
WDFW Marketing 
Plan for 17-19BN



GOALS • Recruit, retain, and reactivate 
hunters and anglers.

• Improve the customer 
experience.

• Improve public and customer 
support for WDFW to conserve 
fish and wildlife.



Customer

Experience





SWOT

Analysis



Evaluation of New 
Marketing Campaigns • Idea Generation

• Assessment Phase (Screening)
• Planning Phase
• Concept Testing Phase
• Implementation Phase
• Outcome Evaluation
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Black Friday 3 3 • • •

Clamming 1 1 • • • • • • • •

Cross Promotion | Wine/Coffee/etc. 1 3 •

Fish Washington App 1 1 • •

Fish Washington Package License 1 2 • • •

Fishing Derby 1 1 • • • • • • • •

Hard Cards 1 2 • • •

Hunter Deferral 1 1 • • • • •

Holiday 2 3 • • •

Lake Washington Piers 2 3 • • • • • • •

License Plates 1 2 • •

Locavore 1 1 • • • •

Multi-Season 1 2 • •

Pink Salmon 3 2 • • • •

Raffle 2 2 • • •

Regional Office Tourist centers 1 1 • • • •

Senior Combination License 2 2 • •

Special Hunt 1 2 • •

Squid 1 1 • • • •

Turkey 3 1 • • • • •

Two Pole 2 2 • • •

Warm Water Slam 1 1 • • • • • • •

Welcome to Washington 1 1 • • • •
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