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KPI: Awareness of messaging

• Measure using our media tools, 
such as Facebook and YouTube 
brand lift studies.

• Brand lift studies allow us to 
directly target ITW/those who 
have seen CWC ads, compared to 
a survey with mostly Gen Pop.

• Can use survey to supplement 
media tools but will be less of a 
focus.

• Allows us to prioritize other 
topics.

KPI: Knowledge of license fees 
benefits

• Survey currently asks how wildlife 
mgmt. is funded.

• Also tests messages regarding the 
benefits of license fees to wildlife 
and public land. 

• Further tease apart this topic by 
exploring knowledge of the 
specific benefits license fees have 
to Colorado beyond wildlife mgmt. 
(e.g., economy, wildlife, wildlife 
programs, public lands, etc.). 

• Potentially dig into the importance 
of wildlife mgmt. and mgmt. 
tactics.

KPI: Support for hunting and fishing

• Currently ask about general 
support of hunting and fishing 
overall. 

• Suggest to revise question wording 
and answer choice selection to 
eliminate any ambiguity. 

• Layer in additional questions to 
further understand support 
levels/attitudes – perhaps taking a 
modular approach to uncover 
what aspects of hunting/fishing 
might be losing or gaining 
support.

Ballot question (not a KPI)

• Use more as a "pulse" rather 
than a measurement.

• Ballot question is confusing.
• Suggest to revise question 

wording and answer choice 
selection – need more clarity in 
what we’re asking.

• Shouldn’t rely on one question to 
measure.

• Need to diversify into several 
questions; add additional follow-
ups to further probe topic.
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