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Fish Local: Community-Based Marketing Campaign

Goals: 

• Improve angling opportunities and access in 
urban areas.

• Increase license purchases among urban 
residents.

• Establish relationships with stakeholders and   
city leaders.

• Connect fisheries management, education and 
marketing efforts in a unified effort.



Retention Basins

Storm Water & Fishing



Target Audience – Casual Anglers with Families in 
10 Communities in Des Moines Metro



Campaign Components:

- Social media – ads, content and Facebook 
live sessions
- Banner ads and pre-roll video on websites
- Web page with locations and fishing atlas
- Email blasts



Campaign Components, continued:

- Postcard customized for each community
- Living Iowa magazine ads
- Ponds/lake signs with “Fish Local” brand
- Events and clinics 



Social Media Paid Ads

May 25 – July 4, 2018

• 3,434 Facebook referrals 
to Fish Local webpage

• 41,042 people reached 
through ads

• 160,582 impressions 
from ads

• 2,864 click-thrus on ads



Facebook Live Fishing Stats



City Partnerships on Social Media



Fish Local Website: www.iowadnr.gov/fishlocal

* Total of 10,599 web 
page views during the 
campaign.

Community Fishing Atlas

*Total of 14,613 atlas views during 
the campaign.



Signage

More than 100 customized signs 
placed at local ponds in the Des 
Moines metro area.



Programs and Events

• Summer Seasonal Position

– Outdoor recreation in Johnston

– Reached out to nearby communities

• Partner Events

– Free Fishing weekend events

– Vamos A Pescar

– Outdoor Expo



Television Network Partnership

• Email to 50,000 WHO-TV 
audience, 5/22:

– Opens: 7,602 (15%)

– Clicks to Fish Local:

• 671 (8.8%)

• Digital Ads:

– Banner Ads

• 85,006 impressions

• 0.02% click thru

– Scrolling Text

• 25,419 impressions

• 0.59% click thru



Customized Postcards

• Digital printing with custom photos/fishing locations 
for each of the 10 communities

• Mailed to 14,247 previous license purchasers who 
had not purchased a 2018 license.



Targeted Emails (same audience as postcards)

• Email 1 to targeted 
lapsed/inconsistent anglers 5/23:

– 4,955 sent

– 2,406 opens

– 1,552 unique opens (32%)

– 277 unique clicks (6%)

• Email 2 to targeted  
lapsed/inconsistent anglers 6/13:

– 4,904 sent

– 1,870 opens

– 1,204 unique opens (25%)

– 110 unique clicks (2%)



Results of Email and Postcard Mailings

METHOD Purchased Lift

Email Only                                              17.8%                        12.6%

Postcard Only                                         12.0%                          6.8%

Postcard & Email Combined                15.1%                          9.9%  

Combined from All Treatments           13.2%                          8.0%

Gross Revenue: $45,345;  Additional Licenses Sold: 1,225

Total ROI: $24,976.16



Email Follow up Survey

• *50% took a child fishing*

• 77.2% fished a local pond in the Des Moines metro

• 10.5% said Fish Local effort influenced their license purchase

• What marketing strategy did they recall seeing? (Check all that apply)

– 43.9% email 

– 14% postcards

– 13% family clinics and special events

– 11% city government communication 

– 11% website ads

– 9% magazine ads 

– 3.5% social Media

63% recalled seeing at least 1 form of marketing



Lessons Learned
• Customized information works!

• Email and postcards combined were effective.

– Emails provided the most lift (12.6%).

• Social Media promotes engagement.

– Cost: $505.16.

– More impressions (160,000) than Digital media.

• Television network partnership did not out way 

the costs.

– Cost: $7,988.40.

– Lower open rate than DNR email.

– Web ads (110,420 impressions, only 169 clicks).

• Leveraging a growing program and partnerships is smart.







2018





• First-Time Buyers - Purchased 
a discounted FTB fishing license in 
2016

1

Lapsed Anglers- Purchased at 
least one fishing license between 
2006 and 2016 – but not in 2017

2

Ages 18-65



Control and 
Treatments

First Time 
Buyers

Lapsed 
Anglers

Control 2,502 37,346

Treatments 15,500 204,500

• Control and Treatment groups created 
from Go Wild licensing system (able to 
collect email addresses)



Email 
messaging 
varied with 
audience: 

• millennials
• boomers



Newsletter Content
Fishing regulations
Annual fishing report
Tackle loaner information
Fishing locations
Fish ID
Fish consumption advice
Fish recipes



4 email reminders – three before 
opener, fourth after opener.

April 5 and April 26 May 3 and May 31

GD



FTB Anglers Purchased Percent Lift

Control: 20.5%

Newsletter Boomer: 24.0% 3.5%

Newsletter Millennial: 25.2% 4.7%

Reminder Boomer: 24.6% 4.1%

Reminder Millennial: 24.2% 3.7%

15,500 x 0.04 = 620



Lapsed Anglers Purchased Percent Lift

Control: 9.7%

Newsletter Boomer: 11.4% 1.7%

Newsletter Millennial: 11.7% 2.0%

Reminder Boomer: 11.4% 1.7%

Reminder Millennial: 11.2% 1.5%

204,500 x 0.018 = 3,680



INCREASE



Recommendations and email best 
practices

 Content relevancy

 Appropriate subject lines

 Concise messaging that supports goals

 Evaluate audience variability - modify

 Mobile functionality and friendliness

 Consistent branding

 Impact on target audience and tracking



• Lead without Call to Action? Soft 
sell?

• Use numbers? 1 reason to buy 
your license

• Ask a question? More engaging? 
What’s the top fishing mistake? 
Ready for a day on the lake?

Subject Lines



• Reduce the audience 
variability - No significant 
differences in generational messages. 
Combine into one audience. 



• Use link tracking parameters 
(UTM)- Track performance of campaigns 
in Google Analytics

• Source – where the traffic is coming from? 
GovDelivery

• Medium – how is the traffic getting here? Email
• Campaign – why is the traffic coming here? 

LapsedAnglerCampaign
• Content – what link brought them here? GoWild



GovDelivery link tracking

GoWild
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2018’s “Refer-a-Friend”
Campaign   

Presented by:
Eddie Herndon, R3 Coordinator



Goal

T o  m o t i v a t e  a n d  i n c e n t i v i z e  c u r r e n t  a n g l e r s  t o  i n t r o d u ce  
n e w  p e o p l e  t o  f i s h i n g  a n d  p a r t i c i p a t e  w i t h  t h e m .  

Objectives

1 . I n c r e a s e  n e w  c u s t o m e r s  ( l i c e n s e  s a l e s ) .  
2 . I n c r e a s e  f i s h i ng  p a r t i c i p a t i o n  f r o m  J u n e  t o  A u g u s t  

2 0 1 8 .
3 . I n c r e a s e  k n o w l e d g e  a n d  b a c k g r o u n d  o f  a l l  p a r t i c i p a n t s  

( c u r r e n t  a n d  n e w  a n g l e r s )  t h r o u g h  f o l l o w - u p  s u r v e y s .    



T I T L E

How it Works



T I T L E

Incentives 



Promotion 
P r i m a r y  A u d i e n c e :  C u r r e n t  L i c e n s e d  A n g l e r s  i n  V i r g i n i a

S e c o n d a r y  A u d i e n c e :  N o n - A n g l e r s  i n  V i r g i n i a

June - August DGIF Landing Page 208 page views 

June 4 Feature article in DGIF email 

newsletter: Notes from the Field

135k recipients / 46,554 opens

June issue ¼ page ad in Blue Ridge 

Outdoors

June 26 DGIF Blog Article 2,741 page views

June 28 Facebook and Instagram

July 2 Campaign-only email 31k recipients / 13,909 opens

July 18 Feature article in DGIF email 

newsletter: Notes from the Field

186k recipients / 83,481 opens

July issue Ad in Woods and Waters 

magazine

2018-2019 Ad in DGIF Hunting Regulations 

Digest

August Instagram post 4k followers

June - August *Email Confirmations: Referral 

code used, shared and after new 

license purchase

https://www.dgif.virginia.gov/blog/stewards-of-the-outdoors-get-rewarded-for-sharing-your-passion/?utm_source=dgif_homepage&utm_medium=slider


T I T L E

June to August Results

1 . T o t a l  r e f e r r a l  c o d e s  g e n e r a t e d  =  1 , 1 7 0

2 . N e w  o r d e r s / cu s t o m e r s  =  4 2 5  

3 . O r d e r  t o t a l  =  N e t  R e v e n u e  $ 1 2 , 9 1 3  /  $ 7 , 5 0 9  f r o m  
e m a i l s



T I T L E

Program Evaluation

1 . S u r v e y s  t o  p r o g r a m  p a r t i c i p a n t s  ( c o d e  r e f e r r e r s  a n d  
c o d e  r e d e e m e r s ) .

2 .  F u t u r e  - C o m p a r i s o n  b e t w e e n  c o d e  r e f e r r e r s  a n d  n o n -
p a r t i c i p a n t s .



T I T L E

Survey Results
Current Anglers – 218 responses

Q1: How important were the following when deciding to enroll in this program?



T I T L E

Q4: How appealing would the following participation rewards be to you if DGIF started another Refer-
a-Friend program?



T I T L E

Q2: To who did you send the Refer-a-Friend code? (Check all that apply if you sent multiple codes)



T I T L E

Q12: Have you fished, or do you intend to fish, with the person who received the code?



T I T L E

Q10: Before giving or sending the code, what was the fishing experience of the person who received 
the code?
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T I T L E

Post-Campaign Survey 
New Anglers – 23 responses

Q1: How important were the following when deciding to enroll in this program?
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T I T L E

Q3: Which of the following best describes your fishing experience before participating in this 
program? 
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T I T L E

Q4: Have you gone fishing since receiving a code?
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T I T L E

Takeaways

1 . F e w  t r u e  n e w  a n g l e r s  r e c e i v e d  c o d e s ,  i n d i c a t i n g  t h a t  t h i s  t y p e  
o f  p r o g r a m  b e s t  p r o m o t e d  r e a c t i v a t i o n  a n d  r e t e n t i o n .  

2 . M o s t  i m p o r t a n t  m o t i v a t i o n s  f o r  a n g l e r  r e f e r r e r s  w e r e  
i n t r o d u c i n g  a n g l e r s  t o  t h e  s p o r t s  a n d  r e c r u i t i n g  a n g l e r s  t o  g o  
f i s h i n g  w i t h  t h e m .  

3 . B e t t e r  i n c e n t i v e  g i f t s  s h o u l d  i n c r e a s e  p a r t i c i p a t i o n .  

4 . O v e r  h a l f  o f  r e d e e m e r s  ( n e w  c u s t o m e r s )  w e r e  f e m a l e .  

5 . 5 8 %  o f  r e v e n u e  c a m e  f r o m  e m a i l s .
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T I T L E

Future Actions

1 . F u r t h e r  a n a l y z e  p a r t i c i p a n t s .  

2 . R e t e n t i o n  o f  “ n e w ”  a n g l e r s .

3 . I m p r o v e  p r o m o t i o n  t h r o u g h  s o c i a l  m e d i a  a n d  d i g i t a l  a d s .   

4 . I m p r o v e  g i f t s

5 . R e f e r - A - F r i e n d  H u n t i n g
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L O C A T I O N

7870 Villa Park Drive, Suite 400

Henrico, Virginia 23228

C O N T A C T

Edward.Herndon@dgif.Virginia.gov

(804) 367 - 0585

Thank You


