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Why Prioritize Churn?



Why Is
This Important?

THE LEAKY BUCKET

K Attrition Up Slightly YOY
Ry 2 Ry XN i Remains a Big Participation
WP T e TSy Issue
o Tt . 2015
MONEY TALKS co ¥, o
-2,000,000
-4,000,000
Average Spend Per Angler= $1,500 4,637,770
T -5,750,274 -5,645,817
-6,542,340
-8,000,000
e ~51,000 per female participant sorsea oo I
e ~S$1,700 per male participant P T
-14,000,000 -12,287,580

-14,012,893

-16,000,000

* Retaining just 2 of 2023’s lost anglers =
$9.2 billion in revenue!

| ©RBFF




Why Is .
This Important? BOatlng

Boating Participation: An estimated 85 million

Americans went boating in 2023, down from about 5 Year Attrition Rate After Purchase
100 mI”ion In 2020' Mo prior boat 1 prior boat 2 prior boats 3+ prior boats
Boat Sales: From a 13-year high of 320,000 new .
units sold in 2020, fewer new boats are being sold,

with an estimated 260,000 units in 2022 and _
180,000 units in 2023. Both new and used boat sales e

are trending downward. L 2%

First-Time Boat Buyers Bailing Out: Research shows 35 Y

that almost half of first-time boat buyers dropped
out of boating after 5 years, so retaining existing
participants is key.

| ©RBFF




It’s Sensible Business:
Loyal Customers Lead To Growth

THEY SPEND MORE LIKELY TO MAKE THE SALE INCREASES PROFITS ACQUISITION COSTS uP

Research found that existing  According to Marketing Bain & Company and Harvard New customer acquisition
customers are 50% more Metrics, the probability of Business School report that costs have increased by
likely to try new products selling to an existing "increasing customer almost 50% in the past five
and spend 31% more, on customer is up to 14 times retention rates by 5% years.

average, compared to new higher than the probability of increases profits by 25% to

customers. selling to a new customer. 95%.”

Acquiring a new customer is anywhere from five to 25
times more expensive than retaining an existing one.
(Harvard Business Review)

‘ @ R B FF Source: Forbes, 2022 g;ge



https://www.business2community.com/customer-experience/why-your-existing-customers-are-your-best-customers-02199165
https://hbswk.hbs.edu/archive/the-economics-of-e-loyalty
https://hbswk.hbs.edu/archive/the-economics-of-e-loyalty
https://hbswk.hbs.edu/archive/the-economics-of-e-loyalty
https://hbswk.hbs.edu/archive/the-economics-of-e-loyalty
https://blog.hubspot.com/service/customer-acquisition-study?o=73761&t=1578940954&z=196547&sh=1&_ga=2.55216299.1241445799.1578941068-1887897038.1530105100
https://blog.hubspot.com/service/customer-acquisition-study?o=73761&t=1578940954&z=196547&sh=1&_ga=2.55216299.1241445799.1578941068-1887897038.1530105100
https://hbr.org/2014/10/the-value-of-keeping-the-right-customers
https://www.forbes.com/sites/forbesagencycouncil/2020/01/29/the-value-of-investing-in-loyal-customers/?sh=1f4d77a21f6b

Research Background



| Research

WHY: Annual increases in lapsed participants.

GOAL: Provide strategic recommendations and tactics to
drive participant retention.

HOW: Deeper look into the psychology and behavioral
science behind what makes it easier to trade boating
and/or fishing for other activities via a four-phase, year-
long research study.

OUTPUT: Personas of those most likely to lapse which
may guide both RBFF and our stakeholders in retention-
related activities and outreach.

| ©RBFF




The complete research program included 4 phases of
research

ILLUMINATING

Exploration of social Through conversations Sizing the personas based on llluminate the personas
conversations for organic, with lapsed participants, primary barriers & profiling in via self-recorded videos
unprompted feedback; explore reasons for depth on habits and non- to bring each to life.

lapsing in more depth, conscious mindsets to inform
Used to shape community non-conscious mindsets retention and reactivation
discussions and potential aspects of efforts
retention
Completed ~ August 2023 Completed ~January 2024 Completed ~May 2024 Completed ~ July 2024

RECREATICNAL
12 © Ipsos BOATING & FISHING
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Online conversations were scanned, analyzed and synthesized
into themes for further exploration in Phases 2 and 3

Long-Term Engagement Barriers of Fishing
Lack of knowledge was a barrier for beginners; experienced anglers
Anticipation of upcoming fishing seasons drove attention around the Lzl : g it s g
sport struggled with timing, location access, and boat access.
i - . Infliencar @The Fishlinygs Anticipation for walleya and ice .
B troul and deep-ses Nshing Ui Bass bournaments and - o Dags
wera nzl;l. ;.Illnulallypmlumed. while competitions drove wolume irm?:::::i"m’: E::LE - s:z:':g:ﬂ:::g;“f?::;p 5 Irigs, as Lhey Im&nﬂlw“ Barriers h” Volume LACK OF
preferred summer season fishing &N engagement. while nxutic-mnrl;' el asfnlm\?ﬁ'ﬂ. ".I:mr:d '.f.is-hil'-gl 1I‘r|n I'ﬂl.-'lu.l:ll‘spllctrlr 5I.|Uwif;;1 Iqli“.rmll-l&rrar|I1 g
lecations and excitement Tor the 15 cheating =candals ~ P ; ) . D - Lhan their fathars Tai
L JT':;Il-ulieaaﬁnlu Pera goatibyted 1o fngatraticn. ""'r""’""“"m"l'_:f_;:if_:_'m'“" he r“d“d'*:::r::"ﬂ'?_:ﬂ]:;':_n""" LL] intraducing them to the speet. [ m'lmam"'m ﬂ
EXPERIENCES
1Lo00 Fighing Experience Conversation from the Past Year 1400000
12000 1200000
10000 - ;'1 ® 00000 .
BO00 - 800000
BON0 [ ] " i BO0O00 . E BOAT ACCESE
w000 - [ - a=s 400000 LOCATHIN ACCESS O
00 =T som=m==—= T L T e ——— —————— P L N 00000 HOT CATCHING
0 - . [ GENDER FISH
. n . ) A, Ay, Ay Ay A DISCRIMMATIODN LICENS®NG B
{‘f} b & & ey & & e e e f§“ {‘..“"'J r. 2]
o = -."IS:| -."'S‘\' "Lr\-\' x""l-ﬂ' '\.'-'E\'F -."l?' x“P s n‘-l-i;";:I -."'9 -."E'"
) Next Steps
Top Thermes on Social 0 1
: o . . Key Questions for Community Phase 2 & Quant
Anglers value social for building community as well as a source for Homen z2n Survey Phase 3 Research
- - - - male
advice seeking and sharing. dorinetsc
apart, '.O‘
&2
Ne & lnscs P p— To Explore Further via Qual ~ ToOQuantify and Strategize Against
i i i i \What other soclal Identities are salient when How widespread are these initial themes?
Sharlng Exparisnces & Online Top Themes Across Fishing Experience Discussion mmld g oipgan il how daeatha (drivers, barriers, social Klentilies)
Cormmunity Connections activity affirm this sense of self? (e.g. Busyness, Are there key moments that have driven them

= Anglers showcased fighing
gxperiences. engage with peers, and
generally share their love for fishing.

Information, Advice Seeking, &

Recommendations

= Anglers alse exchanged advice and
recommendations about gear,
fishing spots, and how to get into
the spart.

Theme Categories

T Fwing Fapie sk
Yo" Dty Frgsagament

Infarmation & Advlce Seeking

B - o pses

“Alveays wonled o go
My fishing looks funi
Going te hove to try it”
- (rouTube)

Hello everyane, I'm
new to flshing and {'m
lnaking for gxpert
odvice : [want to flsh
with lures an o decent
sizad lnke which iz not
deap ond has o ot of
nligee .- [ Reddit)

o Sinthesio

13 © Ipsos

parent/grandparent, angler, active. cutdoorsy)
« For “being too busy" in particular, what are
the key constrants/barriers that drive them
o weigh or choose other activities over
anging?
Further delve into alternatve "goals" beyond
catching fish.

Are consumers aware of the resources available
for novice anglers? Where do they current turn to
and what concrete information do they seek?
VWhat are some of the key pain points in terms of
touchpointsfinformation?

What opportunities exsst to generate a sense of
“community"” for new anglers? (e.0., woukd they
attend a fishing tournament if beginners were
asaigned a guide | help to get atarted, are there
other local groups that siresdy exist that angling
could be built nto?)

= What role do influencers play and who

might they be?

towards atirition (e.g., are they these first
impressions/experiences or peak moments or a
combination}?
How can comms bring to life some of these
other gealsibenefits sought? And, what
mindsets should be prioritzed? Research
shows that when language and imagery match
mindsels, engagement and likelhood of

At Sy
\What are consumers' awareness of and
percaptions around the conservation and
sustainability initiatives supported by RBFF
and license fees?

What seasonal and other occasion cues exist
that can be leveraged as key communication
opporiunilics?

How might key consumer segments differ in
terms of their goals, barriers and social
identties (promotion/prevention motivational
mindsets etc.) for angling (are there other key
mindsetstindvidual differences that come Lo life
in the community discussions)?

SECREATIONAN
G & S SMINE
CANGRTICH lpsos

RECREATIONAL
BOATING & FISHING
FOUMNDATICN




In phase 2, a Pop-Up Community allowed for depth learning,
revealing key memories and reasons for participating as well

as for lapsing

Ipsos Fresh Lab Commul

SYNDICATED U.S, GEN POP COMMUNITY
FOR AGILE INSIGHTS DISCOVERY

Fishing &
Boating Unlock

Core Memories

Gain turnkey access to in- Ipsos Communities feature
depth insights in a fast- a robust suite of

changing consumer qualitative and quantitative
environment. research tools,

Nostalgia

Many associate fishing & boaling with cherished
memories of family and childhood. These
memories are often tied to specific people and
places.

Recruked, profiled, and fully
engaped

124 Explration
© ®
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METHODOLOGY:

Happiness on the water

Most describe feelings of joy, peace, serenity,
Ipsos US Synacated commwunity. and relaxation when they are out on the water.

Figided: 12021123 01108724 The outdoor environment also provides a break
11— Bl from the normal stresses of daily life.

Screener Sunvay folowed by two Onine
qualtative discussien bearas flelced on

% Optimizaton

14 © Ipsos
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Primary Barriers(Headwinds) & Reasons for Lapsing

M

I TIME
) STARVED

FINANCIAL
PRESSURES

SIGNIFICANT
LIFE SHIFT

LOGISTICS

= Conflizting responsioit

= Chogsing Lo pricritze b bobbies

« High ungoing Fin
|equinment, ~erial

= Expaneie lioeaze

L I Tiskirgibasliveg periner
P =]
1yaung kids

P Fenalinng wal= o L waber
= Causngarimal harm
= Climate charga & impacts

RECREATIONAL
BOATING & FISHING
FOUMNDATICN

I do nat flah very offen becauze [ ke to use my
time outdoors fo hike and bike, =0 & sedentany
sotivlly (e fishing (s not something that has & great
cheval of sppeal fo e

“I have reduced fzhing trips, due fo economic
reasons, | am facing cenaln expenzes thal have
lad me o pnontize the most impartant fings"

“Wien [ moved away from home, | stopped
boatimg with oy dad on a regular basts. So, i
waz juat a aifferent e seasan, | heve aifferent
prionies sand wanf fo do other tings.

L hwant to feel calm and relaxed when |fish
hut as | am setting (nto that faaling, # ls brought to
my aftention that | have to pay attention ha my
surrounaings o make aue | am safa.”

“The nearest body of water is an hour from
S Niving ot the waler and having a pier
i my backyard. If just takes so much longer




WHY CONSUMERS LAPSE
IN BOATING AND FISHING

© Ipsos | September 2024 | RBFF Marketing Webinar



4 themes emerge that differentiate lapsed anglers and
boaters from retained/active ones

1. | 02 |08

Lower Lack of a Lower

Interestin Shared & Social Commitment
Being Identity to
Outdoors Participating




Lapsed have a lower affinity for the outdoors

These activities compete for their time; a smaller set of activities compared to retained anglers and
boaters and lower interest in a variety of outdoor activities suggests different priorities.

Top Free-Time Activities Top Outdoor Activities

Watching TV CEL ] Cooking Visiting the Park

RECREATICHNAL
17 © Ipsos JOATING & FISHING
FOUNDATION



Lapsed anglers & boaters
struggle to see the activities as
“for someone like me”

= Only 21% of lapsed anglers or boaters

have a strong overlap in identity with
ME anglers and boaters compared to 50%+
active anglers/ boaters

ME

.E = linJlapsedanglers/boaters do not

have anyone else in their
household to go with, suggesting
‘ s amore disparate social

identity.

ME

© Ipsos|September 2024 | RBFF
Marketing Webinar




Lapsed had a harder time committing to the activities

Lapsed anglers/boaters only

Lapsed anglers/boaters only ever participated in warm Lapsed boaters who actually
ever participated between 1-5 weather compared to year- owned their boat (compared
days compared to 20-22 days round to 50% of active boaters)

% Agree % Agree % Agree

207

RECREATICNAL
19 © Ipsos BOATING & FISHING
FOUNDATION



Lapsed had less favorable first impressions

Stressful

Boring

Hard

Hard

Too Much

Too Much

20 © Ipsos

Fishing First Impressions

AvLrrsen A RETAINED

4—“—>

e

Catchinga Fish
— k>

Getting Started

—khk—>

Amt of Equipment Needed

——

Time Consuming

—hkhk—

A Indicates statistically different vs Retained

Relaxing

Fun

Easy

Easy

Manageable

Not Much

Boring

Hard

Hard

Expensive

Too Much

For Serious
Outdoor
Folk

Boating First Impressions

AvLrrseD A RETAINED

e

Navigating the Waters

—hk—h—

Getting Started

——kh—

Cost

Amount of Equipment

Audience

RECREATIONAL
BOATING B FISHIMG
FOUMNDATICN

Fun

Easy

Easy

Affordable

Manageable

For Anyone




Lapsed demonstrate differences
in non-conscious mindsets

@0 PRODUCTIVITY ORIENTATION

‘I ° 3 Find it difficult to justify relaxing over getting things
In done(compared to 1in 4 active participants)

:4@PPROPENSITY FOR RISK
2 . 5 Prefer to stick with things that they already know & like
In (compared to 1in 5 active participants)

@ VARIETY SEEKING

3 - 5 Tend to be a creatures of habit & like to stick to their
In routines(compared to 2 in 5 active participants)

21 © Ipsos



Understanding underlying mindsets allows for more
intuitive communications and touchpoints

s
FISHING

FEEL THE $UN
IT EXERCISE SHINING Oy
YOUR BODY YOUR FACE

COMBAT
STRESS &
ANXIETY

IMPROVE YOUR L INcREASE YouR
CONCENTRATION e SELF-ESTEEM &
& PATIENCE i o RESILIENCE

22 © Ipsos

HIGH PRODUCTIVITY
ORIENTATION:
Highlighting the
productivity of activities
will be more critical for
retaining motivation to
engage in the activity. Tie

to other “goals” they have:

 Mental and physical
health

 Family bonding

 (etting outside

LOWER PROPENSITY FOR RISK &

. '
A PADDLE BOARD! .
?' mmm ' LOWER VARIETY SEEKING:

Reduce the perceived risk of trying
angling/boating by tying to “familiar”
activities they already partake in
(Piggybacking) and facilitating meeting
others for ‘familiar faces.’

 Theyalso have a higher tendency to stick
to aroutine—another reason to build into
their familiar routines & activities versus
positioning angling/boating as novel &
new.

Free Fishing in State Parks

& OUTDOOR ACTIVITY
Free Fishing Pop Up (Ecorse)

Come join us at John D Dingell Park in Ecorse to learn about tishing and fish with a ranger!

All are welcome, and no registration is needed! All fishing gear will be provided. Please
dress tor the weather, bring a friend, and carry water with you.

Detrodt River International Wildlife Refuge RECREATIONAL
. BOATING & FISHING
John D. Dingell Park e 3

FOUMNDATICN




Leading barriers, experienced by everyone are tied to being
‘indoorsy,’ need for productivity and shared identity

Total Angler Boater
Rank

Other family obligations took over my time 1 1 2
| did other things with my family 2 2 1 Watching
| did other things for myself with my time S 3 3 mowgs, rea.dlng,

cooking, leisure
Other hobbies of mine took priority 4 6 6 exercise
Activities of dependents/significant other took priority b 4 7
| prioritized more indoor activities 8 8 10 ,
Household/work responsibilities took priority 6 5 8 ‘9

. ) High need
| wanted to use my time more productively 7 7 15 for
| don't have who | used to go with 9 9 5 - ‘a’. Productivity
| don't have anyone to go with 10 10 2 Social
. . ldentity

| didn't have access to the equipment | need 12 16 4
Equipment was too expensive 16 22 9

RECREATICNAL
23 © Ipsos BOATING & FISHING
FOUNDATION



HOW TO IDENTIFY THEM

© Ipsos| September 2024 | RBFF Marketing Webinar



There are 5 unique personas of lapsed anglers and boaters -
easily identifiable based on their main pain point

I need more I need affordable I need geographical |need an enthusiastic I|Ineed more interest;
adrenaline; something access; it's too support; | dont know  buddy- someone to there are a multitude
more exciting expensive to where to go near me  take me under their of reasons | don’t go
own/maintain a boat  and need guidance to wing
20% get back into it
207 20% 187 2387%

RECREATICNAL
25 © Ipsos BOATING & FISHING
FOUNDATION



How to Identify Personas

It can be easy to identify through a one-question ranking of reasons they stop fishing or boating

1. |feltintimidated by the sport 8. Activities of

: took priorit
Rank the 5. My health wasn't allowing me to P y

reasons for why continue 9. | prioritized more physical

you have o activities
stopped/ might 4. |couldn't find resources to get

stop fishing or me started 10. I don't have who | used to go with

boating from 1 o . 1
to 12 where 1is b. It didn't feel rewarding :

most relevant to 6. | worried about causing animal 12. 1 did other things for myself with

you. .
harm my time
i

had/have to travel too far

7. lwanted to do something more
exciting/thrilling

This one-question survey can be emailed to any contacts to identify personas using RBFF's

26 algorithm tool, available upon request. % RECREATIONAL M
© Ipsos BOATING & FISHING
FOUMDATION




TACTICS TO BRING THEM

© Ipsos| September 2024 | RBFF Marketing Webinar



Components of

Reactivation

A social and psychological sense of community is shown to
drive consumer engagement and loyalty:

Shared experiences = Social community
Shared identity = Psychological community
Embed fishing and boating through

Goal Oriented

Reinforce how the benefits of fishing
and boating ladder up to higher-
order goals like spending more time
outside, achieving a side hustle, etc.

Also, adopting & sticking with
hobbies has dually been shown to
reduce anxiety & depressive
symptoms & enhance life
satisfaction.

Nostalgic Appeals

Reference nostalgia as both
retro/past-looking and forward-
looking to engage & reengage.

Importantly, during times of
uncertainty, consumers are more
likely to seek nostalgia.

Piggybacking

Piggybacking is attaching one
activity to another that is already
established.

We can help to embed new habits
and create stronger ones by
utilizing “piggybacking” on current
activities or on locations people
are already visiting.

Fresh Starts

The fresh-start effect refers

to people viewing new beginnings
as a place to consciously disrupt
themselves. We can use fresh
starts year-round to re-engage in
the sports.

page
028



Universal Retention Strategies

SOCIALIZATION
(COMMUNITY BUILDING)

* Create shared experiences

* Organize or build awareness of
social fishing/boating events

* Amplify or create groups that tie
people together with similar
interests and identities

Angling Women
of the Lowcountry

FREE!!! .
Ladies Kayok Fishing Meetl, .
Powley'sisland &4 o ¥,

Soturday, April27 atSam  °
Register on the Angling Women poge for | SR g

ROUTINE & GOAL
ALIGNMENT

Piggybacking

* Other outdoor activities (hiking,
biking, etc.)

* Other outdoor spaces (parks,
beach, etc.)

e Other activities: a dinner club on
a boat

Speak to higher-order goals*
* Health & wellbeing, social benefits

* Spending time w/ loved ones

Providas Young Anglers With
Confidence-Building Gear
| et E— e~

IDENTITY EXPANSION

Present broader and more
inclusive imagery of what it
means to be an angler/boater:

*A casual outdoor hiker

*The successful/busy
businesswoman

A caring parent at the local small
pond with kids, etc.

That WIII

Help Yotz — 4

“SECOND FIRST
CHANCE” INITIATIVES

Lapsed-specific events or programs

» Offering them a fresh, new
experience

* Take advantage of the seasonality
of spring and summer (or other
fresh starts in their life) to re-
engage Lapsed groups

Ba20 new year,
e newgrou

SPECIAL OFFERS ON
CAREER & PERSONAL
LEARNING



Focused Retention Strategies by Persona

I need more
adrenaline/ excitement

Reinforce the ADVENTURE OF THE JOURNEY
Take inspiration from Geocaching-pop-ups or
hidden treasures are discovered along the way

LICENSES HUNT FISH CAMP STATE PARKS THINGS TO DO

: SENS P . P 2

Geocaching

Geocaching is a preat way to explore South Dakota's state parks. This modern day treasure hunt can l=ad you to great

surprises. Geocachers hide "rreasures” in waterproof containers that rypically include rrinkecs like key chains, small toys

and burrans. The real reward Is being able to find the caches

PIGGYBACK on other activities
« Add to physical activities in
particular: hiking, biking,

water sports

* Provide tools to help them
discover & explore a new
area

30 © Ipsos

as the best of all worlds

Affordable access to a new boating/fishing routine -

The thrill with zero maintenance/set-up

Less control & choice but also less responsibility
financially, physically, and mentally

Boat Ownership vs. Joining the Club
Boat Price R

I $70,000 Total Savings

Min Max

Boat Club
No Storage Fee
No Maintenance Fees
No Boat Insurance
No Cleaning
No Towing
Park the Boat and You Are Done

Details»

I don’t know where
to go near me

Make it easy to find local spots and connect with

local anglers.

« Highlight exactly what to expect to induce
feelings of control & reduce uncertainty (stress-
free options)—help them leverage local spots they
already know of (familiar park, beach, lake)

Offer/enhance local spot tools

by providing details around:

 Where to park

* Incline/slope/ease of trail

« Availability of experts/ gear
close by / fishing partners

» Safetyratings or even popular
times to go so they won't be
alone

RECREATIONAL
BOATING & FISHIMNG
FOUMNDATICN

Fishing Apps




5 Key Takeaways



Key
Takeaways

RECRUITMENT:
Reaching
new potential
participants

I','

Prioritize and invest in Adopt newcomers into the
developing loyal, long-term boating and fishing family and
customers. hold their hands through the

process of becoming hooked.

| ©RBFF

Try something new.
Traditional marketing &
outreach efforts alone aren’t
working.

page
032



Key
Takeaways

NAVE[elale(e

New Week

| -J New Start

New Godals

14

Break the mold with your own “fresh start Own the churn problem and do your part to
through more expansive, socially and plug at least one hole in the “leaky bucket.”
behaviorally connected messaging.

| @RBFF e



Social Media TAKEMEFISHING.org ot

Examples .. fishingand
p— boating
Follow Take Me Fishing™ for waEh Siarts

social media retention examples:

d‘ @takemefishing

@take_me_fishing

f @takemefishing

@take _me_ fishing

Piggybacking

), @takemefishing

g T L o Y & I x. .
; Wiy 10 Takn e falwryg } =
r r ‘ 1 1 See more
@ t a ke efl S h I n g — snookiefishing What memories does your tackle box

hold? | started making memories with my Paw-Paw at a

G Oa I O ri e ntat i o n :%nsgh:g:érlz helped inl;zdu;:‘e me to nature, fishing

lellwyhld lth mmo s made. Can you
call a special time on the

\ 4

#nationalfishingandboatingweek #nfow2024
#memories #lacklebox #ishinag




| Partner

Case Studies

& Have you implemented a successful strategy focused on
retention/reactivation?

& Can you share it with us as a case study to share with others?

Pilots
& Work with us to pilot some of these churn strategies.

Training/Certification Programs

& Do you have education, training or certification programs and
have interest in partnering with us to develop modules on
effective ways to address churn?

| ©RBFF

CITY PARK CONSERVANCY’S

BIG BASS

THE OLDEST FRESHWATER FISHING RODEO IN THE COUNTRY

New Orleans City Park

Big Bass Fishing Rodeo | Entry Fee

Catch-and-release bank-fishing tournament. 12 Years + Under
13 Years + Over

Boats on the Bayou Entry Fee

Bayou St. John fishing competition for

. Online Registration
kayakers and other non-motorized vessels.

Day of Registration

Battle for the Bass Entry Fee

Student fishing competition grades 7-12. 12 Years + Under
13 Years + Over

Free Fishtival ‘ Event Fee
DJ, entertainment, food, wildlife exhibits, Free and open to the public
crafts, games, and activities, ‘

neworleanscitypark.org 504-482-4888

Community-Building nage

035



Q&A



Contact Information

J.D. Strong

Senior Director, Industry Engagement

jdstrong@rbff.org o
.
Rachel Auslander E_:iﬂ'l"
Director, Partnerships & Development ol Pty
rauslander@rbff.org
. Visit
Joanne Martonik or scan the QR code for more
Senior Manager, Stakeholder Marketing & Communications resources, including the full
jmartonik@rbff.org research report.

QORT

RECREATIONAL
BOATING & FISHING
FOUNDATION

{’{& Produced under cooperative agreement #F23AC00806 from

[ ]
Follow RBFF on Linked m
7 the Sport Fish Restoration and Boating Trust Fund administered . s g .
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