
Benefits & Barriers for 
Women Who Fish

February 28, 2023
Research Fielded May 2022



WELCOME



Allison Bolger
VP, Group Brand Strategy Director

Colle McVoy

Your Host 
Today

v



Fishing and boating have benefited from the 
recent boost in outdoor participation.

2022 Special Report 
on Fishing

52.4M
Americans fished at 

least once during 2021—
2.3M more participants 

than before the 
pandemic.

4.7M
Hispanics fished in 
2021, a 3% annual 
increase over the 

prior 3 years.

8%
Increase in Black 

fishing participation.



But with rising interest and participation, it’s become 
clear that the fishing and boating industry still have 
more work to do among underrepresented groups.



People of color cannot 
equally access the 

outdoors or explore them 
as safely as other groups.

The Guardian



People of color cannot 
equally access the 

outdoors or explore them 
as safely as other groups.

Center for American Progress

48%

67% 67% 68%
74%

23%

American Indian
or Alaska Native

Asian Hispanic or Latino Black or African
American

Nonwhite White, not
Hispanic or Latino

People of color are more likely than 
white people to live in an area that is 

nature deprived

Percent of people living in a nature-deprived area by census 
tract demographic in the United States, 2017



People of color cannot 
equally access the 

outdoors or explore them 
as safely as other groups.

“Which of the following outdoor activities do you currently do? 
Please select al that apply.”

Any outdoor 
activities

Active outdoor 
activities

Passive outdoor 
activities

All 92% 87% 62%

Index to All (All = 100)

Male 101 101 102

Female 98 98 99

18-34 101 101 103

35-54 102 103 103

55+ 96 94 95

White 102 103 108

Black 91 87 84

Asian 103 104 87
Hispanic
(of any race) 99 98 93

<$50K 96 94 91

$50K-74K 99 99 105

$75K+ 102 103 103

Mintel



While 47% of women were 
interested in trying fishing, only 37% 
actually participated — the largest 

gap among all groups.

Female anglers stopped fishing at a 
10% higher rate than their male 

counterparts.
Among those more likely to drop out of 
the participant pool were Hispanic and 

Black anglers.

Outdoor Foundation, 2021

And women, particularly 
women of color, remain 

underrepresented in 
fishing and boating.

2022 Special Report on Fishing



From age 26 to 
66, women’s 
participation 

declines to less 
than 20% 

compared to 
40% for men

75%
of outdoor 

participants are 
white

The 
participation 

gap for women 
widens as they 

age

Girls' 
participation 

averages 55%
Boys' 

participation 
averages 66%

Outdoor Foundation, 2021

It’s a trend we see in 
many outdoor sports.



We’ve already seen the potential of
putting women at the forefront.



• 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

Nielsen

Female Fishing Participation
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20,000,000
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Female Participants



But we haven’t even begun to scratch the 
surface of this audience’s true potential.



54%
Even in households with two 

parents working full-time, 54% say 
moms do most of the activity 

planning

Women are the gateway to families.
Moms plan the activities and manage calendars —
even when they're working full-time.

25%

41%

55%

59%

59%

50%

41%

36%

15%

8%

4%

5%

Disciplining children

Handling household chores, responsibilities

Taking care of children when they are sick

Managing children's schedules/activities

Mother does more Share equally Father does more

Pew Research Center



Moms are more likely to introduce 
their children to fishing.

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

63%

of sons participated in fishing with 
their mothers, compared to 71% who 
participated with their fathers

85%

Outdoor Industry Association, Outdoor Participation Report, 2016.
Highlights of Angler R3 Literature, AREA & RBFF Report, 2016.



Portraying women in positive leading roles can boost brand 
relationship and choice intent for all demographics.

More likely to choose a brand20%

More likely to improve how 
consumers feel about the brand in 
the long term

35%

Ipsos, Women in Advertising, 2021



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



Boost in female 
participation in 2020%

RBFF 2021 Special Report



If we grow female 
participation to 
male levels, overall 
participation would 
increase by

%



Even modest progress toward this goal would 
bring a significant boost to the industry.



A 10% increase in 
women fishing would 
generate an additional 

in sales annually.
Southwick Associates & RBFF, 2023



In fact, for every 1,000 women 
we recruit into the sport, the 
industry stands to gain

in revenue.
Southwick Associates & RBFF, 2023



Every new woman 
angler is worth

Southwick Associates & RBFF, 2023



In partnership with Ipsos, 
Take Me Fishing conducted 

a study to understand the 
benefits, behaviors and 
barriers female anglers 

experience. 



The findings have tremendous implications 
for how we need to evolve as an industry to 

better attract and retain female anglers.



WHY SHOULD WOMEN 
CARE ABOUT FISHING?

Benefits



Fish aren’t the only wonderful things women 
find in the water. 

Based on the research, one thing is clear:



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.

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

anything they set 
their mind to.

Active female 
anglers are 24% 
more likely than 

non-anglers to say 
that setbacks 

don’t discourage 
them.

Outdoor Foundation, 2021

Female active anglers have 
significantly greater perseverance, 

grit, perceived health and life 
satisfaction than lapsed anglers 

and non-anglers.

Ipsos Female Anglers Research, 2022



Female anglers also report greater mental strength 
and stress management than non-anglers.

Ipsos Female Anglers Research, 2022

1 in 4 active female 
anglers say fishing helps 

them manage their 
moods and long-term 

stress.

1 in 3 active female 
anglers say fishing 
teaches them how 

to be still and 
concentrate.

Almost half of 
active female 

anglers say that 
fishing teaches 
them patience.



WHAT’S STOPPING
THEM FROM FISHING?

Barriers



The industry today isn’t set up to 
welcome women. 



75% of women don’t feel well represented in fishing 
marketing and advertising.

“It's simple—include diverse faces in your ads. 
Enough with the pink camo! Don't target female 
customers, just don't forget about them. We want 
all the same things men want.”

–Active Angler

“I would also show a more casual style of fishing 
that includes women and children - not always 
the white male decked out in logo fishing gear on 
his fancy bass boat.”

–Active Angler

Ipsos Female Anglers Research, 2022



80% of women don’t think that fishing gear or 
apparel is designed with women in mind.

“Have more female-oriented gear, and by 
that, my hands are smaller, my feet are 
smaller than most males.”

–Active Angler

“I haven't found any vented fishing shirts that will fit 
my body type (fat arms, large breasts, smaller waist, 
big hips) without looking like I'm wearing a sail, so I 
usually wear a T-shirt and sweat in the sun.”

–Active Angler

Ipsos Female Anglers Research, 2022



Only 43% of female anglers have been satisfied with 
recent shopping trips.

“Any time that I am at the store…a male employee will 
always ask me if I need help. They usually start by 
asking if I am buying a gift for someone, which makes 
me feel like they think there is no possible way that I 
could be fishing myself.”

–Active Angler

“I end up not being approached by associates, or 
when I approach them with a question or need help, 
they tend to be very vague. So honestly, I don't even 
ask for help anymore. It's all definitely geared 
towards males.”

–Active Angler

Ipsos Female Anglers Research, 2022



And culturally, we have a long way to go.



women think of men when 
they think of someone 
who fishes or someone 
who is good at fishing.

Ipsos Female Anglers Research, 2022



31% of active 
female anglers 

say it’s 
intimidating to be 
a woman and fish 

with men.

1 in 4 female 
anglers believe 

negative 
stereotypes exist 
about women’s 

ability to fish.

At least a third of 
female anglers 

have experienced 
men making jokes 
or mocking their 

participation; half
have experienced 
feeling belittled by 

male anglers.

43% of active 
female anglers do 
not feel respected 

by the angler 
community.

Outdoor Foundation, 2021

Women still experience 
cultural barriers to fishing.

Ipsos Female Anglers Research, 2022Ipsos Female Anglers Research, 2022



Even 1 in 4 active female anglers don’t 
want to participate in fishing at times 
because they will be the only woman. 

Ipsos Female Anglers Research, 2022



And women of color 
especially experience 

real barriers to fishing.

Less than half of 
non-white active 
female anglers 
feel safe when 
fishing alone.

Ipsos Female Anglers Research, 2022



Building memories with others is the
#1 motivator to go out and fish among 

Active Female Anglers 

Ipsos Female Anglers Research, 2022



“Unfortunately, I do not have anyone I fish with 
regularly. My best friend moved a couple years ago 
but she really liked to. Now if I ask anyone it seems 
like a chore to get them to come out with me.” 

–Active Angler

Ipsos Female Anglers Research, 2022



“I did not feel like I was part of a supportive 
community of anglers. I think it would have been fun 
to be part of a community because then we could 
have shared tips and tricks with each other.”

–Lapsed Angler

Ipsos Female Anglers Research, 2022



Community is the key to participation and retention.



Community 
is key

Only 5% of 
active female 
anglers fish as 
much as they 
want to

5%
14% don’t have 
anyone to go 
fishing with

14%
40% want a 
women’s 
fishing club to 
help them fish 
more often

40%

Ipsos Female Anglers Research, 2022



“I have invited my female friends to go with me, but 
they get intimidated by the process of getting the 
boat there, off the trailer and into the water. They 
usually say that it’s just ‘not for them’ and we do 
something else instead.”

—Active Angler

Ipsos Female Anglers Research, 2022



“It’s not for me.”
BARRIER



Grit

Confidence

Self-esteem

Health 

Happiness



Take Me Fishing is launching a new 
campaign this spring focused on 

confronting this barrier and changing 
women’s perceptions of fishing. 





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



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



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



We can work together to
tell women a new story about fishing.



We can work together to
change our cultural narrative.



We can work together to
welcome women more intentionally.



Join us in going all-in on



Inspire 

National TV, 
CTV

Influencers
Social MediaFearless 

Fishing Line

#WomenMakingWaves
Prove

Learn

Integrated 
Media 

Partnerships

Vanity 
FairHypebae

Ongoing 
Earned 
Media

Join 

Print, media, PR

Social, industry,
influencers

All

Events

Forbes

National 
Print

Influencers

Influencers

Ongoing 
Earned 
Media

Events

Fearless 
Fishing Line



Help women see 
themselves in this sport

Represent women and 
women of color in your 

marketing – for 
example working with 
content creators who 

identify as women

Tell stories about the 
benefits of fishing for 
women and tag them 

#WomenMakingWaves

Reach out to existing 
women’s groups in 
your community to 
make them aware 

that fishing and 
boating can be for 

them

Hire and uplift staff 
who identify as 

women



Support women in finding 
community

Connect, promote and 
partner with existing local 

women’s fishing and 
boating groups

Host recurring women-only 
events where women curious 
about fishing can learn more 

and meet potential new 
fishing buddies

Promote female guides 
and staff



Q&A



THANKS
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