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The Need

As the largest single hunter demographic group (white, male, Baby Boomers) continues to age ever
closer to desertion, the hunting R3 community is urgently seeking ways to recruit new hunters to
replace this group as they age out. To do so effectively, R3 practitioners need tools to categorize
potential hunters into audience types that can be identified by their likelihood to consider and adopt
hunting.

R3 practitioners cannot afford to spend their limited resources engaging with people who have little or
no interest in hunting. Neither should R3 messaging be wasted on those who are already hunters or who
are already planning to try hunting without intervention. This project was designed to discover the
demographic, geographic, and outdoor recreation profiles of adults with the highest likelihood of taking
up hunting so the R3 community can concentrate funding and effort where it is most likely to generate
the greatest return.

Our Research

The Missouri Department of Conservation hired DJ Case & Associates to develop personas and map the
journeys for Missouri’s new adult hunters and anglers. The work began with a series of focus groups to
document characteristics of new adult hunters and anglers and inform a segmentation survey. They
survey targeted individuals who had purchased a hunting license for less than five years and then
eliminated respondents who had hunted more than five years or who had hunted frequently as children.

We began by consulting with Southwick and Associates to be sure this segmentation was performed
using the same techniques as other successful R3 audience analysis. The resulting list of respondents
was then segmented by Dr. Chizinski of the University of Nebraska using a statistical regression model.
Using a combination of hierarchical cluster analysis, convex cluster analysis, Gaussian Mixture modeling,
and biclustering, we determined new adult hunters naturally grouped into four segments.

With the segmentation complete, DJ Case teamed up with S3 to develop a 1-question survey to segment
other new adult hunters and anglers in the MDC’s license database. These newly segmented individuals
were then invited by email to participate in interviews. The interviews were used to explore the journey
these new hunters and anglers took to become confident participants and to determine what sorts of
messages and events would appeal to each of the segments.

Using this Report

We have broken this report into two volumes.

Volume 1 — Missouri New Hunter/Angler Personas (separate cover) summarizes the results of the
project in four audience personas with infographics and marketing tips for reaching each audience. This
volume may be all that many practitioners will ever use.

Volume 2 — Background and Support Materials (this volume) provides an outline of our process, a
summary of interview discussions, and the data on each segment’s answer to every survey question. If
you are detail-oriented or looking for a deeper understanding of the personas, this may be the volume
for you.



Methodology

The goal of this project was to develop profiles and customer journeys of hunters and anglers in
Missouri to help the Missouri Department of Conservation (MDC) significantly increase response to R3
efforts and understand the process each hunter and angler goes through to become involved in those
activities. These profiles include motivations, knowledge, barriers, demographics, and media usage. This
project included quantitative (survey) research to gain specific insights into the target audiences and to
inform the qualitative (interview) research phase.

Personas

To make our research results more accessible for practitioners, we’ve converted audience segment data
into personas. Personas are fictitious individuals who personify the optimal members of a target
audience. We’ve used alliterative names that include the name of the audience segment for our
personas to help emphasize their motivation for hunting and/or fishing.

Personas can be a valuable tool in the development of messages and programs. You should write
marketing messages and design programs with a specific persona in mind. When crafting messages,
imagine the persona asking, “What’s in it for me?” If you message (or program) doesn’t directly answer
that question, it should be refined until it does.

By developing programs and messages specifically for these personas and the media channels they use,
your effort and investment will be more likely to produce desired results.

This volume contains the survey results for each of the top three segments. The personas developed for
each segment are included in Volume 1 of this report.



Segments

Using a logistic regression model, the respondents were segmented based on their top motivations for
hunting and fishing:

e Recreationists (40%) — Recreationists hunt and fish for the satisfaction of hunting and fishing
itself rather than as a means to some other end. They enjoy being outdoors and participating in
activities in nature, and that is their main motivation for hunting and fishing.

e Family Firsts (34%) — Family Firsts are motivated by finding more activities that would allow
them to spend time with their family in the outdoors. They hunt and fish with their loved ones
to share the experience. Success harvesting fish or game is less important than spending time
together.

o Self-Sufficients (23%) — Self-Sufficients are motivated by becoming more self-sufficient in their
meat consumption, relying less on retailers and agriculture to provide their protein. They are
more concerned with filling the freezer than socializing or having fun.

e Generalists (3%) — These participants are a blend of all of the above, and messages for any of the
other segments may not work with them. From this point on, they are not considered in our
segment data and are not referenced again.

Hunting Generalists
3%

Self-Sufficients
Recreationists 23%

40%

Family



Recreationists — 40% of all participants

Recreationists hunt and fish for the satisfaction of hunting and fishing itself rather than as a means to
some other end. They enjoy being outdoors and participating in activities in nature, and that is their
main motivation for hunting and fishing. This section details the survey results of this group, including
demographics, hunting motivations and tendencies, and fishing motivations and tendencies.

Go to page 10 of Volume 1 for details on the Recreationist persona.

Demographics

Gender Urbanicity

= Male = Female m Urban = Suburban = Rural

Average Age = 39 years old
Education

College/Technical School NN 43%
Advanced Degree NN 22%
Completed High School NN 22%
Some K-12 M 3%

0% 5% 10% 15% 20% 25% 30% 35% 40% 45% 50%



Married
Never Been Married

Living with a Partner

Marital Status

- _________________________________________________BLW
I 18%
I 10%

Divorced/Separated/Widowed I 6%
0% 10% 20% 30% 40% 50% 60%
Employment
Working Full-Time I  63%
Retired I 5%
Homemaker/Stay-at-Home Parent HEE 4%
Working Part-Time Il 4%
Student M 2%
Other M 2%
Unemployed and Looking B 1%
0% 10% 20% 30% 40% 50% 60% 70% 80%
Income

$50,000 to $99,999
$100,000 to $199,999
$49,999 or less

$200,000 or more

Children:

0%

I mmm—— 28%
I mmmmmm—— 2.8%
. 21%
I 8%

5% 10% 15% 20% 25% 30%

48% have kids of any age



Hunting

To spend time outdoors

To spend time with friends

To support conservation

To be part of the hunting tradition
To have fun

To secure my own meat

To engage in a challenging activity
To spend time with family

To harvest any legal animal

To harvest a trophy animal

Recreationists Hunting Motivations

I mmmmmmm——————. 9%
——— 3%

I—— 30%

I— 29%

I— 28%

I—— 27 %

——— 27 %

I— 20%

I 3%

. 5%

0% 10% 20% 30% 40% 50% 60% 70%

*Recreationists - Hunting as a source of meat

46%

0%

54%

m Self-Reliance = Local Source = Prefer the taste

*Percentage of all those with a meat motivation

80%



Recreationists Hunting Knowledge Gaps

Regulations, seasons, licensing, etc. I /5%

Hunting techniques GGG 48%
Finding somewhere to hunt I 46.00%

Processing meat I 30%

Firearm handling/safety I  39%

Behavior of prey species I 5%
General outdoor skills I 16%
Other 1 1%

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

Recreationists - How did you learn to hunt?

Friend or Family I /3%
Researched Online IS 30%
State Agency Class IEE——— 12%
Guided Hunt mmm 4%
Researched Books/Magazines W 4%
Other m 2%
Organization Class M 2%
Assigned a Mentor B 1%
Retailer Class B 1%

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

Recreationists - Who do you hunt with?

Friends [N 54%
Adult family members GGG 27%
Hunt alone I 27%
Spouse or SO NG 13%
My or SO's Children [N 7%
My or SO's nieces/nephews Wl 1%
My or SO's Grandchildren W 1%

0% 10% 20% 30% 40% 50% 60%



Recreationists: Types of hunting
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Fishing

To spend time outdoors

To have fun

To spend time with friends

To engage in a challenging activity
To support conservation

To be part of the fishing tradition
To secure my own food

To catch any legal fish

To catch a trophy fish

Other

To spend time with family

Regulations, seasons, licensing, etc.
Finding somewhere to fish

Types of bait

Angling techniques

Types of equipment

Behavior of fish species

Processing fish for storage/to eat
General outdoor skills

Other

Recreationists - Motivations

________________________________________________________ RV
______________________________________________JK
I—— 32

I 25

I 19

I 14

I 13

.
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Recreationists - Knowledge Gaps

I 69
I ———— 61
I ———— 55
I — 50

I —— A7
I 41
I 29

I 12
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Fishing Intentions
Recreationists

18%  18%

64%

Mostly keep fish Mostly release fish

Both about the same

Recreationists - How did you learn?

Friend or family member I 87

Researched online IEEEEEEGEG——— 25
Research via books and magazines I 12
Other mm 4
Went on a guided fishing trip 1 3
Class offered by a club or non-profit m 3
Class offered by a sporting goods retailer W 2
Class offered by a state agency | 0

Mentor assigned to them 1 1

50

60

Recreationists - Fishing Companions

70

80

90

100

Friends I 57

Primarily Fish Alone I 43
Spouse/Significant Other GGG 38

Adult Family Members I 27

Children NN 16
Nieces and Nephews N 5
Grandchildren W 2

Club Members or Tournament Partners 1 0
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Media Use

Surfthe Web I 86%
Stream Video I 74 %
Social Media I 68%
Stream Music NN  65%
Radio I 65%
TV I —— 61%

Satellite Radio NG 24%

Magazine NN 21%

Newspaper I 19%

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



Family — 34% of all participants

Family Firsts are motivated by finding more activities that would allow them to spend time with their
family in the outdoors. They hunt and fish with their loved ones to share the experience. Success
harvesting fish or game is less important than spending time together. This section details the survey
results of this group, including demographics, hunting motivations and tendencies, and fishing
motivations and tendencies.

Go to page 22 of Volume 1 for details on the Family First persona.
Demographics

Gender Urbanicity

15%

33%

45%

55%

48%
= Male = Female m Urban = Suburban = Rural
Average age = 38 years old

Education

College or Technical Schoo! |, 4%
Advanced Degree | 27
High school |, 21

somek-12 [l 3%

0% 5% 10% 15% 20% 25% 30% 35% 40% 45% 50%
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Marital Status

Married [N 1%
Living w/ Partner | 11%
Never been married [ 8%
Divorced/Separated/Widowed [l 6%

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

Employment

Working Full-Time I  66%
Homemaker/Stay-at-Home Parent W 4%
Working Part-Time HH 3%
Other M 2%
Retired W 2%
Unemployed and Looking B 1%

Student B 1%

0% 10% 20% 30% 40% 50% 60% 70%

Income

100000 t0$199.900 [
$50,000t0 59900 | -
s49,999 or less || N NEDDD (<
$200,000 or more || NN ..~

0% 5% 10% 15% 20% 25% 30% 35%

Children:

74% have kids of any age
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Hunting

Family Hunting Motivations

To spend time with family I S | 00%

To spend time outdoors I 65%
To secure my own meat I 50%
To be part of the hunting tradition I 23%
To support conservation I 3%
To have fun I 3%
To spend time with friends I 2%
To engage in a challenging activity IEE—— . 19%
To harvest any legal animal . 8%
To harvest a trophy animal mEE 6%

0% 20% 40% 60% 80%

*Family - Hunting as a source of meat

4%

m Self-Reliance = Local Source = Prefer the taste

*Percentage of all those with a meat motivation

100%

120%
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Family Hunting Knowledge Gaps

Regulations, seasons, licensing, etc. I  36.00%
Processing meat IIIEEEEEENNENNNNNNE——— 51%

Hunting techniques I  49%

Firearm handling/safety I 43%

Finding somewhere to hunt GGG 41%
Behavior of prey species NN 34%
General outdoor skills G 17%
Other 1 1%

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

Family - How did you learn to hunt?

Friend or Family I 90%
Researched Online IS 39%
State Agency Class IEEEE——————_ 19%
Researched Books/Magazines nmmmmmmm 12%
Organization Class Bl 3%
Guided Hunt mm 3%
Other 1 1%
Retailer Class B 1%

Assigned a Mentor 1 1%

100%

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

Family: Who do you hunt with?

Adult family members I  53%
Friends I 39%
Spouse or SO I 35%
My or SO's Children GGG 23%
Hunt alone NN 12%
My or SO's nieces/nephews I 5%
My or SO's Grandchildren Wl 2%

0% 10% 20% 30% 40% 50%

60%

16



Family: Types of hunting
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Fishing

To spend time with family

To spend time outdoors

To have fun

To spend time with friends

To be part of the fishing tradition
To support conservation

To engage in a challenging activity
To catch any legal fish

Other

To catch a trophy fish

To secure my own food

Regulations, seasons, licensing, etc.
Finding somewhere to fish

Types of bait

Types of equipment

Angling techniques

Behavior of fish species

General outdoor skills

Processing fish for storage/to eat
Other

Anglers - Motivations

I 100
I 73
—— 56
I 2?2
12

i

. 6
m 4

. 3

1
0

- ___________________________________________________________}wki
I 58
[V

20 40 60

Anglers - Knowledge Gaps

80

I 48

I 40

I 24
I 13
I 12
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Fishing Intentions
Family First

14

66

= Mostly keep fish = Mostly release fish = Both about the same

Anglers - How did you learn?

Friend or family member I 04
Researched online I 16
Research via books and magazines HH 4

Went on a guided fishing trip M 3

Other M 2
Class offered by a state agency 1 1
Class offered by a club or non-profit 1 1
Class offered by a sporting goods retailer | 0

Mentor assigned to them | 0

0 10 20 30 40 50 60 70 80 90 100

19



Spouse/Significant Other
Children

Friends

Adult Family Members
Primarily Fish Alone

Nieces and Nephews

Family - Fishing Companions

. 59
= 52
I mmmmm————. 45
I m—— A4
I 11

I 11

Grandchildren W 2
Club Members or Tournament Partners | 0
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ANGLER FAMILY - OTHER ACTIVITIES

H Not Interested B Would LiketoTry It M®It'sOK ®Enjoylt ™Lovelt
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Media

Media Use

Surf the Web I 93%
Stream Video | 33 %
Use Social Media mE . 7 7%
Stream Music | 7 7%
Listen to Radio I /4%,
Watch TV . 63%
Satellite Radio GGG 3%
Newspaper I 2%
Magazine IEEEE———— @ 19%

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

21



Self-Sufficients — 23% of all participants

Self-Sufficients are motivated by becoming more self-sufficient in their meat consumption, relying less
on retailers and agriculture to provide their protein. They are more concerned with filling the freezer
than socializing or having fun. This section details the survey results of this group, including
demographics, hunting motivations and tendencies, and fishing motivations and tendencies.

Go to page 34 of Volume 1 for details on the Self-Sufficient persona.

Demographics

Gender Urbanicity

11%

48%

38%

= Male = Female m Urban = Suburban = Rural

Average age = 39

Education

College or Tech School | 48%
High School I 2%
Advanced Degree [N 7%
K-12 [ 4%

0% 10% 20% 30% 40% 50% 60%

22



Married
Never been married

Living w/ a partner

Marital Status

I — 63%
I 13%
I 13%

Divorced/Separated/Widowed [ 3%
0% 10% 20% 30% 40% 50% 60% 70%
Employment
Working Full-Time . 71%
Other mmm 4%
Homemaker/Stay-at-home Parent mm 3%
Working Part-Time mm 3%
Retired m 2%
Student mm 2%
Unemployed and looking mm 2%
0% 10% 20% 30% 40% 50% 60% 70% 80%
Income

$50,000 to $99,999
$100,000 to $199,999
$49,999 or less

$200,000 or more

I —— 38%
I 24%
I 24%

I 5%

0%

Children:

62% have kids of any age

5%

10% 15% 20% 25% 30% 35% 40%
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Hunting

Self-Sufficients Hunting Motivations

To secure my own meat I  100%
To spend time outdoors IEEEEEEENEEGEGEGEGEGNGNGNGNGNGNGNENEEEEE 63%
To engage in a challenging activity I 5%
To support conservation I 24%
To be part of the hunting tradition IEEEEE—G— 23%
To have fun I 13%
To spend time with friends I 15%
To spend time with family I 14%
To harvest any legal animal . 11%

To harvest a trophy animal B 2%

0% 20% 40% 60% 80% 100% 120%

*Self-Sufficients - Hunting as a source of meat

0%

100%

m Self-Reliance = Local Source = Prefer the taste

*Percentage of all those with a meat motivation



Self-sufficients Hunting Knowledge Gaps

Regulations, seasons, licensing, etc. I /8.00%
Processing meat I (52 %
Hunting techniques I 52
Finding somewhere to hunt T T 4 7%
Behavior of prey species I 34%
Firearm handling/safety ma—————sssssssss  33%
General outdoor skills m— ———— 16%
Other ® 1%

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

Self-sufficients - How did you learn to hunt?

Friend or Fanmily | 7 3%
Researched Online E  — EEEE———— 46%
State Agency Class m—————— 17%
Researched Books/Magazines 7%
Other mmm 4%
Guided Hunt mm 3%
Assigned a Mentor m 2%
Organization Class m 1%
Retailer Class m 1%

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

Self-sufficients: Who do you hunt with?

Hunt alone I 46%
Friends I 46%
Adult family members I 25%
Spouse or SO I 2 4%,
My or SO's Children IEEEEEEGEGEEENEENE 13%
My or SO's nieces/nephews Il 2%
My or SO's Grandchildren H 1%

0% 5% 10% 15% 20% 25% 30% 35% 40% 45% 50%
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Self-Sufficients: Types of hunting

60.0
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Big Game Upland Game Varmint Small Game Turkey Waterfowl Predators
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70.0
60.0
50.0
40.0
30.0
20.0
o MM Tl AL LG R e . JEAE 0
& & % & & ) & & & %
o’bb\ @Q\ & ~2~‘ o& o°&\ 00,0 & 0,50 b& <;\‘=\ 00\9 @o; & @Q .va&\
& & KW F P 2 O O S L
S % o S & o ° \‘é
™ ‘\.\Q~ ® & & e}\ ‘0\ Q Q
s <& NAEPN AN & &L
) & ©® &
SRS Q’,\@

Hlloveit Mlenjoyit MIt'sOK mIwouldliketotryit BIam notinterested in this activity

26



Fishing
Motivations

To secure my own food I 100
To spend time with family T 63
To spend time outdoors NN 62
To spend time with friends I —————— 2
To have fun I 21
To catch any legal fish T 14
To be part of the fishing tradition ma 5
To engage in a challenging activity m 3
To catch a trophy fish m 3
Other m 3

To support conservation = 0

0 20 40 60 80 100 120

Knowledge Gaps

Regulations, seasons, licensing, etc. INEEEEEEEEEEEEEEEEEEEEEEEEEEEEEEE 60
Types of bait I 51
Finding somewhere to fish GGG 50
Angling techniques NN 42
Types of equipment I 42
Behavior of fish species I 33
General outdoor skills GGG 13
Processing fish for storage/to eat IEEEEEE———— 17
Other ®m 1

0 10 20 30 40 50 60 70 80



Fishing Intentions
Harvesters

= Mostly keep fish = Mostly release fish

Both about the same

Anglers - How did you learn?

Friend or family member
Researched online S 19
Other mmmm 7
Research via books and magazines mm 4
Went on a guided fishing trip m 3
Class offered by a club or non-profit ® 1
Mentor assigned to them B 1
Class offered by a sporting goods retailer

Class offered by a state agency

Anglers - Fishing Companions

Spouse/Significant Other I 54

50

60

70

80

89

90

Children I 50

Friends I 49

Adult Family Members I 07

Primarily Fish Alone I 14
Nieces and Nephews N 5
Grandchildren m 3

Club Members or Tournament Partners = 0

30

40

50

100

60
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HARVESTERS - TYPES OF FISHING
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Media

Media Use

Surf the web I 90%
Stream Video I 79%
Stream Music I /3%
Social Media I /3%
Radio I 69%
TV I ——— 61%

Satellite Radio GG 22%

Magazine I 16%

Newspaper I 15%
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