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Goal: Retain anglers who fished during 2020



Target Audiences

First-Time Anglers 
in 2020 

• 30% of all fishing license 
sales were bought by 
new customers

• 58% growth in new 
customers, compared to 
4-year average

• 48% growth in new 
female participation, 
compared to 4-year 
average

• 3-day licenses up 28% 
compared to 2019 (trial)



Reactivated Anglers
(Not active in 2019 but had a 
license at least once between 

2012–2018.)

• 52% of all fishing license 
sales made by 
reactivated customers in 
2020

• Important to retain, 
already lapsed at least 
once

Target Audiences



Retained Anglers

• 18% of all fishing license 
sales made by retained 
customers in 2020

Target Audiences



Strategies

Email

Facebook & Instagram

Google Search

Google Display

YouTube



Budget

Facebook
+

Instagram

Agency Fee $4,300

Ad Spend: Social $20,807

Google
+

YouTube

Agency Fee $5,625

Ad Spend: Google Search $20,415

Ad Spend: Google Display $6,585

Ad Spend: YouTube $1,318



Ad Themes and Strategy



Social Media Ad Themes

Where to go Fishing benefits Improve skills



Where to Go



Where to Go



Where to Go



Benefits
of Fishing

• Relaxation and fun

• Quality time with 
friends and family

• Connecting with 
nature

• Fishing license fees 
support 
conservation



• Learn-to-fish classes 
align with 2020 
license trends

•New 2020 anglers 
specifically targeted

• Increased fishing 
class offerings for 
women new in 2020

Improve Skills



• Email & social ads

•New trailer

• Follow-up after class

Improve Skills



Emails and Other Promotion

•Renewal reminder to 
all lapsed

•Special fishing articles 
in newsletter

•Billboard and press 
releases



Google Search

•License purchase

•Renewal

•Non-resident

•Awareness



Google Display 
• Retargeting customer lists & 

website visitors

• Lookalike to customer lists

• Awareness to outdoor 
enthusiasts

YouTube
• Retargeting audiences that 

interacted with other 
campaigns



Results



Retention

• Churn rates higher in 2021 than 2020
(52% vs. 44% )

• 2021 License sales lower than 2020 BUT higher 
than pre-pandemic levels (average 2017–2019)



Results: License Sales

• $746K Google Search

• $6K Social Ads

• $1K Google Display + YouTube

• $39K Targeted Emails

*Note: No lift analysis conducted and iOS tracking impacts



Results: Engagement

Social Media
• 3.5M impressions

• 674K people reached

• 59K clicks

Search
• 168K impressions

• 72K clicks

Display + YouTube

• 2.1M impressions

• 13K clicks



Other Findings

• Reduced search volume: 22% drop in impression share 
(demand) in 2021 vs. 2020

• Search copy: “buying online” and “mobile friendly tool” 
preformed best

• Events: filled quickly, social ads effective

• Success in non-resident targeting

• Display/YouTube: Increased engagement with modest spend



What’s Next

• Outreach to Spanish-speaking 
communities in urban and suburban 
areas

• Expand Spanish language content 
and resources



What’s Next

New licensing system

• Mass.gov subdomain 

• Email address/password

• Auto-renew

• Event integration

• Drip campaign automation

• Texting



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


