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Executive Summary and Key Observations
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Introduction

 In November and December of  2015, Corona Insights conducted a statewide public 
research survey on behalf  of  the Wildlife Council.  The survey followed the Wildlife 
Council’s 2015 advertising campaign, and its main goals were to assess:

> Awareness of  the advertising campaign

> Attitudes about the Wildlife Council and about hunting and fishing in Colorado

> Voting behavior, specifically as it relates to restrictions on hunting and fishing in 
Colorado

 Surveys were conducted by telephone with the general public, including sampling of  
both cell phones and landlines. The following report summarizes the findings of  the 
survey. Data tables and open end responses can be found in the accompanying Excel 
file, and the methodology appendix provides a table of  the raw number of  surveys 
completed by various demographic groups.  Survey results were statistically weighted to 
ensure proportional representation by age and gender throughout the state and 
consistency in results across years with previous Corona-conducted surveys.

 Statewide results are shown, along with pullouts of  any notable, statistically significant 
differences between subpopulations (e.g., Front Range vs. non-Front Range, registered 
voters versus non-registered, etc.)  Data tables of  the full segmentation analysis can be 
found in the accompanying Excel file.
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Executive Summary: Advertisement Recall

Overall, more than half  of  the respondents recalled an 
advertisement about hunting and fishing or specifically an 
advertisement from the Colorado Wildlife Council. Registered 
voters, people 35 and older, hunters, and anglers were all more 
likely to recall the advertisement.
> Recall in 2015 was greater than that of  2014.

About three-quarters of  the respondents who recalled seeing an 
advertisement could recall a specific message from it. Similarly, 
three-quarters were able to identify a specific image or visual 
from the advertisement. The vast majority of  respondents who 
saw the advertisement did so via television.
> Recall of  specific messages and of  visuals was higher in 2015, 

although it should be noted that the survey was conducted slightly 
closer to the end of  the ad campaign in 2015, which may increase 
recall of  specific details of  the ad.
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Executive Summary: Impact of Advertisement

 Below we outline some of  the differences between people who had and had not seen 
the advertisement. Although these data cannot prove causality (e.g., whether or not the 
advertisement caused these beliefs and attitudes), they suggest relationships that might 
be indicative of  causality.

 Respondents who had seen the advertisement:

> Were more likely than those who not seen it to believe that ensuring responsible, legal 
hunting; preserving habitat for wildlife; ensuring responsible, legal fishing; and managing 
wildlife in residential areas were more important priorities for Colorado Parks and 
Wildlife than people who had not seen the ad. 

> Reported having a more favorable opinion of  people who hunt and fish. They were also 
more likely to believe that hunting should be legal with the same current regulations, 
compared to those who did not see the advertisement. They also felt warmer towards 
hunters and anglers.

> Believed that the fees from hunting and fishing licenses had a stronger positive effect on 
protecting and managing wildlife, protecting wildlife habitats, wildlife conservation, and 
conserving Colorado’s natural landscape.

> Were more likely to support hunting and fishing. 

> Were slightly more likely to be hunters and anglers.
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Executive Summary: Attitudes toward hunting 

and fishing

The public generally holds warm feelings toward hunters 

and anglers and supports their activities.  This is particularly 

true in areas outside the Front Range, but feelings are 

positive statewide.

The public generally has positive feelings about current 

hunting and fishing regulations and generally does not 

support new restrictions.

Opinions about hunters and anglers have not changed since 

2014. Nor did opinions about restrictions on hunting and 

fishing in Colorado.
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Key Findings 

2015 Survey Results
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About half of respondents were able to recall 

the ad unaided.
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Q2. Do you recall seeing or hearing any advertising in the past 

several months about hunting or fishing in Colorado?

Q3. [if no unaided recall] Do you recall seeing or hearing any 

advertising in the past several months regarding the Hug A 

Hunter campaign for the Colorado Wildlife Council?

 When asked if  they recalled seeing or hearing any advertising in the past several months 

about hunting or fishing in Colorado, 50 percent of  respondents said yes. 

 Twenty-one percent of  those who did not recall any hunting or fishing advertisements 

did recall the advertisement when asked specifically whether they had seen a Hug A 

Hunter advertisement. 



More than sixty percent of respondents were 

able to recall the ad with or without aid.
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Combining the two recall 

questions (unaided and aided) 

resulted in an overall 

advertisement awareness rate of  

61 percent.



Total recall of the ad varied by demographic 

features.
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 Respondents younger than 35 were 

notably less likely to have seen the ad 

than older respondents.

 Hunters and anglers were more likely to 

recall the ad than those who do not 

participate in those activities.

 People who were registered to vote were 

much more likely to have seen the ad.

 People with household incomes of  

$50,000 to $99,000 were more likely than 

those with household incomes that were 

lower or higher.



Only about a quarter of respondents who saw the 

ad were unable to recall the main message.
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Q4. What do you recall from the ad in terms of the main 

message or the idea it was trying to show?

 Of  those who recalled seeing or hearing an advertisement, 

almost a quarter of  them were unable to recall the main 

message of  the advertisement. 

 The specific message that respondents were most likely to 

recall was that fees from hunting and fishing licenses go to 

protecting the state’s wildlife.

 People younger than 35 were slightly more likely than those 55 

and older to remember that fees go to protecting the state’s 

wildlife. Younger respondents were less likely to recall that fees 

go to protecting wildlife habitats and that hunters and 

fishermen support more than 21,000 jobs.

 People who were not hunters were more likely than hunters to 

remember that fees go to protecting the state’s wildlife.

 People with household incomes less than $50, 000 were more 

likely than those with incomes of  $50,000 to $99,999 to 

remember that hunters and fisherman support more than 

21,000 jobs.



One-third of respondents provided some other 

main message from the ad.

Most of  these messages were broadly about hunting, 

fishing, fees, and hugging. 

Many referenced the tagline of  the message (i.e., Hug a 

Hunter).

13Wildlife Ad Awareness Report 2015

Q4. What do you recall from the ad in terms of the main 

message or the idea it was trying to show? [Other]



The most commonly recalled visuals from the 

ad were hunters, fisherman, and the tagline.
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Q5. Do you remember any images or visuals from the ad or 

messages?

 When asked whether they remembered any 

images or visuals from the ad, a quarter of  

respondents said they were not sure.

 Respondents who were anglers were more likely 

than non-anglers to remember a hunter.

 Respondents who live in the Front Range were 

more likely to a remember a fisherman than 

those who live outside of  the Front Range.

 Women were more likely than men to remember 

a river.

 People with household incomes of  $50,000 to 

$99,999 were more likely than those with 

household incomes less than $50,000 to 

remember a gas station and a fisherman.



The vast majority reported seeing the ad on 

television.

15Wildlife Ad Awareness Report 2015
Q6. Where did you see or hear the ad or message?

 Respondents younger than 35 were less 

likely than those 35 and older to have seen 

the ad on television. Younger respondents 

were more likely than older ones to have 

heard the ad on the radio or seen it at an 

event or display on the street.

 Respondents in the Front Range were more 

likely than those outside of  the Front 

Range to report seeing the ad on television.



Ensuring responsible, legal hunting was the 

most important priority.
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Q7. I’m now going to read a list of priorities for Colorado 

Parks and Wildlife. For each one, please tell me whether you 

think that priority is very important, somewhat important, not 

very important or not at all important.

 Respondents who had seen the ad thought that ensuring responsible, legal hunting; preserving habitat for wildlife; 

ensuring responsible, legal fishing; and managing wildlife in residential areas were more important than people who had 

not seen the ad. Interestingly, those who had seen the ad thought that protecting endangered species was less important 

than those who had not seen the ad.



Ensuring responsible, legal hunting was the 

most important priority.
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Q7. I’m now going to read a list of priorities for Colorado 

Parks and Wildlife. For each one, please tell me whether you 

think that priority is very important, somewhat important, not 

very important or not at all important.

 Hunters were more likely than non-hunters to believe that providing education and opportunities for children to 

experience the outdoors was important. Similarly, those who lived outside of  the Front Range were more likely than 

those who live in the Front Range and those with household incomes less than $50,000 were more likely than those 

with incomes $50,000 and greater to believe that providing education and opportunities for children was important.

 Those with household incomes less than $50,000 were more likely than those with incomes $50,000 and greater to 

believe that ensuring responsible, legal hunting was important.

 Those who live in the Front Range were more likely than those who live outside of  the Front Range to believe that 

preserving habitat for wildlife was important, and women were more likely than men to hold this opinion.

 The following groups were more likely to believe that ensuring responsible, legal fishing was important: respondents 

55 and older, hunters, and anglers.

 Those who live in the Front Range were more likely than those who live outside of  the Front Range and those 

younger than 35 were more likely than those 55 and older to believe that protecting endangered species was 

important.

 Hunters were less likely than non-hunters and men were less likely than women to believe that balancing the needs 

of  home and land owners with the need to conserve habitat and open space was important.

 Women were more likely than men to believe that managing wildlife in residential areas was important.



The majority of respondents feel favorable 

towards hunters and anglers.
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Q8. Would you say your opinion of people who fish is very favorable, 

somewhat favorable, neutral, somewhat unfavorable, or very unfavorable?

Q9. Would you say your opinion of people who hunt is very favorable, 

somewhat favorable, neutral, somewhat unfavorable, or very unfavorable?

 Respondents 35 and older, hunters, anglers, people who had seen the ad, and people who live outside of  the Front Range were all more 

likely to have more favorable opinions of  people who fish.

 Respondents 35 and older, hunters, anglers, people who had seen the ad, and people who live outside of  the Front Range were also more 

likely to have more favorable opinions of  people who hunt.

 When asked on a scale from 0 to 100 (where 0 = very cold and 100 = very warm) how warmly or coldly they felt towards hunters and 

anglers, people felt warmly towards both people who hunt (72) and people who fish (78).

 People 35 and older, hunters, anglers, people who had seen the ad, people who live outside of  the Front Range, and men felt more warmly 

towards people who fish.

 People 55 and older, hunters, anglers, people who had seen the ad, people who live outside of  the Front Range, and men also felt more 

warmly towards people who hunt.



Majority believed that hunting and fishing 

should be legal with current regulations.
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Q11. Thinking about fishing, would you say fishing in Colorado 

should be:

Q12. Thinking about hunting, would you say hunting in 

Colorado should be:

 Respondents outside of  the Front Range, those with household incomes less than $50,000, and hunters were more 

likely to believe that fishing should be legal with less strict regulations than now. Anglers and those who had seen the 

ad were more likely to believe that fishing should be legal with the same level of  regulation as now.

 Hunters and anglers were more likely than non-hunters and non-anglers to believe that hunting should be legal with 

less strict regulations than now. Hunters, anglers, people who had seen the ad, and men were more likely than non-

hunters, non-anglers, people who had not seen the ad, and women to believe that hunting should be legal with the 

same level of  regulation as now. 

 For both hunting and fishing, non-hunters and non-anglers were less sure of  what the restrictions should be compared 

to hunters and anglers.



Majority believed that fees from hunting and 

fishing licenses have a positive impact.
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Q13. Do you think the fees from hunting and fishing licenses 

have a very positive impact, somewhat positive, somewhat 

negative, very negative or has no impact in Colorado in terms 

of the following?

 Respondents 55 and older, hunters, anglers, and people who had seen the ad believed that the fees from hunting and 

fishing licenses had a stronger positive effect on all of  the items.

 People outside of  the Front Range were more likely than those in the Front Range to believe that the fees had a very 

positive impact on wildlife conservation. 

 People registered to vote believed that the fees had a more positive impact on wildlife conservation than those not 

registered to vote.



More than half of respondents had heard the 

main message of the Hug-A-Hunter ad.
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Q14. Please tell me if you have heard this statement before.

 Respondents 35 and older, hunters, 

anglers, and men were more likely to 

have heard the message before.



Almost 80 percent of respondents believed the 

message of the ad. 
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Q15. Please tell me if you think that statement is totally true, 

mostly true, mostly false or totally false. 

 Hunters, anglers, and respondents 55 and older were more likely to believe that the 

statement from the ad was totally true.

 People who saw the ad were also more likely to believe that the statement was true.



The majority of respondents supported fishing 

and hunting.
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Q16. In general, do you support or oppose hunting?

Q17. In general, do you support or oppose fishing?

 People 35 and older, hunters, anglers, people who saw the ad, people outside of  the 

Front Range, and men were more likely to support hunting.

 People 35 and older, hunters, anglers, people who saw the ad, people outside of  the 

Front Range, and men were also more likely to support fishing.



30 percent of respondents were hunters, and 

49 percent were anglers.
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Q18. Would you describe yourself as a hunter

Q17. And would you describe yourself as a fisher or angler?

 Figures on the left present the 

proportion of  respondents who 

describe themselves as anglers (gray) or 

hunters (orange).

 Anglers, people outside of  the Front 

Range, and men were more likely to 

describe themselves as a hunter.

 Hunters and men were more likely to 

describe themselves as an angler

 People who had seen the ad were 

slightly more likely to describe 

themselves as a hunter and as an 

angler.



The majority of respondents would vote 

against restricting hunting and fishing.
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Q23/24. If there was a statewide election asking voters to 

significantly restrict the practice of hunting [fishing] and 

hunting [fishing] opportunities in Colorado, would you 

definitely vote yes, probably vote yes, probably vote no, 

definitely vote no or are you unsure at this time? 



The majority of respondents would vote 

against restricting hunting and fishing.

26Wildlife Ad Awareness Report 2015

Q23/24. If there was a statewide election asking voters to 

significantly restrict the practice of hunting [fishing] and 

hunting [fishing] opportunities in Colorado, would you 

definitely vote yes, probably vote yes, probably vote no, 

definitely vote no or are you unsure at this time? 

More than 80 percent of  respondents were registered to vote in 
Colorado. About two-thirds had voted in the November 2014 
election. Of  those who did not vote in that election, 32 percent 
voted in the November 2012 election.

Hunters, anglers, people who had seen the ad, and people who 
live outside the Front Range were more likely to vote against new 
restrictions on hunting in Colorado.

Hunters, anglers, people who had seen the ad, and people who 
live outside the Front Range were also more likely to vote against 
new restrictions on fishing in Colorado.

Non-hunters, non-anglers, and people outside of  the Front 
Range were less sure of  how they would vote for either hunting 
or fishing restrictions.



Comparison Between 2014 and 2015 Findings 
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There was better ad recall in 2015.

 Unaided recall (recall of  an ad about hunting and fishing in general) was 13 percentage points higher in 2015.

 As a result, the total recall (unaided and aided) of  the ad was significantly higher in 2015, with an increase of  10 
percentage points.

> There were significant increases in total recall for the following demographic groups: 

 Women (48% in 2014 to 59% in 2015)

 People with household incomes of  $50,000 to $99,999 (56% to 73%)

 People living in the Front Range (48% to 65%)

 People who are registered to vote (53% to 64%)

 Non-anglers (46% to 57%); slight increase for Anglers (57% to 65%)

 Non-hunters (48% to 58%)

 People 35 to 54 years old (47% to 66%) and people 55 and older (55% to 74%)

> There were no significant decreases in total recall.
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Q2. Do you recall seeing or hearing any advertising in the past 

several months about hunting or fishing in Colorado?

Q3. [if no unaided recall] Do you recall seeing or hearing any 

advertising in the past several months regarding the Hug A 

Hunter campaign for the Colorado Wildlife Council?



Recall of the messages was similar in 2014 

and 2015.

Participants in 2015 were 
slightly more sure of  what 
the ad’s messages were.

> This may be due to the 
survey being conducted 
closer to the end of  the ad 
campaign.

> In 2014, the survey began 3 
weeks after the end of  the 
ad campaign.

> In 2015, the survey began 
the day after the end of  the 
ad campaign.
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Q4. What do you recall from the ad in terms of the main 

message or the idea it was trying to show?



In 2015 people recalled more visuals and 

images. 

Participants in 2015 were 
more likely to recall 
hugging, a fisherman, a 
hunter, and 
mountains/trees.

They also were slightly 
more likely to be sure of  
what the images and visuals 
in the ad were.

> Again this may partially be 
due to when the survey 
occurred with respect to 
the end of  the campaign.
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Q5. Do you remember any images or visuals from the ad or 

messages?



Participants tended to see the ad on 
television.

There was no difference 

in where participants in 

2014 and 2015 saw the 

ad.
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Q6. Where did you see or hear the ad or message?



People in 2015 thought ensuring responsible, 

legal hunting was more important.
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Q7. I’m now going to read a list of priorities for Colorado 

Parks and Wildlife. For each one, please tell me whether you 

think that priority is very important, somewhat important, not 

very important or not at all important.

 Participants in 2015 also were 

more likely than those in 

2014 to believe that balancing 

the needs of  home and land 

owners with the need to 

conserve habitat and open 

space was very important.

 These were the only 

differences in opinions 

regarding priorities for 

Colorado Parks and Wildlife.



There were no changes in opinions about 

hunters and anglers.
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Q8. Would you say your opinion of people who fish is very favorable, 

somewhat favorable, neutral, somewhat unfavorable, or very unfavorable?

Q9. Would you say your opinion of people who hunt is very favorable, 

somewhat favorable, neutral, somewhat unfavorable, or very unfavorable?



There were no changes in opinions about the 

legality of hunting and fishing.
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Q11. Thinking about fishing, would you say fishing in Colorado 

should be:

Q12. Thinking about hunting, would you say hunting in 

Colorado should be:



Participants in 2015 had slightly more positive 

beliefs about the impact of fees.
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Q13. Do you think the fees from hunting and fishing licenses 

have a very positive impact, somewhat positive, somewhat 

negative, very negative or has no impact in Colorado in terms 

of the following?

 Participants in 2015 were more likely to believe that fees from hunting and fishing licenses had a very 

positive impact on conserving Colorado’s natural landscape and protecting wildlife habitats.

 They were also less likely to believe that the fees had a somewhat negative impact on wildlife 

conservation.



More people in 2015 had heard the main 

message of the campaign.
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Q14. Please tell me if you have heard this statement before.

 There were significant increases in the percentage who 

had heard the main message of  the campaign for the 

following demographic groups:

> Women (41% in 2014 to 52% in 2015)

> People with household incomes less than $50,000 (44% to 

54%)

> People who live in the Front Range (46% to 59%)

> People who are registered to vote (49% to 58%)

> Slight increases for both Anglers (56% to 65%) and non-

anglers (42% to 49%)

> Slight increase for non-hunters (43% to 51%)

> People who are 35 to 54 years old (43% to 59%)

 There were no significant decreases.



There were no differences in how believable 

people thought the ad’s main message was.
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Q15. Please tell me if you think that statement is totally true, 

mostly true, mostly false or totally false. 

 Seventy-nine percent of  respondents thought the overall message was 

mostly or totally true for two years running.



There were no fundamental differences 

in support for hunting and fishing.
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Q16. In general, do you support or oppose hunting?

Q17. In general, do you support or oppose fishing?

 Although support appears to have decreased in 2015, the difference between 2015 and 2014 is 

not statistically significant. 

 This suggests that these differences reflect natural variation in the survey samples and not a 

meaningful change over time.

 This seems especially likely given that favorability towards anglers and hunters and opinions 

about the legality of  hunting and fishing remained consistent between 2014 and 2015. 



There were no significant differences in how 

many people identified as a hunter or angler.
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Q18. Would you describe yourself as a hunter

Q17. And would you describe yourself as a fisher or angler?



There were no significant differences in hypothetical 

elections about hunting/fishing restrictions, though 

strength of support may have weakened slightly.
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Q23/24. If there was a statewide election asking voters to 

significantly restrict the practice of hunting [fishing] and 

hunting [fishing] opportunities in Colorado, would you 

definitely vote yes, probably vote yes, probably vote no, 

definitely vote no or are you unsure at this time? 



Appendix – Methodology and Respondent Profile
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Methodology
SURVEY INSTRUMENT DESIGN

> The survey instrument for this study was developed through a 
collaborative process between Corona Insights and Pilgrim 
Advertising. The survey instrument was almost identical to that of  
2014, with only some minor changes. 

SURVEY IMPLEMENTATION
> All surveys were conducted via telephone in November and 

December of  2015 through a randomly generated sample of  
telephone numbers.  The telephone sample included both landlines 
and cell phones. The proportion of  cell phone to landline surveys 
was determined based on NHIS (National Health Interview Survey) 
data for “cell only” and “cell mostly” households.  Dual users (i.e., 
households who have both cell phones and landlines) were not 
excluded from the cell sample, nor were they excluded from the 
landline sample. 
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Methodology
 WEIGHTING

> Telephone surveys, like any other type of  survey, do not precisely reflect the entire population when merely summed 
and totaled. Older residents, for example, are more likely to respond to telephone surveys than are younger residents. 
Because of  different response probabilities among single- and dual-users (i.e. individuals who use only cell or landline 
phones versus those who use both) within each sample, we also had to weight each sample individually for single-
and dual-users using NHIS population data.  A compositing estimator (another kind of  weight to account for 
selection probability of  single- and dual-users) was then used to combine data from landline and cell samples.

> After those initial weighting and combining steps, the study team developed a final unique weighting factor for every 
single respondent that adjusted that person’s representation in the survey data.  Weights are based on gender, age 
(three categories: 18-34, 35-54, 55+), and telephone service (cell only, landline only, and dual). Telephone usage (i.e., 
landline-only, landline-mostly, dual use, cell-mostly, cell-only) was not used as a weighting variable because it has not 
been found to reduce bias compared to telephone service alone, and it results in a larger design effect.

> Population estimates for gender and age were obtained from the 2014 American Community Survey conducted by 
the U.S. Census. Population estimates for telephone service in Colorado were obtained from National Health 
Statistics Reports, 2014.  Cell weighting is not possible because estimates of  telephone service by gender and age are 
not available. Therefore, a process of  iterative marginal weighting (i.e., raking or Random Iterative Method 
weighting) was used to develop weights for each respondent.  Sixteen iterations were performed to allow 
convergence. 

> The responses of  those respondents who have traits that were underrepresented in the group of  survey participants 
were therefore weighted more heavily than those whose traits were overrepresented among the survey participants.  
For this reason, the survey findings represent a much more complex, but also more accurate analysis than would a 
mere tabulation of  the raw data.
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Methodology
 MARGIN OF ERROR

> A total of  402 surveys were completed during the survey period, resulting 
in an overall adjusted margin of  error of  (plus or minus) 5.1 percent with a 
95 percent confidence level.  Margins of  error take into account the 
weighting factors.

 RAW RESPONSES
> The number of  raw surveys completed with different demographic groups 

is shown on the next page.  Note that these are raw results only.  All survey 
results use weighted figures, which mathematically align the survey 
responses with statewide demographics by age, gender, and phone type (cell 
or landline).

44Wildlife Ad Awareness Report 2015



45Wildlife Ad Awareness Report 2015

Respondent 

Profile

Note: Margins of  Error are only 

calculated for populations with 

known estimates.

Demographic

Unweighted 

Number of 

Respondents Margin of Error

Male 181 7.6%

Female 221 6.8%

Younger than 34 98 10.0%

35 to 54 years old 130 8.7%

55 or older 168 7.7%

<$50K Household Income 148 8.2%

$50K to $99K Household Income 118 9.2%

$100K or more Household Income 77 11.2%

Front Range 180 7.4%

Non Front Range 222 6.7%

Registered to vote in Colorado 341 5.4%

Not registered to vote 58 13.1%

Hunter 116

Non-hunter 286

Angler 191

Non-angler 211

Cell phone 242

Landline 160



About Corona Insights
Our founder named the company
Corona because the word means
“light.” It’s the knowledge that
surrounds and illuminates an issue;
exactly what we do. Our firm’s
mission is to provide accurate and
unbiased information and counsel to
decision makers. We provide market
research, data analysis, and strategic
consulting for organizations both
small and large.

Learn more and watch an overview video at 
www.CoronaInsights.com
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Suite 600

Denver, CO 80203

Phone: 303.894.8246

Fax: 303.894.9651
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