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Implementing a Digital 
Marketing Program 
using a CRM System

▪ Dedication to Marketing

▪ Coordinate all Marketing outlets

▪ Onboarding and Training

▪ Fish Reactivation Campaign
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Function: 
Marketing & 
Campaigns

Market division programs and products
▪ Coordinate efforts among website, social media, 

digital/email marketing campaigns, marketing 
materials, outreach, and strategic partnerships

▪ Ensure positive customer experiences and journeys

▪ Engage with broader audiences
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Onboarding & Training

ODNR Division of Wildlife

Example of an Automation
(Zoomed in)

(Full Lapsed Angler Automation over 5 years)



Onboarding &
Training

ODNR Division of Wildlife

Example of an Automation
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Campaigns 
in Action

ODNR Division of Wildlife

WOHC

Hunter Education

New Hunter

New Angler

Angler Renewal

Angler Reactivation

Deer Renewal

Deer Reactivation

Turkey Renewal

Turkey Reactivation

Shooting Ranges



DOW was one of the 
recipients of the 2022 
State R3 Program Grant

ODNR Division of Wildlife ∙ Abby Rhodebeck  ∙  Marketing Coordinator 



Some of these individuals are 
intermittent anglers-
They may fish a few years and 
take a year off

The Problem
Reactivating Anglers

ODNR Division of Wildlife

In any given year, upwards of 45% 
of anglers will lapse
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Many will walk away for longer
Many may never return at all



Thesis

“A long-term, single strategy customer journey 
approach to treating lapsed anglers leads to 
stronger customer relationships, reduced churn, 
and increased lift, in contrast to the use of 
multiple, short-lived campaign efforts annually."
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EVALUATION
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Defining 
Success: Lift

ODNR Division of Wildlife

Marketing Dashboard
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Evaluation: 
R3 Metrics

ODNR Division of Wildlife

Defining Success: 
Reactivation Metrics
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METHODOLOGY
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Customer Relationship 
Management (CRM) 

ODNR Division of Wildlife

Methodology
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“The agility that we have with our CRM to be able 
make optimizations, based off of data that our 
dashboards within the CRM make clear - would-be a 
near full time job to run.” 



Overview

ODNR Division of Wildlife

Methodology
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Abby Rhodebeck  ∙  Marketing Coordinator 

Audience

ODNR Division of Wildlife

Methodology



Audience & Angler 
Renewal Campaign Impact

ODNR Division of Wildlife

Methodology
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“Currently we have around 520k people at some stage in the 
lapsed campaign. If they purchase their fishing license we 
stop sending them messaging and they are considered 
converted. But Until that happens, or they opt out, or update 
their preferences we continue reaching out to them.” 

Angler

Lift 25%
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Campaign 
Touchpoint Overview

ODNR Division of Wildlife

Methodology



Feedback Loops

ODNR Division of Wildlife

Methodology
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Feedback
Loops

ODNR Division of Wildlife

Methodology
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Feedback
Loops

ODNR Division of Wildlife

Methodology
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Feedback
Loops

ODNR Division of Wildlife

Methodology
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Opportunity
Emails

ODNR Division of Wildlife

Methodology
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Methodology

Time-based
Opportunities

ODNR Division of Wildlife

Methodology
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RESULTS
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Pain Point 
Touchpoints

ODNR Division of Wildlife

Touchpoint Results
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- 2.1% Not for me

- 7.3% (No one to go with)

- 9.6% (Access)

- 20.3% (Other)

- 20.9% (Time)

39.8% (Plan to Purchase)



Conversion
Rates

ODNR Division of Wildlife

Pain Point Response
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2.1% Not for me

7.3% (No one to go with)

9.6% (Access)

20.3%   (Other)

20.9%   (Time)

39.8% (Plan to Purchase)

(Touchpoint results)

Not for me

(No one to go with)

(Access)

(Other)

(Time)

(Plan to Purchase) 38.49% 

36.46%

32.72%

27.55%

23.82%

17.98% 



Motivation 
Touchpoints

ODNR Division of Wildlife

Touchpoint Results
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- 9% (Other)

- 10% (Family/Friends)

- 11% (Thrill/Challenge)

- 18% (Food)

52% (Time Outdoors)



Conversion
Rates

ODNR Division of Wildlife

Motivation Response
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9% (No one to go with)

10% (Access)

11%     (Other)

18%            (Food)

52% (Time Outdoors)

(Touchpoint results)

(Thrill / Challenge)

(Time Outdoors)

(Food)

(Family / Friends)

(Other) 19.47% 

19.01%

16.19%

15.16%

12.33%



Abby Rhodebeck  ∙  Marketing Coordinator 

Overview

ODNR Division of Wildlife

Touchpoint Results
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Audiences with 
Positive Lift

ODNR Division of Wildlife

Customers who have been Lapsed 45-90 days

1% 

90-180 days

11% 

48-60 months

1% 

25% 

< 6 months
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Lapsed for
45-90 days

ODNR Division of Wildlife

Touchpoint Results

11% Lift Overall
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21%

Lift

33%Lift

27%

Lift

31%



25% Lift

Females Lapsed for 
less than 6 months

ODNR Division of Wildlife

Touchpoint Results
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• Long Bets take time to realize

• Customer Journey Approaches 
Reactivate Females

Key
Take-a-ways

ODNR Division of Wildlife
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• The approach we’ve taken seems to be 
successful in Relevancy metrics.

• Start using long term customer 
journey automations to increase staff 
efficiency in accomplishing objectives.



Thank you!

Abby Rhodebeck

Marketing Coordinator

Education & Outreach

Ohio (ODNR) Division of Wildlife

Abigail.Rhodebeck@dnr.ohio.gov

wildohio.gov
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