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Female Fishing Participation e

20,000,000

Women Making Waves campaign
19,200,000 launched in 2018

19,000,000 Women Making Waves video crushed
it with a more than 85% completion rate

18,500,000
Women Making Waves social content

15,000,000 outperformed general market assets with
a nearly 8% engagement rate

17,500,000

And we’ve amassed dozens of female

influencers since launching Women

Making Waves

17,000,000

16,500,000

16,000,000

15,500,000
2016 2017 2018 2019 2020

==Female Participants
© 2023 Colle McVoy




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

54% 70-80% 85% 63%

of households say of all consumer of sons participated in of daughters
mom does most of spending decisions are fishing with their participated in fishing
the activity driven by women mothers, compared to with their mothers,
planning /1% who participated compared to 45% who
with their fathers participated with their
fathers

Pew Research Center, Nielson

R B F F Outdoor Industry Association, Outdoor Participation Report, 2016. p g
Highlights of Angler R3 Literature, AREA & RBFF Report, 2016. 05



More likely to improve how
consumers feel about the

brand in the long term.

More likely to choose
the brand.

Ipsos, Women in Advertising, 2021



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

Multicultural
(Hispanic, Black, Asian,
Indigenous)




A 10% increase in
women fishing would
generate an additional

Southwick Associates & RBFF, 2023



IDENTIFYING WHAT GIVES
FEMALE ANGLERS AN ‘EDGFE’

In May 2022, RBFF partnered with
Ipsos to conduct a study to

understand the benefits, behaviors

75% Mental / 25% Physical
Anglers see fishing primarily
as a mental sport but
recognize that there are

and barriers female anglers i ==

i “l just think that women who fish have something getting a boat off the trailer.
in them...to fish you have to have patience and
you have to have um...it's just a spirit that’s

i different.”

e X p e r i e n C e "Dear Fishergirl, You're doing great. Read a book about fish and learn the differences
. between the species in your area. Use circle hooks so you don't hurt the fish you
catch, and try to avoid using live bait, unless you're planning to eat your catch. This
goes for everything in life - if boys tease you, or some man says you can't do that,
prove them wrong! You can do whatever you want to do, and anyone can catch a
fish! I'd want to see the girl keep up with her hobby and enjoy doing it..” —-Active
Angler

©RBFF




Women find the most confident,
patient, and resilient versions of

themselves on the water

Active female
anglers are 25%
more likely to say
their health is very
good compared to
non-anglers.

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.

1in 5 active
anglers say fishing
makes them feel
like they can do
anything they set

their mind to.







| Campaign Evolution

May 2022 May 2023
Consumer Strategy & Creative Creative Production B2B Research Creative Campaign Performance
Research Planning Kickoff Development (quantifying the Testing Launch Measurement
(drivers & opportunity for
benefits) industry)
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Take Me Fishing has launched a new
campaign focused on confronting this
barrier and changing women'’s
perceptions of fishing.






Fl'esting has already shown

the power and potential of
this campaign. J

Representation
matters: 86% of
BIPOC women
said they were
likely to go fishing
after watching
the video.

The ad s
powerfully
motivating for 2 in
3 women new to
the sport.

Our ad is incredibly

motivating (86%)
to both female
anglers and non-
anglers.

Our ad changes
how women see
fishing.

! Maru/Blue Creative Testing, 2023



Campaign
Ecosystem

Find Your
Best Self on

the Water




FY24

Media Plan Overview

| @RBFF

Recruit audiences through
storytelling and cultural
connection.

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

Paid Social
12%

Partnerships
21%

TV (linear)
12%

Rich Media

TV (CTV/OTT)
29%

page
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Forbes

SPECIAL
ISSUE

P f‘.e‘Forb es"

Sereno s News
Net Gpme

"The Richest
SUMMIT Soif-Made
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Vanity Fair
Integrated Partnerships

Fish
OUE L o Bl

VANITY FAIR TAKEMEFISHING org




HYPEBAE
Integrated Partnerships

hype bae #% Follow Message ces

22,373 posts 1M followers 39 following

Hypebae

Get the latest news in women's fashion, sneakers and more.
Follow @hypebaebeauty for beauty content.
linkin.bio/hypebae

Lifestyle + Art Style Feature Footwear Culture Music

©RBFF huee



Hulu
Integrated Partnerships

Scroll to find places to fish

Find your best self
on the water.

Bt tirgt, find porme water,

Dyers Lake
Co Rd 30
Schrooder, MN 55613

e0000

Women who fish have significantly greater gri
and seif-esteem than women who doa't.

than women who don’t.

TAXEMEFISHING.or g

Find your best self on the water.

Learn about how women who fish are more
confident on and off the water.

page
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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

page
23
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MEd ia Relations N Building the Future of Fishing

Soundings Trade Only

d d . ~ Fishing participation in the United States has steadily increased during the past decade, with the

pandemic fueling an added bump as people sought outdoor activities.

A new study finds women who fish are happier and healthier than those who don’t fish or are no longer
| active anglers.

:.'-"I AAAL-\"— 5 . 1'2 (:J 42 3

Take Me Fishing Highlights Benefits of Fishing for Women

I love fishing. In fact, when I was getting my whole arm tattooed, my artist told me to imagine myself in
a peaceful environment. That place was standing in the stream in June Lake, catching rainbows.

~ MAY 2, 2023

Campaign for Take Me Fishing Shows That Women and Girls Who Fish Are
Happier

Adweek

Women who fish are happier and healthier, according to new research from Take Me Fishing, a national brand
from the non-profit Recreational Boating & Fishing Foundation (RBFF).

= MAY 3, 2023

Take Me Fishing Launches “Find Your Best Self on the Water” Campaign
Spotlighting Benefits of Fishing and Boating for Women
Fishing Tackle Retailer

 The Recreational Boating & Fishing Foundation (RBFF) this week launched the Take Me Fishing™

“Find Your Best Self on the Water” campaign to create awareness of fishing and boating among diverse
new audiences and motivate participation.
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| Campaign Extension

TAKEMEFISHING org

ea/iless

FISHING LINE

FIND YOUR BEST SELF
ON THE WATER

When you cast off, you never know what you'll reel
in. But research shows that the real catch doesn’t
have scales. You can’t hold it or see it. But you can
feel it. Women who fish have significantly greater
grit, perseverance, and confidence than women
who don’t. We created Fearless Fishing Line so more
women could catch these unexpected, life-changing
benefits. Learn more at takemefishing.org.

[=I:3E
4307
'k

:‘ FISHING LINE

TAKENEFISHING org

Thanks for entering the Fearless
Fishing Line sweepstakes!

If you're a winner, we'll let you know by June 21, 2023, While you
wait, you can start catching confidence. Learn more about the
life-changing benefits of fishing below

page
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If we get women to participate
at the same level as men, we’ll
grow the sport overall by 26%

| ©RBFF



Your help in spreading this campaign will
inspire every woman in the nation:

To discover
To challenge the self she

To try
something

can become
new herself

on the water




Amplifying the Campaign

60 Second Video Link

30 Second Video Link

page
31



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

Amplifying the Campaign ABILITY TO MANAGE STRESS
Infographic Y s s o i e i

Wh What keeps active female * Social connection
at’s Underneath the anglers coming back to e The challenge

wave Of . the sport? e Link to nature
Women Fishing

Women represent an important emerging audience for the fishing Industry. To grow this
demographic, the Recreational Boating & Fishing Poundation (RBFF), In partnership with
global market research firm Ipsos, conducted research among active, lapsed, and non-angler
women 1o understand active female anglers’ mindset and drivers, and what challenges exist
o Increasing participation,

HAPPY AND ‘ GRIT

CONFIDENT ( \ § o 1outofsctivefemsie sngiers 53
Iishing makes tham feal Les the At
/""'.

4 : do anything they set thairn
Mindset of active female anglers TP VNN
g ] Gon
® Aclive female angers are
significantly more likeldy 1o manage
challenges and rebound from

setbacks. page
32
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Amplifying the Campaign

Social

| @RBFF

Female
anglers

face disrespect and
resistance when it
comes to fishing.

Active lemale anglers are
significantly more likely than

non-anglers to understand fishing
brings peace, calms anxiety,
and helps lower stress,

e/
. ) )

80% of female anglers
do not feel gear

or apparel is designed
with women In mind,

l/"

//"" .

Women who fish have
significantly greater
grit, confidence
and self-esteem

in life than women
who don'tL
~

page
33



Amplifying the Campaign
Print Ads

On and off the boat sho flios,

her confidence is soaring high, .

With her gaiter on, S of o Ambition guides her
and her waders on, like 2 wand,
\ »
she can tackle to lakes and ponds -‘
anything at dawn and far beyond, » !

Women who fish have significantly greater grit and confidence
than womean who don't. Find your baatAd" on the water ’ TA page

34




Amplifying the Campaign
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When you cast off, you never
know what you’ll reel in. Research
shows the real catch isn’t
something you can hold or see —
but something you can feel.
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¥ g marketing@takemefishing.or
Amplifying the Campaign 5 g.org




" Contact Infc)J

For general campaign/research questions, contact: For industry related questions, contact:
Rachel Piacenza Rachel Auslander

Senior Director, Marketing Director, Partnerships & Development
rpiacenza@rbff.org rauslander@rbff.org

Joanna Lario
Senior Manager, Digital Marketing For state agency related questions, contact:

jlario@rbff.org Joanne Martonik

Senior State Marketing Manager
jmartonik@rbff.org

RECREATIONAL

BOATING & FISHING

FOUNDATION
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