
 

 

 

 

 

 

 

 

 

 

 

 

Strategic Initiative Update
Expanding Participation in 

Conservation,
FYCCN and R3 

Florida Fish and Wildlife Conservation Commission 
Staff Report | September 2018 

Good morning Mr. Chairman, Commissioners 

My presentation will update you on the Strategic Initiative, 
Expanding Participation in Conservation or EPIC, 
as well as our Florida Youth Conservation Centers Network, and 
the national initiative Recruit, Retain and Reactivate, or R3. 

First an overview of the Strategic initiative, known as EPIC. 

All photos courtesy of FWC. 
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FWC’s Strategic Plan consists of 6  initiatives build to direct our efforts to 
Manage fish and wildlife resources for the long term well being and benefit 
of people… Expanding Participation in Conservation, or EPIC is one of those 
initiatives. 

EPIC is built on a foundation of three interlocking goals. 

First to leverage FWC staff and programs to increase the number and 
diversity of youth and families participating in conservation. 

Second to identify potential partners that already serve these unique 
audiences and recruit them into the FYCCN or to increase their 
participation in FYCCN and other conservation related programs. 

Third to support FYCCN partners that already serve diverse audiences and 
communities throughout Florida to help them attract more youth and 
families to their programs. 

EPIC provides the strategic platform to broaden our audience.  The 
programs I am about to describe to you provide the tactical direction. 
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NOTE: Picture shows a young person fishing. 
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Florida Youth Conservation Centers 
Network 

Eight years ago we introduced FYCCN, a  public‐private 
partnership that provides opportunities for youth and their 
families to participate in traditional outdoor activities. 

Note: Pictures of a young man smiling with his fish, several young 
ladies participating in archery, and two kids on the shoreline 
holding up a fishing guide. 
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~rs? 

Where 
are Our 
Partners? 

FYCCN Partner Site 

We started with 43 partners in 2010, and we continue to expand 
throughout the state.  As of this July, we have 350 partner sites.  
Early in FYCCNs history, we considered building centers across 
Florida, but quickly learned that we would not be able to reach 
enough children and families to make that plan viable.  

So we adopted a franchise model, identified existing outlets with 
compatible goals to FYCCN and provided them with high quality 
staff training, tested and approved curriculum and when 
necessary equipment.  

This model allows us to ensure a high quality experience, and we 
are able to leverage our conservation message across 350 
centers. 
One message… many voices. 
But like many franchise models, we had early growing pains. 

Image of state of Florida showing Partner sites on the map. 
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FYCCN Partner Growth Chart 

June 2018 

Served Planned Waiting 

December 2013 

Served Planned Waiting 

The rapid growth during the first three years of FYCCN caused a 
backlog of partners waiting to be served. In December of 2013, 
only 40% of partners were actively participating in FWC 
programs. 

We had outpaced our supply chain. 

We were able to increase staff in 2014 and aggressively brought 
partners into active status. 

95% of partners are now active. 

But what does all this mean?  

Graphic shows a trend line of partners going upwards.  Two pie charts illustrate how 
partners waiting was 40% but is now only 5% 
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Since 2010, over 

2.3 million 
youth served!! 

~ .. ~ ___ 1 ' ...
Since 2010, more than 2,320,000 youth have participated in FWC 
hunting, fishing, boating and wildlife viewing education 
programs… and this is a conservative number. 

And that brings us to the third part of this overview. 

Note:  Picture shows several kids exploring a wetland and a young girl very excited making a 
face to the camera. 
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R3 
Recruit, Retain, and Reactivate 

Image of a man and boy dressed in bright orange vests and caps enjoying the outdoors hunting. 
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Cycle of Success 
Public Benefits = 
Opportunities, 
Choices & 
Recreation 

Industry 
Benefits = Sales, 

G1·owth & 
Conservation 

Hunters, Shooters, 
Anglers & Boaters 

Purchase Equipn1ent 
and Fuels 

Manufactu1·e1·s Pay 
Excise Taxes & 

Custom Duties on 
Sales 

State Fish and Wildlife 
Agencies 

Fund Projects 

Grant Funds allocatec:I to 

Deposited into Wildlife 
·Restoration Account and 
S~<>r:~_Fish Restoration & 

Bo_ilting Trust Fund 

U .S . Fish & Wildlife 

• R3 is a broad based national initiative designed to create new 
participants or increase participation rates of current or 
lapsed outdoor recreationists. 

• It is in the simplest terms a national marketing plan. 

• R3 Activities are made possible through the help and 
cooperation of manufacturers, producers and importers who 
pay an excise tax on shooting, archery, and angling equipment 
as well as recreational boaters who contribute with fuel and 
electric motor taxes. 

• The U.S. Fish and Wildlife Service administers the Wildlife and 
Sport Fish Restoration Programs and distributes funds to State 
fish and wildlife resource agencies. 
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• So how do we Recruit, Retain and Reactivate? 
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Outdoor Recreation 
Adoption Model 

Recruitment 
Awareness Interest 

Social Support 

Reactiv,ation 
Lapse Reactivate 

----- ·--·- --------- ' 

Retention 
Continuation ! Continuation 
with Support : without Support! 

• •• • •••••••••••••••••••• L • •••••••••••••••••••••• 

Self Identification 

Outdoor Recreational Adoption
Model 

Science.  Back in 1957 social scientists found that there is a definable process we all 
go through when adopting a new idea or activity.  It has become a standard in the 
marketing industry. Remember the last time you bought a car. 

You likely didn’t wake up one morning drive to the dealer… point to a car and say “Ill 
take that one”. 
You noticed cars when you were driving,
You payed more attention to car commercials, 
You may have read some rating reports and likely asked friends and family how they 
liked the car they had. 
You test drove cars to see what works for you, and then you made a decision. 

Participating in outdoor recreation is no different.
After identifying all our hunting and fishing outreach activities, we found that we are
heavy in the Recruitment segment of this model, and need to enhance our ability to 
help our customers move through the decision to continue block… we need to close 
the deal. 

To do that we need a plan… as Yogi Berra said…“If you don't know where you are 
going, you'll end up someplace else.” 

Early on it became clear that we needed help from our partners and 
stakeholders…this has to be a unified effort.  And they have stepped up and given 
their time, talent and treasure to help craft these action plans, with specific goals, 
measurable outcomes and timetables. 

Here is a short sampling of activities designed to enhance our R3 efforts. 
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Saltwater Angler 

Angler Recognition Programs 

Catch a Florida Memory 
Rewards anglers for their fishing achievements and strengthens marine 
fisheries conservation ethics. 

Encourages anglers to target a variety of species, reducing pressure on the 
most commonly sought‐after catches. 

Over 700 people have participated, with more than 300 submissions in the 
past year alone; and 1,300 website user accounts created. 

TrophyCatch 
TrophyCatch is an incentive‐based conservation program that promotes 
the catch and release of largemouth bass weighing eight pounds or 
heavier. 

In 6 years the program has verified more than 7800 catches and provided 
valuable information to our biologists. 

Images show different fishers of all ages holding their fish and smiling 
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Saltwater Fishing Events 

 Women’s Fishing Clinics 
 Kids’ Fishing Clinics 
 Saltwater Fish Camps 

Women’s Saltwater Fishing Clinics 
• Free, one‐day, shore‐based events introduce women to saltwater fishing. 
• Statewide clinics educate participants on basic fishing skills, ethical use of marine 
resources, and build anglers’ confidence and excitement about saltwater fishing. 

Kids’ Saltwater Fishing Clinics 
• More than 2,000 children ages 5‐15, along with 2,600 parents, attended last year. 

Saltwater Fish Camps 
• Provide a safe and fun introduction to saltwater fishing. 
• Held at 25 different partner locations and reach about 1700 youth annually. 
• FWC trains partners to run camps that teach how to fish, a wide range of 
conservation concepts, and angling skills.  Once again the concept of leveraging 
our voice across many outlets. 

All these programs are evaluated using pre‐tests, post‐tests, and follow‐up surveys; 
the next evaluations will be completed by the end of 2019. 

Images show participants in fishing events, including all ages. 
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Freshwater Fishing Events 

 Fish Orlando! 
 Hooked on Fishing, Not on Drugs 
 Youth Fishing Clinics 

Fish Orlando 
• Program developed in 1998 to “Bring Quality Fishing to Families.” 
• Goals of the program are to provide water bodies in the greater Orlando area that
are managed for quality fishing and are “family friendly”, i.e., have good bank
access, safe locations, etc. 

• To date, well over a quarter million of Fish Orlando fishing opportunity maps have
been distributed to anglers visiting from over 40 different states and 13 countries. 

Hooked on Fishing, Not on Drugs
• Free annual event sponsored by the Jacksonville Beach Police Department is based
on a nationally recognized curriculum. 

• FWC staff helps with the event by providing fishing gear, poles, bait and tackle. 
• Fishing is open to anyone under the age of 16. 
• The FWC has assisted with this event for 24 years. Over 800 people attended the
event this past year (adults+ children) and 400 kids participated in fishing. Program
participation has steadily increased each year. 

Youth Fishing Clinics
• In 2017,  Jacksonville Fish Management Areas (FMAs) hosted 31 clinics, reaching
over 1,500 kids. 

• This year, the summer clinics reached a remarkable milestone; 70,000 kids have
passed through the program since 1993. 

Images show groups of participants fishing and showing their fishing gear. 
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Hunting and Shooting Sports 
Programs 

 Youth Hunting Program of Florida 

 Youth Hunter Education Challenge 

 Becoming an Outdoors-Woman 

 Explore Bowhunting 

 Summer camps 

 Shooting ranges 

The FWC and its partners support a range of programs to recruit 
new hunters.  These are broad based outreach efforts, looking 
not only to our traditional marketplace but to a diverse audience 
with no experience in hunting and shooting sports. 

Picture of two hunters in a tree stand. 
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Youth Hunting Program of 
Florida 

 Safe, educational, 
mentored youth hunts. 

 FWC partners and
volunteers conduct 
family oriented
weekends. 

The Youth Hunting Program of Florida is designed to get young people 
involved in hunting and conservation by offering safe, educational, 
mentored youth hunts. 

• Landowners host the hunts on their properties and other volunteers 
plan and facilitate hunts. 

• A parent or guardian accompanies a youth to learn new outdoor skills 
during a wide range of organized hunts 

• The program started in 2005.  During the last 2 years, there have been 
125 hunts with 655 youth and 1603 adults involved. 

Picture of two hunters wearing orange vests, one an adult and one a youth. 
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to Fork Program 

• For adults interested in 
locally sourced, organic food 

• Promote at farmers 
markets 

• Training sessions with 
emphasis on hunter safety 

• Mentored hunt 

One of our stakeholder committees is focused on identifying opportunities 
to provide in‐person training opportunities needed to develop safe, 
responsible and knowledgeable hunters. 

For many audiences, these training programs, like the youth program I just 
mentioned can become a substitute for friends and family members who 
have traditionally provided hands‐on experiences. 

We are partnering with Quality Deer Management Association to host 
Field to Fork events in Florida. These programs are designed to reach 
Floridians who are interested in locally sourced organic food. 

Classroom training sessions include lessons in conservation, deer biology, 
and cross bow safety. In‐the‐field training includes hunting tips and range 
practice with crossbows. 

A mentored hunt is followed by advice on preparing venison and then 
enjoying it at a wild game cook out. 
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Early Results 

More than 50% of youth who attend FYCCN Freshwater fish camp 
purchase a fishing license when they turn 16. 
 Almost 80% of Ocala Adventure Camp attendees purchase a 

hunting or fishing license when they turn 16. 
 29% of the participants who attend Becoming an Outdoor Woman 

purchase a hunting or fishing license 
More than 45% of the students in our Youth Hunt Program 

purchase a hunting license when they turn 16. 
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Digital Advertising Placement 

 Cross-Device Retargeting 
 Amazon E-Commerce 
 Search Engine Marketing 

In addition to these efforts, we are also continuing to enhance our 
marketing efforts for hunting and fishing licenses in Florida. 
Our digital Advertising Campaign is a joint effort with our recreational 
licensing vendor 
 Funded from a portion of recreational hard card license sales 

A number of approaches are used for these advertising campaigns that 
include: 
 Cross‐Device Retargeting for those who have visited 
GoOutdoorsFlorida.com in the past but did not complete a purchase. 
 Amazon E‐Commerce ads are used for those searching for fishing and 
hunting related gear, and 
 Search Engine Marketing ads for those who use fishing and hunting 
related search terms. 

The campaign has geographic boundaries to ensure users live in or are 
currently located in the State of Florida, and also exclude current 
customers so active license holders or those who are enrolled in our 
licensing auto‐renew program do not see the ads. 
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$600,000 has been invested through recreational 
hard card sales, with a return over $6.2 million in 

license sales. 

Sales Impacts 

$10.05 in sales 
of licenses 

For every $1 
spent in 

advertising 

 The program shows an overall return on investment of 10.05:1, 

 In other words, the $600,000+ invested in this campaign resulted in a 
return of over $6.2 million in license sales since July 2016 that is used to 
enchase our conservation efforts. 
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These three programs, EPIC, FYCCN and R3 are truly a generational in 
terms of “when will it be done”. 

We have a plan that is adaptable as the needs and expectations of our 
clients change 

And we look forward to meeting the needs of our traditional audiences 
and starting a meaningful conversation with new and emerging markets. 

Thank you for your attention. 

Image of two females dressed in camouflage clothing using binoculars. 
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	Strategic Initiative UpdateExpanding Participation in Conservation,FYCCN and R3 Florida Fish and Wildlife Conservation Commission Staff Report | September 2018 
	Good morning Mr. Chairman, Commissioners 
	My presentation will update you on the Strategic Initiative, Expanding Participation in Conservation or EPIC, as well as our Florida Youth Conservation Centers Network, and the national initiative Recruit, Retain and Reactivate, or R3. 
	First an overview of the Strategic initiative, known as EPIC. 
	All photos courtesy of FWC. 
	EPIC 
	FWC’s Strategic Plan consists of 6  initiatives build to direct our efforts to Manage fish and wildlife resources for the long term well being and benefit of people… Expanding Participation in Conservation, or EPIC is one of those initiatives. 
	EPIC is built on a foundation of three interlocking goals. 
	First to leverage FWC staff and programs to increase the number and diversity of youth and families participating in conservation. 
	Second to identify potential partners that already serve these unique audiences and recruit them into the FYCCN or to increase their participation in FYCCN and other conservation related programs. 
	Third to support FYCCN partners that already serve diverse audiences and communities throughout Florida to help them attract more youth and families to their programs. 
	EPIC provides the strategic platform to broaden our audience. The programs I am about to describe to you provide the tactical direction. 
	NOTE: Picture shows a young person fishing. 
	Florida Youth Conservation Centers Network 
	Eight years ago we introduced FYCCN, a  public‐private partnership that provides opportunities for youth and their families to participate in traditional outdoor activities. 
	Note: Pictures of a young man smiling with his fish, several young ladies participating in archery, and two kids on the shoreline holding up a fishing guide. 
	Where are Our Partners? FYCCN Partner Site 
	We started with 43 partners in 2010, and we continue to expand throughout the state.  As of this July, we have 350 partner sites.  Early in FYCCNs history, we considered building centers across Florida, but quickly learned that we would not be able to reach enough children and families to make that plan viable.  
	So we adopted a franchise model, identified existing outlets with compatible goals to FYCCN and provided them with high quality staff training, tested and approved curriculum and when necessary equipment.  
	This model allows us to ensure a high quality experience, and we are able to leverage our conservation message across 350 centers. One message… many voices. But like many franchise models, we had early growing pains. 
	Image of state of Florida showing Partner sites on the map. 
	43 60 137 251 270 300 325 350 0 50 100 150 200 250 300 350 400 PARTNERS FYCCN Partner Growth Chart June 2018 Served Planned Waiting December 2013 Served Planned Waiting 
	The rapid growth during the first three years of FYCCN caused a backlog of partners waiting to be served. In December of 2013, only 40% of partners were actively participating in FWC programs. 
	We had outpaced our supply chain. 
	We were able to increase staff in 2014 and aggressively brought partners into active status. 
	95% of partners are now active. 
	But what does all this mean?  
	Graphic shows a trend line of partners going upwards. Two pie charts illustrate how partners waiting was 40% but is now only 5% 
	Success! Since 2010, over 2.3 million youth served!! 
	Since 2010, more than 2,320,000 youth have participated in FWC hunting, fishing, boating and wildlife viewing education programs… and this is a conservative number. 
	And that brings us to the third part of this overview. 
	Note: Picture shows several kids exploring a wetland and a young girl very excited making a face to the camera. 
	R3 
	R3 
	Recruit, Retain, and Reactivate 
	Recruit, Retain, and Reactivate 
	Image of a man and boy dressed in bright orange vests and caps enjoying the outdoors hunting. 
	Figure
	• 
	• 
	• 
	R3 is a broad based national initiative designed to create new participants or increase participation rates of current or lapsed outdoor recreationists. 

	• 
	• 
	It is in the simplest terms a national marketing plan. 

	• 
	• 
	R3 Activities are made possible through the help and cooperation of manufacturers, producers and importers who pay an excise tax on shooting, archery, and angling equipment as well as recreational boaters who contribute with fuel and electric motor taxes. 

	• 
	• 
	The U.S. Fish and Wildlife Service administers the Wildlife and Sport Fish Restoration Programs and distributes funds to State fish and wildlife resource agencies. 

	• 
	• 
	So how do we Recruit, Retain and Reactivate? 


	Outdoor Recreational AdoptionModel 
	Figure

	Science.  Back in 1957 social scientists found that there is a definable process we all go through when adopting a new idea or activity. It has become a standard in the marketing industry. Remember the last time you bought a car. 
	You likely didn’t wake up one morning drive to the dealer… point to a car and say “Ill take that one”. You noticed cars when you were driving,You payed more attention to car commercials, You may have read some rating reports and likely asked friends and family how they liked the car they had. You test drove cars to see what works for you, and then you made a decision. 
	Participating in outdoor recreation is no different.After identifying all our hunting and fishing outreach activities, we found that we areheavy in the Recruitment segment of this model, and need to enhance our ability to help our customers move through the decision to continue block… we need to close the deal. 
	To do that we need a plan… as Yogi Berra said…“If you don't know where you are going, you'll end up someplace else.” 
	Early on it became clear that we needed help from our partners and stakeholders…this has to be a unified effort.  And they have stepped up and given their time, talent and treasure to help craft these action plans, with specific goals, measurable outcomes and timetables. 
	Here is a short sampling of activities designed to enhance our R3 efforts. 
	Angler Recognition Programs 
	Rewards anglers for their fishing achievements and strengthens marine fisheries conservation ethics. 
	Catch a Florida Memory 

	Encourages anglers to target a variety of species, reducing pressure on the most commonly sought‐after catches. 
	Over 700 people have participated, with more than 300 submissions in the past year alone; and 1,300 website user accounts created. 
	TrophyCatch is an incentive‐based conservation program that promotes the catch and release of largemouth bass weighing eight pounds or heavier. 
	TrophyCatch 

	In 6 years the program has verified more than 7800 catches and provided valuable information to our biologists. 
	Images show different fishers of all ages holding their fish and smiling 
	Saltwater Fishing Events Women’s Fishing Clinics Kids’ Fishing Clinics Saltwater Fish Camps 
	Women’s Saltwater Fishing Clinics 
	Women’s Saltwater Fishing Clinics 

	• 
	• 
	• 
	Free, one‐day, shore‐based events introduce women to saltwater fishing. 

	• 
	• 
	Statewide clinics educate participants on basic fishing skills, ethical use of marine resources, and build anglers’ confidence and excitement about saltwater fishing. 


	Kids’ Saltwater Fishing Clinics 
	Kids’ Saltwater Fishing Clinics 

	• More than 2,000 children ages 5‐15, along with 2,600 parents, attended last year. 
	Saltwater Fish Camps 
	Saltwater Fish Camps 

	• 
	• 
	• 
	Provide a safe and fun introduction to saltwater fishing. 

	• 
	• 
	Held at 25 different partner locations and reach about 1700 youth annually. 

	• 
	• 
	FWC trains partners to run camps that teach how to fish, a wide range of conservation concepts, and angling skills.  Once again the concept of leveraging our voice across many outlets. 


	All these programs are evaluated using pre‐tests, post‐tests, and follow‐up surveys; the next evaluations will be completed by the end of 2019. 
	Images show participants in fishing events, including all ages. 
	Freshwater Fishing Events Fish Orlando! Hooked on Fishing, Not on Drugs Youth Fishing Clinics 
	Fish Orlando 
	Fish Orlando 

	• 
	• 
	• 
	Program developed in 1998 to “Bring Quality Fishing to Families.” 

	• 
	• 
	Goals of the program are to provide water bodies in the greater Orlando area that are managed for quality fishing and are “family friendly”, i.e., have good bank access, safe locations, etc. 

	• 
	• 
	• 
	To date, well over a quarter million of Fish Orlando fishing opportunity maps havebeen distributed to anglers visiting from over 40 different states and 13 countries. 

	Hooked on Fishing, Not on Drugs
	Hooked on Fishing, Not on Drugs


	• 
	• 
	Free annual event sponsored by the Jacksonville Beach Police Department is based on a nationally recognized curriculum. 

	• 
	• 
	FWC staff helps with the event by providing fishing gear, poles, bait and tackle. 

	• 
	• 
	Fishing is open to anyone under the age of 16. 

	• 
	• 
	• 
	The FWC has assisted with this event for 24 years. Over 800 people attended the event this past year (adults+ children) and 400 kids participated in fishing. Program participation has steadily increased each year. 

	Youth Fishing Clinics
	Youth Fishing Clinics


	• 
	• 
	In 2017, Jacksonville Fish Management Areas (FMAs) hosted 31 clinics, reaching over 1,500 kids. 

	• 
	• 
	This year, the summer clinics reached a remarkable milestone; 70,000 kids have passed through the program since 1993. 


	Images show groups of participants fishing and showing their fishing gear. 
	Hunting and Shooting Sports Programs Youth Hunting Program of Florida Youth Hunter Education Challenge Becoming an Outdoors-Woman Explore Bowhunting Summer camps Shooting ranges 
	The FWC and its partners support a range of programs to recruit new hunters.  These are broad based outreach efforts, looking not only to our traditional marketplace but to a diverse audience with no experience in hunting and shooting sports. 
	Picture of two hunters in a tree stand. 
	Youth Hunting Program of Florida Safe, educational, mentored youth hunts. FWC partners andvolunteers conduct family orientedweekends. 
	The Youth Hunting Program of Florida is designed to get young people involved in hunting and conservation by offering safe, educational, mentored youth hunts. 
	• 
	• 
	• 
	Landowners host the hunts on their properties and other volunteers plan and facilitate hunts. 

	• 
	• 
	A parent or guardian accompanies a youth to learn new outdoor skills during a wide range of organized hunts 

	• 
	• 
	The program started in 2005.  During the last 2 years, there have been 125 hunts with 655 youth and 1603 adults involved. 


	Picture of two hunters wearing orange vests, one an adult and one a youth. 
	Field to Fork Program For adults interested in locally sourced, organic food Promote at farmers markets Training sessions withemphasis on hunter safety Mentored hunt Culinary social 
	One of our stakeholder committees is focused on identifying opportunities to provide in‐person training opportunities needed to develop safe, responsible and knowledgeable hunters. 
	For many audiences, these training programs, like the youth program I just mentioned can become a substitute for friends and family members who have traditionally provided hands‐on experiences. 
	We are partnering with Quality Deer Management Association to host Field to Fork events in Florida. These programs are designed to reach Floridians who are interested in locally sourced organic food. 
	Classroom training sessions include lessons in conservation, deer biology, and cross bow safety. In‐the‐field training includes hunting tips and range practice with crossbows. 
	A mentored hunt is followed by advice on preparing venison and then enjoying it at a wild game cook out. 
	Early Results More than 50% of youth who attend FYCCN Freshwater fish camp purchase a fishing license when they turn 16. Almost 80% of Ocala Adventure Camp attendees purchase a hunting or fishing license when they turn 16. 29% of the participants who attend Becoming an Outdoor Woman purchase a hunting or fishing license More than 45% of the students in our Youth Hunt Program purchase a hunting license when they turn 16. 
	Digital Advertising Placement Cross-Device Retargeting Amazon E-Commerce Search Engine Marketing 
	In addition to these efforts, we are also continuing to enhance our marketing efforts for hunting and fishing licenses in Florida. 
	Our digital Advertising Campaign is a joint effort with our recreational licensing vendor 
	Funded from a portion of recreational hard card license sales 
	

	A number of approaches are used for these advertising campaigns that include: 
	
	
	
	

	Cross‐Device Retargeting for those who have visited 
	GoOutdoorsFlorida.com in the past but did not complete a purchase. 


	
	
	

	Amazon E‐Commerce ads are used for those searching for fishing and hunting related gear, and 

	
	
	
	

	Search Engine Marketing ads for those who use fishing and hunting related search terms. 

	The campaign has geographic boundaries to ensure users live in or are currently located in the State of Florida, and also exclude current customers so active license holders or those who are enrolled in our licensing auto‐renew program do not see the ads. 

	
	
	

	The program shows an overall return on investment of 10.05:1, 

	
	
	

	In other words, the $600,000+ invested in this campaign resulted in a return of over $6.2 million in license sales since July 2016 that is used to enchase our conservation efforts. 


	$600,000 has been invested through recreational hard card sales, with a return over $6.2 million in license sales. Sales Impacts $10.05 in sales of licenses For every $1 spent in advertising 
	QUESTIONS? 
	These three programs, EPIC, FYCCN and R3 are truly a generational in terms of “when will it be done”. 
	We have a plan that is adaptable as the needs and expectations of our clients change 
	And we look forward to meeting the needs of our traditional audiences and starting a meaningful conversation with new and emerging markets. 
	Thank you for your attention. 
	Image of two females dressed in camouflage clothing using binoculars. 





