families

Multicultural 
(Hispanic, Black, Asian, 

Indigenous)



A 10% increase in 
women fishing would 
generate an additional 

in sales annually.
Southwick Associates & RBFF, 2023



In May 2022, RBFF partnered with 

Ipsos to conduct a study to 

understand the benefits, behaviors 

and barriers female anglers 

experience. 



Women find the most confident, 
patient, and resilient versions of 
themselves on the water

1 in 5 active 

anglers say fishing 

makes them feel 

like they can do 

anything they set 

their mind to.

Active female 

anglers are 25% 

more likely to say 

their health is very 

good compared to 

non-anglers.

Ipsos Female Anglers Research, 2022
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Active female 
anglers are 27% more 
likely to be satisfied 
with their lives than 

non-anglers.

Active anglers are
24% more likely than

non-anglers to say 
that setbacks don’t 
discourage them.

.



strength
inspiration
courage
your best self on the water.
resilience
confidence
patience

Find



Campaign Evolution
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Creative
Kickoff

Creative 
Development

Production B2B Research 
(quantifying the 
opportunity for 

industry)

Strategy & 
Planning

Consumer 
Research 
(drivers & 
benefits)

Creative 
Testing

Campaign 
Launch

Performance 
Measurement

May 2023May 2022



Find Your Best Self 
Campaign



Take Me Fishing has launched a new 
campaign focused on confronting this 

barrier and changing women’s 
perceptions of fishing. 





Representation 
matters: 86% of 
BIPOC women 
said they were 

likely to go fishing 
after watching 

the video. 

The ad is 
powerfully 

motivating for 2 in 
3 women new to 

the sport.

Our ad changes 
how women see 

fishing.

Our ad is incredibly 
motivating (86%)  

to both female 
anglers and non-

anglers.

Testing has already shown 
the power and potential of 

this campaign.

Maru/Blue Creative Testing, 2023



Campaign 
Ecosystem

Find Your 
Best Self on 
the Water

Fearless 
Fishing Line

Campaign Extension

National TV, 
CTV

National 
Print

Integrated 
Media 

Partnerships

High-Impact 
Digital

Social 
Media

Influencers 
& Events

Paid Search



FY24
Media Plan Overview

Recruit audiences through 
storytelling and cultural 
connection.

Engage and retain audiences 
through the expansion of content 
creation that addresses their key 
motivators and barriers.  

TV (linear)
12%

TV (CTV/OTT)
29%

Rich Media
5%

Partnerships
21%

Print
6%

Paid Social
12%

Paid Search
15%
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Forbes
Integrated Partnerships
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Vanity Fair
Integrated Partnerships
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HYPEBAE
Integrated Partnerships
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Hulu 
Integrated Partnerships
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Influencers
Social Media Partnerships

We are partnering with 20+ influencers to share the 
benefits of fishing and boating with their online 
communities on Instagram, Tiktok and YouTube.

We are participating in TikTok Creative Exchange Program



PR & Communications
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Media Relations
Earned Media 



Ipsos Female Anglers Research, 2022
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.

Media Trip
Bozeman, MT
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Campaign Extension
Fearless Fishing Line & Sweepstakes



Amplifying the 
Campaign



If we get women to participate 
at the same level as men, we’ll 
grow the sport overall by 26%
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Your help in spreading this campaign will 
inspire every woman in the nation:

To try 
something 

new
To challenge 

herself

To discover 
the self she 

can become 
on the water



Amplifying the Campaign
Video
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60 Second Video Link

30 Second Video Link

https://www.youtube.com/watch?v=7V9S0Nkkn_k
https://www.youtube.com/watch?v=RY1EOlI8hjs


Amplifying the Campaign
Infographic
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Amplifying the Campaign
Social
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Amplifying the Campaign
Print Ads
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Amplifying the Campaign
Landing Page



Amplifying the Campaign
Photo Library
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marketing@takemefishing.org 



Contact Info 
For general campaign/research questions, contact: 
Rachel Piacenza
Senior Director, Marketing
rpiacenza@rbff.org

Joanna Lario
Senior Manager, Digital Marketing
jlario@rbff.org

For industry related questions, contact:
Rachel Auslander
Director, Partnerships & Development
rauslander@rbff.org

For state agency related questions, contact:
Joanne Martonik
Senior State Marketing Manager
jmartonik@rbff.org

mailto:rauslander@rbff.org
mailto:jmartonik!@rbff.org
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Questions? 
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