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Brand Workshop Agenda

! Brand Development

- Hurricane
! Audience Exploration

- Empathy Mapping
! Strategic Intersection

!



!!"#!$%&!'()*+

Brand Context
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Competition 
Sooner Than Later

While CWC has benefited from a lack 
of sustained competition, there exist 
groups that can, at any moment, take 
on the mantle of leading change 
among different wildlife issues.

These efforts could paint hunting or 
fishing in a negative light that is not 
consistent with CWC’s message.

Constituents
In The Wind

Hunting and fishing are not a large 
part of living for people in urban areas 
and other parts of the country. The 
influx of population to Colorado’s 
urban area, especially with young 
people, means less understanding of 
and participation in hunting and 
fishing. Instead, their opinions are 
based in what they are exposed to: 
gun violence and poaching highlighted 
in the news.

The Landscape

Category
Rediscovering the 
Outdoors

As we become increasingly busy and 
distracted by the over stimulus of 
technology and information, our 
attention is turning towards finding 
peace in the outdoors. Cities with 
close proximity to nature like Denver, 
Seattle, and Portland see an influx of 
population that are looking for the 
convenience of the big city and 
freedom of the outdoors.

!

Communication  
Resonating Message

Organizations that have taken on an 
animal issue tend to focus on 
portraying such animals as cute, 
cuddly and approachable. While at 
the same time ascribing human 
emotions to them, creating empathy 
with their target audiences.

When these topics involve hunters and 
the act of hunting, law-abiding hunters 
are often portrayed in a more violent 
image.

Company   
Unbiased Resource

Those that are unsure about their 
support for hunting and fishing want 
information that comes from an 
unbiased source. Government 
organizations, including Colorado 
Parks & Wildlife, are brought up as go-
to sources. When they see hunters or 
anglers in messaging they question 
whether the source is credible or has 
an agenda.
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Brand Development

!



CWC
Thought Starter Questions

8

CWC
Thought 
Starter 
Questions

• What is the VISION of the council?
• How do we define success for Colorado Wildlife Council?
• How do we measure success?
• How is that different for your various audience groups? 

(Partners, Legislative, In The Wind, Peer Groups)
• How do we prioritize efforts?
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Stewardship
[noun] The 
responsible 
protection of 
something 
considered 
worth caring for.

It all starts with our undeniable love for Colorado’s wildlife.

A deep authentic connection and respect

That drives our enthusiastic passion to defend it.

Volunteering to put in the extensive work it takes

To generate an understanding and appreciation

For what hunting and fishing license fees do for Colorado -

Protecting it’s wildlife for all to enjoy.

/0



rrpartners.com

Brand Essence

rrpartners.com 20

Stewardship

Freedom Nature

Integrity

ConvictionResponsibility

Understanding

True sportsman who have a special connection 
to wildlife

Deep respect for wildlife and 
sustaining it

Authentic appreciation for 
wildlife in Colorado

True believers that caring for 
wildlife is shared by all

Enthusiastic passion for protecting 
the wildlife that they love

Pride for being the front-line 
defenders of Colorado’s wildlife

Hard-working volunteers that take 
on the duty of serving wildlife

Putting in continual effort to 
educate Colorado’s public

Education on the importance of license 
fees in protecting Colorado’s wildlife

Creating an appreciation for the benefit of hunting and 
fishing license fees

In Colorado it is your right to enjoy your state 
responsibly, in your own way

Colorado’s wildlife is open for all to 
enjoy and find their connection
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If It’s Not

Coloradan
Respectful
Enthusiastic
Impactful
Accurate
Open

It’s Not YOU.
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Strategic Direction
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Strategic Intersection
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Hunting and fishing 
license fees help 
keep Colorado… 

Colorado

Brand 
Identity

Stewardship

Brand 
Audience

Do not see the personal 
impact of hunting and 

fishing license fees

Brand 
Context

Decline in hunting

Rediscovery of the 
outdoors



CREATIVE CAMPAIGN 
CONCEPTS



COMMUNICATIONS GUIDANCE

! The campaign must be targeted to those who are on the fence about hunting and have yet to form a strong opinion, not 
those who already know where they stand.

! Humanizing hunters shouldn’t be the main objective: Nearly all Coloradans – even ITWs – know someone who hunts. The 
key is giving non-hunters reasons to support hunting itself

! To humanize the benefits of hunting (and the costs of further restrictions), have real people (small business owners, tourism
industry employees etc.) talk about how the hunting industry benefits them

! Give people who don’t hunt ‘permission’ to support hunting by showing how license fees keep lands and wildlife 
populations healthy, allowing them to enjoy outdoor activities and the Colorado lifestyle

! The campaign should be demographically diverse to drive home the point that all Coloradans benefit from hunting

! In the Wind voters are looking for a campaign that feels authentic – it has to talk to them, not down to them.
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MANIFESTO
Living in Colorado means having the freedom to live life to our fullest and allowing others to do the same. A freedom that 
allows us to jam out to a concert at Red Rocks, peruse a farmers market in Highlands, hit the slopes at Aspen, or fly fish off 
the beaten path.

It's just how we do things in Colorado. We live, and we let live.

And we do this with a complete respect to all who call Colorado home – both humans AND wildlife – to ensure, for all, a 
freedom to thrive.

In fact, license fees generated from hunting and fishing play an essential role in helping Colorado thrive -- keeping it just 
how we like it. And because we are Coloradoans, we hunt with a deep reverence and respect for the animal. 

Even if you’re not a hunter or angler, chances are you have personally experienced the positive impact that responsible 
hunting and fishing has contributed to your life – without even knowing it.

From the vast public lands kept pristine for hiking and exploring, to the beautiful herds of roaming elk, to the countless small
businesses owners who rely on the revenue from the hunting and fishing industry to pursue their entrepreneurial dream –
all, believe it or not, are supported by hunting and fishing.

Because while at some level the state might be changing, some things shouldn’t change – like keeping Colorado… 
Colorado.
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ADDY WIN
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CONCEPT#1
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Without Hunting + Fishing
Colorado wouldn’t be Colorado

Without hunting and fishing, Colorado 
wouldn’t be the state we all love. The lost 
revenue would cause local stores and 
restaurants to close, small towns to dry 
up, overpopulation of animals and 
destruction of beloved spaces.

So let’s educate people on the value of hunting and fishing 
by showing them their world without it. Let’s show them a 
range of smart, sometimes quirky executions that play with 
their expectations and make them think.

!"
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:30 Video
We open on a cafe in a small town. The shop is empty as the 
owner sits quietly behind the counter waiting for a customer. 
For added PR value, we could cast an actual cafe owner and 
use their cafe as the location.

VO: Without hunting and fishing, Colorado would lose 
$3 billion in revenue.

The owner looks up at the camera with a spark of life. Finally 
someone is in the store. We cut to a full shot to reveal that the 
someone is an elk that’s wandered down from a nearby 
wooded area.

VO: And still have to worry about overpopulation.

The owner is stunned. But the elk doesn’t even see her. It’s more 
interested in all the goodies it sees in the pastry case next to the 
counter.

SUPER: Without hunting and fishing, Colorado wouldn’t be 
Colorado.

VO: Learn more at withouthunting.org

SUPER: In partnership with Colorado Parks and Wildlife

Without Hunting + Fishing
Colorado wouldn’t be Colorado

http://withouthunting.org/
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Experiential/Guerilla

Big Blue Bear
We create a sign to go next to the big blue bear at the 
convention center that says: Without hunting and fishing, 
more animals come to cities looking for food.

Hunter Ice Sculpture
At the beginning of spring, we create a hunter ice sculpture 
adorned with a blaze-orange vest, camo hat and the 
words $3B. We place it in Larimer Square next to a sign 
reading: Without hunting and fishing, $3 billion dollars of 
revenue disappears. As the hunter melts and disappears, so 
does the $3B.

Open/Closed Signs
We create a custom open/closed sign that restaurants can 
hang on their door in support of hunting and fishing. On the 
front they would read: Without hunting and fishing, this 
restaurant wouldn’t be OPEN. On the back: Without hunting 
and fishing, this restaurant would be permanently CLOSED.

Without Hunting + Fishing
Colorado wouldn’t be Colorado
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OOH

What If Billboards
We show what the economy would 
look like without that extra $3B in 
revenue by placing billboards in busy 
areas. We turn the billboards into 
“what if” windows, revealing what 
each area would look like if it wasn’t 
prospering.

Without Hunting + Fishing
Colorado wouldn’t be Colorado
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Social

Ice Sculpture Time-Lapse
We leverage our hunter ice 
sculpture and shoot a 
time-lapse video of it melting 
to post on social.

Small Business Impact 
Interview
We interview the real shop 
owner featured in our TV spot 
about the community impact 
of hunting and fishing revenue.

Without Hunting + Fishing
Colorado wouldn’t be Colorado
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Social

Thriving Species Carousel
We highlight some of the key Colorado species that are now thriving thanks to the conservation efforts funded by hunting and fishing licenses.

Without Hunting + Fishing
Colorado wouldn’t be Colorado
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Digital

Local Impact Native ads
We partner with local restaurants that support our 
cause to tease what could happen without the revenue 
from hunting and fishing.

Local favorite closing?
Without hunting and fishing, the Colorado economy could lose $3B.

Without Hunting + Fishing
Colorado wouldn’t be Colorado
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Digital

Overpopulation Rich Media
We show the effects of overpopulation through rich 
media units that feature animals that wander out of 
banner ads and into the web content where they don’t 
belong.

Without Hunting + Fishing
Colorado wouldn’t be Colorado



CONCEPT#2
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Making Colorado the Place We All Love
Hunting and fishing are part of the fabric of Colorado

!"

Hunting and fishing are an integral part of 
Colorado, from conserving its natural beauty to 
sustaining its economy. They are so connected, 
that you really can’t have one without the other.

This campaign showcases that connection (and why you’d want 
to Hug a Hunter) by creating artistic renditions of Colorado and its 
most prized attractions from natural, local elements and iconic 
hunting and fishing elements.
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:30 Video

We open on a beautiful scene of the Colorado outdoors. It is artistically composed from all sorts of different natural and 
man-made elements: from leaves and twigs to pieces of blaze-orange fabric to fishing lures.

VO: When you think about hunting and fishing, what do you think of?

Using stop motion animation, we see a pronghorn walk into the scene and start to graze.

VO: Do you think about booming populations of once scarce animals?

We see three or four new pronghorns pop up beside him. It starts raining and a rainbow appears in the sky. 
We follow the arc of the rainbow and land on a busy small-town coffee shop.

VO: Or bustling coffee shops in small towns?

A bird in front of the coffee shop flies off and leads us past a number of different species.

VO: How about greater biodiversity? 

The bird takes us to a lake where a fish leaps into the air and lands onto a pan.

VO: and tens of thousands of jobs?

A chef prepares the fish to serve.

VO: You should.

The camera pans back to the outdoors, where we see a happy thriving ecosystem of plants and animals.

VO: Because hunters and anglers not only help conserve and manage animal populations.

We start to pull out from the outdoor scene.

VO: They bring over $3 billion to the Colorado economy every year.

The further away it gets, the more we see it’s part of a big $3B. A pronghorn majestically leaps from the 3 to the B.

VO: Helping make Colorado the place we all love.

We close in on the pronghorn and we see a pair of hikers excitedly snapping pics of it.

SUPER: hugahunter.org

SUPER: In partnership with Colorado Parks and Wildlife

Making Colorado the Place We All Love
Hunting and fishing are part of the fabric of Colorado

http://hugahunter.org/
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OOH

Hug a Hunter
We create an iconic Colorado scene using a mix of natural elements 
and elements from hunting with the line: 

Hunting helps make Colorado the place we all love.
hugahunter.com

Hug an Angler
We create a second iconic Colorado scene using a mix of natural 
elements and elements from fishing with the line:

Fishing helps make Colorado the place we all love.
huganangler.com

Experiential

Living Colorado
We create a giant living sculpture made of all sorts of materials that 
form the word Colorado in a camo pattern.

Making Colorado the Place We All Love
Hunting and fishing are part of the fabric of Colorado

http://hugahunter.com/
http://huganangler.com/
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Social

“Part of Colorado” Mini Video Series
We create a series of short :06-:10 videos highlighting different ways that 
hunters and anglers make Colorado the place we all love.

Conservation
We highlight the abundance and diversity of Colorado’s wildlife.

Overpopulation
We show the dangers of depleted resources for animals and humans.

$3B Economic Boost
We spotlight just how enormous, and important, $3B is.

40,000 Jobs
We feature the economic impact on small towns.

Making Colorado the Place We All Love
Hunting and fishing are part of the fabric of Colorado
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People in Colorado live for the outdoors. They 

hike, mountain bike and enjoy the wildlife, all 

without knowing their playground is paid for by 

hunters and anglers. Their wild life is our wildlife 

and vise versa. We live the WildLife together.

To help us educate the public is our laid-back salty hipster 

spokesperson. He lives and let lives, just like our audience.

This is the WildLife



The Wild Life  :30 Video

SFX: Driving music

Open beautiful Colorado scenery. Cut to rams butting heads, 

elk sparing, black footed ferrets popping up and down.

VO: This is the Colorado wildlife. 

Cut to hikers, mountain bikers and kayakers.

VO: This is the Colorado wild life.

We show a 6pt. bull elk vs mountain bike racer at a podium.

VO: Where bagging this as a trophy is illegal, but this one is celebrated.

As a group of hikers stop to look over a vista, a hunter walks out of the trees. 

VO: Where wildlife is now thriving and lands are kept open for everyone, thanks to the 

money from hunting and fishing licenses.  

Our spokesperson steps into frame and delivers the next lines.

GUY: This is Colorado. This is the wild life.

CARD: This is the WildLife.org.  In partnership with Colorado Parks and Wildlife.

This is the WildLife



Nothing Goes to Waste :30 Video

SFX: Driving music

Open on beautiful Colorado scenery. Cut to rams butting heads, 

elk sparing, black footed ferrets popping up and down.

VO: This is the Colorado wildlife. 

Cut to hikers, mountain bikers and kayakers.

VO: This is the Colorado wild life.

A group of people, some in hunting gear, are sitting at table by a campfire and a man is 

serving food.

VO: Where we are committed to conservation and don’t let anything go to waste.

We see a hunter in orange talking to several mountain bikers, pointing to trails on a map.

VO: Where habitat is rehabilitated and lands are kept open for everyone, thanks to the 

money from hunting and fishing licenses.  

Our spokesperson steps into frame and delivers the next lines.

GUY: This is Colorado. This is the wild life.

CARD: This is the WildLife.org.  In partnership with Colorado Parks and Wildlife.

This is the WildLife



Social Media Videos: Coffee Shop
Open on our older hip guy sitting on a chair in front of a rustic rural convenience store 

drinking a cup of coffee. 

As he sips his coffee, people pull up and walk into the store. People with bikes on top of 

their cars, people with kayaks on their trucks, hunters in orange, etc. 

GUY: What I love about Colorado is its people. They live and let live. Everyone gets 

along and enjoys the outdoors. 

Two girls in cycling clothing get out of their SUV and walk toward the store.

GUY: But when it comes to paying for it, I don’t think people know that hunting and 

angling does most of the heavy lifting.

A guy in orange carrying a bag of groceries walks out and holds the door open for the 

cyclists.

GUY: Not just through their license fees, but they add $3 billion to Colorado’s 

economy. And that lets me sit here and enjoy my morning coffee. (smiling) If 

that’s what it is. Welcome to the Colorado wild life.

CARD: This is the WildLife.org.  In partnership with Colorado Parks and Wildlife.

This is the WildLife



Social Media Videos: Stream
Open on our guy sitting in a chair in the middle of a stream in the middle of Colorado drinking 

coffee.

GUY: I love Colorado. I love the outdoors and the people.

A guy on in waders walks into frame with a fish on the end of his line. 

GUY: I love that we only use what we need. 

The angler lets the fish go and walks out of frame.

GUY: When it comes to supporting the outdoors, what most people don’t know is that 

hunters and anglers do most of the heavy lifting. The fees from licenses help pay for 

things like stream rehabilitation and keeping open spaces open.

Several hikers walk by on a trail behind him. Guy lifts his cup and takes a sip.

GUY:  And that my friends, is the wild life.

CARD: This is the WildLife.org.  In partnership with Colorado Parks and Wildlife.

This is the WildLife

!"



Social Media Videos: Estes Park

Open on our guy sitting in his chair in Estes Park. Elk are walking around behind him.

GUY: The wildlife of Colorado. You’ve seen them on people’s walls too. Some people think 

they are hunted as trophies. Trophy hunting is illegal and that’s not how we do things in 

Colorado. It might sound funny, but hunters and anglers actually protect wildlife.

We see him walking in the middle of the herd, elk in front of him and in back.

GUY: The fees from licenses help restore populations like the Rocky Mountain elk, who were 

almost extinct. 

He sits back in his chair.

Guy: And if they were extinct, well, you wouldn’t be able to come out and view them, now 

would you? Now you’re living the wild life.

CARD: This is the WildLife.org.  In partnership with Colorado Parks and Wildlife.

This is the WildLife

!"



This is the WildLife



This is the WildLife



This is the WildLife



Decals

Much like people put Yeti logos on their cars and gear, we would create collectible decals 

that direct people to This is the WildLife.org.

This is the WildLife

45



CONCEPT#4



You might not hunt, but chances are you’re 

affected by it. And the connection might be 

closer than you think. Whether that’s because 

you know someone who hunts, or enjoy the 

secondary benefits brought to Colorado by 

the $3 billion from hunters and anglers. In this 

concept, we’ll show how Coloradoans are 

connected to hunting and fishing in six 

connections or less.

Six Degrees of Conservation

47



HUNTER :30 Broadcast

We open over a sheet of paper that says “WELCOME TO COLORADO” on the front.

VO: In Colorado, we’re all connected to hunting and fishing. Just like hunting and fishing are 
connected to the heritage of Colorado. 

A hand flips that paper over and up pops our hero, an in-the-winder. 
She hops in her car with a group of friends. 

VO: Fees from hunting and fishing licenses provide over $3 billion to Colorado’s wildlife every year. 
Helping bring nearly-extinct populations back from the brink. Like the Rocky Mountain Elk.

The car drives up from the city, into the mountains, the scenery changing as they drive. As the $3 billion 
line is read, an abundant, lush wilderness pops up—wildlife running through the hills, birds flying 
through the air. The car is now in the mountains. As the car parks, a group of Rocky Mountain Elk 
passes by. 

VO: You might not hunt or fish, but if you enjoy the outdoors, you enjoy what hunters and anglers 
do for Colorado.

As a group of hikers stop to look over a vista, a hunter walks out of the trees. 

VO: Where wildlife is now thriving and lands are kept open for everyone, thanks to the money 
from hunting and fishing licenses.  

CARD: CONNECTED TO COLORADO.org  
In partnership with Colorado Parks and Wildlife 

Six Degrees of Conservation



CONNECTED RIVER :30 Broadcast

We open over a sheet of paper that says “WELCOME TO COLORADO” on the front.

VO: In Colorado, we’re all connected to hunting and fishing. Just like hunting and fishing are connected to 
the heritage of Colorado.

A hand flips that paper over and up pops our hero, a small business owner who sells outdoors 
equipment (we see kayaks and other equipment through the window) is opening shop for the day, 
unlocking the door, flipping the sign to read open. As he flips the sign, we zoom into the letters OPEN, the 
O specifically, which turns into a serene river and a beautiful wilderness scene. 

VO: Fees from hunting and fishing licenses help maintain our rivers, keeping our water kayak-able.

In the middle of the river, a group of people on kayaks float by an angler, who has just cast on the 
opposite side of the river. They nod at each other as they pass. The angler casts again, this time, we 
follow the line into the water where we see a school of cutthroat trout and other river life. 

VO: You might not hunt or fish, but if you enjoy the outdoors, you enjoy what hunters and anglers do for 
Colorado.

CARD: CONNECTED TO COLORADO.org  
In partnership with Colorado Parks and Wildlife 

Six Degrees of Conservation



Social Media 

This concept plays really well with Instagram and Facebook stories. It’s very visual 
and works with the sound off. Bringing the broadcast spot into a social world, 
telling the story with words as the imagery animates alongside. The concept 
works especially well with the carousel options, creating one long stitched image 
with no seams that people can swipe through in their newsfeeds. 

Six Degrees of Conservation

52



Augmented Reality

Using AR, we would create paper-
animated worlds that give users a first-
person perspective as the world around 
them unfolds and connects the things 
they love to hunting and fishing.

Six Degrees of Conservation



CREATIVE CAMPAIGN 
CONCEPTS



Creative Campaign Concepts

Without Hunting & 
Fishing

Making Colorado 
the Place We All 

Love

This is the WildLife 6 Degrees of 
Conservation



QUALITATIVE FOCUS 
GROUPSNext Steps



ACTION ITEMS: W/O April 1 W/O April 8 W/O April 15 W/O April 22 W/O April 29 5/1 – 6/30

R&R to develop focus group screener & CWC 
to approve (2) creative concepts for testing 

CWC to approve focus group screener

R&R to create animatic videos for testing (2) 

R&R to develop focus group guide

CWC to approve focus group guide

Participant recruitment conducted 

Conduct focus groups; 
tentatively April 22 & 23 

Topline memo with final recommendation;
April 30 (R&R to deliver full report by EOW) 

CWC to approve concept to produce; 
May 1st (conference call) 

R&R Creative Production 
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CHANNEL STRATEGY
Where we interact with ITW
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Out of home (billboards, ski lifts, marquee boards) 
can be used for mass reach amongst the Denver 
market. Digital boards can host animations/video 
and reach users while on the commute or en 
route to enjoy the Colorado Outdoors.

Specific television shows reach the ITW audience 
where they are still unable to cut the cord. Mass 
reach within sports and high profile entertainment 
can be achieved with a broadcast television 
campaign. 

Television

Connected television provides the opportunity to 
reach cord cutters on a big screen similar to 
traditional television. Just like the TV, ads are non-
skippable and ideal for full :30s video. 

Utilize Spotify to reach users with 
audio/visual/video within a platform they use 
heavily throughout the day.  

Facebook is widely used by ITW as a platform to 
garner news and updates. Distribute video and –
imagery + messaging here for mass reach. 

Instagram can be used to reach a large portion of 
ITW while they are browsing for inspirational 
content on the highly aesthetic platform. Consider 
influencers and content partnerships.

YouTube should be used to distribute short form 
video to the ITW audience at scale. Messaging 
can be aligned with audience and/or with 
contextually relevant subjects like outdoors or 
Colorado lifestyle. 

Digital media across web/in-app can be used to 
distribute native ads and video to the ITW 
audience wherever they consume digital content. 

= recommend supporting with paid media

Connected 
Television

Out Of 
Home

Digital Radio

Facebook

Instagram

YouTube

Web/In-App

Website
Hugahunter.org is our brand hub. It should house 
informative and engaging content that can be 
easily shared and referenced. 



CONTENT STRATEGY
we want to say to ITW.What
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! Utilize well known and liked 

animals 

! Confront animal cruelty 

head-on

WILDLIFE
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CONSERVATION ECONOMIC IMPACT CO LIFESTYLE

! ITW enjoys CO natural 

beauty 

! Highlight CWC funded 

wildlife projects

! Conservationist spotlights

! Pair aesthetic imagery + 

educational messaging

! Humanize economic 

benefits

! Improves Coloradans quality 

of life

! Colorado jobs, small 

business owners

! Tax payers would pay more 

if hunting were restricted

! Show the benefits to ITW’s 

lifestyle that are afforded by 

CWC efforts

! Popular past times, 

monuments, sites in 

Colorado made possible by 

CWC

! Focus on Colorado’s unique 

culture and acceptance

! Allowing all people of all 

beliefs and values stake 

their claim to CO as home 

LIVE & LET LIVE



WEBSITE UX TESTING 
OVERVIEW



TIMING 
! Conduct UX testing in May 2019 

GOALS
! Optimize visitor site experience 
! Increase time on site 

APPROACH 
! Click test study that includes open-ended questions
! 40 participants 
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FY 19/20 BUDGET & 
TIMELINE
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Media Flights Quantitative Surveys

! Feb. 18 – March 22, 2019
! April 2 – June 10, 2018
! Sept. 9 – Nov. 11, 2017
! March 1 – April 28, 2017
! July 18 – August 7, 2016

! Wave 4: 1/31/19 – 2/7/19
! Wave 3: 1/8/18 – 1/19/18
! Wave 2: 5/30/17 – 6/8/17
! Wave 1: 10/24/16 -11/4/16
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ACTION ITEMS & 
NEXT STEPS



1. Approve 2 Creative Concepts for Testing 
2. Approve FY 19/20 budget & timeline 

ACTION ITEMS

1. April: Concept Testing Focus Groups 
2. May: Concept Selection 
3. May & June: Production 

NEXT STEPS



Thank You
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FY3 (2018-2019) Scope/Budget
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FY2 (2017-2018) Scope/Budget
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FY1 (2016-2017) Scope/Budget
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IN THE WIND AUDIENCE
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IN THE WIND AUDIENCE: QUANT SURVEY 

Our messaging is successful in moving voters, especially ITWs, to be more supportive of hunting.

Hunting Support
% Support on a Scale from 1-7
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TRUSTED SOURCE
Voters Are Looking for Non-Partisan Experts to Provide Info About Hunting
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Trust in Each Entity for Information About Hunting/Fishing
NET 5-7 on a 7 pt scale

Gun rights orgs (NRA)

Federal agencies (EPA)

CO Parks & Wildlife

Enviro defense orgs

CO Legislature 

!Associate yourself with CO Parks and Wildlife if 
possible because they are viewed as non-partisan 

experts

!Organizations with a one-sided agenda aren’t as 
trusted, but it’s especially critical to avoid any 

perceived association with the gun lobby

Animal welfare orgs (PETA)
!!




