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WILDLIFE AD AWARENESS & 
ATTITUDES SURVEY 

COLORADO WILDLIFE COUNCIL AND PILGRIM ADVERTISING 

INTRODUCTION 
In December of 2014, Corona Insights conducted a statewide public research survey on behalf of the 

Wildlife Council.  The survey followed the Wildlife Council’s 2014 advertising campaign, and its main goals 
were to assess: 

è Awareness of the advertising campaign 

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

è 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. 

Statewide results are shown, along with pullouts of any notable 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. 

LONGITUDINAL COMPARISONS 
The study has been conducted previously, but notable methodological changes were enacted this year, 

which impacts the comparability to previous years.  A summary of major methodological changes and their 
likely impacts is provided in Appendix C.   

As seen in Appendix C, the methodology changes produced notable changes in some survey results and 
little change in others.  For planning purposes, the patterns in these differences and similarities are 
illuminating and provide some insights.  However, for the purposes of evaluation we would recommend that 
this year’s study be considered a new baseline. 
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EXECUTIVE SUMMARY 
Below are broad themes that emerged from the data. A more careful analysis of each individual survey 
questions followings in the Key Findings section. 

ADVERTISEMENT RECALL 

è Overall, about half of the respondents recalled an advertisement about hunting and fishing or 
specifically an advertisement from the Colorado Wildlife Council. Registered voters, hunters, and 
anglers were all more likely to recall the advertisement. 

è About two-thirds of the respondents who recalled seeing an advertisement could recall a specific 
message from it. Similarly, two-thirds 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. 

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: 

è Were more likely than those who not seen it to believe that ensuring responsible, legal hunting and 
preserving habitat for wildlife were very important priorities for Colorado Parks and Wildlife. 

è Reported having a more favorable opinion of people who hunt. 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. 

è 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. 

è Were more likely to support hunting and fishing.  

è Were more likely to be hunters and anglers. 

ATTITUDES TOWARD HUNTING AND FISHING 

è 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. 

è The public generally has positive feelings about current hunting and fishing regulations. 
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KEY FINDINGS 
In the following section, we note key findings from the data. Full segmentation analysis can be found in 

the accompanying Excel file. Below, only significant differences between segments of the population are 
noted.  

AWARENESS 

è When asked if they recalled seeing or hearing any advertising in the past several months about 
hunting or fishing in Colorado, 37 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. Combining these two recall 
questions (unaided and aided) resulted in an overall advertisement awareness rate of 51 percent. 

Exhibit 1 
Recall of any advertising in the past several months about hunting or fishing in Colorado 

 

Exhibit 2 
Overall Recall of a Hunting or Fishing Advertisement or of the Hug a Hunter Advertisement 
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è Recall of the advertisement differed within different segments of the population. Respondents who 
were registered to vote were more likely to recall the advertisement than those who were not 
registered. Both respondents who self-identified as a hunter (hunters) and those who self-identified 
as an angler (anglers) were more likely to recall the advertisement.  

Exhibit 3 
Percentage who Recalled a Hunting or Fishing Advertisement or the Hug a Hunter Advertisement 
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è Of those who recalled seeing or hearing an advertisement, a third of them were unable to recall the 
main message of the advertisement. Another one-third provided descriptions of messages that were 
broadly about hunting, fishing, fees, and hugging. 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. 

Both hunters (16 percent) and anglers (14 percent) were more likely to recall the message that fees 
from hunting and fishing licenses help create jobs than non-hunters (7 percent) and non-anglers (5 
percent). 

Exhibit 4 
Advertisement Messages Recalled 
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è When asked whether they remembered any images or visuals from the ad, respondents were most 
likely to say the tagline “Hug a hunter”, a fisherman, and a hunter. A third of respondents said they 
were not sure. 

Respondents who were 55 years old and older were more likely than those who were younger than 
35 to recall a gas station (16 vs. 3 percent) and a fisherman (23 vs. 8 percent). Non-hunters were 
more likely than hunters to recall a gas station (12 vs. 4 percent) and a fisherman (21 vs. 8 percent). 
Non-anglers were more likely to recall mountains/trees than anglers (10 vs. 4 percent). Respondents 
who lived outside of the Front Range were more likely to recall mountains/trees than those who 
lived in the Front Range (9 vs. 3 percent). Those who lived in the Front Range were more likely to 
recall the tagline “Hug a hunter” than those who live outside of the Front Range (28 vs. 13 percent). 

Exhibit 5 
Recalled Images from the Advertisement 
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è The vast majority of respondents who saw the ads reported seeing them on television. Hunters were 
more likely to report seeing the advertisement on social media than non-hunters (11 vs. 2 percent). 
Respondents younger than 55 years old were more likely to report seeing the advertisement at an 
event or display on the street than older respondents (10 vs. 1 percent). Respondents who live in the 
Front Range were more likely to report seeing the advertisement on television that those who live 
outside of the Front Range (82 vs 70 percent). 

è Social media also began emerging as a source of information, though this may not have been 
measured in previous years. 

Exhibit 6 
Where People Saw or Heard the Advertisement 
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ATTITUDES 

è Respondents indicated that providing education and opportunities for children to experience the 
outdoors and preserving habitat for wildlife were the two most important priorities for Colorado 
Parks and Wildlife. The least important priority was managing wildlife in residential areas. 

Hunters and anglers thought the following priorities were more important than non-hunters and 
non-anglers: providing education and opportunities for children to experience the outdoors; ensuring 
responsible, legal hunting; and ensuring responsible, legal fishing. Anglers thought that preserving 
habitat for wildlife was more important than non-anglers (86 vs. 79 percent). 

People who recalled seeing the advertisement were more likely than those who had not to rate the 
following priorities as very important: ensuring responsible, legal hunting (81 vs. 74 percent) and 
preserving habitat for wildlife (87 vs. 76 percent). Respondents younger than 35 were more likely to 
rate protecting endangered species as very important (87 percent) than those ages 35 to 54 (76 
percent) and those ages 55 and older (63 percent). Men thought that ensuring responsible legal 
fishing was more important than women (74 vs. 57 percent). 

Respondents who live outside of the Front Range believed that providing education and 
opportunities for children to experience the outdoors was more important than those who live in the 
Front Range (86 vs. 79 percent). They also thought the ensuring responsible legal hunting was more 
important than those who live in the Front Range (81 vs. 73 percent). Respondents in the Front 
Range believed that protecting endangered species was more important than those outside of the 
Front Range (79 vs. 71 percent). 

Exhibit 7 
Importance of Priorities for Colorado Parks and Wildlife 
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è Overall, respondents had a favorable opinion of people who fish (72 percent) and people who hunt 
(65 percent). 

Hunters were more likely to rate their opinion of people who fish as very favorable compared to 
non-hunters (66 vs. 45 percent). Anglers were more likely to rate their opinion of people who fish as 
very favorable compared to non-anglers (66 vs. 38 percent). Respondents living outside of the Front 
Range were more likely to rate their opinion of people who fish as very favorable than those who live 
in the Front Range (56 vs. 44 percent). 

Hunters were more likely to rate their opinion of people who hunt as very favorable compared to 
non-hunters (73 vs. 31 percent). Anglers were more likely to rate their opinion of people who hunt as 
very favorable compared to non-anglers (56 vs. 31 percent). Respondents who had seen the 
advertisement were more likely to rate their opinion of people who hunt as very favorable compared 
to those who had not seen the advertisement (49 vs. 36 percent). 

Respondents who were registered to vote were more likely to rate their opinion of people who hunt 
as very favorable compared to those who were not registered (45 vs. 26 percent). Respondents living 
outside of the Front Range were more likely to rate their opinion of people who hunt as very 
favorable than those who live in the Front Range (50 vs. 34 percent). Men were more likely to rate 
their opinion of people who hunt as very favorable than women (49 vs. 37 percent). 

Exhibit 8 
Opinion of Anglers and Hunters 
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è 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 (77).  

Hunters (90), anglers (80), respondents who had seen the advertisement (77), respondents who were 
registered to vote (74), respondents living outside of the Front Range (76), and men (76) felt warmer 
towards hunters than non-hunters (65), non-anglers (65), those who had not seen the advertisement 
(66), those who were not registered to vote (63), those who live in the Front Range (68), and women 
(69) did. 

Hunters (91), anglers (86), respondents who had seen the advertisement (82), respondents who were 
registered to vote (79), and respondents living outside of the Front Range (80) felt warmer towards 
anglers than non-hunters (72), non-anglers (70), those who had not seen the advertisement (73), 
those who were not registered to vote (66), and those who live in the Front Range (74) did. 

è The majority of respondents believed that fishing in Colorado should be legal with the same current 
regulations (61 percent) or legal with less strict regulations (18 percent). The majority of respondents 
believed that hunting in Colorado should be legal with the same current regulations (58 percent) or 
legal with stricter regulations (17 percent). 

Hunters were more likely to believe that fishing in Colorado should be legal with less strict 
regulations than non-hunters (27 vs. 15 percent). Non-hunters were more likely to believe it should 
be legal with more strict regulations (10 vs. 3 percent). Anglers were more likely to believe that 
fishing in Colorado should be legal with less strict regulations than non-anglers (24 vs. 13 percent) 
and more likely to believe that it should be legal with the same current regulations (67 vs. 56 percent). 
Non-anglers were more likely to believe it should be legal with more strict regulations (10 vs. 5 
percent). Respondents living outside of the Front Range were more likely to believe that fishing in 
Colorado should be legal with less strict regulations than those who live in the Front Range (23 vs. 13 
percent). 

Hunters were more likely to believe that hunting in Colorado should be legal with less strict 
regulations than non-hunters (24 vs. 7 percent) and more likely to believe that it should be legal with 
the same current regulations (69 vs. 55 percent). Non-hunters were more likely to believe it should be 
legal with more strict regulations (22 vs. 5 percent). Anglers were more likely to believe that hunting 
in Colorado should be legal with less strict regulations than non-anglers (17 vs. 6 percent) and more 
likely to believe that it should be legal with the same current regulations (63 vs. 54 percent). Non-
anglers were more likely to believe it should be legal with more strict regulations (22 vs. 12 percent).  

Respondents who had seen the advertisement were more likely to believe that hunting in Colorado 
should be legal with the same current regulations than those who did not see the advertisement (65 
vs. 52 percent). Those who did not see the advertisement were more likely to believe that hunting in 
Colorado should be legal with more strict regulations (22 vs. 13 percent) and illegal (4 vs. 1 percent). 

Respondents who were not registered to vote were more likely to believe that hunting should be legal 
with more strict regulations than those who were registered to vote (34 vs. 15 percent). Respondents 
living in the Front Range were more likely to believe that hunting in Colorado should be legal with 
more strict regulations than those who live outside of the Front Range (21 vs. 14 percent). Those 
with a household income of less than $50,000 were also more likely to believe that hunting in 
Colorado should be legal with more strict regulations than those with household incomes larger than 
$50,000 (22 vs. 12 percent). Women were more likely to believe that hunting in Colorado should be 
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legal with more strict regulations than men (21 vs. 13 percent), while men were more likely to believe 
it should be legal with less strict regulations (15 vs. 8 percent). 

 
Exhibit 9 

Legality of and Restrictions on Hunting and Fishing in Colorado 
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Respondents who live outside of the Front Range were more likely to believe that the fees from 
hunting and fishing licenses had no impact on wildlife conservation and protecting wildlife habitats. 

Exhibit 10 
Impact of Fees from Hunting and Fishing on Colorado 
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è Roughly half of respondents recalled hearing the main message of the Hug a Hunter advertisement 
(49 percent). Respondents 55 and older were more likely to recall hearing it than those 35 to 54 and 
those younger than 35. Similarly, men were more likely than women, hunters were more likely than 
non-hunters, anglers were more likely than non-anglers, and those who had seen the advertisement 
were more likely than those who had not. 

Exhibit 11 
Advertisement Message Recall 

 

è After hearing the message, the majority of respondents believed that the message was true (79 
percent). Hunters were more likely to believe it was totally true (28 vs. 12 percent), and anglers were 
also more likely to believe that it was totally true (24 vs. 10 percent). Also, men were more likely to 
believe it was totally true (22 vs. 11 percent) 
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Believability of the Ad 
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è The majority of respondents supported both hunting (72 percent) and fishing (82 percent).  

Respondents who had seen the advertisement were more likely to support hunting than those who 
had not (79 vs. 65 percent), and those who had not were more likely to oppose hunting (11 vs. 5 
percent) or be neutral (24 vs. 16 percent). Hunters were more likely to support hunting than non-
hunters (98 vs. 63 percent), and non-hunters were more likely to oppose hunting (10 vs. 0 percent). 
Anglers were more likely to support hunting than non-anglers (87 vs. 59 percent), and non-anglers 
were more likely to oppose hunting (12 vs. 2 percent). Respondents living outside of the Front Range 
were more likely to support hunting than those living in the Front Range (79 vs. 64 percent), and 
those living in the Front Range were more likely to oppose it (11 vs. 5 percent). Men were more 
likely to support hunting than women (80 vs. 65 percent), and women were more likely to oppose it 
(11 vs. 4 percent). 

Respondents who had seen the advertisement were more likely to support fishing than those who 
had not (88 vs. 76 percent), and those who had not were more likely to be neutral (22 vs. 11 percent). 
Hunters were more likely to support fishing than non-hunters (97 vs. 77 percent), and non-hunters 
were more likely to be neutral (22 vs. 2 percent). Anglers were more likely to support fishing than 
non-anglers (95 vs. 70 percent), and non-anglers were more likely to be neutral (28 vs. 4 percent). 
Respondents living outside of the Front Range were more likely to support fishing than those who 
live in the Front Range (86 vs. 78 percent), and those who live in the Front Range are more likely to 
be neutral (22 vs. 12 percent). Respondents with a household income of $100,000 or more were 
more likely to support fishing than those with a household income of less than $50,000 (88 vs 77 
percent). 

Exhibit 13 
Support for Hunting and Fishing 

 

  

82% 

72% 

16% 

20% 

1% 

8% 

0% 10% 20% 30% 40% 50% 60% 70% 80% 90% 100% 

In general, do you support or oppose fishing?  

In general, do you support or oppose hunting? 

Support Neutral Oppose Not sure/Don't know 



 

 

Page 14 

 

è Twenty-seven percent of respondents described themselves as a hunter, and 47 percent described 
themselves as an angler. 

Respondents who had seen the advertisement were more likely to be hunters than those who had not 
(32 vs. 23 percent). Anglers were also more likely to be hunters than non-anglers (51 vs. 6 percent). 
Respondents who were registered to vote were more likely to be hunters than those who were not 
registered (29 vs. 14 percent). Those who live outside of the Front Range were also more likely to be 
hunters than those who live in the Front Range (35 vs. 17 percent), as were men compared to 
women (44 vs. 12 percent). 

Respondents who had seen the advertisement were more likely to be an angler than those who had 
not (53 vs. 42 percent). Hunters were also more likely to be anglers than non-hunters (89 vs. 32 
percent). Respondent who live outside of the Front Range were more likely to be anglers than those 
who live in the Front Range (53 vs. 41 percent), as were men compared to women (61 vs. 34 
percent). 

Exhibit 14 
Describe Self as Hunter or Angler 
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VOTING 

è Eighty-seven percent of respondents were registered to vote in Colorado, and three-quarters of the 
respondents voted in the November 2014 election. Of those who did not vote in that election, 31 
percent voted in the November 2012 election. 

è The majority of respondents indicated that they would not vote to restrict hunting in Colorado (66 
percent) and that they would not vote to restrict fishing in Colorado (73 percent). 

Hunters were more likely than non-hunters to indicate that they would definitely vote no if asked to 
significantly restrict hunting in Colorado (75 vs. 39 percent). Similarly, anglers were also more likely 
to say that they would definitely vote no than non-anglers (62 vs. 37 percent). Respondents who live 
outside of the Front Range were more likely than those who live in the Front Range to indicate that 
they would definitely vote against restricting hunting (57 vs. 38 percent). Also, men were more likely 
than women to say that they would definitely vote no (58 vs. 40 percent).  Respondents who were 
and were not registered to vote showed no significant differences in how they would vote to restrict 
hunting in Colorado. 

Hunters were more likely than non-hunters to indicate that they would definitely vote no if asked to 
significantly restrict fishing in Colorado (79 vs. 50 percent). Similarly, anglers were also more likely to 
say that they would definitely vote no than non-anglers (72 vs. 45 percent). Respondents who were 
35 and older were more likely than those younger than 35 to indicate that they would definitely vote 
against restricting fishing in Colorado (62 vs. 49 percent). Respondents who were registered to vote 
were more likely than those not registered to say that they would definitely vote no (60 vs. 44 
percent). Respondents who live outside of the Front Range were more likely than those who live in 
the Front Range to indicate that they would definitely vote against restricting fishing (63 vs. 52 
percent). Also, men were more likely than women to say that they would definitely vote no (65 vs. 51 
percent). 

Exhibit 15 
Voting for Hunting and Fishing Policies 
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APPENDIX A: METHODOLOGY 

SURVEY INSTRUMENT DESIGN 

The survey instrument for this study was developed through a collaborative process between Corona 
Insights and Pilgrim Advertising. Pilgrim provided the survey that had been used in previous years. Corona 
made recommendations to improve the survey through minor question edits, revised ordering, and the 
addition of questions necessary to accommodate the sampling of cell phone users.  Based on these 
recommendations, the team collaboratively decided on final revisions to the survey instrument. 

SURVEY IMPLEMENTATION 

All surveys were conducted via telephone in December of 2014 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.  

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 2013 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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MARGIN OF ERROR 

A total of 401 surveys were completed during the survey period, resulting in an overall adjusted margin of 
error of (plus or minus) 5 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 below.  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). 

Demographic 
Unweighted 
Number of 

Respondents 

Male 180 
Female 221 
Younger than 345 81 
35 to 54 years old 126 
55 or older 174 
<$50K Household Income 158 
$50K to $99K Household Income 109 
$100K or more Household Income 70 
Front Range 179 
Non Front Range 222 
Registered to vote in Colorado 349 
Not registered to vote 52 
Hunter 103 
Non-hunter 298 
Angler 185 
Non-angler 216 
Cell phone 240 
Landline 161 
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APPENDIX B.  SURVEY INSTRUMENT 

INTRO 

Hello, my name is ______________________, and I’m calling on behalf of the Colorado Wildlife 
Council, which is a state council appointed by Colorado Division of Parks and Wildlife.  We have a few 
questions that should take no longer than 10 minutes. May I begin? 

SCREENERS 

1. [CELL ONLY] Before I continue, are you in a safe place to talk on your phone, specifically not 
currently driving? [INTERVIEWER NOTE: EVEN IF THE RESPONDENT IS OK WITH 
TAKING THE SURVEY WHILE DRIVING, WE CANNOT CONTINUE WITH THE 
SURVEY.] 

a. No – not safe/driving [ARRANGE CALLBACK] 

b. Yes – in safe place/not driving [CONTINUE] 

AWARENESS  

2. Do you recall seeing or hearing any advertising in the past several months about hunting or 
fishing in Colorado? 

a. Yes (GO TO Q4) 

b. No (CONTINUE) 

c. Don’t know / Not sure (CONTINUE) 

3. Do you recall seeing or hearing any advertising in the past several months regarding the Hug A 
Hunter campaign for the Colorado Wildlife Council? 

a. Yes (CONTINUE) 

b. No (GO TO Q7) 

c. Don’t know / Not sure (GO TO Q7)  

4. What do you recall from the ad in terms of the main message or the idea it was trying to show? 
(DO NOT READ LIST. ACCEPT MULTIPLE RESPONSES. IF PEOPLE MENTION 
SPECIFICS ABOUT THE AD ASK AGAIN ABOUT THE MAIN MESSAGE OR IDEA  
Do you remember any other ideas or messages?) 

a. Fees from hunting and fishing licenses help create jobs 

b. Fees from hunting and fishing licenses go to protecting our state’s wildlife 

c. Fees from hunting and fishing licenses go to protecting wildlife habitats 
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d. Hunters and fisherman support more than 21,000 Colorado jobs in small towns and 
rural communities 

e. Not sure 

f. Other __________________________________  

5. Do you remember any images or visuals from the ad or messages? (DO NOT READ LIST. 
ACCEPT MULTIPLE RESPONSES) 

a. Jenny’s Restaurant 

b. A gas station 

c. Hugging 

d. A fisherman 

e. A hunter 

f. Mountains/trees 

g. The tagline “Hug a hunter” 

h. The tagline “Hug an angler” 

i. Not sure 

j. Other__________________________________ 

6. Where did you see or hear the ad or message? (DO NOT READ LIST. ACCEPT MULTIPLE 
RESPONSES) 

a. Television 

b. Hugahunter.com website 

c. Radio 

d. Online 

e. The Wildlife Council Facebook 

f. Social media 

g. At a sporting event 

h. An event or display on the street 

i. Not sure 
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ATTITUDES 

7. 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. If you are not sure, you can also say that. (READ AND 
RANDOMIZE)  

 Very Somewhat Not very Not at 
all 

Not 
sure 

Providing education and opportunities 
for children to experience the outdoors. � � � � � 

Ensuring responsible, legal hunting � � � � � 
Preserving habitat for wildlife � � � � � 
Ensuring responsible legal fishing � � � � � 
Protecting endangered species � � � � � 
Balancing the needs of home and land 
owners with the need to conserve habitat 
and open space. 

� � � � � 

Managing wildlife in residential areas � � � � � 
 

8. Would you say your opinion of people who fish is very favorable, somewhat favorable, neutral, 
somewhat unfavorable, or very unfavorable?  

a. Very favorable 

b. Somewhat favorable 

c. Neutral 

d. Somewhat unfavorable 

e. Very unfavorable 

f. Not sure 

9. Would you say your opinion of people who hunt is very favorable, somewhat favorable, neutral, 
somewhat unfavorable, or very unfavorable? 

a. Very favorable 

b. Somewhat favorable 

c. Neutral 

d. Somewhat unfavorable 

e. Very unfavorable 
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f. Not sure 

10. On a scale from 0 to 100 (where 0 = very cold and 100 = very warm) how warmly or coldly do 
you feel towards: 

a. People who hunt_____________________ 

b. People who fish_____________________ 

11. Thinking about fishing, would you say fishing in Colorado should be: (READ LIST, ROTATE 
TOP TO BOTTOM AND BOTTOM TO TOP.  DON’T READ ‘NOT SURE’.) 

a. Legal, with less strict regulations than now 

b. Legal, with the same level of regulations as now 

c. Legal, but with more strict regulations than now 

d. Illegal 

e. Not sure 

12. Thinking about hunting, would you say hunting in Colorado should be: (READ LIST, ROTATE 
TOP TO BOTTOM AND BOTTOM TO TOP.  DON’T READ ‘NOT SURE’.) 

a. Legal, with less strict regulations than now 

b. Legal, with the same level of regulations as now 

c. Legal, but with more strict regulations than now 

d. Illegal 

e. Not sure 

13. 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? [RANDOMIZE] 

 Very 
positive 

Somewhat 
positive 

Somewhat 
negative 

Very 
negative 

No 
impact 

Not 
sure 

Wildlife conservation � � � � � � 
Protecting and managing wildlife � � � � � � 
Conserving Colorado’s natural landscape � � � � � � 
Protecting wildlife habitats � � � � � � 
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14. [IF 4D IS CHECKED, CHECK YES AND USE ALTERNATE LANGUAGE] Please tell me 
if you have heard this statement before. “More than 21,000 jobs in Colorado’s small towns and 
rural communities are supported by hunters and fishermen. In fact, the money from hunting and 
fishing not only creates jobs, it also protects our wildlife and the places they live. So go ahead, 
hug a hunter.” [DO NOT READ OPTIONS] 

[ALTERNATE LANGUAGE] You indicated earlier that you have heard the following 
statement in an ad. “More than 21,000 jobs in Colorado’s small towns and rural communities are 
supported by hunters and fishermen. In fact, the money from hunting and fishing not only 
creates jobs, it also protects our wildlife and the places they live. So go ahead, hug a hunter.” 

a. Yes, have heard it before 

b. No, have not heard it before 

c. Not sure 

15. Please tell me if you think that statement is totally true, mostly true, mostly false or totally false. 

a. Totally true 

b. Mostly true 

c. Mostly false 

d. Totally false 

e. Not sure  

16. In general, do you support or oppose hunting?  You can also say you’re neutral.  [DO NOT 
READ OPTIONS] 

a. Support 

b. Oppose 

c. Neutral 

d. Not sure/Don’t Know 

17. In general, do you support or oppose fishing? You can also say you’re neutral.  [DO NOT 
READ OPTIONS] 

a. Support 

b. Oppose 

c. Neutral 

d. Not sure/Don’t Know 

18. Would you describe yourself as a hunter? [DO NOT READ OPTIONS] 
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a. Yes 

b. No 

c. Don’t know/Not sure/Refused 

19. And, would you describe yourself as a fisher or angler? [DO NOT READ OPTIONS] 

a. Yes 

b. No 

c. Don’t know/Not sure/Refused 

VOTING 

I’d like to ask a few questions about voting now. 

20. Are you registered to vote in Colorado? 

a. Yes 

b. No 

c. Don’t know/Not sure/Refused 

21. Did you vote in the November 2014 election? 

a. Yes 

b. No 

c. Don’t Know/Don’t remember/Refused  

22. [If no to Q21]Did you vote in the November 2012 presidential election? 

a. Yes 

b. No 

c. Don’t Know/Don’t remember/Refused  

23. If there was a statewide election asking voters to significantly restrict the practice of hunting and 
hunting opportunities in Colorado, would you definitely vote yes, probably vote yes, probably 
vote no, definitely vote no or are you unsure at this time? 

a. Definitely vote yes 

b. Probably vote yes 

c. Probably vote no 
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d. Definitely vote no 

e. Not sure  

24. Regarding fishing, if there was a statewide election asking voters to significantly restrict the 
practice of fishing and 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? 

a. Definitely vote yes 

b. Probably vote yes 

c. Probably vote no 

d. Definitely vote no 

e. Not sure 

DEMOGRAPHICS 

These final few questions are for classification purposes only and will be reported only when combined 
with all other responses.  

25. In what year were you born? _______________________ (record 4 digit year, or “Refused”) 

26. Which category best describes your household income. Include all sources of income and all 
people living in your home. You may stop me when I reach the right category. (READ 
CATEGORIES) 

a. $0 to $24,999 

b. $25,000 to $34,999 

c. $35,000 to $49,999 

d. $50,000 to $74,999 

e. $75,000 to $99,999 

f. $100,000 to $149,999 

g. $150,000 or more 

h. Refused (DO NOT READ)  

27. Record gender. 

a. Male 

b. Female  
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28. What county do you live in? 

[List of Colorado counties] 

29.  [CELL ONLY] Which of the following best describes your personal telephone status? [READ 
LIST] 

a. I only have a cell phone and no landline. 

b. I have a landline, but mostly use my cell phone. 

c. I use my cell phone and landline equally. 

d. I mostly use a landline, though I have a cell phone. 

e. Refused/Don’t Know [do not read] 

30. [LANDLINE ONLY] Which of the following best describes your personal telephone status? 
[READ LIST] 

a. I only have a landline and no cell phone. 

b. I have a cell phone, but mostly use my landline. 

c. I use my cell phone and landline equally. 

d. I mostly use a cell phone, though I have a landline. 

e. Refused/Don’t Know [do not read] 
 

Thank you for participating in our survey! 
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APPENDIX C:  METHODOLOGY CHANGES AND 
IMPACTS IN 2014 

As society changes and technology changes, survey approaches must also evolve to keep up.  In 2014, the 
research approach was revised to include several new factors.  Most notably, these changes were: 

• Changing from a survey of active registered voters to a survey of the general public. 

• Including cell phone users in the sampling plan.1 

• Conducting statistical weightings to correct for nonresponse bias by age and gender (and phone 
type, whether cell phone or landline). 

The first two methodological changes introduce new populations into the survey sample.  In particular, 
they increase representation by younger people, more mobile people, and particularly by people who are less 
engaged and entrenched in their communities.  Similar to other polling data, the respondents in this sample 
who were not registered to vote tended to be younger and tended to have a lower household income. 
Interestingly, respondents who were registered to vote were also more likely to be hunters. 

More civically engaged people tend to answer surveys anyway2, so as surveyors we are already at a slight 
disadvantage in terms of hearing from less civically engaged people.  (In other words, we will always hear 
more from civically engaged people than those who are not.)  The issue is amplified when surveying only 
active registered voters.3  By replacing the former sample of active registered voters with a sample of the full 
populations, we tip the tables back a bit to ensure the opportunity for feedback to the entire population, or at 
least the 98+ percent who have phones. 

The addition of weightings has two impacts.  First, it ensures proper representation in the survey by age 
and gender, correcting for the fact that there are inherent differences in response rate and cooperation rate by 
age and gender.  From a practical standpoint, older people and women are more likely to participate in 
surveys for a variety of reasons, which means that younger people and men tend to be underrepresented.  
Statistical weightings can eliminate that problem.  As a second benefit, this type of weighting tends to 
eliminate random variations between surveys since it ensures that each survey is measuring the same set of 
demographics.   

This change in survey population may or may not have an impact on the results.  It depends largely on 
the topic.  And of course, atop these changes we could also have changes due to the advertising campaign or 
other extrinsic factors.  The summary below highlights notable changes in results between the 2013 and 2014 
survey results that appear to be attributable to the methodology change, as well as areas where the 

                                                        
 

1 Cell phones are included in voter registration rolls, but likely not in the same proportion that they are used in the 
population.  The new methodology therefore increases participation by dedicated cell phone users, who may have 
different attributes and attitudes than landline users. 
2 Katherine G. Abraham, Sara Helms and Stanley Presser. 2009. “How Social Processes Distort Measurement: The Impact of Survey 
Nonresponse on Estimates of Volunteer Work in the United States.” American Journal of Sociology 114: 1129-1165. Roger 
Tourangeau, Robert M. Groves and Cleo D. Redline. 2010. “Sensitive Topics and Reluctant Respondents: Demonstrating a Link 
between Nonresponse Bias and Measurement Error.” Public Opinion Quarterly 74: 413-432. 
3 Of course, registered voters are an appropriate audience when measuring voting intent. 
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methodology change did not produce notable differences in results. These are only observational difference 
that have not been statistically tested. 

AREAS WHERE NOTABLE DIFFERENCES IN RESULTS WERE OBSERVED 

• Awareness of advertising is much lower in the current survey.  Unaided awareness dropped from 
48 percent to 37 percent, and total awareness (aided plus unaided) dropped from 58 percent to 
51 percent.  Familiarity with the core message is also lower (49 percent, down from 56 percent of 
respondents who recalled hearing the Hug a Hunter message). This is almost certainly due 
entirely to the enhancements in methodology, as we added input from a significant pool of 
people who are less engaged in their community.  [Exhibits 1, 2, and 11] 

• As a follow up to the note above, awareness of ads by registered voters in the 2014 survey was 
53 percent, which was also lower than the 58 percent awareness seen in the 2013 survey, but 
again, the 2014 sample included more representation from young people and included all 
registered voters, not just active voters, so it is not a direct comparison. [Exhibit 3] 

• While a change in response categories prevents direct comparison, an interesting pattern 
occurred on the analysis of priorities for Colorado Parks and Wildlife.  The question was 
simplified somewhat in 2014 by eliminating one response category, since “extremely important” 
and “very important” were deemed similar in intent.  Almost all of the priorities went down in 
support, and our theory is that many respondents seek to pick the second-highest response 
category as a way of saying “this is important but not supremely so”.  Eliminating a high 
response category recalibrates all results lower.  However, in contrast to all other priorities, the 
importance of providing education and opportunities for children rose as a priority for the 
population compared to the 2013 survey.  This outcome may be the result of the new sampling 
that includes a more representative response from younger people, and thus parents.  [Exhibit 7] 

• While overall sentiment toward anglers and hunters remained positive and was almost identical 
between the two surveys, the strength of the sentiment declined (i.e., fewer ‘very favorable’ 
opinions and correspondingly more ‘somewhat favorable’ opinions).  This appears to be due to 
the inclusion of less engaged respondents as measured by non-registered voters. [Exhibit 8] 

• Believability of the core message of the ad was notably lower, though overall sentiment was 
similar.  The proportion who believed that the message was totally true was lower (16 percent 
versus 27 percent last year), while the proportion who believed that it was mostly true rose by 
roughly the same amount (63 percent versus 50 last year).  Again, we believe that this is a result 
of including a younger and less engaged population. 

• Overall, there was more uncertainty about whether or not to vote to restrict hunting and fishing 
in the 2014 survey, compared to the 2013 survey. In 2013, only 13 percent were unsure about 
voting to restrict fishing, and 14 percent were unsure about voting to restrict hunting. However, 
in 2014, 22 percent were unsure about voting to restrict fishing, and 26 percent were unsure 
about voting to restrict hunting. This might reflect the fact that younger people and unregistered 
voters may be less certain about how they would vote. [Exhibit 15] 

• Additionally, the differences between how hunters and anglers would vote, compared to non-
hunters and non-anglers, were smaller in 2013 than in 2014. In 2013, hunters were a little more 
likely than non-hunters to say they would note to not restrict hunting (82 vs. 74 percent), but in 
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2014, this difference was much larger (84 vs. 58 percent). Similarly in 2013, anglers were only a 
little more likely than non-anglers to say they would vote to not restrict fishing (87 vs. 76 
percent), but in 2014, this difference was much larger (83 vs. 64 percent). 

AREAS WHERE NO NOTABLE DIFFERENCES IN RESULTS WERE OBSERVED 

• Those who saw the ads tended to remember the same key points and saw messages through the 
same channels.  This is logical because the new survey populations were less likely to have seen 
the ads and so did not answer this question as often.  Therefore, the methodology changes 
would not have as much impact on this question.  [Exhibits 4, 5, and 6] 

• There was very little difference in impressions of the impact of fees from hunting and fishing.  
This, combined with the fact that there was little variation between answers within this question 
series, may indicate that there are few differences in opinions by demographic group.  However, 
after reviewing the question, we believe that it may simply indicate a natural distribution of 
responses when the respondents do not have much knowledge about the subject.  In review, 
these questions may be measuring optimism about implementation (i.e, trust) more than 
philosophy or strategy.  We would suggest that these figures will be challenging for a campaign 
to move and might suggest revisions to this line of questioning in the future.  [Exhibit 10.] 

• The proportion of the population that describes themselves as hunters and anglers changed only 
slightly.  While non-registered voters were notably more likely than registered voters to be 
anglers, and notably less likely to be hunters.  However, other shifts in the survey population 
apparently offset these differences.  [Exhibit 14] 

 


