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Non-sportsmen respondents still value many of the Wildlife Council’s core 
messages, and identified new ways to deepen the appeal of the campaign. 

In recent message testing conducted by PILGRIM, non-sportsmen focus group participants reviewed a range of 
statements that could be used by the Colorado Wildlife Council to portray the benefits of hunting, angling and 
wildlife management in its future marketing campaigns.  

Objectives of the research were to set the foundation for future Wildlife Council campaign messaging, to gain 
qualitative feedback on messaging options directly from its main target audience (non-sportsmen), and to provide 
confirmation and/or identify new campaign messages compared to those generated by a similar study 
conducted in 2011.  This research also supplements the annual quantitative awareness and attitude tracking 
study performed by the Council. 

Key findings included confirmation that much of the Council’s current messaging platform continues to receive 
high rankings and strong support.  However, several new and emerging messages were identified by 
participants, and should be considered for expanding the breadth of the Council’s approach moving forward. 

Specific messaging recommendations and communications implications are included in the report, and suggest 
an evolution of the Council’s brand attributes, brand personality and core brand essence to ensure continued 
public engagement with the campaign. 

PILGRIM conducted the research in Denver and Grand Junction in August of 2015 with six separate groups of 
non-sportsmen participants. 
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KEY FINDINGS



An overview of key findings from the research, followed by summaries (in ranked 
order) of the most prevalent attitudes and perceptions from each individual 
benefit statement. 

Focus group testing with non-sportsmen across Colorado confirmed that although many of them are removed 
from true interaction with wildlife, they continue to support the ongoing role of sportsmen in managing, protecting 
and sustaining wildlife resources in their state.  While some benefits tested in previous research studies continue 
to receive high rankings, there are also new topics appearing in the top rankings of this study.  

Comparisons to 2011 research.

Similar benefit testing research was conducted by the Wildlife Council in 2011.  Several highly-ranked benefit 
statements from the previous study showed up again in the top rankings of this year’s research.  Economics-
oriented benefits, such as comparing the size of the hunting and fishing industry to the ski industry in Colorado, 
and pointing out the large number of jobs generated in rural areas, ranked highly once again.  Some new benefits 
also made their way into the top rankings this time around, including topics such as the protection of endangered 
species, wildlife population control, and the scientific research and monitoring underpinning Colorado’s wildlife 
management efforts. 

Endangered species are a more important topic.

While ranking somewhat high in previous research (sixth position overall), the benefit statement that focused on 
the protection of endangered species actually ranked in first position this time around. Participants reported that 
this benefit was important to them because it gave wildlife management a greater sense of urgency and 
importance, and broadened their definition of how sportsmen helped protect and sustain wildlife populations. In 
fact, the overall themes of protection and sustainability ranked highly throughout the study. 

‘Backyard’ issues connect with non-sportsmen.

Even though many respondents identified themselves as hikers or campers, most of them did not have much 
direct experience interacting with wildlife on their own.  The topics of urban growth, development and the 
increasing rate of conflict between humans and wildlife were common points of reference for many attendees, 
and were seen as serious issues that needed to be addressed.  These topics presented another take on the 
themes of protection and sustainability mentioned above. 

Scientific methods lend credibility. 

Added as a new benefit statement in this year’s study, the explanation of the scientific research, study and 
monitoring behind wildlife management was highly ranked by participants.  Many remarked that they felt greater 
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trust, credibility and support towards wildlife management efforts when they were connected more closely to 
these science-based underpinnings. 

Economic benefits still play an important role.

As in the previous study, the more rational, numbers-based economic benefits related to industry size and job 
creation ranked highly again.  These benefits consistently generated a surprised and positive response, and gave 
respondents a more easy-to-grasp way to distinguish the scope of the wildlife management issue in their minds.   

Clean water may play an emerging role.

The concept of connecting healthy wildlife habitat to clean water was introduced in this year’s study, and received 
a relatively high ranking (seventh position overall).  This was another topic that was agreed to be important, and 
could provide another link between the shared interests of sportsmen and non-sportsmen.  This was another 
topic seen as closely related to the issues of growth, development and balancing human impacts on the natural 
environment.  

Not as controversial.

Compared to the message testing completed in 2011, this study indicated a relative lack of disdain, contempt or 
any controversy directed by non-sportsmen towards sportsmen.  It’s worth noting that the focus group 
discussions were held within a couple of weeks of the infamous “Cecil the Lion” social media sensation, which 
could have fueled any anti-hunter sentiment within the groups.  For the most part, this did not occur, and 
comments were almost universally in support of viewing the majority of hunters as responsible and trustworthy 
individuals. 

Following are summaries of the most prevalent attitudes and perceptions gathered from focus group 
discussions on each benefit statement. The statements have been grouped into four different categories 
based on their importance and possible role in future communications. 
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“THE HIGH GROUND.”  
Benefit statements that were favored by a majority of participants, and should be 
used to enhance and evolve the Wildlife Council's positioning. 
These are the statements respondents mentioned most often as the benefits that would most strongly 
influence their ability to remember and support the Council’s cause.  The themes expressed in these benefits 
should be used to refine and extend the overall campaign positioning. 

Board #5.  Protecting endangered species.

Fees from hunting and fishing licenses have protected and saved many threatened and endangered species, 
including the Colorado River Cutthroat Trout and Whooping Crane..  

This benefit statement was the most consistently highly ranked, when averaging the responses of all six groups.  
It was ranked among the top five benefit statements in every group except the Grand Junction mixed group 
(which ranked it ninth.)  Participants stated that it made them feel more of a sense of urgency around the general 
topic of wildlife management, and many said it made the benefit seem more important to them than other, more 
generic statements.  Several respondents specifically commented that they found this benefit statement to 
resonate more with them than the benefit statements that featured the theme of kids in the outdoors.  
Respondents reported that this benefit actually broadened their perceptions of what the Wildlife Council did, and 
helped them see more validation of where hunting and fishing license fees were actually used right here at home.  
Overall, this benefit statement ranked first, in both weighted and unweighted scoring.   

Board #7.  Controlling overpopulation.

Hunters and anglers help maintain wildlife populations at sustainable levels. If populations were to grow too 
big, animals would starve and create a number of other challenges for both humans and animals. 

This benefit statement ranked second overall, when averaging the responses across all six groups.  It was ranked 
among the top six benefit statements in every group, except the Denver Hispanic group (which ranked it 17th.)  
Participants agreed that human-animal conflicts were a growing problem, and that this benefit statement was 
relatable because of that.  Many said they felt like it was a “backyard” issue for them, or for someone they knew.  
Some respondents noted that this message was potentially more important than the endangered species benefit 
statement, because it affected a greater number of people.  Several groups used this statement to discuss how it 
felt unfair that wildlife was being displaced by human activity, and that it was our responsibility to manage the 
conflict as we continued to build houses and expand urban areas.  Overall, this benefit statement ranked second 
in weighted scoring, and fifth in unweighted scoring.   

Board #14. The science behind it.

Ongoing scientific research and monitoring is essential to protecting Colorado’s wildlife and habitat. Thanks 
to the funding that comes from hunting and angling, Colorado Parks and Wildlife has a nationally recognized 
research team. 

This benefit statement ranked third overall, when averaging responses across all six groups.  Half of the groups 
ranked it within the top three benefit statements, while the other groups ranked it in the top nine.  Participants 
seemed to be pleasantly surprised to learn that Colorado had a nationally-recognized wildlife research team.  
Most respondents also commented that when the foundation of scientific study and monitoring was added to 
their concept of wildlife management, they felt like it validated the issue and made it easier and more credible for 
them to believe and support.  Several noted that they liked knowing that wildlife funds were going towards 
science and research.  Overall, this benefit statement ranked third in both weighted and unweighted scoring.   
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Board #3. As important as the ski industry.

Hunting and fishing generates $1.8 billion in revenues a year for Colorado - about the same as Colorado’s ski 
industry. 

This benefit statement also had consistently high rankings from all six groups.  Although not as emotionally 
engaging as the preceding three statements, this benefit brought many positive responses from the groups.  
Many respondents found it to be a “surprising” statistic that changed the way they thought about the size and 
relatively low visibility of the hunting and fishing industries.  Many participants said they liked to know about such 
positive economic impacts, and that it made for an impressive statistic.  Some remarked that this benefit 
statement was a “happier” way to talk about economic impacts.  However, this board was criticized by some, 
who said it might be a little hard to believe, or that it didn’t “match up” fairly with the hunting industry when 
making comparisons.  Overall, this benefit ranked fourth in weighted scoring, while jumping up to second place in 
unweighted scoring.   

Board #4. Creating Colorado jobs.

Hunters and anglers provide over 26,000 jobs to rural communities across the state of Colorado, providing 
livelihoods for many skilled outfitters, guides and wildlife experts.  

Rounding out our grouping of the most highly-ranked benefit statements, this benefit seemed to have appeals 
that were similar to the “ski industry” benefit board.  Most groups ranked it within the top seven positions.  
Respondents were again surprised by the size of the number of jobs, liked the mention of small Colorado towns, 
and felt that these were an important element of their state’s appeal that deserved support.  In terms of 
economic impacts, some participants noted that the concept of supporting jobs was easy to get behind, and 
that jobs were an important issue for them.  A few negative comments pointed out that a focus on rural 
communities might limit the appeal of this statement to fewer people, or that the number of jobs actually didn’t 
sound all that impressive to them.  Overall, this benefit ranked fifth in weighted scoring, while raking fourth in 
unweighted tabulations.   
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“THE FOOTHILLS.”   
Benefit statements that ranked in secondary positions, and may be more suitable 
for support points. 
Typically, these are secondary, but still important, benefits that may not used to lead in overall positioning, but 
would make for appropriate support and copy points in advertising, website and collateral materials. 

Board #15.  Wildlife management is essential.

Without careful management, the impact of human activity and population growth would result in devastation 
to wildlife and habitats. The fees from hunting and fishing directly fund the maintenance of Colorado’s 
thriving wildlife and pristine habitats.  

Leading off our “supporting” grouping of benefit statements was this benefit that talked about human population 
growth and its impact on wildlife management.  Some respondents reported that this benefit statement actually 
gave them some anxiety (especially the photo) and that it really pointed out some of the big challenges the state 
would face as it continued to grow.  The concept of careful management within that growth, and the concept of 
working towards a healthier overall system of balance, appealed to many participants. Negative comments 
included some who pointed out that they didn’t like that we were managing wildlife while not managing people.  
Overall, this benefit ranked sixth in weighted scoring, while raking eighth in unweighted scores. 

Board #12.  Healthy habitat means clean water.

Protecting wildlife habitat also protects the quality and availability of clean water. Hunter and angler license 
fees directly benefit habitat, wildlife protection and clean water. 

Benefit statement #12 also brought up similar conversations about growth, and balancing the impacts created by 
so many people living in our state.  Respondents reported that clean water was a very important issue, and that it 
was on many people’s minds these days.  Some pointed out that clean water could be a more universally 
appealing benefit, even for people who were less concerned about wildlife.  Some said that it made sense to 
them, that keeping nature clean would lead to better water sources, or that they wanted to make sure we 
protected what they believed to be very high quality water in Colorado.  Several respondents did call out that this 
benefit statement might be a little too complicated, or that they didn’t immediately understand the implied 
connection between wildlife management ad clean water.   Overall, this benefit statement ranked seventh, in both 
weighted and unweighted scoring. 

Board #1. License fees, not taxes.

Hunting and fishing license fees, not tax dollars, fund wildlife management in Colorado. This means that 
hunting and angling allows us all to enjoy Colorado’s world class wildlife without having to pay more taxes. 

The next benefit statement in this grouping seemed to provide a simple, but powerful statement for many 
respondents.  Many said that the concept of “no taxes” was an easy and direct way to appeal to them, and that 
the concept of a self-supporting or self-funded activity like hunting and fishing was a fair way to do it.  Some 
even went so far as to suggest that because wildlife was essentially a “public good”, maybe it should be 
something that more people paid for.  We did hear more negative feedback on this benefit statement than when 
it was tested in 2011, with people pointing out that it sounded too “conservative leaning” or that it might not 
actually be 100% true.  Some respondents found it too political sounding, or like a phrase they had heard used 
too many times before.  Overall, this benefit ranked eighth in weighted scoring, while raking sixth in unweighted 
scores. 
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Board #16. A one of a kind model.

The North American Conservation Model was established in the 1800’s to create funding through hunting and 
fishing license fees rather than taxes. This unique model has protected Colorado wildlife for the benefit of all 
Coloradans. 

This was the final benefit statement to fall within our “foothills” grouping.  While it was criticized by some for being 
a little “boring” or complicated, this statement did seem to provide new information to many participants.  Several 
of them reported that they were interested to learn about the actual model behind wildlife management, and the 
100-year history that came with it.  Some also reported that this benefit statement helped them gain a better 
understanding of the funding model, and not just the money.  Overall, this benefit ranked ninth in weighted 
scoring, while raking 10th in unweighted scores. 
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“THE PLAINS.”   
Benefit statements that were ranked in the middle of the pack by most 
participants. 
These are benefits or support points that were judged as, plain.  While most weren’t controversial, nor did 
they generate a ton of negative reactions, they would need to be changed or combined with other benefits to 
have much value to prospective supporters, and most probably aren’t worth including in advertising and 
marketing messages. 

Board #10.  Kids experience outdoors.

More and more kids are spending less time outdoors and more time with technology. Colorado wildlife 
management, funded primarily by hunting and fishing fees, creates the much needed opportunities for kids to 
experience wildlife and nature. 

Plenty of participants said they could identify with kids spending too much time with technology.  And they 
generally agreed that kids could benefit from getting outdoors more often.  But they were pretty clear in saying 
that it didn’t make much sense for the Wildlife Council to be connecting itself to the issue.  Some wondered 
exactly what the Wildlife Council was saying that it was doing for kids.  Most felt like it was their job, as parents, 
to figure out how to get their kids into the outdoors more often, not that of a wildlife organization. 

Board #9.  A delicate balance.

By managing wildlife populations, protecting habitat and providing wildlife education to the public, funds 
from hunting and angling ensure people and wildlife co-exist.  

Similar to comments we heard on benefit statement #15, this benefit spurred more conversations about how to 
best balance the needs of human growth and impact with wildlife.  Some liked its attempt to talk about the need 
to educate the public, instead of just removing animals.  But most felt that it wasn’t as strong a statement as 
several others, and didn’t create enough of a sense of urgency about the issue to be taken seriously. 

Board #17.  Protecting what matters.

Many of us choose to live in Colorado because of the outdoor opportunities and wildlife here. Hunters and 
anglers are funding preservation of that, and helping to protect what matters to us all. 

Some respondents liked the mention of preservation in this benefit statement, and felt that showing the young 
boy in the photo might be representative of the concept of stewardship, or passing something important down to 
future generations.  But most felt that it was a little too preachy, obvious, or like an outside agenda was being 
pushed onto them.  As seen in several benefit statements in this grouping, respondents clearly didn’t want to be 
told what should matter to them, or what they should do.   

Board #19.  Keeping Colorado Colorado.

Without scenic mountain views, abundant wildlife like big horn sheep, and so many ways to enjoy the scenic 
outdoors, Colorado just wouldn’t be Colorado. Hunting and fishing preserves the very heart of our state. 

This benefit statement also brought up discussions about the balance required to keep our state in its present 
desirable form.  But it was ranked lower by many participants who said that it felt too boastful, as if it was 
crediting all of the wonders of Colorado to hunters and anglers exclusively, without acknowledging that many 
other interests and supporters contribute as well.  

Brand Ignition Point  |  2015 Message Testing Final Report	 �                                                                                                                      12



Board #8.  Hunting directly protects wildlife and habitat.

Hunting and fishing helps to maintain species populations at levels compatible with human activity, land use 
and available habitat.  

Participants seemed to think that maintaining species populations was in fact an important point.  However, most 
believed that the way the statement was constructed put too much emphasis on “compatibility” with human 
activity.  Some said this benefit statement simply repeated things they already expected were being done on a 
regular basis. 

Board #2.  Colorado pride.

Coloradans have hunters and anglers to thank for providing the primary source of funding that preserves our 
state’s world class wildlife and pristine habitats. 

Most participants didn’t argue with the concept of being proud to live in Colorado, and having access to its world 
class wildlife.  A few even used the discussion to point out that they were native born to Colorado, and were 
proud of that fact.  However, most respondents couldn’t get past what they considered to be the condescending 
tone of this board, and didn’t appreciate the implication that they had a “duty” to say thank you to sportsmen for 
the privilege of living here.   

Board #11.  Kids need the outdoors.

Studies show that kids need to be exposed to nature in order to properly develop. The funds generated by 
hunting and fishing protect wildlife and habitat, thereby providing kids with the opportunity to foster skills and 
expand their imaginations.  

Similar to the reactions the groups had with benefit #10, the idea of kids needing more outdoor exposure was 
generally agreed with, but was generally rejected as something that should not be the job of the Wildlife Council.  
Many respondents pointed out that they viewed it as a negative, preachy message, and that they viewed it as 
something they were responsible for as parents.   

Board #6.  Renewable resource.

Fees from hunters and anglers help keep Colorado’s wildlife herds healthy, allowing the rest of us to 
experience wildlife year after year. 

Some respondents liked the underlying concept of wildlife as an ongoing, renewable resource presented by this 
benefit statement.  But it was ranked lower by most groups because they felt it wasn’t clear enough what exactly 
was being presented as “renewable,” or because they felt the word “resources” was better applied to water, 
natural gas, oil, etc. 

Board #18.  Everyone Benefits.

If it were not for the funding and benefits derived from hunting and fishing, Colorado’s residents would not be 
able to experience and enjoy wildlife as they do today. 

Similar to reactions to benefit #2, this statement was primarily criticized for its perceived condescending tone.  
Some respondents commented that it felt as if hunters and anglers were merely “tooting their own horn” with the 
way the statement was worded, and that it didn’t work hard enough to explain why people wouldn’t be able to 
enjoy wildlife without the funding from hunting and fishing.   
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“THE LOW VALLEY.”   
Benefit statements that were ranked at the very bottom. 
While somewhat rare to have so few benefit statements in the bottom category, these are statements that 
were consistently rated in a strongly negative light.  They could actually do more harm than good, and should 
not appear in advertising or marketing messages. 

Board #20.  A unique sport.

Few sports, aside from hunting and angling, have such a direct and positive impact on both the participants, 
as well as the entire surrounding environment and community. 

This benefit statement was criticized primarily for sounding too self-serving.  It was also criticized for its use of the 
word “sport” as a way to describe hunting and angling.  Some participants (all of whom were non-sportsmen) 
used this benefit as an opportunity to point out they did not view hunting or angling as true “sports”, or that they 
didn’t compare favorably to what they view as the extensive range of true outdoor sports that people in Colorado 
participate in.   

Board #13.  Changing stereotypes.

Hunting and fishing are becoming popular activities amongst women which is helping to make our state’s 
natural assets open and available to an ever-expanding group of residents.  

Most respondents felt this benefit statement was too stereotypical, and was only enhancing old-fashioned beliefs 
about women. Some wondered if it was actually introducing a reverse stereotype by implying that women hadn’t 
been hunting or fishing previously.  Many wondered why it mattered at all whether women were fishing and or 
hunting,   

Brand Ignition Point  |  2015 Message Testing Final Report	 �                                                                                                                      14



 

Brand Ignition Point  |  2015 Message Testing Final Report	 �                                                                                                                      15

MESSAGING RECOMMENDATIONS



Combining the winning benefit statements to evolve the Colorado Wildlife 
Council / Hug a Hunter brand messaging platform. 

One purpose of this research study was to set the foundation for messaging for the next 4-5 year phase of the 
campaign, identifying where previous messaging platform elements should remain, and where they should be 
evolved or shifted to best respond to opinions and attitudes among the target audience.  

An evolution, not a revolution.

We recommend that future messaging for the Wildlife Council’s marketing campaign should continue to utilize the 
solid platform established with the 2011 research, while evolving slightly to incorporate important new shifts in 
attitudes and priorities among non-sportsmen.   

A useful tool for easily defining (and updating) a messaging platform is something we refer to as a “brand 
triangle.”  While this device isn’t intended to be used in public-facing communications, it should serve as an 
internal reference guide for the key points that make up the multi-faceted definition of the Council’s brand.   
The typical brand triangle includes four key components: 

Brand Attributes

These are the things the  the end user gets or 
accomplishes when they support the brand or 
cause. It articulates the functional, rational and 
concrete attributes of the brand. 

Brand Personality

This is the tonality of your brand.  How it will 
“feel” for the end user to support the cause. It 
defines the emotional and experiential attributes 
of the brand. 

Brand Core Essence

This is the core “foundation” statement behind the brand.  It can be thought of as your “battle flag.”  It’s best if it 
can be communicated quickly, with a few well-placed words. 

Supporting Statements

These are the important rationale and support points that serve to justify the claims made about the brand.  It’s 
the main evidence to underscore the supporting arguments, the “reasons why” someone should believe the 
brand’s claims. 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The elements of the “brand triangle.”



The Wildlife Council 2011 brand triangle.

The original brand triangle was adopted after the first round of message testing. 

The updated Wildlife Council 2015 brand triangle.

Based on findings from the 2015 research, refinements are recommended, incorporating several shifts in 

attitudes around sustainability and science, while broadening the brand core essence to be more inclusive. 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The top implications of the research, and possible next steps for strategic 
messaging and tactical communications. 

Still a low interest subject for many people.

• It’s important for the Council to remember that issues related to wildlife, wildlife management and wildlife 

habitat are important to many Coloradans, but they aren’t typically at the top of their minds.  For ongoing 
engagement, the Council will need to find ways to keep their messaging entertaining, approachable and 
not too serious or complicated.   

Most non-sportsmen are still quite removed from true wildlife experiences.

• Although a majority of participants identified themselves enthusiastically as ‘hikers’ and/or ‘campers’, it 

was clear that most of them are fairly removed from much direct experience with wildlife.  The Council 
should keep in mind that many opinions and attitudes towards wildlife issues will be formed via other, 
indirect experiences, exposure to media sources, and discussions with friends and neighbors. 

Lack of controversy:  an opportunity to deepen messaging.

• Discussions consistently indicated a lower level of controversy surrounding hunters than in previous 

research.  This may be an opportunity for the Council to move beyond a simple ‘sportsmen are good’ 
mentality and encourage deeper knowledge and understanding of specific wildlife benefits. 

Protection and sustainability were emerging themes.

• An emerging area of common ground between sportsmen and non-sportsmen appears to be in the 

concepts of “protection” and “sustainability.”  The Council should consider ways to talk more about these 
issues, in terms of wildlife populations, open space, endangered species, and clean water. 

‘Backyard’ issues should be considered as well.

• Worries surrounding urban growth, development, and the conflicts between humans and wildlife were 

common themes among respondents, and could help in creating even more ‘common ground’ between 
sportsmen and non-sportsmen in the future.  

Science lends credibility.

• Respondents clearly felt greater trust, credibility and support when they understood how protection and 

sustainability were backed by sound science.  The Council should consider ways of demonstrating the 
scientific underpinnings of the state’s wildlife management system. 
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Continue to remind about economic benefits.

• While they may not be appropriate in every circumstance, the ‘eye-opening’ economic benefits of revenue 

and jobs should continue to be used as rational support points throughout the campaign. 

Don’t come across as boastful or arrogant.

• Respondents reminded us that there is a fine line between educating and informing them about the 

benefits sportsmen bring to the state, versus boasting or bragging about those benefits.  
Communications that come across as too self-important or boastful will be rejected by many.  

Stay positive.

• Another caution that came out of the research was the risk of being viewed as an organization that is 

scolding or nagging audiences into action.  The Council should avoid messaging that implies audiences 
aren’t acting appropriately, or that attempts to teach them a “better way”. 

Stick with simple benefits.

• We were also reminded of the importance in keeping claims simple, straightforward and easy to 

understand.  The more complicated or multi-dimensional a benefit becomes, the harder it will be for 
people to actively engage with it. 

‘Kids’ theme probably too far removed from our message.

• Because it was widely viewed as “not your responsibility”, messages that concentrate on the benefits that 

wildlife and outdoor activity bring to kids should be avoided.  

What about the ‘Hug a Hunter’ campaign theme?

• General awareness of the current ‘Hug a Hunter” campaign theme was apparently quite high among most 

respondents, and seemed well regarded by almost all participants.  Given its positive reception, 
memorability and continued alignment with the Council’s most important messaging points, we believe 
the theme should continue to anchor the campaign moving forward.  Even as the campaign evolves to 
address some of the new benefits brought forth in this research, the Hug a Hunter theme seems perfectly 
suited to continue its role as underlying tagline, website URL and campaign catchphrase.    
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METHODOLOGY



The methodology used to conduct the research, and compile final scores and 
rankings. 

Background information for this research was gathered in July and August of 2015, with approval of the 
Colorado Wildlife Council, and continuing input from members of the Council’s marketing committee.  

Numerous benefit statements were developed, including versions similar to those used in the 2011 research 
study as well as several new or revised benefit statements.  Final benefit statements were narrowed to a list of 
20, which were turned into printed “benefit boards” for focus group testing. 

Respondents were recruited by telephone by a third-party recruiting service.  Six total focus group panel 
discussions were conducted, with approximately ten participants in each group.  Four groups were held in metro 
Denver, with two of those groups made up of a ‘mixed’ audience of men and women, one group made up of 
women only, and one group with Hispanic participants (all of whom spoke English as their primary language.)  
Two groups were held in Grand Junction, with one of those groups made up of a mixed male/female audience 
and the other group of women only.  All participants were within the 25-54 age range, and all self-identified as 
non-participants in hunting and fishing activities.   

Participants of all six groups reviewed, discussed and provided detailed feedback on each of the 20 benefit 
boards they were shown. The order of the benefit boards was changed slightly in each group. 

Rankings.

In the panel discussions, benefit boards were evaluated and ranked by a consensus of the entire group, resulting 
in a final ranking of benefits for each individual group. Overall rankings were then tabulated using an average of 
the rankings from each group.  Finally, weighted rankings were calculated, with the rankings from the “mixed 
participant” groups being weighted more heavily than the other, more narrowly-defined groups. Specifically, 
rankings from the mixed groups were weighted x3, rankings from the women-only groups were weighted x2, and 
rankings from the Hispanic group were weighted x1.  All individual rankings are displayed in the summary tables 
in the next section, as well as in the Detailed Benefit Board Results section. 

A flowchart representation of the entire process, including recommended follow-up steps, can be found on the 
following page. 
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SUMMARY TABLES  
DETAILED BENEFIT BOARD RESULTS



A summary of rankings from all tested benefit statements. 
The following tables provide detailed rankings of the benefit statements from each of the six focus group 
discussions.  The benefit board number and identifying title are shown on the left side of each row, while the 
numbers going across the row represent the ranking of that benefit statement within each group. 
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Board Number -  
Benefit Statement

Denver 
Women

Denver 
Mixed

Denver 
Hispanic

Denver 
Mixed GJ Women GJ Mixed

5 - Protecting endangered species. 2 2 5 4 5 9

7 - Controlling overpopulation. 5 6 17 2 2 5

14 - The science behind it. 1 8 3 3 9 7

3 - As important as the ski industry. 3 4 2 6 1 13

4 - Creating Colorado jobs. 9 13 4 1 7 2

15 - Wildlife mgmt. is essential. 6 3 14 5 14 8

12 - Healthy habitat clean water. 8 5 1 9 17 4

1 - License fees, not taxes. 4 11 7 11 8 3

16 - One of a kind model. 14 1 13 12 6 10

10 - Kids experience outdoors. 7 18 6 10 4 6

9 - A delicate balance. 10 7 18 7 3 17

17 - Protecting what matters. 19 9 15 13 11 1

19 - Keeping Colorado Colorado. 15 10 9 19 10 11

8 - Hunting protects wildlife, habitat. 12 12 10 15 15 15

2 - Colorado pride. 16 15 8 17 12 12

11 - Kids need the outdoors. 18 17 16 8 13 16

6 - Renewable resource. 11 14 11 16 18 18

18 - Everyone benefits. 17 16 12 14 19 14

20 - A unique sport. 13 19 19 20 16 19

13 - Changing stereotypes. 20 20 20 18 20 20

Denotes a ranking within the top 5 for each group.

“H
IG

H 
G

RO
UN

D”
“G

RE
AT

 P
LA

IN
S”

“F
O

O
TH

IL
LS

”
“L

O
W

 V
AL

LE
Y”

Summary Tables



Summary tables (continued).
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Board Number -  
Benefit Statement

Overall 
Weighted Rank

Overal Non-
Weighted Rank

Women Only 
Rank Hispanic Rank

5 - Protecting endangered species. 1 1 2 5

7 - Controlling overpopulation. 2 5 3 17

14 - The science behind it. 3 3 4 3

3 - As important as the ski industry. 4 2 1 2

4 - Creating Colorado jobs. 5 4 8 4

15 - Wildlife mgmt. is essential. 6 8 9 14

12 - Healthy habitat clean water. 7 7 11 1

1 - License fees, not taxes. 8 6 6 7

16 - One of a kind model. 9 10 10 13

10 - Kids experience outdoors. 10 9 5 6

9 - A delicate balance. 11 11 7 18

17 - Protecting what matters. 12 12 17 15

19 - Keeping Colorado Colorado. 13 13 12 9

8 - Hunting protects wildlife, habitat. 14 14 13 10

2 - Colorado pride. 15 15 14 8

11 - Kids need the outdoors. 16 17 18 16

6 - Renewable resource. 17 16 15 11

18 - Everyone benefits. 18 18 19 12

20 - A unique sport. 19 19 16 19

13 - Changing stereotypes. 20 20 20 20
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Detailed findings for each individual benefit statement. 

Following are detailed rankings and comments representing the most prevalent attitudes and perceptions 
collected for each of the 20 individual benefit statements. 
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Detailed Benefit Board Results



Board #1 “License fees, not taxes.” 

Verbatims:

• If you want to hunt or fish, you can 

pay that extra amount to do it.   

• “Not Taxes” is a powerful phrase for 
people and is a very clear message. 

• Those that don’t use don’t have to 
pay. 

• I like that it’s self-supporting.   

• It’s a public good – shouldn’t we be 
paying for it?  

• That statement isn’t all the way true.  

• Everybody’s catch phrase is “no more 
taxes”, so it doesn’t really stand out 
for me.   

• We have a lot of other things to take 
care of that require a lot of resources.  

• Comes up anti-tax and very political. 

Grouping Rank Grouping Rank

Weighted Rank 8 Group #1:  Denver Women-Only 4

Non-Weighted Rank 6 Group #2:  Denver Mixed Gender 11

Women-Only Rank 6 Group #3:  Denver Hispanic 7

Hispanic Rank 7 Group #4:  Denver Mixed Gender 11

Group #5:  GJ Women-Only 8

Group #6:  GJ Mixed Gender 3
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Board #2 “Colorado pride.” 



Verbatims:

• I’m native born, and I’m proud of it. 

• The idea of commonality I liked, but 
I didn’t catch it at first. 

• I like the concept of “world class 
wildlife”.  

• It’s why we live here: we CAN go to 
the mountains, we CAN go 
horseback riding.   

• Primary source of funding could be 
anything.  

• It’s getting the message across but 
condescending.  

• Didn’t get the connection with 
sportsmen. 

Grouping Rank Grouping Rank

Weighted Rank 15 Group #1:  Denver Women-Only 16

Non-Weighted Rank 15 Group #2:  Denver Mixed Gender 15

Women-Only Rank 14 Group #3:  Denver Hispanic 8

Hispanic Rank 8 Group #4:  Denver Mixed Gender 17

Group #5:  GJ Women-Only 12

Group #6:  GJ Mixed Gender 12
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Board #3 “As important as the ski industry.” 



Verbatims:

• Surprising.   

• It’s shocking, because you always 
hear about the ski industry, and to 
know hunting and fishing generates 
as much revenue.  

• That would stick with me.  

• There really is a lot more money 
here than I thought.   

• That’s a lot of money.  

• Would have thought they way 
outnumbered the hunters.  

• I like to hear about the economy.  

• It’s an impressive number. 

• Everyone knows about over 
population, but not everyone knows about this number.  

• Real number and direct impact. 

• This is happier than “taxes”.  

• I would not put skiing and hunting together – I’m skeptical.  

• Sticks out like a sore thumb because it doesn’t gel like all the others.  

• Comparing oranges and apples. 

Grouping Rank Grouping Rank

Weighted Rank 4 Group #1:  Denver Women-Only 3

Non-Weighted Rank 2 Group #2:  Denver Mixed Gender 4

Women-Only Rank 1 Group #3:  Denver Hispanic 2

Hispanic Rank 2 Group #4:  Denver Mixed Gender 6

Group #5:  GJ Women-Only 1

Group #6:  GJ Mixed Gender 13
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Board #4 “Creating Colorado jobs.” 



Verbatims:

• I feel like in Colorado, there are so 

many cool small towns, as opposed 
to big cities – it’s cool to be helping 
those towns stay afloat. 

• Jobs!  Anything that promotes jobs 
in Colorado is important. 

• Ties in with Colorado.  

• More powerful. 

• Always creating jobs is a good thing 
and good growth for CO.  

• Like the fact that it’s private industry 
and small biz.  

• I kind of get lost in what the point of 
it is.  

• It doesn’t sound like a lot to me. 

• Your talking about hunters and anglers but you are leaving out the wildlife…do they benefit?  

Grouping Rank Grouping Rank

Weighted Rank 5 Group #1:  Denver Women-Only 9

Non-Weighted Rank 4 Group #2:  Denver Mixed Gender 13

Women-Only Rank 8 Group #3:  Denver Hispanic 4

Hispanic Rank 4 Group #4:  Denver Mixed Gender 1

Group #5:  GJ Women-Only 7

Group #6:  GJ Mixed Gender 2
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Board #5 “Protecting endangered species.” 



Verbatims:

• It is a priority to keep them around – 

once they’re gone they’re gone.   

• This is more important to me than 
the kids message.  

•  It’s about saving the species rather 
than just coming to the mountains. 

• Saving a species, saving a life – 
feels more important somehow.  

• To see exactly which things are 
being protected helps makes it 
more substantial.  

• Creates a sense of urgency and that 
we are actually doing something 
with the fees.  

• Validated where the fees go and 
specific on what it actually said.  

• Love how they’re talking about the positive side of endangered species. 

• I like how they’re not talking about exotic species like lions, they’re talking about species we have at home.  

• We spend so much money on that kind of thing.  

• It’s like the cigarette industry saying they don’t endorse smoking. Feels the same. 

Grouping Rank Grouping Rank

Weighted Rank 1 Group #1:  Denver Women-Only 2

Non-Weighted Rank 1 Group #2:  Denver Mixed Gender 2

Women-Only Rank 2 Group #3:  Denver Hispanic 5

Hispanic Rank 5 Group #4:  Denver Mixed Gender 4

Group #5:  GJ Women-Only 5

Group #6:  GJ Mixed Gender 9
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Board #6 “Renewable resource.” 



Verbatims:

• Is it the animals or the hunting that’s 

renewable? 

• I understand it because I know 
hunters, but if you didn’t know 
hunters, would you understand it?  

• A lot of times when you’re thinking 
about “resources” you’re not 
thinking about wildlife. 

• I believe hunting is good for control. 

• I like the idea of it being a 
continuous resource. 

• Like that we get a benefit from these 
fees and that we can experience the 
wildlife. 

• Hunting is good for control and not 
everyone understands why. 

Grouping Rank Grouping Rank

Weighted Rank 17 Group #1:  Denver Women-Only 11

Non-Weighted Rank 16 Group #2:  Denver Mixed Gender 14

Women-Only Rank 15 Group #3:  Denver Hispanic 11

Hispanic Rank 11 Group #4:  Denver Mixed Gender 16

Group #5:  GJ Women-Only 18

Group #6:  GJ Mixed Gender 18
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Board #7 “Controlling overpopulation.” 



Verbatims:

• The wildlife needs elbow room, 

otherwise where are they going to 
live?  

• Makes me think of the bears coming 
down to look for food.  

• Where is our responsibility if we 
keep building houses, etc! 

• This is more common sense, which I 
like. 

• It makes more sense to me. It’s like 
a mathematical equation. 

• It’s a relatable message…we all 
have dogs and use our backyards.  

• Hits more people than protecting 
endangered species, this message 
affects everybody.  

• I think it’s important to have that hunting resource. 

• Sounds like a nagging mom. 

Grouping Rank Grouping Rank

Weighted Rank 2 Group #1:  Denver Women-Only 5

Non-Weighted Rank 5 Group #2:  Denver Mixed Gender 6

Women-Only Rank 3 Group #3:  Denver Hispanic 17

Hispanic Rank 17 Group #4:  Denver Mixed Gender 2

Group #5:  GJ Women-Only 2

Group #6:  GJ Mixed Gender 5
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Board #8 “Hunting directly protects wildlife and habitat.” 



Verbatims:

• That wording is a turnoff “human 

activity”. 

• Just saying that we have to control 
species populations doesn’t get me. 

• Confirms what you know about 
hunting and fishing.  

• Theses are the kinds of things I 
expect are being done.   

• Population control seems important. 

• It’s offering a good argument, but on 
the other hand, it’s not telling how or 
why. 

• Compatible w/ human activity – 
those words are turnoffs. 

• What are they comparing it to? 

Grouping Rank Grouping Rank

Weighted Rank 14 Group #1:  Denver Women-Only 12

Non-Weighted Rank 14 Group #2:  Denver Mixed Gender 12

Women-Only Rank 13 Group #3:  Denver Hispanic 10

Hispanic Rank 10 Group #4:  Denver Mixed Gender 15

Group #5:  GJ Women-Only 15

Group #6:  GJ Mixed Gender 15
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Board #9 “A delicate balance.” 

Verbatims:

• It walks that fine line between 

making sure wildlife is protected, 
and that we have the opportunity to 
enjoy them.  

• The more you grow and develop 
land, the less you are giving to the 
animals which makes it hard to 
balance the animals. 

• I liked “education“ to the public. 

• You’re explaining the steps.  

• I think controlling the population is 
important.   

• What’s the point – is it to create 
funding, or a sense of urgency 
about the importance of the issue? 

Grouping Rank Grouping Rank

Weighted Rank 11 Group #1:  Denver Women-Only 10

Non-Weighted Rank 11 Group #2:  Denver Mixed Gender 7

Women-Only Rank 7 Group #3:  Denver Hispanic 18

Hispanic Rank 18 Group #4:  Denver Mixed Gender 7

Group #5:  GJ Women-Only 3

Group #6:  GJ Mixed Gender 17
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Board #10 “Kids experience outdoors.” 



Verbatims:

• I like when it draws in a specific 

audience, like parents.  

• I can identify when I think about my 
son, and how hard it is to get him 
away from the Wii. 

• Importance of kids being outside 
and teaching kids about wildlife and 
nature hits parents w/children.  

• I believe kids should be outdoors 
playing, and not indoors with 
technology. 

• Get pounded w/ that message all 
the time. 

• Connecting this with hunting and 
fishing seems like a stretch. I’m 
taking my kids outdoors regardless. 

• WHAT are they doing to help kids specifically? 

• I’d rather see kids spending more time outdoors, like I did when I was a kid.  

• It’s not completely fair, it leaves me wondering. 

• Don’t clearly see the connection. 

Grouping Rank Grouping Rank

Weighted Rank 10 Group #1:  Denver Women-Only 7

Non-Weighted Rank 9 Group #2:  Denver Mixed Gender 18

Women-Only Rank 5 Group #3:  Denver Hispanic 6

Hispanic Rank 6 Group #4:  Denver Mixed Gender 10

Group #5:  GJ Women-Only 4

Group #6:  GJ Mixed Gender 6
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Board #11 “Kids need the outdoors.” 



Verbatims:

• It’s preachy.  

• This tells me my kid is not going to 
develop properly. 

•  I already do this.  

• Hunting and growing my child’s 
imagination is a pretty big stretch. 

• These days, kids are exposed to 
technology so much, it seems like a 
good thing to get them out there 
with wildlife.  

• I don’t perceive the difference with 
board 10.  

• Your kids need to be outside, and 
they need to get away from the 
computer – I hear this as if I’m being 
told I’m a terrible parent.   

• As far as being exposed to nature, it’s a very good thing. 

• I think everyone needs the outdoors – not just kids.   

Grouping Rank Grouping Rank

Weighted Rank 16 Group #1:  Denver Women-Only 18

Non-Weighted Rank 17 Group #2:  Denver Mixed Gender 17

Women-Only Rank 18 Group #3:  Denver Hispanic 16

Hispanic Rank 16 Group #4:  Denver Mixed Gender 8

Group #5:  GJ Women-Only 13

Group #6:  GJ Mixed Gender 16
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Board #12 “Healthy habitat means clean water.” 



Verbatims:

• I tend to believe we have the 

freshest water here, and I want to 
protect that.  

• Would never know that hunting and 
fishing directly affects our clean 
water. 

• It just makes sense to me, keeping 
nature clean and protecting wildlife.  

• We’ve got great water in Colorado – 
we need to protect it!   

• Not sure how they get clean water 
from animals? Message is not clear.  

• Water is on everyone’s mind these 
days. It’s a very valuable commodity.  

• Clean water is universal – even if 
you’re not into wildlife. 

• The message didn’t help me understand how the clean water was created so not as relatable.  

• You need clean water, it’s a very pricey commodity and very valuable asset. What about the California 
drought? 

• Feels complicated. 

• It’s a little bit of a disconnect – I’m not understanding how wildlife leads to clean water. 

Grouping Rank Grouping Rank

Weighted Rank 7 Group #1:  Denver Women-Only 8

Non-Weighted Rank 7 Group #2:  Denver Mixed Gender 5

Women-Only Rank 11 Group #3:  Denver Hispanic 1

Hispanic Rank 1 Group #4:  Denver Mixed Gender 9

Group #5:  GJ Women-Only 17

Group #6:  GJ Mixed Gender 4
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Board #13 “Changing stereotypes.” 



Verbatims:

• Very negative light. 

• Thought it was changing stereotype 
of a hunter, not a woman. 

• Is it so surprising that women are 
hunting?  

• I already thought women were 
hunting and fishing – that’s what CO 
is. 

• Two words:  so what? 

• It’s an old-timey tactic.  

• It’s like “what difference does it 
make whether men or women are 
fishing?” 

• Sort of circular and doesn’t make 
sense, also feels condescending.  

Grouping Rank Grouping Rank

Weighted Rank 20 Group #1:  Denver Women-Only 20

Non-Weighted Rank 20 Group #2:  Denver Mixed Gender 20

Women-Only Rank 20 Group #3:  Denver Hispanic 20

Hispanic Rank 20 Group #4:  Denver Mixed Gender 18

Group #5:  GJ Women-Only 20

Group #6:  GJ Mixed Gender 20
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Board #14 “The science behind it.” 



Verbatims:

• I didn’t know they had a nationally 

recognized research team.  

• I like anything that supports 
research and science.  

• More credible by talking about 
science.  

• Having a national recognized 
research team is pretty cool and 
what you would expect from CO 
since it’s such a “nature” state. 

• I think monitoring the wildlife is a key 
way that we’re preserving them.   

• You don’t know if you have a 
problem unless you have people 
analyzing data.  

• Like that the money goes to research.  

• Explains that money goes to funding research, not just that they’re nationally recognized, and that they are 
serious about it. 

• Not as believable…how does this affect me directly?  

• A little harder to relate to for me personally. 

• I like the information, but the way it’s presented is a little tough to grasp. 

Grouping Rank Grouping Rank

Weighted Rank 3 Group #1:  Denver Women-Only 1

Non-Weighted Rank 3 Group #2:  Denver Mixed Gender 8

Women-Only Rank 4 Group #3:  Denver Hispanic 3

Hispanic Rank 3 Group #4:  Denver Mixed Gender 3

Group #5:  GJ Women-Only 9

Group #6:  GJ Mixed Gender 7
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Board #15 “Wildlife management is essential.” 



Verbatims:

• I’m thinking the “management” is 

around the human activity – and 
that’s a good thing for me. 

• Everything just falls within that fine 
balance. 

• I like that it’s making sure the system 
is healthy.  

• Management puts it into 
perspective. 

• This really hits home (noted that he 
came here from Kenya, so felt he 
could truly compare two worlds). 

• I don’t like that picture, it’s giving me 
anxiety. 

• Making assumption that they are 
talking about managing human activity. That’s good. If it’s saying we’re managing wildlife I don’t get that.  

• Far-fetched.  

• The picture stresses me out. I don’t like that we’re not managing people and we have to manage the animals 
instead. 

Grouping Rank Grouping Rank

Weighted Rank 6 Group #1:  Denver Women-Only 6

Non-Weighted Rank 8 Group #2:  Denver Mixed Gender 3

Women-Only Rank 9 Group #3:  Denver Hispanic 14

Hispanic Rank 14 Group #4:  Denver Mixed Gender 5

Group #5:  GJ Women-Only 14

Group #6:  GJ Mixed Gender 8

Brand Ignition Point  |  2015 Message Testing Final Report	 �                                                                                                                      42



Board #16 “A one of a kind model.” 



Verbatims:

• Nice to know the funds that are 

coming from licenses is helping with 
preservation rather than taxes.  

• Provides information to understand 
the funding better. 

• This talks about history too, not just 
the money 

• I like the continuity, how it’s giving a 
little history. 

• That’s a tiny bucket of money for a 
lot of wildlife area.    

• I was impressed that it’s been more 
than 100 years – that caught my 
eye. 

• Interesting tidbit, but that’s what it is 
– a tidbit. 

• No one has heard of the conservation model. 

• That is a really boring message. 

• Had to read 3 times.  

Grouping Rank Grouping Rank

Weighted Rank 9 Group #1:  Denver Women-Only 14

Non-Weighted Rank 10 Group #2:  Denver Mixed Gender 1

Women-Only Rank 10 Group #3:  Denver Hispanic 13

Hispanic Rank 13 Group #4:  Denver Mixed Gender 12

Group #5:  GJ Women-Only 6

Group #6:  GJ Mixed Gender 10
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Board #17 “Protecting what matters.” 



Verbatims:

• I like the idea of preservation in 

there, because I usually think of 
hunters and anglers taking 
something away.  

• Like the preservation aspect of it 
with the kid in the photo presents a 
sense of stewardship. 

• It’s a little too “kum-bay-ya”.   

• That is why most of us live here, and 
we should know that.   

• I liked it , but felt like some other 
agenda was being put forth.   

Grouping Rank Grouping Rank

Weighted Rank 12 Group #1:  Denver Women-Only 19

Non-Weighted Rank 12 Group #2:  Denver Mixed Gender 9

Women-Only Rank 17 Group #3:  Denver Hispanic 15

Hispanic Rank 15 Group #4:  Denver Mixed Gender 13

Group #5:  GJ Women-Only 11

Group #6:  GJ Mixed Gender 1
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Board #18 “Everyone benefits.” 



Verbatims:

• Don’t connect with the funding 

benefits and if they really allow us to 
enjoy the wildlife like we do today. 

• Wonder if it’s true?   

• Too vague. 

• Tooting their own horn.  

• Feels kind of preachy, self-
congratulatory. 

• People are going to be missing out 
on some of the benefits of hunting 
and fishing if they don’t know this. 

• For me, it put all the emphasis on 
only a couple of limited activities.  

• I felt like it was a little self-serving, a 
little finger-wagging -- like If it wasn’t 
for them, the whole state would be paved over. 

Grouping Rank Grouping Rank

Weighted Rank 18 Group #1:  Denver Women-Only 17

Non-Weighted Rank 18 Group #2:  Denver Mixed Gender 16

Women-Only Rank 19 Group #3:  Denver Hispanic 12

Hispanic Rank 12 Group #4:  Denver Mixed Gender 14

Group #5:  GJ Women-Only 19

Group #6:  GJ Mixed Gender 14
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Board #19 “Keeping Colorado Colorado.” 



Verbatims:

• I read it as “without hunting, 

Colorado wouldn’t be what it is.”   

• It does feel practical, which I liked.  

• “Without hunting, Colorado would 
not be what it is…I don’t buy that. 

• Evokes a feeling. 

• Likes the emotion. 

• Might make for a good payoff at the 
end of your argument. 

• When they started building up the 
cities and tearing down the wildlife, 
it’s a problem. 

Grouping Rank Grouping Rank

Weighted Rank 13 Group #1:  Denver Women-Only 15

Non-Weighted Rank 13 Group #2:  Denver Mixed Gender 10

Women-Only Rank 12 Group #3:  Denver Hispanic 9

Hispanic Rank 9 Group #4:  Denver Mixed Gender 19

Group #5:  GJ Women-Only 10

Group #6:  GJ Mixed Gender 11
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Board #20 “A unique sport.” 



Verbatims:

• When you think about CO you think 

about sports.  

• No details of why. 

• Too generic. 

• Never liked to call hunting or fishing 
a sport. 

• Hunting and angling has such a 
negative reputation and this helps 
explain how they actually help. 

• Bluff statement. 

• Disturbing, self-serving.  

• Don’t like the tone. 

Grouping Rank Grouping Rank

Weighted Rank 19 Group #1:  Denver Women-Only 13

Non-Weighted Rank 19 Group #2:  Denver Mixed Gender 19

Women-Only Rank 16 Group #3:  Denver Hispanic 19

Hispanic Rank 19 Group #4:  Denver Mixed Gender 20

Group #5:  GJ Women-Only 16

Group #6:  GJ Mixed Gender 19
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1441 29th Street

Denver, CO  80205


T 303.531.7180

F 303.531.7181


thinkpilgrim.com


