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Fishing and Boating

¢ Marketing Segmentation Study

Participation in recreational fishing & boating is changing and, in some cases declining. Projections of demographic trends
indicate that significant population growth will only occur among groups who have not traditionally been as involved with
fishing and boating. When we segmented those interested in these activities, six distinct consumer segments were identified:
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This segment has a fun and
relaxing way to enjoy the outdoors, 12.7 MM potential New Anglers (+9.6MM kids) on equipment.

they see the outdoors as a great 16.2 MM potential New Boaters (+12.3MM kids)
way to relieve stress, get away

from the routine, enjoy the
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segme nts of enjoyment out of these activities.
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Avid fishing and
Adventurists boating

This segment has a desire to 12%
seek adventure and thrills.

They have a strong interest in

trying something new as it

appeals to the Outdoor

Enthusiast in them.

10.8 MM potential New Anglers (+8.4MM Kkids)
14.1 MM potential New Boaters (+10.9MM kids)
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° 15.4 MM potential New Boaters (+10.5MM kids)
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6.8 MM potential New Boaters (+4.4MM kids) Leisure-time enjoyers

This segment isn't particularly fond of the
outdoors, and when they do go outside
they like to take it easy. Preferred activities
include going to a beach, lake, or visiting

a park. They are less likely to be interested
in fishing and boating. There are a variety
of strong barriers that keep them from

participating in these activities.
# 19.6 MM potential New Anglers (+11.5MM kids)

22.8 MM potential New Boaters (+13.4MM kids)
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What are they doing instead of fishing & boating?
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Camping Visiting Parks Picnicking Hiking

Facebook is the most common social media used by
anglers and boaters, but Instagram is growing.
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W This project was organized and funded by the Recreational Boating & Fishing Foundation (RBFF) through a USFWS financial assistance award (#F18AC00145).



