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PURPOSE

Share  a new engagement and retention campaign targeting 
“first-time” fishing license buyers.  

 short term goal is to get new anglers engaged with 
fishing so they will renew their license

 long-term goal is creating lifelong licensed anglers.
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 Help first-timers thrive

 RBFF research shows that first-timers:

 are 2x more likely to lapse than repeat anglers 

 are more likely to renew if they fish frequently

 Churn rates average 40%.  (Ouch)

 They are our future

Why Target First Time 
License buyers?
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 No fishing license purchase in past 5 years

 Have an email address / most likely purchased online

 20-40 years old (60%), urban (80%), male (77%)                     
(based on current angler database)

 Only 10% of license database are first-time purchasers 
in last 5 years.  Need more recruitment efforts. 

Who Are Our First-Time 
License Buyers?
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 Series of three emails the month after license purchase. 

 Empowering with knowledge, tips and opportunities 

 Tone: friendly, light, fun

 Mixing it up w/ links to a variety of media

 Evergreen content; mobile friendly

What Are We Doing?



FISHCHAT
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• “FishChat” - internal group of SME’s (biologists, angler 
educators, anglers) to help ideate topics and review content

• Helpful for non-fishing copywriters

• Early and more engagement with SME’s made possible:

• more interesting and effective email series

• enhanced cross-division relationships



“FIRST-TIME” BUYERS EMAIL SERIES
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EMAIL #1 IN SERIES
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Email #1 in Series
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Email #2 of 3
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Email #2 in Series
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Email #3 in Series
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NEW LANDING PAGE 
FOR FIRST-TIMERS

www.tpwd.texas.gov/New2Fishing

http://www.tpwd.texas.gov/New2Fishing
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NEW LANDING PAGE

FOR FIRST-TIMERS
(CONTINUED)

• Encourage first-timers to Bookmark link  
• Easy access to links/info/videos covered 

in email series 
• Easy-to-share with friends
• Promote on social media pages
• Organic – add new material to keep it 

fresh



WHAT HAPPENS NEXT?
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3 emails
Landing 

page

Fish Texas       
e-newsletter 

and other 
fishing emails

Tailored 
renewal 
emails
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Are we doing?



WHAT WE’RE MEASURING

 Email metrics

 Open rates, click rates, engagement rates, unsubscribe rates

 Most popular content (by click)

 NEW: Segments to track engagement across time

 Google Analytics

 NEW: Conversions to online license sales receipt

 Conversion Analysis 

 Lift over control groups
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HOW’S IT WORKING?
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• Our average 33.5% exceeds industry avg. 
of 21%. 

Open rates        
for series    

• Email #1:  43% to 48%

• Email #2:  28% to 32%

• Email #3:  27% to 31% 

Open rates 
individual 

emails

• 6.1% beats the industry avg. of 2%. 

• Unique CTO rates average 18%

Click-To-
Open Rates

(The real metric is “renewals” which we’ll measure later)



HOW’S IT WORKING?
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Email #1 Email #2 Email #3

Neighborhood Fishin’ Bass Fishing at Night Weekly Fishing Reports

5 Tips to Catch More Fish         
- RBFF

Freshwater Fishes                         
Found in Texas

How to Catch Fish - RBFF

How to Fish Videos                    
- RBFF

Texas Fishing Guide                     
Mobile App

How to Cast Video

Most-clicked-on links

https://tpwd.texas.gov/fishboat/fish/management/stocking/neighborhood-fishin.phtml
https://www.tpwmag.com/2019/08/bass-fishing-at-night.html
https://tpwd.texas.gov/fishboat/fish/recreational/fishreport.phtml
https://www.takemefishing.org/blog/july-2019/five-tips-to-catch-more-fish/?
https://tpwd.texas.gov/landwater/water/aquaticspecies/inland.phtml
https://www.takemefishing.org/how-to-fish/how-to-catch-fish/
https://www.takemefishing.org/how-to-fish/
http://onelink.to/tpwmagazine_app
https://youtu.be/IWplTbupD5U


HOW’S IT WORKING?
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59% of all first-time license buyers opened                    
at least one of the 3 welcome emails.

Roughly 11% have clicked on at least one link.

Rates increased Oct. – Jan.                                                          
October 33.5% open rate and 5.9% click rate grew to 
39.4% open rate and 8.4% click rate in January.

59%

11%



HOW CAN YOU DO THIS                                             
ON A LOW TO NO BUDGET?

(Because not everything is BIG in Texas)



RETENTION ON A SHOESTRING

 Aggressively collect new emails -- money in the bank.

 (large tab at bottom of web page, events, social media)

 Use photos/videos/text from RBFF, or other agencies

 Email throughout the year to keep fishing top-of-mind
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“Email campaigns and renewal notices via email are important and will continue to be effective ways 
to retain and reactivate anglers.”  -- RBFF



THE QUESTIONS?

Janis Johnson, Sr. Marketing Specialist
janis.johnson@tpwd.texas.gov phone: 512.389.8670

Thank you to the FishChat team of biologists, educators and anglers and the Marketing team (Darcy Bontempo, Marketing 
Director; Carly Montez, Marketing Programs Manager; and Kelly Dziekan, Research and Data Analyst. )

mailto:janis.johnson@tpwd.texas.gov

