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BETH: Hello, this is Beth Brodovsky. Welcome to Driving Participation. Today I am 

on with two guests. I have Rachel Piacenza and Kendra Lee from the Recreational 

Boating and Fishing Foundation, which if you’ve seen it, you might recognize 

TakeMeFishing. Rachel and Kendra, thanks so much for joining me today.

RACHEL: Thank you for having us.

BETH: So I was lucky enough to meet Rachel and Kendra at the American 

Marketing Association Nonprofit Marketing Conference this past summer, and we 

got to talking a lot about participation and the kind of things that they’ve been 

doing and in their world. Fishing in the past has often been much more of a men’s 

sport and they have been doing a lot of really interesting things in order to open 

up the world of fishing to new audiences and specifically to get women involved. 

I’m so happy to have you guys on today to talk about the work that you’ve been 

doing and how you decided to move in this direction with your campaign.

RACHEL: Yeah, again thanks for having us, and just a little bit about the 

Recreational Boating and Fishing Foundation, we are a national nonprofit 

organization based out of the Washington, DC, metro area and our mission is 

pretty simple. It’s just to increase participation in fishing and boating. So we more 

or less just want to get more people out there experiencing the joys of both of 

those sports. 

BETH: So now you understand why I had to have you guys on here because 

anybody whose entire mission is participation is like right up my alley.

RACHEL: Yeah and we’ve actually been around for I’d say 20 years and what we’re 
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seeing actually in terms of numbers is we’re at the highest participation rate for 

fishing since 1991, and I mean, mostly I would say our key audiences who we’ve 

kind of hit on in the past are multicultural families who specifically are outdoors. 

So it’s easier for us to try to get folks who are already outside to try the sport of 

fishing, versus somebody who might be a little more indoors than outdoors. So 

we’ve typically kind of focused on them.

BETH: It’s an interesting way to ask this question for you, because I like to ask 

everyone about participation and how it’s working in their organization. How 

I usually ask is what does participation mean to you and how does it show up 

in a way that helps you thrive, and since your mission is to get more people 

participating in fishing, I am curious about whether that in and of itself is the 

answer, but as an organization for your own existence, what are the things that 

matter to you?

KENDRA: So this is Kendra. Participation is important to us and as an 

organization, because many people actually aren’t aware of this from the 

research that we’ve done is that when you buy a fishing license or even register 

your boat, the money from those purchases actually goes back into conserving 

the very waterways that you’re fishing and boating from. So in a way, it’s not even 

just about how it’s meaningful to our organization, but to the nation as a whole. 

Without these funds that are a result of the license purchases, there’s not gonna 

be maybe as good of boat ramp accesses to the waters, facilities at those places, 

all sorts of things go back from license purchases. So that’s why it’s meaningful 

for people to not only keep enjoying the sport, but to get new people into the 

sport as well. 

BETH: It’s funny. That’s one of the reasons why I ask the question the way I do 

and about what makes your organization thrive. It’s so easy to think that the only 

answer to that is, “Well, obviously participation means people donating money 

to us,” or “Obviously this means people joining our organization,” but sometimes 

what actually helps you thrive is what helps your mission thrive is a little bit 
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different, and I love that that works for you. Are you funded also through that 

revenue?

RACHEL: More or less we are. We kind of like to, kind of to piggyback on what 

Kendra was saying to, we like to use the term around here, “conservation through 

participation.” So we’re actually created to address the issue of declining rates 

in fishing. So we were created about 20 years ago specifically for this so that’s 

kind of neat that we’re pretty much everything we do is take it to get more 

participants out there. 

BETH: I love that. It’s like you have one metric you’re working on. That’s it. It’s so 

simple.

RACHEL: We’re really, from what I’ve seen, we’re really one of the very few, if 

not the only organization out there specifically kind of driven just to do this. So 

we’re more or less to answer your question, funded. The more people we get out, 

the more people that buy licenses. I don’t want to say the more money we get 

because we’re funded through a grant that we have to compete for, but it’s just 

better for us, it’s better for the environment and it’s better … you know, there’s 

kind of additional effects than just buying a license.

BETH: I love the circular nature of your funding, that somebody pays money to 

buy a fishing license, so that they can go fish in waters that are preserved for 

them by the purchase of their fishing license. It’s such a direct cause and effect 

that even if somebody doesn’t necessarily want to go fishing that year, if fishing 

is something that’s important and they care about, if they can get the message 

that spending that money and having that fishing license helps conserve it so that 

it’s there for them next year when they want to fish or when their grandson wants 

to start fishing … have you seen any impact of that, of people recognizing that 

their purchase goes to this bigger cause? Do they care about that?

RACHEL: Yeah, we have done … actually interestingly you say that. We have done 
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some research specifically on motivator, you know, the fact that literally 100 

percent of your license goes right back into the resource, and we’ve gotten some 

mixed results from there. I think there are groups out there that see the value and 

potentially purchase it just for that, but especially with the younger generations 

too, there’s just … you know … and wanting to conserve. I think that it probably 

means a little bit more to them, too.

BETH: Right, and I love the fact that you went in and researched that because 

I feel like a lot of times people base their marketing decisions based on their 

personal feelings, and because when we’re inside of an organization we believe 

passionately in why we exist and what we’re here to serve. So it’s easy to kind of 

assume that of course this is gonna be good people so we promote that there’s 

this great thing out here and that your purchase is gonna support the goodness 

for everyone, of course that will motivate people, but humans are complicated, 

and that doesn’t always work the way it seems intuitively it should.

KENDRA: We have PSAs that we actually do as often as we can to kind of refresh 

and get that message out there so people do realize that you are conserving 

through participating and it’s one of the few sports where that happens. So we 

do our best to get that message out there, but yes, humans are complicated in 

nature so it’s not as straightforward.

BETH: Right, and sometimes when you go out and test something like that you 

realize it’s not that it’s unimportant to people, but I like the word that you used, 

a “motivator.”’ That there’s things that are important to people, but sometimes 

they don’t recognize how important it is until they’re on the other side of a 

purchase or until 10 years later when they do have a grandson. We found that 

in my business, too, that there’s some service quality that we provide that we’re 

the best at this and this is so awesome, and we patted ourselves on the back like 

crazy for how great we were at it, and then tried to use it as a first line motivator 

and it didn’t hit and I thought that’s so strange because everybody really 

appreciates this about us once they start working with us, and I finally realized 
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that that was just the case. People often appreciate things after the fact, but it’s 

not what’s in their head when they’re in the, I call it the uninitiated pool. So as 

you’ve moved forward as an organization, you’re like everyone looking to grow 

and get more people using this resource. Where has that path taken you when 

you’re looking to get more people involved?

KENDRA: Rachel mentioned previously in the past our target audience has been 

multicultural families outdoors audience and that being said, when we say family, 

we say with kids aged 6-17, although age 6-12 has been our weak spot because 

we’ve done some research that shows if a child specifically around that aged 6-12 

age bracket doesn’t start fishing then, I mean, it drops so significantly.

BETH: Is that because nobody wants to spend 6 hours on a lake with a 7-14 year 

old?

KENDRA: What do I need, is it gonna be tiresome, do I need snacks? There’s just 

so much planning that’s involved if you don’t know what to expect. 

BETH: That is really interesting, that there’s that sort of age bracket that if you 

haven’t gotten involved that the mechanics of the activity become more of a 

roadblock than the opportunity of the activity.

RACHEL: Yeah, I think the stat is if you are under the age of 12 and you’re not 

introduced, if you’re introduced before the age of 12, you have an 84 percent 

chance of fishing as an adult. So you know, getting kids, getting families, 

it definitely is an activity you can do with your entire family. That’s just the 

importance that we stress.

BETH: Right. I love that there’s so much clarity around what you do. It’s like here’s 

another specific metric. OK. We need to get kids under 12 to start fishing. So 

what kind of things have you pushed on to experiment with what helps make that 

happen?
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KENDRA: We’ve done a lot, we’ve done a lot of research. We do have a bunch 

of metrics around that and one of the things that kind of goes into a family, you 

think a lot of times about women and being the CEO of their family, we say the 

chief entertainment officers. Now the family has sort of changed a bit as the 

changing face of America goes with that, we wanted to find a way that we could 

I guess appeal to the moms, and say this isn’t just like the dad taking the son out 

fishing. This is a family activity. This can bring everyone together.

RACHEL: I almost think like close your eyes and think about how you perceive an 

angler. Like close your eyes and think for like one second. Most people I imagine 

would think an older white male, but that’s not what we’re seeing in a lot of the 

research that we’ve done. So we work with various outdoor-focused research 

companies that are looking at various outdoor sports, not just fishing, but fishing 

is definitely one of them, and we’re actually seeing gains in first time participants 

to fishing, females to fishing and Hispanics, the Hispanic audience to fishing. So 

based on a lot of those numbers we’re seeing, we have kind of set forth in terms 

of developing a campaign specifically aimed at women. Actually 45 percent of 

newcomers are females, so just under half.

BETH: That’s amazing. That’s huge. I think that’s really big, and it’s not really 

surprising … I don’t know for anybody that’s listening that has children, I raised 

kids. I always say that I didn’t realize when I married an athlete that that was 

gonna mean I was gonna just meet more athletes and so I ended up with these. 

I grew up in like nature hiking, art museum going, book reading family, but 

then I ended up in a family with a bunch of athletes, and as the mom you want 

to make people happy so I ended up spending a lot of time going to sporting 

events because I feel like moms tend to do that sort of thing. That’s what my kids 

want to do or that’s what my partner wants to do so let’s create something that 

everyone’s gonna like, and let’s go do that. Moms tend to be happy if their family 

is together and having a good time, and then if it’s quiet on top of it, sounds like 

fishing is a bonus.
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KENDRA: And relaxing. That’s huge. There’s even like a whole study about what 

being in the outdoors does for your mental state and psyche, and so that’s kind 

of why we wanted to focus on women and in terms of metrics too, we have this 

whole big campaign going on right now called 60 and 60. So Rachel touched a 

little bit on participation and I think at high levels or that specific number is 49.1 

and the 60 and 60 campaign is all about getting [unclear 14:50] anglers in 60 

months. So I think we’re in year two now so we have awhile yet to go, but I mean 

we’re definitely [unclear 14:57] audiences if we’re gonna get that up another 11 

million.

BETH: I think that’s such an interesting thing because when you think of fishing, 

I mean I shouldn’t say this, I’m sure that there is a lot of skill involved, but it’s not 

a skill that requires an innate talent or any particular physical ability. In theory, 

anyone can learn to love fishing, which is awesome on the one hand, but difficult 

on the other hand because that then basically says 50 percent of the population 

of the United States can potentially be your audience. How do you focus? How 

do you figure out how to get to those people as effectively as possible within 

… everyone has limitations. Even if you were funded immensely, there’s still 

limitations, and so how do you make a choice to focus?

RACHEL: I think that’s a great question, specifically with a lot of the research 

we’ve done, we do that mostly to kind of help propel our campaign. So what 

we’re seeing specifically just with the female numbers is there’s a lot of 

newcomers to this sport, but there’s also a group that drops out the quickest. So 

we have a retention problem. We can recruit them. They’re interested for maybe a 

year or so. We still have to do a little more research on their motivators and why 

they’re dropping out, but with that said, at least in this initial year with this influx 

of women participating in the sport, we did develop a campaign called Women 

Making Waves, and it’s something specifically again, women are new to the sport, 

but only about 19 percent of themselves see themselves in the sport. So kind of 

going back to what I mentioned, when you think of an angler, give me three or 

four characteristics of that angler, typically male, only 19 percent of these women 
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are actually seeing themselves in there. So we rolled out a campaign that literally 

had … there’s all women that are in our creative assets, which includes print, video 

and we have some digital placements as well …

KENDRA: And some PR campaigns that support all those so we wanted to 

showcase a video that showcases women of all ages, races, wherever they are in 

the country, the water is open to everyone, and we wanted to showcase a bunch 

of happy, diverse women doing what they love the most, which is being outdoors 

and fishing with their family or their friends …

RACHEL: And I think being authentic, too. Some of the fishing stuff people might 

see out there is women maybe in like bikinis or not wearing the best outfits, but 

we really wnated to kind of show you can be yourself, you can be out on the 

water. The water is open to everyone, and just the fact of you seeing yourself in a 

sport I think is very important.

KENDRA: And empowering.

RACHEL: Yeah, and empowering.

BETH: And have you seen since you’ve been putting it out there, have you seen 

any movement, any traction that you’re getting?

KENDRA: We’ve gotten so much positive feedback. It’s really been incredible 

to see. I think from what I know, it’s probably our highest viewed video to date. 

Women who are already in the sport are sharing it with other women and they 

know we have a diverse group of influencers that help share the message. 

RACHEL: And we just launched, too, Beth, we just launched on Mother’s Day, so 

it’s been I’d say 5-6 months or so and this is kind of our first effort on this. We 

launched from a national level and kind of our next step here are trying to get 

this down to the state, regional and grassroots level with a lot of what Kendra 
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said we’ve seen. So a lot of feedback on I love this. How can I help you guys 

expand this? I have a group of women that I take out fishing. How can I get them 

involved?

BETH: It’s so interesting. I find that when you hit on something in your 

organization that sort of blurs the lines between marketing and advocacy. Like 

you know it when you’ve found it. Like you start to see things like that, that the 

people have some name or some impact in the sport already are saying finally 

there’s something here that makes me proud and excited and it gives me a tool 

so that I can share. It’s like the ambassadors start coming out of the woodwork 

once you give them something that they feel connects with them.

KENDRA: Right. What I was gonna say, too, is that we kind of started this out as 

being a woman’s campaign, if you will, for women to see themselves, and what 

it actually ended up being and becoming is a movement, and we’re seeing all of 

these people rally together to basically say hey the future of fishing is female and 

we’re creating spaces for women to try something different.

BETH: Wow! How are the men in your community reacting to this?

RACHEL: That’s actually a great question. So while we’re doing all this rah, rah, 

go women, we are still staying true to our core target audience, which again is 

our multicultural family outdoors. The majority of our media budget and all that 

still goes to that audience because that is definitely a growth opportunity, but we 

also see this opportunity here with the female audience. So we haven’t received 

any sort of negative feedback specifically …

KENDRA: And one thing we wanted to be mindful of is that it wasn’t about 

diminishing men or diminishing any other audiences. It was just about showing 

women like you guys are in it, too, and here’s some other women doing some cool 

things. So again, I mean we’re all here. We’re all existing together. We want to be 

inclusive for everyone. So I don’t think men have seen this as a slight on them at 
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all. It’s just been like yeah, I’d love my wife to go fishing with me or I’d love my 

daughter to go fishing with us and the whole family to go.

BETH: Right, and I just thought it’s such an important thing to bring up 

here because when you talk about a campaign that’s targeted to any one 

demographic, but I feel like in today’s world, especially with women, because 

there’s just everything that’s going on, it’s just so important to make sure that 

the conversation doesn’t become women good, men bad and that by including 

and incorporating women into your world that it’s not pushing them out. That’s 

a hard balance because I’m sure that there are some male fishermen, just like 

there’s probably places women congregate that are thinking this is the one place 

I can go and now she wants to come there, too. There’s everything. There’s the 

whole spectrum in a sport, but there’s probably an awful lot of people out there 

that never thought I never thought to ask my wife if she wanted to come. I never 

thought to go fishing as a girls’ trip for the weekend with my friends. That might 

be people that were like well last year we went on a biking trip so maybe. And 

there’s lots of people that do those kinds of things. So when it comes to finding 

these people, I’m curious. You’re talking about how you’re involved in the other 

pockets of just outdoor activities, outdoor sports, outdoor lifestyle. Are you 

finding people that are interested in like an outdoor adjacent activity are good 

kind of first line targets for this messaging?

RACHEL: Yeah. I mean kind of actually how we went down this road is we saw 

some big name retailers and brands really seeing the opportunity as well to 

engage women just in the outdoors in general. You know, if we want various 

outdoor activities to thrive into the future, probably far into where we’ll be 

around, you know, we need to start reaching out to diverse audiences to really 

just increase participation. So we started seeing some of these larger brands 

and retailers specifically focus on the outdoors going after this potential female 

target audience, and we actually we looked into it a little bit more as well.

KENDRA: Yeah. It was that kind of, well, I guess, that coupled with our own 
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research just the way the world is changing. I mean it was kind of a no brainer.

BETH: And I think that’s such good advice for people, especially nonprofits. We 

have a tendency to only look inside or to look at other nonprofits, but you guys 

went out and looked at what for-profit companies and competitors and other 

associations, like looking at the full spectrum of interest as a potential feeder 

for knowledge for you. It’s such a great way to go about kind of expanding your 

mind and your perspective of what can be accomplished in your work. 

RACHEL: Yeah and it’s actually kind of like the trickle-down effect. If we get more 

of one type of audience outdoors, hopefully going to pick up a fishing rod and go 

fishing. 

BETH: Exactly. I’m actually closing up some rebranding research that I’m doing 

for an art museum right now, and one of the things that we discovered in our 

research for an art museum because we’re doing the same thing is the primary 

audience are people that are visual artists or were raised going to visual arts 

museums and they’re looking for the art-adjacent people that we call the 

creatively curious in this next outer ring, and the research is showing the kind 

of people that are already there are people that go to music performance and 

dance recitals and galleries and have these adjacent interests and it’s amazing 

how we don’t think to look there first. We start going you know, well, let’s look 

someplace completely different and maybe this group of people will like this, and 

all of a sudden it’s well you’re either hunting for little pockets and bubbles when 

in reality you know, one ring out from where you are right now, there’s a plethora 

of people just really anxious for something new.

KENDRA: Yeah, and kind of to help with the effort in terms of people who are 

already outdoors that ties into this campaign is every year we kind of do a top 

places or best places to fish and boat campaign, so this year we did a different 

spin on it called Mom-Approved Places to Fish and Boat Across the Country. It’s 

on our website and it helps support women getting outdoors and families being 
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outdoors and kind of helped launch the campaign and take it to the next level.

BETH: Oh, I love that!

RACHEL: One of the barriers we see, too, Beth, is people think it’s very far to 

drive to a lake or I don’t want to have to drive out there to go fishing. It’s too far 

away. We actually have a map on our website that shows most people live within 

a 20 minute drive or so of some sort of body of water where they can go fishing. 

This top mom-approved thing, we really wanted to show people there’s a place in 

your backyard and you can get out there and go today. 

BETH: I love it. What I really feel like I’m hearing from you guys that I think is 

important for the listeners to really be paying attention to is these actions that 

you’re able to take, these campaigns that you’re building, the fact that you’re 

spending time dong research to find out what’s actually happening and what 

peoples roadblocks are, not just like the data of where people are, but the 

psycho-graphics and the qualitative stuff of why aren’t you going? Are you not 

going because it’s too far or because there’s not a clean bathroom? Once you 

really understand, like what are the things getting in people’s way, it’s so much 

more clear about how to create a campaign that can address the actual concerns 

as opposed to just trying to get more of people generally because it’s awesome 

or relying on things like, hey, buy a fishing license because that will help clean 

water because we think that’s good. When you can look at it from the perspective 

of where your potential audience is getting stuck and turning around before ever 

coming to you, it completely changes everything.

RACHEL: Yes, and I think to add to that, I think there are little things that 

encompass an entire fishing trip that a lot of people might not realize, but I think 

Kendra may have mentioned if it’s a top mom-approved fishing spot, it potentially 

can have an array of restrooms. It can have picnic tables. It’s like the place on 

the shore that you can throw your fishing line.  It’s a park. That if you’re not 

catching fish, you can come to the park and hang out with your kids and still have 
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a successful day that may have included fishing. So it’s kind of that whole trip 

experience that we really try to hit.

BETH: I love it. I feel like the same thing. If I had had not just that as a resource, 

but if I had somebody teaching me that you know you’re thinking, we recognize 

that you’re thinking the idea of being out in the middle of the ocean or away 

from everything for hours and hours is going to be boring or not fun or whatever, 

but go out and do that for a half an hour and then if everybody wants to do 

something different, here’s different things. I mean it’s so good and instead of 

saying our job is to get you to love fishing or else, but the approach that you’re 

taking is how do we work with what they do love, what they do care about and 

what their concerns are to help facilitate this for them.

KENDRA: Yeah, and there’s different motivators, too. Some people want to go out 

and catch fish and be very competitive. That’s important to some.

RACHEL: Others just want to spend time with their families and want to relax and 

be in nature. So we’re very cognizant of that when we develop our creative ad 

campaign.

BETH: Then how do you make decisions about how to put which creative where?

RACHEL: We work very closely with a creative agency that kind of helps us with 

specifics in terms of this audience is more … has these characteristics and would 

be most likely to consume this type of media. So we work very closely with them 

specifically on that.

BETH: That’s great. You also talked about the fact that you looked at other 

companies that were creating products and different things. Have you partnered 

with any other organizations, companies? Have you developed any collaborations 

to help kind of double down on spreading your message?
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KENDRA: One thing that we did this year, specifically about the women’s 

campaign to help launch that, not sure if Rachel mentioned earlier, but we 

partnered with Outside Magazine. So we did a series of ads in that and also sent 

in an editorial feature that highlighted the new faces of fishing and talked about 

some diverse females that are making waves, which is kind of what we’ve named 

out campaign, Making Waves in the World of Fishing. So there’s women doing ice 

fishing with their families. There’s urban fishing that people do living in New York 

City. It’s just showcasing all these different and new people and what they bring 

to the sport and what they enjoy about the sport so hopefully it appeals across 

all types of ages and demographics. We partnered with Outside just because 

their audience kind of seemed to align with what we were looking to reach with 

our marketing message, and it’s been good and it’s been really great seeing how 

well-received it’s been. It’s been a win/win all around.

BETH: That is awesome. If people that are listening are looking to try to do this, 

looking to grow into a new audience, what’s a piece of advice you can leave 

people with so they can get started and make progress?

KENDRA: My first, this is Kendra, my first bit of advice would be know your 

audience. I mean, I know it’s kind of like Marketing 101, but if you don’t 

understand what needs they have, what motivates them, what they want to, how 

they want to consume media, what they want to see or read, you just really got to 

know them through and through.

RACHEL: This is Rachel, and to add to that, I think we hit on it a few times, but 

research. I mean, look at the numbers, too. Like what is the market showing 

you? What are the gross opportunities? That’s a big reason why we went in the 

direction with the women’s campaign, and it has paid off, which is good to see.

BETH: That’s so great. Well, I hope that you continue to grow and inspire women 

to try something new and I love what you’re doing. If people had questions for 

you, what’s a good place for people to find you?
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KENDRA: They can email me. I think my email will be on the detailed page of the 

podcast, but also please follow us on Twitter, @Take_Me_Fishing and if you can 

include our Twitter handle that would be great, too, and they can either email me 

or get at us on Twitter, follow us on Twitter, ask questions. We’re always happy to 

help.

BETH: Thank you. I really appreciate it you guys. I will have Rachel and Kendra’s 

connection information on the show notes page. Thank you both so much for 

joining me. I’ve learned a lot and I really appreciate you sharing all of your 

knowledge with me and our nonprofit community.

KENDRA: Thanks for having us. We really enjoyed it.

BETH: All right. Thanks so much, and thanks everyone for listening, and we’ll talk 

to you next time.

www.iriscreative.com
http://iriscreative.com/
https://twitter.com/@Take_Me_Fishing

