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1) Population ⇧

2) One day license ⇩

3) Combination license ⇩

4) Unemployment ⇧

5) Annual Rainfall⇩

6) March Temp ⇧



 60% of license sales occur in April, May, and 
June

 Weather has minimal impact on license sales 
in the other 9 months

 Variations from average temperature and 
precipitation in April-June yield predictable 
responses in license sales (± 8%)

 The results of any marketing effort must be 
viewed within the context of the influence of 
weather





Targets:
3 metropolitan areas
Lapsed male anglers

Strategies:
Direct mail
Advertising
Fishing Events w/ 
media coverage
Information Packets
Lottery promotion

Waterloo/Cedar Falls ●

Cedar Rapids ●
Iowa City ●



●Omaha/Council Bluffs

●Waterloo/Cedar Falls

●Des Moines

●Cedar Rapids

Davenport●

- Direct Mail
- Advertising



● Direct Mail postcard
● Direct Mail follow-up letter
● Radio advertising (local)
● Online advertising
● Print advertising (2009, national)

● 2008, no treatment/control groups



● National, general advertising (2010?)
- radio, online, print

● Direct Mail piece
● Follow-up piece (mail, email)
● Treatment/control groups



 Expensive

 Netted a positive return on investment (based 
on lift) one time in nine years

 Lift (target v. control), ranged 0.1%-4.6%

 What worked best?
◦ “Personal” letter from local biologist

◦ “Official” reminder to renew

◦ Postcard

 More effective on females

 The number of ads recalled is linearly related 
to license sales



 Does not provide much lift on its own

 More effective for males

 Higher rates occur when it is targeted (local)

 The number of ads recalled is linearly related 
to license sales

 Part of integrated marketing plan

 Investment by RBFF declined through time

 Investment by license vendor (Active) 
benefitted in 2015



 Best lift and response rates from emails the 
customer had given to Iowa DNR

 Lower cost than direct mail

 Generated a positive return on investment



Year Target Statewide 
Sales

Weather
(Apr-June)

2005 I-380 ⇔ Warm

2006 I-380 ⇔ Warm

2007 Metro ⇔ Average

2008 Statewide,
lapsed

⇩ Cold, wet

2009 Statewide, 
lapsed

⇧ Average

2010 Statewide ⇩ Warm, wet

2011 Statewide ⇩ Cool, wet

2012 Statewide ⇧ Warm, dry

2013 Statewide, 
lapsed

⇩ Cold, wet

2014 Statewide ⇔ Cold, wet

2015 No program ⇧ Warm, wet



Year Target Response 
Rate

Lift

2005 I-380 24% 4.0

2006 I-380 26% 3.7

2007 Metro 30% 4.6

2008 Statewide,
lapsed

16% -

2009 Statewide, 
lapsed

22% 1.8

2010 Statewide 21% 0.1

2011 Statewide 41% 2.1

2012 Statewide 27% 0.7

2013 Statewide, 
lapsed

7% 0.2

2014 Statewide 8% 0.5



Angler 
Purchase
History

Treatment
Group

Control 
Group

Lift

Lapsed 18.1% 17.8% 0.3

Non-
Renewal

33.5% 32.5% 1.0

This result is indicative of all years that non-renewals 
were assessed



Angler 
Purchase
History

Treatment
Group

Control 
Group

Lift

Non-Renewal,
Mail only

8.5% 6.6% 1.9

Non-Renewal,
Mail + email

12.7% 6.6% 6.1

This result is indicative of all years that non-renewals 
were assessed



 External controls have an influence 
◦ Weather, unemployment

 Don’t let anglers lapse
◦ Response rate for lapsed anglers usually 50% less

 Get anglers email addresses
◦ Easy and inexpensive way to contact them

◦ The cost of direct mail outweighs the benefit

 Have a plan, experiment



 Renewals by the previous year’s anglers are 
the largest source of license renewals.  The 
portion of the angler population that are 
repeat anglers is small (29%), but those 
repeat anglers account for over 50% of annual 
sales.  Thus, expending effort to retain these 
customers is vitally important.  Future actions 
should focus maximal effort on preventing 
anglers from lapsing. 



 Future investigations of purchase history 
patterns should include an analysis of the 
timing of purchases by individuals, to see if 
there exists a segment of the population that 
consistently purchases early/late.  Early 
purchasers that are missing could be 
targeted, as well as attempting to influence 
late purchasers to buy earlier.



 Iowa is well positioned to grow its base of 
fishing license buyers, because many Iowans 
have fished in the past.  Since 1980, youth 
participation in fishing in Iowa has been 
consistent and high.  During that time, youth 
(ages 5-16) have participated at rates ranging 
from 48% to 55%, and the average rate of 
participation was 51%.  

 A complete review of Iowa’s Fish Iowa 
Program should be undertaken 



 High volume sales years, such as 2012, 
provide opportunities to aggressively market 
to non-renewed anglers in the following year. 
Iowa DNR should prepare in advance for the 
opportunities that the next big sales year will 
provide, and must plan to aggressively 
market to non-renewals in the following year.



 The Tapestry analysis showed the tendency 
for small segments from wealthy, 
urban/metropolitan areas to boom 
periodically.  Individuals from these areas 
may be responding to the combination of 
agreeable weather, a particular type of 
marketing message, and perhaps simply a 
queue to consider fishing as a get-away from 
their city life.  It may be worth investigation 
after other segments have been targeted and 
methods refined.



 Prepare in advance for the next big sales 
year, and plan to aggressively market to non-
renewals in the following year.

 Providing quality fishing opportunities close 
to home for our increasingly urban 
population must be a primary goal



Jeff Kopaska
Iowa DNR Fisheries

Jeff.Kopaska@dnr.iowa.gov


