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Is there a future for Hunting?
Hunting tourism? 

Is Hunting tourism sustainable

• The answer is an emphatic YES• The answer is an emphatic YES
• There must be hunters – local and tourist
• The public(s) must support it

– we must understand how the non-hunting 
public(s) views hunting in general, hunting p ( ) g g , g
tourism more specifically and what influences 
these views

• So what are the important links between 
hunting and hunting tourism
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Overview
• Influences on hunting and its acceptability 

– Attitudes and norms – (values) Paradigm shift
– Culture – Heritage, Paradigm Shift, hunting 

culture
– Demographics – Gender, Occupation, 

Residence, Boon, Bust and EchoResidence, Boon, Bust and Echo
– Urbanization – Exurbanization – amenity 

migration, urban wildlife and Nature Deficit 
Disorder

– Food concerns – security, local, slow, organic

Early concerns about hunting
• Beginning in the late 1960’s North 

American wildlife managers became 
i i l d i h iincreasingly concerned with two emerging 
issues

• The apparent reduction in public acceptance 
of hunting (Kellert, 1978, Appleton, 1975 
among others).among others).

• Declining numbers of hunters (Duda, 1996, 
Baker, 1998)



30.11.2010

3

Managers’ concerns

• Coupled with this was the growing• Coupled with this was the growing 
awareness that a lot of wildlife management 
was the management of people and……

• Effective management requires an 
understanding of public attitudes and 
desires with respect to wildlife and…..

• Few wildlife managers were trained to do 
this

Why does Manitoba Conservation care 
about the future of hunting?
• Wildlife management

d d d ti– reduces crop depradation
– public safety
– reduces disease and tranfer to livestock
– prevents population crashes

• Contributes to the provincial economyContributes to the provincial economy
– most often in rural and economically depressed 

areas (est. hunting tourists spent $60 million in 
1996)
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• Hunting tourism is a significant industry in• Hunting tourism is a significant industry in 
Canada – the last year (1996) for which 
accurate figures are available suggest 
Canadians spent $800 million and American 
visitors spent in excess of $700 million –
$$1.5 billion dollars in direct expenditures –
this despite the significant decline in 
waterfowl hunting over the previous 2 
decades

The beliefs of non-hunters

• Research shows that many in general public 
are poorly informed about hunting and 
wildlife management.

• Understanding how best to approach this 
h ld b j id ti ishould be a major consideration in any 

communications efforts directed at the 
general public
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Concerns about the future of 
hunting

• Largely related to increasingly vocal• Largely related to increasingly vocal 
opposition-that has been successful
– targeted activities

• spring bear hunt
• penned hunting

( f f l) i h d h• attempt (often successful) to pair these and other 
illegal activities with “ethical hunting”

• Impact of highly urbanized society
– disconnection with the land

• Highly urbanized society cont• Highly urbanized society cont…….
– Often confuse environmental movement with 

animal rights
– unaware of “where their food comes from”

• often don’t want to know – and emerging 
opportunityopportunity

• Wider range of opportunities in free time
– reduced numbers of hunters (1978 > 50,000 

game bird licenses, 2001<12,000
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Public beliefs

• Attitude surveys can be a slippery slope• Attitude surveys can be a slippery slope -
simple attitude surveys can confuse and be 
no more that snapshots of opinion at a point 
in time.

• Furthermore they can be used by those who 
oppose you.

• What we need to understand are the 
underlying beliefs. And which beliefs lead 
to action

Do any of these reasons resonate 
with the public?

• Do they believe us (wildlife managers)?• Do they believe us (wildlife managers)?
– I.e. is it happening

• e.g. population maintenance, health, economy
– Do they believe it?
– Would they support it if it were true?
– What do they think others believe

• e.g. DU, MB. Conservation, PETA, F and F

– Who are they most likely to believe? Who has 
the greatest influence?
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Previous attitude studies

• A number of simple attitude studies• A number of simple attitude studies 
conducted across N. A. have consistently 
identified an approximate 10/80/10 ratio of 
opinion on hunting.
– 10% hunt or support all hunting
– 80% neither always support nor always oppose
– 10% always oppose

Demographics

• Hunters are disproportionately male and by• Hunters are disproportionately male and by 
and large, white

• Majority live in smaller towns or rural areas 
(based upon combined U.S Canadian data) 
– relates to access, opportunity, and the existence pp y

of a hunting tradition to foster activity
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Demographics

• Generally has been a negative correlation• Generally has been a negative correlation 
between education and hunting retention 
– college terms conflict with hunting seasons
– college graduates frequently move after 

graduation often to an urban area
– job conflicts, family responsibility etc. 

contribute to attrition
– Is this an artifact of demographics?

Demographics of anti-hunting

• Characteristics of anti hunters• Characteristics of anti hunters
– by and large majority are female
– large percentage are urban
– tend to have higher than average education 

level
– tend to have higher than average incomes and 

tend to contribute to anti hunting organizations
– concern with individual animal rather than 

population or habitat
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The nature of opinions
• The attitudes of the majority of the publicThe attitudes of the majority of the public 

(60-80%) is thought to rest upon fairly 
shallow system of knowledge and beliefs 
and as a result their attitudes tend to be 
susceptible to change.

h f li i l i l i b h– Therefore open to political manipulation by the 
anti hunting advocates. (baby seals-linking 
hunting in general to poaching)

Manitoba Study

• We were largely interested in non hunters• We were largely interested in non - hunters
– those not unequivocally opposed to hunting

• Factors that determine strength of attitudes
– experience with hunting and hunters
– experience with wildlife in natural settings p g

and/or domestic animals through farming
– knowledge of wildlife and wildlife management

• television is most important information source
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Theory of Reasoned Action

Behavioral beliefs
Attitude towardr

and outcome
evaluations

Relative importance
of attitude and 

subjective norm Intention Behavior

Attitude toward
the behavior 

r

R
w

r

w
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Normative beliefs 
and intentions

to comply
Subjective norm

Ajzen & Fishbein, 1980

r

w

Relationship of attitudes, subjective norms, and 
the intention* to support people participating 

in the activity of hunting in Manitoba1

Behavioral beliefs
and outcome
evaluations

Relative importance
of attitude and 

subjective norm
Intention Behavior

Attitude toward
the behavior 

.437

.885

R=.88
9

.80
0

Normative beliefs 
and intentions

to comply
Subjective norm

j

.677

.660

.128

* All Significant <.01

1. Full Model
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Table 2 
Comparison of Attitudes Toward Hunting as Wildlife Management  

by Intention to Support Hunting in Manitoba 
  

 Level of intention to support hunting1,2 
 
Attitude Statement: “Hunting in 
Manitoba that…” 

 
Supporters 

 
Moderates 

Non-
supporters 

 
Requires license fees to support wildlife 
management 

5.49A 4.69B 3.08C 

 
To maintain wildlife populations at a 
manageable level 

 
3.92A 

 
2.26B 

 
1.60C 

 
To reduce/control disease in wildlife 

 
3.32A 

 
2.22B 

 
1.85B 

 
To maintain wildlife habitat

 
3.31A

 
1.90B

 
1.44B

 
Upsets the balance of nature 

 
0.49A 

 
-0.88B 

 
-2.16C 

 
Forces animals to migrate 

 
0.51A 

 
-1.0B 

 
-2.32C 

 
1 Minimum attitude score –9, maximum score +9 
2 Scheffe tests -- means that do not share a superscript are significantly different at p<0.05

Table 3 
Comparison of mean scores for behavioral beliefs and likelihood of occurrence of wildlife 

management attitude items by likelihood to support hunting 
 

Behavioral 
Beliefs1 

Likelihood  
of Occurrence 2 

 
Attitude Items3  
Hunting in 
Manitoba… 

 
Supporter 

 
Moderate 

Non-
supporter 

 
Supporter 

 
Moderate 

Non-
supporter 

 
That requires license 

 
2.3A 

 
2.2 A 

 
1.4 B 

 
2.2A 

 
1.9B 

 
1.4C 

fees to support 
wildlife management 
 
To maintain wildlife 
populations at a 
manageable level 

 
2.1A 

 
1.5B 

 
0.1C 

 
1.7A 

 
1.2B 

 
0.5C 

 

 
To reduce/control 
disease in wildlife 

 
1.9A 

 
1.6B 

 
0.6C 

 
1.3A 

 
1.1A 

 
0.4B 

 
To maintain wildlife 

 
2.4A

 
1.5B

 
0.3C

 
1.4A

 
0.9B

 
0.2C

habitat 
 
That upsets the 
balance of nature  

 
-2.02A 

 
-2.34B 

 
-2.71C 

 
-0.44A 

 
0.31B 

 
0.74C 

 
That forces animals 
to migrate 

 
-1.85A 

 
-2.29B 

 
-2.67C 

 
-0.32A 

 
0.38B 

 
0.84C 

 

1 Scale where +3=extremely good and -3=extremely bad 
2 Scale where +3=extremely likely and -3=extremely unlikely 
3Scheffe tests -- means that do not share a superscript are significantly different at p<0.05
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Implications
• Communication efforts should focus on those 

elements viewed more positively by the non-
h ti l tihunting population
– wildlife management activity 
– animal population control
– hunting for food
– as an economic or tourism activityy

• Messengers most likely to resonate
– Conservation officers
– Ducks Unlimited
– Wildlife Federation

Focus Groups

• Three series of focus groups conducted• Three series of focus groups conducted
– non-hunters first to establish and refine key 

themes to message test
– non-hunters to test sample communications
– former hunters to explore reasons why they 

stopped and what, if anything, could be done to 
encourage them to begin again 
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Sample communications

• Theme - Conservation• Theme - Conservation
• Referent - C.O.

• Crit. - too many 
messages, individually 
th ll t dthey are well accepted,

• doesn’t look like a 
C.O.

Sample communications

• Theme -• Theme -
Resource/balance

• Referent - Farmer

• Crit. - really none - all 
th ti twere sympathetic to 

the plight of farmers
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Sample communications

• Theme -• Theme -
Resource/investment

• Referent - business 
women

• Crit.- link to 
investment wasinvestment was 
unpopular - female 
was seen as neutral

Sample communications

• Theme - Tradition• Theme - Tradition
• Referent - Father and 

son
• Crit - should be linked 

to responsibility 
message generallymessage, generally 
well received. People 
could be older



30.11.2010

15

Sample communications

• Theme - enjoyment/• Theme - enjoyment/ 
resource

• Referent - group
• Crit. - liked the poster 

and the message -
demonstrated thatdemonstrated that 
hunting is not just a 
northern activity.

Implication

• Resonant Themes• Resonant Themes
– Wildlife management
– Population control
– Responsible hunting

• for MWF and SWF this is key…there is serious 
concern about the safety aspect of hunting and this 
must be addressed

– Economic benefit
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Implications

• Resonant referents• Resonant referents
– Farmer
– Group
– Conservation Officer

Implications

• Matching the message to the messenger• Matching the message to the messenger
– Both the farmer and conservation officer were 

felt to match the wildlife management message, 
while the CO and the Father son were felt to 
match the safety message.
H nting o tfitters ma still choose to feat re– Hunting outfitters may still choose to feature 
the trophy element but generally their 
marketing is targeted
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Action Items

• Phased communications strategy• Phased communications strategy
• The Foundation: Education and 

developmental communications
• Shared Communications
• Partnerships• Partnerships

Phased communications strategy

• Public is open to misinformation• Public is open to misinformation
• A variety of potential markets exist
• It is essential that messages match the 

market
• Structurally three stages- foundation• Structurally  three stages- foundation, 

ongoing, response
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Partnerships

• Partnering in communications to combat• Partnering in communications to combat 
AR messages is relatively new

• Partnership must recognize that different 
partners will play different roles

• Not every message is appropriate for all y g pp p
partners, though may require some input.

Partnerships

• Hunting or hunter organizations are an• Hunting or hunter organizations are an 
obvious partner, however, we need to be 
aware:
– may be counter-productive as it may be seen as 

self serving
– that such partner communications be distinctthat such partner communications be distinct 

from one another such that complementary 
messages are conveyed separately e.g issue of 
safety
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Partnerships

• Travel Manitoba Hunting tourism operators• Travel Manitoba, Hunting tourism operators 
and outfitters are another potential partner
– Again care must be taken in linking these 

messages
– In Manitoba tourism marketing information for 

H i i k f lHunting is kept separate from general nature 
based products and 

Partnerships

• Habitat Organizations share many of the• Habitat Organizations share many of the 
same interests - where goals are symbiotic 
there is an opportunity to build upon the 
messages of hunting as wildlife 
management

• Examine the potential of other partnerships
– MPI, Travel Manitoba, Keystone Agricultural, 

etc. 
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Priorities
• Focus on the target market - what we will 

call non-hunters not on the anti hunters
• Even if they argument is being presented by 

opponents of hunting, address the response 
to non hunters
B b l d f l d l• Be balanced, factual and clear -
– focus upon one topic at a time

• Coordinate the response from partners so 
that messages are complementary

What about former hunters?

• Many would hunt again “I never quit• Many would hunt again….  I never quit 
hunting, I just haven’t done it in 30 years”

• Identified 4 major barriers or constraints to 
renewal (omitting those who would not hunt 
again)
– lack of time
– family commitments
– no hunting partner
– lack of access to land
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Total number of Migratory Game Bird Hunting Permits sold in 
Canada 1966-2004.
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Since 1978 the number of Canadian waterfowl hunters has 
dropped 66%. 

Recruitment

• Looking at the demographics the influence• Looking at the demographics the influence 
of Boom Bust and Echo suggests that there 
is an opportunity to address the declining # 
of hunters but concrete solutions that 
address the issues are necessary

• In order to seize the opportunity MB Con 
and partners should focus upon a number of 
distinct cohorts  (limitations - lack of 
diversity)
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Recruitment
• Development of recruitment strategy

– youth - a number of initiatives are under way
– women - Becoming an outdoorswoman
– new Canadians - ????
– Former hunters

Link to emerging trends locovore concerns– Link to emerging trends – locovore – concerns 
re: food, and changing demographics

• Must deal with issues and barriers identified 
that are within the scope of WB and 
interested partners
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University of Manitoba Mentored Hunt

• Mentored hunting• Mentored hunting
• University student course work

– ‘I always wanted to hunt, but did not know how 
to go about it.  This course made it possible….’

– ‘I was a vegetarian before I took this course, 
and now I hunt and fish, and feel reconnected 
to the food chain….’

– ‘I learned that hunting is learning about the 
natural world in all of its splendor….’
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University of Manitoba
Mentored Hunt Program

The UofM mentored 
waterfowl hunt

Mentored hunts are two day events

What is it, and how does it work?

• The importance of conservation
• Clay target shooting
• Shotgun patterning

Mentored hunts are two day events. 
During the first day, hunters are 
provided seminars and presentations 
on:

• Hunting ethics
• Decoy set up

Duck and goose calling Shotgun patterning
• Waterfowl identification
• Retriever demonstrations 

• Duck and goose calling
• Decoy types
• Firearms safety
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The following day mentors and hunters 
pair up to take to the fields and marshes 

for a morning hunt.

The Hunt

Former Hunters

• Establish a hunter partner/group program• Establish a hunter partner/group program

• Establish Access to land Program

F ilit t i iti f FAC• Facilitate acquisition of FAC

• Can regulatory structures ease time 
constraints
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Hunting Tourism – The future

• In Canada efforts are addressing the social• In Canada efforts are addressing the social 
sustainability of hunting
– Convergence – demographics, nature deficit, 

real food movement
• Numbers are increasing
• Opposition is….. Waning… for now
• BUT now is the time to recommit to 

recruitment and education

Thank You!
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