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Campaign Overview

TheKentucky Department of Fish and Wildlife Resources (KDFWR) and BawdlyHetiige creatd a marketing
campaign witltraw photosand vide® from a previous femalenly photoshoot that was funded byhe Kentucky
5SLI NIYSYyd 2F CAEK YR 2AftREATS wS&az2dzaNOSQa wo 6NFyOK

The marketing campaidgiocused on evaluating the differencebetweensmal game and deer huntingds within the
female hunter audience of Kentuckyhis campaign provided the opportunityr females of all backgrounds, diversity,
and body image to be represented. Click through rates, rdagtressionswebpage visitsandlicense revenue estimate
based on campaign performaneere used as metrics to measure success of this campaign.

Due to unforeseen legislative policy, we had to shift the grant plan from geofencing and behavioral targktitg to
andYouTubespending.

Campaign Goal

The campaign funded digital ads to promote squirrel and deer hunting afeomgeaudiences in Kentuckylhe goal
wasto drive and increase websiti NI FTFAO 2y a[ SINY G2 {|jdZANNBt | dzyidé Iy
mediacampaigns and ultimately the purchase of a hunting license.

Metrics

Click through rates, reach, impressipaadwebpage visitavere used as metrics within this campaiuth squirrel and
deer hunting campaigshad a combind rate of 6.7million impressims. Overall, both campaigns had very similar
results The female deeadshad slightly higher clicks on Meta and YouT plagforms whereassquirrel ads had slightly
higherwebpage trafficOther metrics includedense evenue estimatdased orcampaigrperformance landing page
visits and Kentucky female churn rat€here vere 2,382licensessold b new female hunters durintdpe duration of the
campaignAn estimated revenue of $130,223.94 was generated from the campaign performance from Bepfidn
November 11, 2022n additionally the Kentucky female churn rates are listed below in the followingcfiant. There
were 771 new female huimg license buyerérom 2020 who were retained in 2022 which generated an estimate of
$42,150.57n revenue. Inaddition, there were 262 new female hung license buyers from 2020ho were reactivated
in 2022 which generated an estimate%i4,32.54in revenue.

Landing Pag#/isits

Total Unique
Deer Pagéttp://fw.ky.qgov/deer 1,959 1,782
Squirrel Pagenttp://fw.ky.gov/squirrel | 1,981 1,807

License Revenue Estimate Based on Campaign Performance

# of license buyers | Revenue
New female hunters who bought a license 2,382 $130,223.94



http://fw.ky.gov/deer
http://fw.ky.gov/squirrel
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Kentucky Female Churn Rates

New Female Hunters

2020
_._._._._._________,_...--- \
Retained in 2021 4,294 Lapsed in 2021
1,400 33% 2,894 - 67%
Retained in 2022  Lapsed in 2022 Reactivated 2022 Remaizn(;azdzlapsed
7717 55% 629 - 45% 262 - 9% 2,632-91%

AD+PR agency
CAMPAIGN PERFORMANCE | COMBINED PERFORMANCE

Impressions

CPM Clicks CPC Reach Spend
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AD+PR agency
CAMPAIGN PERFORMANCE | META, Inc. - Squirrel

Impressions
$3.86 0 $1.94 599,039
CPM Clicks CPC Reach Spend

AD+PR agency
CAMPAIGN PERFORMANCE | META, Inc. - Deer

Impressions

1.86
Clicks CPC Reach Spend

$3.80
CPM
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CAMPAIGN PERFORMANCE | Top Performing

P Kmmckylbopmcm of Fish ™ Kentucky Department of Fish

=84 and Wildlife Resources som. X and Wildlife Resources e X
Hunting is about more than just, well, hunting: Hunting is about more than just, well, hunting:
It's about exploring nature, building friendships It's about exploring nature, building friendships
~ and making memories. = and making memories

fw.ky.gov fw.ky.gov

Connect with friends and Learn more Connect with friends and Learn more
nature. nature.
Connect - Deer Connect - Squirrel
Reach: 549,635 Reach: 549,635

KENTUCKY

AD+PR agency
CAMPAIGN PERFORMANCE | META, Inc. TOTAL

Impressions

CPM Clicks CPC Reach Spend



ACI R3 MSCG Marketing Campaigns Report
KENTUCKY DEPARTMENT OF FISH AND WILDLIFE RESOUC
2/3/2023

AD+PR agency
CAMPAIGN PERFORMANCE | YouTube - Squirrel

646,407

Impressions

CPM Clicks CPC CTR Spend

AD+PR agency
CAMPAIGN PERFORMANCE | YouTube - Deer

Impressions
CPM Clicks CPC CTR Spend
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Call to Action

The YouTube and Facebdoistagramadsdirected users to cliched [ SMANJNB ¢ o0dzi 2y & KentGcKy Ay
Department of Fish and Wildlife Resourcékeearn to Squirrel Huaor dLearn to Deer Huitpages

http://fw.ky.gov/squirrel or http://fw.ky.gov/deer. The landing pageare designed to guide newurrent,and returning
huntersby providing resourcesn astep-by-stepprocessh @S NI £ £ = (GKS a[ SFNYy G2 5SSNI I
FYR MITyH dzyAljdzS GAaridae ¢KS a[ SENYy G2 {1jdzA NNBf | dzy ¢

There were four videos for YouTube ads for Squihaincluded two 15 second videdsghightinggd 9 E L)t 2 NB . S|
@2dz2NJ 246y o0F O] @&F NRé | YR A ihé ByuieRcdrphigngiufesl Ndo 6 sedomdl Sideosdzi & A |
G2 KENRIz TAYR @& 2 dod 2\ i ayefyowhwiddhy fGESThere were four videos for YouTube ads for Deer
hdzy GAy 3 GKFG AyOf dzZRSR (62 wmp &S0O2 IR/ RIAYR SRAENIDE arSyRR 2dyL yix
K dzy G A y Alsofh&lBekdduinting campaighy Of dzZRSR (162 ¢ a4SO02yR @GARS23a a&. NXA
connecting with nature ¢

Future Efforts

For Kentucky specificaldyfuture effort wouldbe to continue to retain and reactivate new female huntérsm 2020

2022 We are currently looking at those churn rates and developing marketing efforts to raetectie lapsed users.
Thesocial media campaign was successful regarding r@aghessionsand engagementdVe willcontinue to market

to women, especially using this campaign ethos and the assetsed by Bandy Carroll Hellige for the campaWyie

remain curious; if the grarfunds werenot split evenly between the two campaigns, what would our results be? As it
stands, both campaigns yielded similar results. If we gave more funds to the squirrel campaign (or vice versa), would o
data reflect the change in fundd¥hile we are greatly anticipating thggradeto our license database/dashboard, we

must continue to market to the best our ability.


http://fw.ky.gov/squirrel
http://fw.ky.gov/deer

