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2020: A Big Year for Fishing

Nebraska picked up 126,049 new and reactivated anglers in 2020

• Our previous 10-year fishing permit sales average is 195,044

We picked up 67,978 new anglers

• First license purchase of any type (1-day, 3-day, annual, 3-or 5-year)

• Included residents and non-residents

• Resident = Over age 16; Non-resident = May include those under 16

We reactivated 58,071 anglers

• Reactivated = did not purchase a permit in 2019

• Included residents and non-residents

• Resident = Over age 16; Non-resident = May include those under 16



The 2021 Challenge: Keeping them Engaged

Typical Churn Rates (Pre 2020)

• Around 38% for anglers with 1-day, 
3-day and annual permits

• Trends higher for new anglers

• Trends higher for those who 
purchased 1-day and 3-day permits

• How can we create life-long anglers?



The 2021 Challenge: Keeping them Engaged

We don’t know what we don’t know…..

We did an online survey

• What changes led to them go fishing in 2020?

• Work? More time with family? Less organized sports? 

• For reactivated anglers: What reason did they have for not fishing as 
much prior to 2020?

• How likely were they to go fishing in 2021?

• What resources or information would help them fish more often / have 
a better experience in 2021?

• How do they like to receive information?



Survey Says…..

• These groups have much in common

New Anglers Reactivated Anglers



Survey Says

What perceive changes led to more fishing?

• Results were similar for both new and 
reactivated anglers

• Changes in work schedule or lack of work

• Children’s sports or other organized 
activities were cancelled

• Travel plans cancelled



Survey Says

How likely are they to fish in 2021?

• 90% of the newly recruited 
“strongly agreed” that they intended 
to fish in 2021

• 82% of the reactivated “strongly 
agreed” that they intended to fish 
in 2021



Survey Says……

• What resources would help you fish more often?

• Knowledge of convenient places to fish

• Opportunities closer to me

• More fishing piers/access areas on nearby waterbodies

• Better knowledge of fishing techniques

• What types of information would help you fish more often?

• Up-to-date fishing reports/information

• Where to go fishing information

• Information to improve my chances of catching specific species of fish

• Skill development



Survey Says……

• Where would you like to get your information?

• Emails (overwhelmingly)

• Social Media

• NGPC Website



Survey Results

Our survey insights were similar to what RBFF learned about new 

2020 anglers:
• 90% of new anglers plan to keep fishing

in the future

• They are looking for convenient, 
local places to go

• They are eager to build their skills

• They want you to provide ideas for 
outings and "quick trips," as there will 
be more competition for time

• Most people prefer to be reached through 
email and social media

• Lots of opportunity for households with kids



Our Project Goals

What we wanted to do

• Keep fishing top-of-mind as a leisure activity

• Remind new anglers about fishing as an activity and be aware of local places to 
fish and seasonal opportunities, along with building skills and confidence

• Help reactivated anglers learn about places to fish statewide, seasonal 
opportunities and build their knowledge and skills

Overall goal: Retain 68% of these anglers



Create Content

• Fisheries + Communications = Lots of topics and ideas

• Created a weekly calendar of topics to be written about

• A mix of information for beginners and those looking to build skills, try new things

• A webpage resource for these topics

• Shared assignments and team approach to content and distribution

• Focused on survey results:  

• Knowledge of convenient places to fish / Opportunities near me / Where to go fishing 

information

• Better knowledge of fishing techniques

• Up-to-date fishing reports/information

• Information to improve my chances of catching specific species of fish



Serve Content

• Created a list of places to use this content

• Internally: Website, blogs, agency magazine

• Externally: News releases, columns in local papers

• Content Marketing: social channels, paid social, emails, PIOs push in local markets

• Think outside the tackle box

• Up-to-date fishing reports/information

• Repackage and repurpose into new products

• “Quick trip” tools

• Partnerships



What We Did

Created a Website “Base Page”

• Where to go fishing/opportunities near me

• Information to improve skills/build knowledge

• Up-To-Date reports/information

• Community Fishing Nights information



What We Did

Created content

• Feature articles, social media content, blogs, YouTube videos

• Trip planners for local areas

Marketed content aggressively

• Email, social media, website:  
the top three preferred 
places from our survey



What We Did
Targeted New and Reactivated Anglers

• Emails for customers with email addresses

• Weekly March 3 – July 7; then Bi-weekly

• For those without email addresses: 

• Reverse search and targeting on social media (Facebook and Instagram)

• Programmatic reverse IP targeting and reverse targeting through adaptive digital ads 

and paid Google search.

• April 15 – May 31; June 1 – June 30



What We Did



Keep Sharing Content



Think Outside the Tackle Box

• Up-to-date fishing reports/information



Think Outside the Tackle Box

• Repackage and Repurpose



Think Outside the Tackle Box



Think Outside the Tackle Box

• Community Fishing Nights

• Two-fer learning experiences: basic + advanced

• Discover Fly Fishing, Discover Bowfishing, Discover Catfish Fishing



Results

Email

• Engaged 29,572 new and reactivated anglers with 19 emails

• Weekly Emails March 3 – July 7; then Bi-weekly for next 2 months

• Open rates starting at 24%

Reverse Targeting

• Engaged new and reactivated anglers via programmatic reverse IP 
targeting (for those whom we did not have email addresses)

• Via social media (Facebook and Instagram)

• Via adaptive digital ads

• Via Google search targeting and retargeting

• April 15 – May 31; June 1 – June 30

• 2.3 million ad impressions

• 4/15 to 5/31 and 6/1 to 6/30 (multiple sets of creative)



Results

New Anglers (67,978 in 2020)

• We retained 22,710 (33.4%) / We lost 45,268 (66.6%)

• 64.69% of those lost were female 

• 35.31% of those lost were male



Results

Reactivated Anglers (58,071 in 2020)

• We retained 38,443 (66.2%) / We lost 19,628 (33.8%)

• 73.24% of those lost were female 

• 26.76% of those lost were male



Variations from Plan

Changed to bi-weekly emails a little earlier than planned

• Due to open rates dropping

Delay in starting reverse targeting efforts

• Started April 15 instead of March 15

• Nebraska had a late spring, so we don’t think this affected us

Data analysis was not as smooth as anticipated

• Planned data analyst was out with covid

• Replacement data analyst used a slightly different data set

• We worked with both resources to reconcile our numbers



Lessons Learned

We need more email addresses

• Nebraska does not require them 

• 126,049 anglers targeted in this effort; we only had 29,572 emails

• We need to collect more email!! 

• Carrot approach (as opposed to stick)?

Demographics

• Female anglers tended to have a higher lapse rate

• Among new anglers, younger anglers (16-44) were more likely to 
lapse

• Due to the resumption of other activities?



Lessons Learned

It’s easier to keep reactivated anglers than new anglers

• Churn is a fact of life; keep the funnel full

• We are still working to determine variations between the email and 
reverse IP groups

• (Retention, retention, retention!)



Lessons Learned

Emails are good – in moderation

• Open rates and click rates both dropped 
as time went on

• Open rates from 24% to 11%

• Click rates dropped as well

• Switch to Bi-weekly or monthly emails 
earlier

• Survey your customers to learn about 
their preferences



Lessons Learned

Google search marketing + retargeting works well

• Top performer of our reverse IP strategy; drove the most clicks to our 
landing page (our “Base Page”)

• Paid search aimed at new anglers drove the most clicks to our site

• CTR of 2.41%

• Paid search aimed at reactivated anglers was the next best

• CTR of 2.13%



Lessons Learned

Check ‘Under the Hood’ before your campaign starts

• Make sure that your site’s analytics are working (We had a glitch)

• Make sure your vendor double checks everything on their end; our 
results might have been better

• Nebraska continues to be challenged by not being able to track actual 
purchase/dollars from marketing efforts

• We are going through the process of getting a new permit system; 
make sure that you are involved in this process and have a seat at 
the table



Lessons Learned

Have a plan for analyzing results

• Make sure everyone is on the same page

• How will your handle multiple 1-day permit purchases?

• What permits will you include? 

• 1-day, 3-day, annual, multi-year, lifetime permits

• Be sure to compare apples to apples

• Don’t forget about senior permits, special permits, veteran’s or deployed military permits

Other paths to success

• Communicate with 1-day permit buyers to upsell them into an annual permit

• Take advantage of a CRM or automatically triggered messages

• Find strategic partners: would your state park system sell fishing permits?



Future Direction

Where did we land in relation to our retention goal of 68%?

• There was definitely a sophomore slump among new anglers

• We did come close to our objective by retaining 66.2% of reactivated 
anglers

What could we do differently?

• Additional research on purchase patterns

• Retention of those with email address 
vs. Reverse IP people 

• Resident vs. non-resident

• Additional survey efforts 
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