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ABSTRACT

DEVELOPING MARKETING COMMUNICATIONS FOR PURE MICHIGAN HUN:
A MEANS-END CHAIN ANALYSIS OF MICHIGAN HUNTERS

By

Garrett J. McGuire

Pure Michigan Hunt (PMH) is a new multi-species drawing that offers its thireners a
license to hunt elk, black bear, antlerless deer, spring and fall turkey, andwhtBrfilding
awareness, interest and participation in the drawing is vital to the swé¢bescampaign.
Identifying marketing communications tactics and appeals that wilgenlylichigan hunters and
ultimately increase Pure Michigan Hunt application sales is the maictiobjef this research.

Personal laddering interviews and focus groups were utilized to identifgisumeans-
end chain knowledge structures associated with hunting, perceptions and opinions of PMH and
the Department of Natural Resources (DNR), and the barriers and fagli@hunters’
purchasing of a PMH application. The findings were used to revise previousgigsobd
hunters, and develop recommendations for future advertising. In addition, the fisdjpyst
the value of using established consumer research methods for the developmenttafgnarke
strategies. These methods can enhance the public images of state agehcassthe DNR that
oversees statewide hunting and wildlife conservation, and generate more intspesialty
licensing programs. This research provides valuable insight of hunters, caratimumi

strategies, and advertising appeals that other states should also consiel@eimipg.
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INTRODUCTION

Hunting is a popular sport across the United States, but the number of people who hunt
has waned over time, most dramatically over the last decade. The number «f binteen and
older in the United States decreased from 14 million in 1996 to about 12.5 million in 2006
(Southwick Associates, 2007). Looking at Michigan in particular, the statedea a major
decline in the total number of hunting licenses sold: from 862,000 in 2002 to just over 750,000 in
2006 (Southwick Associates, 2007). Having primary jurisdiction over licensing and
determination of species that may be hunted, some state-level wildifeiag are creating big
game hunting options as one way to address the problem. In the creation of new hunting
opportunities, the Department of Natural Resources (DNR; formally Departrinsatural
Resources and Environment) is certainly interested in increasing hunieipptan, but also
increasing revenues for the department.

In fiscal year 2010-2011, the DNR'’s budget totaled $719 million (Wild, 2011) that came
from many sources. Most of the funding (55 percent; $399 million) is from staietess
revenue (mainly license and permit fees) (Wild, 2011). Other sources inclugediel
Government, General Fund/General Purpose (GF/GP), interdepartmental i@@pta0d other
private sources. (Wild, 2011) The GF/GP funding is money without legislativectiestsi and
has decreased by over 75 percent from $174.0 million in fiscal year 1999-2000 to just $41.3
million in fiscal year 2010-2011 (Wild, 2011).

The Game and Fish Protection Fund is the largest restricted funding salnoethva
DNR. In fiscal year 2010-2011, $68.4 million was appropriated from this fund and its sub funds

in the DNR budget (Wild, 2011). This fund, primarily financed from the sale of hunting and



fishing licenses, is used for conservation efforts in Michigan. The DNR hopegregate this
fund with extra funds in the coming years.

As the number of hunters and license revenues continue to wane, there is a need for
additional sources of revenue for the Fish and Game Protection Fund. Michigarpsogeam,
Pure Michigan Hunt (PMH), offers a source of revenue for the DNR, while alsaprgvi
hunters the opportunity to hunt multiple species with a single drawing win. Thectesear
presented in this paper is part of a larger program of research thatesekgify a profile of
hunters who are the best prospects for the new big game program, and best [fwactices
marketing to them. Little research currently exists that profiles faufdemarketing efforts. My
research presents a new typology of hunters using a means-end chain appith&ch for
identification of hunter values and rituals. The findings can be used to leverdgginga
communications campaigns and appeals.

The overarching objective of my research is to identify effective magkatid
advertising appeals for hunters to ultimately brand Pure Michigan Hunt andsmeqggalication
sales. The focus will be on the identification of a message strategwthlaé dranslated into
several communication vehicles such as brochures, websites, and magazine amldtbroadc
advertising. The primary goal is to increase the number of hunters whogzagiin PMH and

the secondary goal is to increase per capita ticket volume.



BACKGROUND

Pure Michigan Hunt is a unique multi-species hunting opportunity that began in 2009.
Michigan is the first state east of the Mississippi River to offer a dgafema multi-species
hunting license. Three winners are selected each year to receive are fimeelk, bear, spring
turkey, fall turkey, and one antlerless deer. Winners may also haveslgstien at a managed
waterfowl area during a reserved hunt period.

Applications for PMH cost four dollars and applicants may purchase as mémgyas t
desire. The application period runs March 1 through December 31. Applicants mustds at |
12 years of age and completed hunter safety training. Non-residents may apphty but
Michigan hunters are eligible to harvest (or hunt and kill) an elk. In Michiganetsumiay only
draw one elk license in their lives; PMH offers these hunters yet anothetwppofThose who
enter are eligible for the elk license regardless of past succeshgah@wing does not affect
eligibility for applying or purchasing other hunting licenses.

The first year of drawing (2009), the application period ran June through December and
attracted 12,693 unique applicants who purchased a total of 33,758 applications, resulting in
$135,000 raised for the DNR’s Game and Fish Protection Fund. Sixty-five percent of
applications were purchased online; a significantly higher proportion tlyaotlaer license
bought online. The second application year (2010), however, was less successéalloA tot
8,719 unique applicants purchased 23,437 licenses, a 31 percent decrease in both. It isodifficult t
pinpoint the cause or causes of diminished sales, however results may beti@mnedif

inadequate branding, a sagging Michigan economy, or a combination of both.



LITERATURE REVIEW

Background

Just as people have evolved, hunting has also undergone changes over time.
Understanding the evolution of hunting is important for understanding how Pure Michigan Hunt
can be effectively marketed. Today, the majority of hunters are not huntingessam
survival, but for a recreation or sport. This transition of purpose is necessary fstandieg
modern hunters.

While hunting had once been primarily necessary for life, hunting has alsoidraetio
become an economic driver. The impact of hunting and other outdoor activities rélaalhiial
today and is discussed in more detail in the following section. As traditional huntinguesnio
evolve, marketing and advertising must be altered in order to cater to modesrs hkiat the
DNR, this means that more research on hunters as consumers is needed to unierstand
motivations that now drive hunting activities. This research addresses tlgearndwnotivations

of modern Michigan hunters for the development of such marketing activities.

Economic Impact of Hunting

The economic impact of hunting is quite substantial. In addition to buying hunting
equipment, hunters also buy trucks, and boats; they stay at motels and resorty;, patkiase
new clothing relevant to hunting. In 2001, each hunter spent an average of $1,896 per year on
hunting; that is about 5.5% of the typical wage earner’s annual income (IAFWA, 2002).
Furthermore, a “rippling effect” of these expenditures generatestthmee more impact on the

U.S. economy sustaining many rural communities (IAFWA, 2002).



In 2006, one out of 20 jobs (nearly 6.5 million nationwide), were supported by outdoor
recreation in America; hunting alone supported 322,570 (Outdoor Industry Foundation, 2006).
What's more, hunters delivered more than $481 million to the states through excsartaxe
certain equipment (IAFW, 2002). This same report (2002) names the top tennstatesal
hunting-related retail sales with New York topping the list at over $1.76 billion. Addihg in t
ripple effect, there is a total economic additive of $3.63 billion to the total ecomoNgw
York alone. Michigan ranked seventh with over $671 million in retail sales and apptal ri
effect of over $1.28 billion (IAFWA, 2002).

In 2007, there were about 20,000 sporting goods retailers in the United States theat drew
combined revenue of about $35 billion (National Sporting Goods Association, 2010). Some
major players in the U.S. market include: Big 5 Sporting Goods, Cabela’s, Siokiting
Goods, Bass Pro Shops, Dover Saddlery and Dreams. Given that sporting goods is a lucrative
and specialized industry that plays a significant role in the U.S. econongyjdlserrprisingly
little literature on modern hunters as consumers.

Although hunting participation has waned over time, it is clear that hunting plays a
forceful role in the economy. For the DNR, the sale of hunting equipment is elypetelant
as excise taxes are distributed to state wildlife departments.s8slokrl in more detail later,

understanding consumers allows for more effective communication stsatedie developed.

Demographic Trends and Characteristics of Hunters
In a study conducted by Responsive Management in association with the National

Shooting Sports Foundation (NSSF) (2008), the authors distinguish three demographic trends



having particularly strong implications for hunting: the trend toward inergasbanization, the

aging of the American population, and the declining proportion that is Caucasian.

Urbanization

It is no surprise that the U.S. population is gravitating toward urban living. There is
evidence as far back as the first Census that demonstrates the migoatioarfal to urban
housing. It wasn’t until about 1920, however, that urban housing became more popular. In
2000, twenty-two percent were reported living in rural areas, and that numberateexpe
continue to diminish.

Because America has gravitated toward a preference for urban &viedyction in rural
lifestyles has coincided with a decreasing interest in the sport of huBtatgs with low housing
density (more rural) are more likely to have experienced an increasedchuntber of hunters
between 1991 and 2001 (Responsive Management/NSSF, 2008). A data analysis from the 2000
Census indicates that Michigan ranks 38th in housing density per square mile of tafifl&re
housing units) in the country. When compared to other states in the Midwest, Midtsgaeas
the bottom of the list followed only by lllinois (74.5) and Ohio (116.8). These findings suggest
that Michigan is more rural than most of the nation and neighboring states.

Outdoor sporting and wildlife researchers have suggested four aspediamtation’s
effects on hunting participation (Responsive Management/NSSF, 2008). Onesatipect
dilution of the hunting culture itself. While increasing numbers of people move tourize
areas, there are fewer people growing up in hunter-friendly environnrRagpdnsive
Management/NSSF, 2008). The second aspect is the deterioration of a huntergrsopi&br

hunting as people move from place to place (Responsive Management/NSSF, 2008g Becaus



people like to hunt in groups with friends, family, or both, a social group may detersratore
people move into urban areas. Third, urbanization takes away land may have been asmailable f
animal habitation and thus, hunting (Responsive Management/NSSF, 2008). As big citie
continue to expand into rural areas, there is less land available for hunting; the hegited a
consequently become more concentrated with other hunters. Finally, an additiaealibats
participation: hunters must travel farther to find quality hunting grounds (Regpons
Management/NSSF, 2008). When hunters must travel farther or compete for land to hunt,
participation is effected.

Given the important relationship between rural residency and hunting participation,
demographic trends toward increased urbanization present an additional challeogeitment
and retention of hunters. As rural living continues to decrease, particularighigih, the

DNR will face challenges recruiting participation in PMH opportuagywell.

Aging
Another important demographic trend influencing hunting participation is our aging
society (Responsive Management/NSSF, 2008). United States Census Bureauaidéss ithdit
the median age in the U.S. increased from 22.9 years old at the beginning @rttietiw
century to 35.3 years old at the end of the century (Hobbs & Stoops, 2002). Furthermore, the
median age of white Americans, the demographic group most likely to hunt, ectfea® 31.7
in 1980 to 38.6 in 2000 (Hobbs & Stoops, 2002).
TheNational Survey of Fishing, Hunting, and Wildlife-Associated Recreatinducted
by the U.S. Census Bureau in 1991, 1996, 2001, and 2006 reported continuing decline in hunting

participation, and found a rapid increase in hunting through teenage yearsyalstdian after



the age of 25 followed. Increasing age is detrimental to hunting particigacause young

adults are more likely to hunt than are older adults.

Ethnicity

According 2010 U.S. census data, 78.9 percent of the population describes themselves at
“white alone,” a decrease of two-percent from 2000 (U.S. Census Bureau, 2010b). Other
ethnicities, however, have increased dramatically over the last decadeidinatsying
themselves as “Asian alone” increase 34.9 percent to 2.4 percent; “Hisphatmot
population in Michigan increased 34.7 percent to 4.4 percent since 2000. Table 1 further displays
the population by race in Michigan.

The proportion of the U.S. population made up of the ethnicity group identified as
white/Caucasian is declining. This demographic is also the most likely tgResponsive
Management/NSSF, 2008). Current scholarship has not been able to indicate whia@sacas
most likely to hunt, or why other ethnicities are less likely to participats. iifarmation,

however, is necessary for the DNR going forward.

Female hunters

A study conducted by Responsive Management (1995) found that while hunting
participation among men has decreased, the number of women participating in hasteitper
remained stable or increased since the 1980s. In a more recent study,dhalgorting Good
Association (NSGA) (2003) also showed an increase in participation by womea hwhting

for men has decreased. While this finding provides a marketing opportunity to the mitigra



found that men were more responsive than women to numerous mechanisms encouraging them
to hunt or shoot more often (Responsive Management, 1996).

From a demographic standpoint, female hunters mirror the hunting population when it
comes to age, income, and area of residence, but differ from the hunting popusainhale
when it comes to level of education (Responsive Management, 2005). Just as the casge with t
general hunting population, female hunters who have only a high school degree hunt the most
days and take the most trips of all education levels; however, women who have ad=iiege
are likely to hunt about the same number of days and take the same number of huntiagtrips a
female hunter with no higher than a high school diploma (USFWS, 2001). This finding is quite

different from males who will hunt more when they only have a high school degree.

TABLE 1

STATE POPULATION BY RACE
MICHIGAN: 2010

Percent
Race Percent of | Change
Population 2000-
2010
White alone 78.9% -2.0%| V¥
Black or African American alone 14.2%  -0.9%| ¥
American Indian and Alaska Native alone 0.6% 6.0%| N
Asian alone 2.4% 34.9%| A
Native Hawaiian and Other Pacific Islander alone - -33%| WV
Some Other Race alone 1.5% 13.5%] N
Two or More Races 2.3% 19.7%| A\
Hispanic or Latino 4.4% 34.7%| N

(U.S. Census Bureau, 2010b)



Demographics of Michigan Hunters

As of 2009, 86 percent (8,600,474) of Michigan residents lived in the southern-Lower
Peninsula (SLP; U.S. Census Bureau, 2010a), and purchases more hunting licenseg than othe
areas in the state in this ear; a major transition from 2006 statistichtveed a higher interest
in hunting from the Upper Peninsula (UP) instead (Frawley). A total of 796,684 people
purchased hunting licenses in 2009, 96 percent (764,945) of licenses were sold to Michigan
residents (Southwick Associates, 2010). A breakdown of hunting licenses sold in 2009 is
displayed in Table 2. The percentages in this table refer the total licedse adiven year to
Michigan residents; these figures exclude non-resident hunters. More thaftro(L2
percent; 308,317 license buyers) of Michigan hunters reside in the Detroit-Vl.aroaia area
(Southwick, 2010). About 9 percent of hunters purchased licenses for small game compared to
about 6% of those in the northern-Lower Peninsula (NLP) and about 2 percent of tlubsg res
in the southern-Lower Peninsula (Frawley, 2006). Again in 2006, nearly 16 percentlentesi
in the UP purchased deer hunting licenses compared to 15 percent for those in the NLP and 5
percent in the SLP (Frawley, 2006). Consistent with national hunting data, about 9% perce
the license buyers were male (Southwick, 2010). The proportion of female huntérig et
among those buying elk, deer, and bear hunting licenses (Frawley, 2006). A relahaély
proportion, however, (3.3 percent) of the hunting licenses for furbearers, small gjad
waterfowl were sold to females (Frawley, 2006).

As previously described, the role of hunting has evolved over time. As hunting becomes
less essential in the lives of Americans, the demographic of hunters also chaega®vious
research described in this section suggests that hunters still reside ineasabat are

diminishing as the country becomes more urban. Furthermore, Caucasians, thgrethimmost
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likely to hunt, is becoming less concentrated in proportion to the rest of Amergitda
decline in male hunters, participation of female hunters remains relatmetyant. In Michigan,
most hunters reside in the eastern Lower Peninsula, but a greater proportion sffegiderin
the Upper Peninsula. Overall, Michigan hunters are demographically siondérer American
hunters.

For a greater comprehension of hunters beyond demographics, wildlife researeers ha
investigated motivations for hunting and developed typologies based on their findings. The

following section describes three different hunter typologies.

Typologies of Hunters

Past research has identified typologies of hunters (Keller, 1978; Deckerl&sd,
Norton, 2007). Kellert (1978) was the first to break hunters into groups by distinguishimgghe
utilitarian, nature-oriented, or sport hunters. Norton (2007) compiled a more extensive
typography, or phases, that included: shooter, limiting out, trophy, methods, and sportsman.
Lastly, Decker et al. (1984) categorized hunters as either affilj@ogevement, or
appreciative. It is imperative to segment hunters into groups because edthavaaydifferent
motivation for hunting. For PMH, it is particularly important to define a targeket not solely
upon demographics, but in terms of individual motivations for hunting.

Kellert's (1978) typology is fairly straightforwardltilitarian huntersare only interested
in the meat of the species they hunt for consumption. These hunters are not ngaetesasted
in the size of the game, or being a part of nature as other hunters are. They simuy tinent f
sake of providing game meat for family nourishment. Conversatyre huntergake part in

hunting because they enjoy being outdoors. These “hunters” may not even bring a gun on a hunt,
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but are considered hunters because they continue purchasing licenses. eléstiy1078)
describesport huntersas those who hunt for trophy animals. These hunters wait for the biggest,
or highest scoring game (e.g., most spikes on antlers, longest turkey bearthinthéyey will
see that season.

Norton (2007) expands Kellert’s typologies into five phases or stages of hunting. The
shooteris someone who simply enjoys shooting a gun, but is not particularly ietkrashe
size of the game, or how they accomplish the kill, but plainly enjoy the feeling ofrelnaajun.
Thelimiting outstage includes hunters only interested in harvesting the maximum number of
species allowed by their license. Again, this group is not primarilyeistied in the size of the
game.Trophy huntersre essentially defined the same way as sport hunters that Kellert (1978)
define: they go for the biggest and highest scoring game. Another type aof testabed by
Norton (2007) is thenethods huntefThis hunter seeks the most effective and efficient way to
hunt particular species. They plan, map, and study the animal to find the best methadd for eac
specific hunt. Lastly, Norton’s (2008portsmans comparable to Kellert's (1978) nature hunter
in that they both enjoy being outdoors and simply hunt ‘because they can.” These hanters a
typically older in age and have a connection to the land they hunt. They enjoy bbimgtuie

and find pride in being able to hunt.
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TABLE 2

SUMMARY OF MICHIGAN RESIDENT LICENSE BUYERS BY LICENSE TRE (2004-2009)

2004 2005 2006 2007 2008 2009
# % # % # % # % # % # %
Deer 732,121 91.6%)| 691,662 91.2%| 713,335| 91.1%| 703,452 91.5%| 712,442| 92.2%| 703,945| 92.0%
Big Game 9,255 1.2%| 9,412 1.2%| 9,494, 1.2%| 9,434 1.2%| 10,293 1.3%| 9,098 1.2%
Turkey 116,682 14.6%| 115,065 15.2%| 130,996| 16.7%| 125,947 16.4%| 122,675 15.9%| 125,208| 16.4%
Small Game 295,88pP 37.0%| 278,132 36.7%| 285,137| 36.4%| 282,616| 36.7%| 262,589 34.0%| 255,869 33.4%
Migratory Bird | 147,419 18.4%| 143,331| 18.9%| 146,854| 18.8%| 147,103| 19.1%| 140,289 18.1%]| 139,030, 18.2%
Waterfowl 59,787 7.5%| 57,051 7.5%| 57,550 7.4%| 56,073 7.3%| 55,224| 7.1%| 55,274 7.2%
Resident Total| 799,288 96.1%| 758,636| 96.3%| 782,876 96.2%| 769,161| 96.1%| 773,012| 96.0%| 764,945 96.0%

(Southwick Associates, 2010)
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Decker et al. (1984) take a different approach to segmenting huntens.bié @argued that
these researchers come the closest to identifying the values assadiateunting Affiliative
hunterspurely enjoy hunting in a group of friends and family because they enjoydila¢ so
interaction that emanates from hunting. They suggest that hunters may algptbeahe
achievementategory that seeks to meet some sort of goal (Decker et al. 1984). Tro$ type
hunter may be most comparable to the trophy or sport hunters described by the afonexhenti
researchers. Similar to the nature and sportsman hunter previously desgpediative
huntersseek peace, belongingness, and familiarity with nature (Decker et al. 1984).

An underlying concept to each of these presented typologies is that of culttee, or t
meanings that are shared by most people in a social group. Hunters, whild bgfthierent
characteristics or phases of hunting, appear to share meanings of enjagthercitement in

association with the experience.

Culture

Culture can be viewed and defined in many ways. At a macro level, it caibdesc
society or a nation. More narrowly, it can be analyzed among subcultures or ellen groaps
(e.q., reference groups or people that share a particular interest). Hameestayate the cultural
meanings shared by hunters. Understanding these meanings can help prigessiyunde
marketing and advertising tactics.

It is not uncommon for marketers to analyze culture in terms of its majougds or its
content. It is, however, more than represented values (Swidler, 1986). The contettref cul
includes the beliefs, attitudes, goals, and values held by most people in a sscietly ag the

meanings of characteristic behaviors, rules, customs, and norms that most penpl@feter &
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Olson, 2005). An analysis that investigates the content of culture is useful totand ¢ne
meanings and concepts from the consumers who create and use them.

Culture can also be conceptualized as a process. In his model, McCracken (1986)
displays how cultural meanings can be transferred between social and physrcaineents,
products and services, and in individual consumers (Figure 1). The model describes how the
actions of organizations and individuals in the society transfer cultural mdaetingen these
locations. There are two ways meaning is transferred: first, witketnag strategies, and second
by consumers who actively seek to acquire culture meanings in products to lestaessrable
personal identity or self-concept (McCracken, 1986).

In the context of hunting we are particularly interested in the cultural mesathiagare
transferred from the product (the species) or the experience into the consinaeultliral
process model identifies rituals as ways of moving meanings from a produsxtris.aner

(McCracken, 1986).

Rituals

Rituals are best defined as symbolic actions performed by consumerddo affea,
evoke, or revise certain cultural meanings (Belk et al., 1988). There are masyofaituals
presented in the cultural process model includaeguisition(purchasing and consuming a
product),possessioacquiring meanings in productekchangdtransferring meanings through
products)grooming(meanings transferred through the use of personal care products), and
divestmen{removing meaning from products) rituals (McCracken, 1986). Surprisingly, there i
little research that describes the rituals associated with hunting. Bi@d0d) is one

exemption, having completed an ethnographic study of hunters focusing on ritoalatads
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with hunting.

In his research, Bronner (2004) identified rituals in which hunters describe blood
smearing and heart eating of their hunted species. Less ‘barbaits included chili or
venison meals, a shirttail cutting ceremony when someone misses a oteandithe passing
down of hunting equipment as heirlooms or gifts. Each of these ritualistic exaacapldelp
explain how rituals are involved in transferring culture from the species to the.hunte

Examples of acquisition rituals include the aforementioned cases of bloodreyreeadi
heart eating in which the ‘product’ is a species. The cultural meanimg$emaed may include
achievement, free-spiritedness, or excitement. Preparing and sharinbas mel as the
passing down of equipment are examples of exchange rituals in which people &eerimgns
meaning of care, connectedness, and generosity to their friends or famityail®utting for
those who missed a shot appears to be an example of an acquisition ritual. The meanings
associated with a missed opportunity are applied to a piece of clothing with peohaxisting
meaning.

Both demographically and culturally, marketers have provided severahspti
understand consumers at a more micro level. Most effective, howeverajgplieation of both
demographic and cultural understandings of a target audience’s motivations irsadyartd
marketing schemas. Included in tnederstandingf a culture is the way in which culture is
transferred from a product or environment to a consumer. With a comprehensive nddegsta
of an audience, segmentation can be leveraged to reach an interested and exiEyssat a

personal level.
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FIGURE 1

TRANSFERRING CULTURE BETWEEN SOCIAL AND PHYSICAL ENVIREBMENTS,
PRODUCTS AND SERVICES, AND TO INDIVIDUAL CONSUMERS
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(McCracken, 1986)
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Market Segmentation

Typologies can be applied to market segmentation, a technique widely usetteh ma
research. It can be defined as “the process of splitting customers faterdigroups, or
segments, within which customers with similar characteristics havaismeeds” (McDonald &
Dunbar, 1995). Additionally, Rowley (2000) explains that segmentation “offersea bet
understanding of customers and their needs... [and] more effective target@sgufces.” The
aspects of understanding consumer needs and targeting resources are\espeoritdint for
any business with an interest in the bottom line.

Traditionally, demographic variables such as geography and locationsexage, s
occupation and social class have been used for market segmentation... not becaudeests the
method, but because it the data is usually readily available (Rowley, 2000). Dphogra
analysis is useful for the development of communication strategies desigrespferific
psychographic segment of consumers.

It is outside the scope of this study to conduct a full psychographic segjorenfa
hunters. Wells (1975) defines psychographic research as “quantitativeiheséamded to place
consumers on psychological dimensions;” it goes beyond demographics and hasibiigypimss
offer new insights and unique conclusions. My research is the first of its kiegnmesiting
hunters as consumers, and will act as the foundation for direction before pursulng a ful
psychographic study. However, basic hunter psychographics (i.e. lifegtitledes, beliefs,
values, personality, and motivations) will be examined by using qualitagtieonfs to extend
the profile of hunters beyond demographics alone.

Given that prior research seems to suggest the importance of psychographic

segmentation, | seek the psychographic profile of Michigan hunters thétewiBeful for
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guiding a quantitative study of hunters in the future:

Research Question 1What is the psychographic profile of today’s Michigan hunters?

Previous typologies of hunters have been able to differentiate between dygt@scof
hunters by behavior and motivations. These typologies alone could be used for market
segmentation. However, for the development of advertising messages, thesgi¢gpotuld be
more comprehensive by seeking the values associated with the typologieses of hunting.
This research extends previous typologies by simply asking “why?” Forpealooking at the
Decker et al. (1984) description of an appreciative hunter, we wilvagkunters are seeking
peace, belongingness, and familiarity with nature. Asking why wdlalls to identify the
terminal values that hunters associate with hunting to assist in the develabméwertising

appeals.

Values

Values are important factors to consumer behavior, and have thus been widely studied.
Values are a powerful force in our everyday lives that guide actions, attitukegidgments.
(Hetsroni, 2000). A generally accepted definition of a value has been presentekehgiiR
(1973, pg. 276) as “an enduring belief that a specific mode of conduct or end state of an
existence is personally-psychologically or socially-culturallyfgreble to a converse mode of
conduct or an opposite end state of existence.” Values such as maturity, pragotretsity,
dignity, popularity, freedom, and self-respect are considered to be among thaitmatda

elements of personality that influence perceptions, attitudes, emotions, and lse{Roliary,
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1987). Additionally, as Ko et al. (2010) suggest, marketers must understand the linkage
between products and the consumer values those products represent; and one way to do that is
with the means-end chain (MEC) originally presented by Gutman (1982h @883) argues
the linkage between consumer values and products is more useful than focusing on product
attributes. Furthermore, Ko et §2010) suggest the MEC can “apply to new product
development, brand positioning, advertising strategies, and market segmentation)(pg. 452
As part of a typical marketing analysis of cultural content, marketeeslydoegin by
identifying values of a social group. Our interest here is to tap into thentdvalues that are
end-states of existence for hunters: for use in the development of adgeafipeals and
psychographic segmentation. Knowing the terminal values of a social groupamaketers
understand the basis for the customer-product relationship for those consumers.
A second research question was formulated to understand the linkage that connects

hunting to hunters’ terminal values:

RQ2: What does hunting mean to Michigan hunters (i.e., what are the terminal values

associated with hunting)

The values that hunters associate with hunting will be identified with the medns-e

chain laddering technique described in detail below.

Means-End Chain

To induce product desirability, advertising should express consumer valuey,(Polla

1987). In essence, marketers must understand the linkage that exists betweds anoliine
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consumer values those products represent. In this study, the ‘product’ is actdpesaence,
hunting. The MEC represents the linkage between hunting and the hunter’s teahiral The

MEC is a model of product knowledge structure, and suggests that consumers view products in
relationship to themselves (Gutman, 1982) (Figure 2).

Structured in schema, knowledge is a collection of beliefs that the consumes et
connects through the process of comprehension (Gutman, 1982). There are three levels of
consumer knowledge — attributes, consequences and values — that together form the MEC, a
simple, hierarchical chain of associations (Olson and Reynolds, 2001). The MEC rmgadsl| a
that consumers purchase products based on the consequences and connections to values
suggested by the products’ attributes rather than from the physical asti@onne (Gutman,

1982). In other words, products are a means to an end that strengthens person®Igalues

and Reynolds, 1983).

FIGURE 2

MEANS-END CHAIN MODEL OF PRODUCT KNOWLEDGE STRUCTURE THAT
REPRESENTS THE LINKAGE BETWEEN PRODUCT ATTRIBUTES AND REINAL
VALUES IN CONSUMERS

Attributes ' Consequences | - Values

Concrete [7| Abstract Functional [Psychosocial| |Instrumental[] Terminal

(Gutman, 1982)

21



Here,attributesare perceived qualities of a hunt that refer to physical characteristics of
products as well as more subjective, less tangle characte/@icsequenceare either
functional (relatively immediate, tangible, physical experiences)ymhpesocial (emotional or
social and more symbolic experiencd&luesare the beliefs that people hold about themselves;
desirable values include goals that represent governing drives and motiviaegnsi(s et al.,
2001).

This model is critical for developing an effective communication stratégljzing in-
depth interviews and focus groups, | was able to further profile Michigan hunters. Nésen t
factors are realized, advertising can be created specifically aroutedrthiral values, or what
people are seeking from their hunting experiences. Identifying the ‘hoo&tiertising with the

MEC leads to my third research question:

RQ3: What are the social-psychological benefits of hunting to hunters; i.e., what is the ‘*hook’
for Michigan hunters that can be leveraged into advertising appeals (identify the means-end

chain connections for Michigan hunters)?

To create an effective communication strategy for PMH, it is iniperto understand
the hunting culture, the process of moving meaning from products (or experigmeésiiing)
to hunters, and the core values that are linked to product purchases. MEC interviews and focus
groups were conducted with area hunters to 1) understand what core values ae limkeing,
2) what types of rituals they view as important, and 3) what messaging maysbeffactive for

different types of hunters.
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ADVERTISING

Since the beginning of PMH in 2009, the DNR has taken efforts to promote hunting
license applications to prospective Michigan Hunters. To display posters argldb/well as
provide informational booklets, the DNR has utilized 1,500 licensing agents aroundehdrstat
2009, prize money was awarded to the licensing agents that sold the most PMHiapplicat
News releases and e-mail blasts have also been used as communicatmgasstratee winners
for the 2010 drawing received a caséNofge Javarand coffee from Evelyn Bay Coffee
Company, archery equipment from Ten Point Crossbows, Horton Manufacturing and Darton
Bows, as well as vests and turkey mating-call instruments from the Natiod&feM urkey
Federation (NWTF).

In addition to current promotion activities, the DNR hopes to increase sales dldyvisi
of the new opportunity with advertising. As with most new product offerings, PMelasvely
unknown, and therefore, building brand awareness and product knowledge is a key component to

the communication strategy.

Social Cognitive Theory

The Social Cognitive Theory (SCT) is useful for understanding advertisiecfietind
can be particularly useful to guide appeal development for relatively unknown motloict
communicate about a product or service, ads may utilize an actor to repreggatitiet. The
SCT suggests that the characteristics of the model and the audiencgXigescs that model

are important to successful ad effects.
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Furthermore, the SCT explains learning and behavior as a combination of behavioral,
personal, and environmental interactions (Bandura, 1986). Behavioral factors refenvtorbéha
patterns. Personal factors include cognitive, affective, and biological eaadtenvironmental
events are events that occur outside of the individual, but affect the individual’s life.

According to the SCT, learning can be either observational or enactive (Bat@i6a
Observational learningefers to an individual who watches someone else and then models the
behavior they have observdehactive learningoccurs when an individual performs the
behavior, often through trial and error. Observational learning suggests that watgi a
model achieve an outcome they wish to achieve, and learn through that inteBataunse a
lottery-type drawing cannot be mastered through trial and error asveriaarning suggests, it
seems logical to investigate the effects of observational learning (i&fféloes of a past PMH

winner on learning). This type of learning is discussed in greater detail in ltheifg section.

Observational Learning

According to Bandura (1986), observation is the key to learning (Lerner & Stginbe
2004). Learning, then, is dependent on how carefully an individual perceives what the other
person (the model) is doing (Ferrari, 1996). Observational learning is the firstf tgaening
that we experience as infants. We learn language, movement, and emotion by olseneioge
else (Bennett et al., 2005).

Observational learning can be a very efficient mode for learning xaonm@e, when an
individual observes a model’s behavior, they are left with an image on how somethirgg can b
accomplished (Weeks & Anderson, 2000). Learning by observation does not requireltrial a

error; instead, an individual can access the cognitive representation forrmeielng and base
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their behavior on this preconceived mental model (Adams, 1986; Ferrari, 1996; Lee & White,
1990; Pollock & Lee, 1992). Additionally, learners gain an idea of what outcomes t expe
based on the outcomes observed from the model (Bandura, 1986; Ferrari, 1996).

There are several mechanisms guiding observational learning thaipangaint for this
discussion: attention, retention, motor reproduction, and motivation (Bandura, 1986; Wesch et
al., 2007). Attention processes determine what the individual pays attention tdidRete
processes explain what an individual remembers. The action observed must tiprochecesl,
known as motor reproduction. Finally, there must be motivation for the individual to learn the
behavior, which affects the other processes presented. For instance, the indiustuzé m
motivated to first pay attention, then remember, and finally to practice theitede
motivation to pay attention can be either internal or external. An example oéamaint
motivator may be the desire for an individual to learn something to better hiexsetnal
motivators may be physical incentives, such as money. Whether internadioragxihe
motivation must be strong enough for the individual to reproduce the model’s behavior
(Bandura, 1986).

Modeling is a type of social comparison (Berger, 1977) and similarity, therbfimeeen
the model and the individual impacts the effectiveness of modeling (Schunk, 198#HiAgco
to Festinger (1954), people compare themselves to others for evaluation of eemdein
external standards are not readily accessible. As an example, weaksléamdedo learn better
from weak models; better learners learn more by focusing on stronger rRrdelksma et al.,
2002). Similarities, however, do not automatically enhance learning from mod&tingnk,

1987). There are some variables that do not make much of a difference. Priohrédssfecet

al., 1971) has indicated that subjects do not learn any more from members oithgender
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than they do from the opposite sex. Other research suggests that gendectsoasés play a
role with regard to gender roles, or task appropriateness (Schunk, 1987; Zimmerman & Kouss
1975).

There are several factors that do seem to influence learning. When thigguerc
similarity between an individual and the model is high, the model has argresatefluence on
consumer behavior (Bandura, 1986). Individuals that have higher similarity to théwmbde
regard to background produce more modeled behavior (Rosekrans, 1967; Schunk 1987).
Observational learning can affect the motivation to change, or perform adrefvaleisch et al.,
2007); increase motivation, or involvement, with the activity (Clark & Ste-Ma€67); and
increases message effectiveness (Andsager et al., 2006). Finally atibsecan increase self-
efficacy in observers (Bandura, 1977, 1986; Schunk & Hanson, 1985, 1989). Watching others
succeed can increase one’s own belief that he or she can too succeed, which canfinenice i

learning. Self-efficacy is another aspect of SCT that helps to explaipé&ople learn.

The Role of Self-Efficacy

Bandura (1977) defines self-efficacy as the belief in one’s capabildgdgage in a
particular course of action to achieve important attainments. He furtheib@ssour sources of
efficacy expectations: verbal persuasion, emotional arousal, vicariousesxgerand
performance accomplishments (Bandura, 1977). For the purposes of this papangrertor
accomplishment has little relevance tot the random drawing that myadiesegks to use as an
advertising campaign through which to improve license applications for PMH, bedaiteeya

type drawing cannot bmasteredThe other three are detailed as follows:
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Verbal persuasion is simply getting people to do what is desired of themrmigyaugiw
well-chosen words in a short amount of time; it is easy and readily aeaj@dohdura, 1977).
The time to achieve verbal persuasion is much shorter compared to personahegpghen
time is needed to actually work through the task. In contrast to verbal persuasiooys
learning requires more time and effort because the individual must watch sosson®rk
through a task.

Vicarious learning explains how we learn by watching others. If an individuahadss
someone else being successful at some task, and observes that individual getghghlerou
experience with no adverse effects, then that individual may feel as theyso experience
success with continued effort and improvement (Bandura, 1977). However, modeling behavior
of others tends to lead to weaker efficacy expectations that are more vdrerelhnge and
reduction than would performance accomplishment (Lewis et al., 2007).

Of these sources of learning, persuasion is less effective because thenatientca
experience, either by oneself or by a third party (Lewis et al., 2007). Ematianglal can also
be a source of efficacy expectation. It can, however, lead to a ‘fight'nmsspo which the
individual processes a stressful situation and then responds accordingly, or iis=a daght’
response instead, leading to avoidance and additional stress as the individual is natedray up
the initial arousal but thoughts of their personal ineptitude (Bandura, 1977).

Potential exists for self-efficacy and involvement to increase when indisidea
themselves being successful. Conversely, these may also decreaselividoal views their
ideal self as unattainable, thus creating a gap that may lead the indivithuaktthat although
the ideal version of self can be successful, the real version cannot. Prioriréssagetermined

that even though most consumers are unaware of it, a match between a cefgbjégted
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image and their own ideal image leads to a more positive response to perseasagas (Choi

& Rifon, 2005; Bailenson et al., 2008).

Celebrity Literature

As previously mentioned, perceived similarity increases messageawifess (Andsager
et al., 2006), but aside from the exception of Choi and Rifon’s (in press) research, no prior
research exists on whether the similarity must be matched to an individual’'srndetual self.
Additionally, SCT suggests that identification with a subject should lead ttegtearning
(Bandura, 2001; Weber et al., 2006), but again does not specify whether this refergto seein
similarity with the actual self or ideal self.

There is research suggesting that models should be similar, but slightly wekter
intelligence, socioeconomic success, and competence (Bandura, 1969), sicralestatus
(Miller & Dollard, 1941), and the power to reward (Bandura et al., 1963). This segmast to
an idealized version of an individual: similar in status but with more power and ienekig

Research indicates an individual is more inspired by a celebrity moded thatilar to
their own self-image than they are by a celebrity model lacking siityil{ockwood & Kunda,
1997). Additionally, people are most likely to compare themselves to another when that othe
resembles them in features, structure, and purpose (Holyoak & Thagard, 1995; Mé&rkma
Gentner, 1993). If inspiration is thought of as motivation to succeed, drawing gigslari
between one’s self and another can lead to greater motivation as welltas gngayment.

There is some existing research differentiating between theseffecelebrities and
models as spokespeople. For instance, McCracken (1989) suggests “models can offer

demographic information such as distinctions of gender, age, and status, but these useful
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meanings are relatively imprecise and blunt.” Celebrities, on the other hasrchlblif these
useful meanings, but with “special precision” and a range of personatitidgestyle meanings
that the model cannot provide (McCracken, 1989). Furthermore, celebritiesarffiggucations
of meaning that models can never possess. As McCracken (1989) observed: “Namdedre m
could bring to Baly-Matrix the properties that Cher delivers” (pg. 315).
In regards to the differences that exist between celebrities and mdd€lsacken (1989)
states:
...Celebrities are more powerful media than anonymous models and actors. Even when
they deliver meanings that can be found elsewhere, they deliver them moré&uppwer
Celebrities evoke the meanings in their persona with greater vividness atyd clar
Models and actors are, after all, merely ‘borrowing’ or acting out &enimgs they bring
to the ad. The celebrity, however, speaks with meanings of long acquaintancati€elebr
‘own’ their meanings because they have created them on the public stage by dint of
intense and repeated performance. (pg. 315)
| think there is an important element missing from this research distinguishelyites
and models as spokespeople. What happens when the model is closely connected to the produc
when the models are not acting, but speaking from their own experiences? Perhépsaset
the model possesses more cultural meaning than the celebrity. This may Héarest diffect

on McCracken’s (1989) findings that celebrities possess more cultural meanitigus provoke

more consumption for products they endorse.

Local Celebrity

While prior research usually conceptualizes celebrities as a nationakmational
phenomenon, many of the interactional dynamics associated with celeditity &liso operate at

the regional, local and hyper-local levels (Ferris, 2010). Ferris (2010) goesogdgest:
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“If recognizability is the central element of celebrity status, thegmay of ‘celebrity’

may be expanded to considerable, and comparatively minor media players — swelh as |
newscasters, minor league athletes, or local politicians — may be definektlarities, at
least within their local context” (pg. 393).

For this research, celebrities could be defined in a much more narrow wayaWe dr
from Hills’ (2003) definition of a “subculture celebrity:” a more narrowcassioa of a
celebrity, in which people are “treated as famous only by and for their faenaedi” (p. 61).
Provided the SCT suggests using a model most similar to the consumer to enhans®persua
effects, and celebrity research suggests using a celebrity to addralalilhension and

symbolic meaning to the product being advertised, my fourth research questfodeweloped:

RQ4: What type of source (model or celebrity) will be most effective for the promotfameof

Michigan Hunt?

There is a gap in previous research that views hunters as consumers thaamchres
seeks to fulfill. For consumer researchers, the current researcheegkand the use of the
MEC from durable goods to experiences (e.g., hunting). The remainder of thisvdaper
describe the two qualitative approaches used to understand hunters at a psycbosbarad |

the formulation of a communication strategy for the PMH.

Overview of Research Plan

Consumers’ insights gained through personal interviews and focus groups afétypica
used in the development of new product ideas and for testing advertising appsalehThi

gualitative data is used to create the ‘hook’ for advertising messages aldj¢éeappeals. To
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develop advertising appeals for PMH, hunters’ insights will be gained using adawg-pr
approach to explore the core values and motivations of hunting. First, means-enM&8G&@)n (
interviews with area hunters were conducted. The results of the MEC interaie used to
identify the terminal values associated with hunting and develop the advehnisikghat could
be appropriated into re-vamped advertising methods for PMH.

Second, the focus groups are described. The discussion guide for these groups was
designed to understand the hunting culture, traditions, and rituals prevalent withhuiaotoag
communities. Additionally, the focus groups were designed to shed light ontcaBMHBusiness

to help understand the opportunities and limitations of the drawing.
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STUDY 1: MEANS-END CHAIN INTERVIEWS

Methods

Participant Sampling and Recruitment

A sampling frame for recruiting was developed using the 2009 DNR databasé of pas
license purchases and applications for bear, elk, turkey, and PMH. Trophy hinasesiho
are very selective in their hunt and seek the largest, or most valued species}tadsrhunters
(those who are more specialized hunters, and seek challenge in hunting) vperaaing and
secondary targets, respectively, for PMH. Prior license and application pweverseused as
indicators of hunter motivation in PMH. These two groups of hunters were selgdtezl b
recommendation of wildlife professionals as the types of hunters most bkietyihterested in
purchasing a PMH application. Trophy hunters were identified by elk and bearasippl or
purchases; those who purchased a spring turkey application or license iderdtfiedsn
hunters. Thus, a list of possible participants was generated from those whdéeadpmptied
for, or purchased a beatr, elk, or spring turkey license in 2009, the inaugural \sl-for

Participants must have been at least the age of 18 for two reasons: 1) althowgh they
eligible to apply, those under 18 are not a target market for PMH, and 2) to stgylatioa of
the Internal Review Board (IRB) standards (IRB Log Number: i036517). Pseareh (Norton,
2007) suggested that older and more experienced hunters generally shifted maleabuwa-
oriented hunters, and tended to lose interest in the actual harvest of speciesn@bjdia DNR
professional informed us that older hunters would continue to purchase licenses to show support

for the DNR, even though they would not physically hunt. Our target age group was 35® 65; t
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group we believed to be experienced and active participants of hunting. Only neen we
recruited as they represent the vast majority of Michigan hunters (92%) amgrareary target
for PMH.

A random sample from the local geographic area was generated front. tRarfi€ipants
were eligible to participate if they had either purchased or applied for abel& license
(trophy hunters) or a spring turkey license (methods hunters); were over thel&ganof under
the age of 65; if a mailing address and phone number were available; and if tHeyithie the
county (Ingham) or in one of the four surrounding counties (i.e. Eaton, Shiawassegstbivjn
Jackson). Once the above qualifiers narrowed the list, hunters were provided a random number
assigned by Excel’s random number generator and sorted in ascending ordiest BBerophy
and the first 50 methods hunters were sent an introductory hard copy invitationdipgtart
through the United States Postal Service (USPS). Potential participaatadvesed to expect a
phone call from a researcher asking for their participation. If panitsphd choose to

participate, a time and meeting place was arranged by their convenience.

Sample and Data Collection Procedure

Six ‘trophy’ hunters and three ‘methods’ hunters were interviewed using one-on-one
depth, laddering interviews. Interviews were digitally voice recorded, adpeaticipant
received a $25 gift card to a local sporting goods store. Interview pantipare all male and
ranged between the ages of 41 and 62 (mean age: 53.30). A list of participants gmdftlesir

appear in Table 3.
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TABLE 3

MEANS-END CHAIN INTERVIEW PARTICIPANT CHARACTERISTICS

Hunter Id. Age

T1 47

T2 58

1) Trophy T3 62
Hunters T4 63
T5 41

T6 52

Hunter Id. Age

M1 63

2) Methods
Hunters M2 o1
M3 48

Each interview started with the same question: “Of these three spexaesdllz, and
spring turkey), which would you choose to hunt?” In most cases, this was an easyfantvee
hunters. Hunters that struggled choosing were asked to rank them in the order they woald hunt
technique suggested by Olson and Reynolds (1983). The researcher would then ask why the
species was more desirable to hunt. From there, laddering-- the MEC method for depth
interviewing-- began. The interviewer brought the participant through the MER lmginning
by identifying the attributes of the hunt, then moving to functional and psychosausitbeand
ending at terminal values by simply mirroring their answers and@skumy is that important to

you?”
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Results

The researchers had planned between 15 and 20 interviews to adequately capture and
map means-end chain knowledge structures, however, data saturation occurred ansd patter
emerged after the ninth interview. By following the MEC model as a map, watresypically
identified after about 35 minutes of interviewing. However, it was often tyfuc#éhe hunter to
continue telling stories, even after the researcher discovered the valuesrf butgnding the

interview about 45 minutes to an hour.

RQO1: What is the psychographic profile of Michigan hunters?

Means-end chain interviews revealed commonalities among the different types of
hunters. What quickly became clear was the degree of complexity associatedtesforizing
hunters, which harshly contrasted the past typology trend that had placed hunters into a one
dimensional typology. The reality is that many hunters participate in huntiniifferent
reasons. It appears that motivations for hunting were not limited to just one prigypolagy,
but rather a combination of the typologies previously discussed. For instancetiibdsrainter
may enjoy the challenge of hunting, but also enjoy the camaraderie thaghaffers, and being
with nature.

Also, as previously mentioned, interviews revealed values that extended beyond just
being outdoors, or spending time with family. Figures 3-11 provide the MECs from each
interview. The psychographic profile is best described by examining the téuaines

associated with hunting displayed by the summaries of MECs in Figure 12.
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FIGURE 3

INTERVIEW 1: M1, 63

Attributes » Consequences g Values
Turkey Outdoors Experience Relaxing Spiritual
Nature B intimacy
FIGURE 4
INTERVIEW 2:T2, 58
Attributes d Consequences d Values

/

\

/ N\

/ N\

[ would like to Challenge Mount the I remember Competent Accomplish-
hunt elk antlers the trip B ment
FIGURE 5
INTERVIEW 3: M2, 51
Attributes » Consequences » Values
[ prefer to hunt| | Outdoors and Stress relief I feel more Spiritual
turkey | “getaway” relaxed intimacy

36




FIGURE 6

INTERVIEW 4:T3, 62

Attributes

L J

Consequences

L J

Values

/

\

/ N\

/ N\

Outdoors Experience I feel relaxed Spiritual
™ Nature [7| and relieve intimacy
stress
FIGURE 7
INTERVIEW 5: T1, 47
Attributes Consequences Values
Elk Spend time Camaraderie Bonding Loving Close
| Dad and Son ] | companion-
ship
FIGURE 8
INTERVIEW 6: T4, 63
Attributes bt Consequences b Values
Elk Outdoors It's relaxing “Me Time™ Spiritual
B B intimacy
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FIGURE 9

INTERVIEW 7: T6, 52

Attributes g Consequences » Values
Elk I go to Idaho I get time to Icanbe Honest Spiritual
] myself | myself and intimacy
gain thoughts
FIGURE 10
INTERVIEW 8: T5, 41
Attributes b Consequences b Values
Bear Challenging Time with I get to bond Loving Close
] Family and || with those I 7| companion-
Friends cnjoy ship
FIGURE 11
INTERVIEW 9: M3, 48
Attributes » Consequences » Values
Turkey Challenging | (I test my skills| | I feel likea Capable Sense of
B | competitor | Accomplish-
ment
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Attributes

FIGURE 12

SUMMARY OF MEANS-END CHAIN INTERVIEWS

/ \

> Consequences

/

\

v

Values

/

\

Turkey
Elk

Turkey
Elk

Elk

Elk
Elk

Bear

Turkey

Outdoors
Challenge

Outdoors

Outdoors

Time with
family

Outdoors
Go to Idaho
Challenge

Challenge

Experience
nature

Mount antlers

Stress relief

Experience
nature

Camaraderie

Alone time
Alone time

Time with
Family

Test skills

Relaxing

Remember the
trip

Relaxing

Relaxing
Bonding
Relaxing
Self-
actualization

Bonding

Competition

Competent

Loving

Honest

Loving

Capable

Spiritual intimacy
Accomplishment

Spiritual intimacy

Spiritual intimacy

Close
companionship

Spiritual intimacy
Spiritual intimacy

Close
Companionship

Accomplishment

39




There are several terminal values that emerged from the MEC intervieg/sadst
popular terminal value in the hunters we spoke with was spiritual intimacy, éalloy close
companionship, and accomplishment. These values do not appear to be dependent on the
preferred species of hunt, or by the type of hunt we had assumed they were by prevings hunt

license purchase.

RQO2: What Does Hunting Mean to Michigan Hunters?

Prior research often stops at attributes, or at most, consequences of hunting. Her®, hunt
say that the reason they enjoy being outdoors is to relax, leading to the valueyd better
father and/or husband at home, or for spirituality. These hunters are ablage #sceveryday
pressures of work and family to spend time alone in nature. Frequently handetisas they
wanted to spend time outdoors to relax, get relief from stress, and even find titealgpne

that, outside of the woods, they are otherwise deprived of. As two hunters revealed:

“If you're stressed out you're going to get out there and you may be thinkingladiogt
stressed out, but eventually you're going to relax because there’s nothing wegb s
there and enjoy it. How many people go out there and sit for five or six hours in a tree
stand and maybe never even see nothing. The guys | hunt with, we enjoy it. I6s not s
much shooting as it is just being out there and having a good #asditipant 1, 64

“I'm a Locomotive Engineer and I'm on a master list where I'm aodd 24/7. | need

two or three weeks to just get away from everybody. The first week | gaho I'll stay
absolutely by myself up in the mountains. I've had enough of people, and | guess it just
keeps me sane... Everybody needs time alone to rethink your thoughts... In here you're a
big object, in those mountains you're nothing more than an ant. You realize that a lot
doesn't really matter. What does matter is what you don’t think about. It'agétick to

where we belong, in my opinion... We’'re all part of a machine herRarticipant 7, 52

Some of the hunters interviewed stated that they hunted for a sense of asloomapli

These hunters typically hunted for a challenge, to test their skills, and taring an animal
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in their environment and trying to harvest it is part of the thrill. When they do wingthe a
sense of confidence and accomplishment that they would otherwise miss without.hunting

Another hunter stated:

“They (elk) are smarter than a caribou, not more than a turkey, but more than some
things... | guess I just want something with a challenge to it from that standpoiith.. W
elk, you can do the bugling if you get good at that... | think part of the hunting is being
able to call and have them turn and come to their decoys, | think that makes it more
exciting that you were able to trick them... It's not just luck being in the righe@athe
right time...” Interview 2, 58

RQ3: What are the social-psychological benefits of hunting?

The individual MECs displayed in Figures 3-11 identify the social-psycholdugcefits
of hunting for the participants we spoke to. To reiterate, the MEC approach was unsiéygl ide
attributes, consequences and values associated with hunting. Creating theriramblertising
appeals is best accomplished by identifying the social psychological consegwd hunting.
The second column of Figure 12 displays the summary of these consequences. In the
examination of this summary, relaxation, stress relief, being withenatnd camaraderie are

major themes that emerged regardless of preferred species of hunt.
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STUDY 2: FOCUS GROUPS

Methods

Participant Sampling and Recruitment

The same database used for recruiting participants for the MEC intewasnssed for
focus group recruitment. The same eligibility requirements were ie:plaey must have been at
least 18 years of age to stay within IRB regulations (IRB log numt8858B); they must be
within Ingham county and five surrounding counties; and finally, they must have halihg ma
address and telephone number. Again, Excel’'s random number generator was useddo assign
number, the list was sorted in ascending order and the first 100 hunters were setettehaia
USPS. As with the interviews, hunters were called after three dayslked @out their intent to
participate. They were provided the date, time and meeting location if tresdagr

Hunters were grouped by bear and elk application purchases (trophy huntprg)gr s
turkey license purchasers (methods hunters), and by whether a PMH applicati@ehad
purchased the year before (Figure 13). | was equally interested intandarg what people
viewed as the most influential benefits of PMH, and also why people had not pdrdhase
those who had purchased an application, the focus groups would provide us insight as to
effective communication strategies the DNR had already employe@(gasformation cards,
etc.). | also wanted to know how hunters had heard of the opportunity, and what they were most
excited about winning the PMH drawing.

For those who had not previously purchased a PMH application, | wanted to understand

what hindered their decision to do so. | had expected that some were just notfdN ke o
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However, in the cases where hunters purposefully dismissed the opportul, those reasons
are also important for understanding tailures of the PMH marketing and advertising pcegi
| expected that some hagted ou in opposition of the DNR or that big game huntingswot

their niche Their reasoning, in either case, wc shedlight to potential problems with PMH at

provide dher areas that advertising could focus

FIGURE 13

FOCUS GROUP RECRUITMENT DESIC

To gain raw opinions and evaluationsPMH, participants were not told that we wol
be discussing the new opportunity. Instead, reedusarticipants were advised that researc
were interested in the culture and traditions afting and how thDNR could communicat

new hunting opportunitiesiore effectively to ther
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Sample and Data Collection Procedures

The first two focus groups were conducted with trophy hunters, one of those groups had
purchased a PMH application the previous year (age range: 39-63, mean ageob2.00
those groups had not purchased a PMH application (age range: 31-51, mean age: 43.20). The
next two groups consisted of methods hunters, one group having purchased PMH applications in
the previous year (age range: 27-61, mean age: 51.40), and one group had not appligitHfor a P
application (age range: 24-56, mean age: 43.11). In all, 39 hunters participatefbaushe
groups; their characteristics are displayed in Table 4. A $50 gift card ¢alasfmorting goods
store was provided to those who participated in this part of the study.

A professional moderator was hired to conduct the focus groups. As participargs enter
the room, the moderator and his assistant greeted and offered refreshments a&sd cooki
Participants then sat at a large table and were provided name cards. Theanodermed
participants that cameras were in the ceiling and voice recorder®mwdére tables to record
proceedings. In an adjacent room with a double-side mirror, the moderatortardsss with
researchers and began typing transcripts and notes. If needed, she would pass ouhgotes to t
moderator to gain more information.

The initial moderator’s guide had centered on why people hunt, how and where they
hunt, with whom did they hunt, their decision-making processes, license application and
purchasing behaviors (online or licensing agents), traditions and rituals idwolkenting, and
attitudes and opinions of PMH. Prior to asking participants’ opinions of PMH, a fact sheet w
provided (Appendix A). The DNR, the researchers, and the moderator worked together on

formulating questions.

44



Upon the completion of first focus group, the moderator’s guide (Appendix B) was
altered to focus discussion on the traditions and rituals associated with huntingvesdfvie
PMH. We found out quickly that hunters enjoy reflecting on past hunting experiences, so
guestions about hunting preferences and areas hunted were removed (e.g., “wbharew?”
or “do you prefer to travel to hunt?”) because this was already being discussdthnatlgj the
closing question that asked about “any other advice for the DNR” was removed. Rustess
seemed passionately enthralled in discussion related to hunting experiencssethdo be
equally engaged and educated in politics and policies that effect hunting in &tichAithough
the question was originally drafted for advice on marketing PMH, discussion quiokédt
political and was therefore removed.

For the three remaining groups, more discussion time was spent on traditions asyd ritual
as well as general attitudes and opinions of PMH. This allowed us to gefer fealv aware

hunters were about PMH and the general feeling and appeals that they felhBiidHadopt.

Results

There were differences observed between groups based on past purchasélof a PM
application. Unexpectedly, there was little difference between trophy atihds hunters.
Small differences existed only when trophy hunters discussed hunting in the Wesir fandbe
elk. This discussion also evolved in the groups with methods hunters, as also some appeared to
be trophy hunters, but time spent on the topic was much less. Because the specieschnoted di
appear to matter in the interviews or focus groups, results will be evaluatexbbehose who
had purchased a PMH application, and those who had not. First we discuss the general finding

and themes that collectively emerged throughout the focus groups.
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TABLE 4

FOCUS GROUP PARTICIPANT CHARACTERISTICS

Focus Hunter Age Focus Hunter Ade
Group Id. 9 Group Id. 9
1 54 21 60
2 56 22 61
3 55 23 52
4 39 24 56
1) 3)
Trophy 5 58 | Methods 25 48
Hunters Hunters
& PMH 6 43| &PMH 26 58
Buyers 7 63 Buyers 27 27
8 54 28 39
9 51 29 60
10 a7 30 53
Focus Hunter Age Focus Hunter Age
Group Id. 9 Group Id. 9
11 36 31 46
12 42 32 39
13 a7 33 56
2) 14 36 4) 34 48
Trophy Methods
Hunters 15 47 1 Hunters 39 56
& pdar- 16 | 31 | &Non- 36 41
PMH PMH
Buyers 17 51 | Buyers 37 27
18 50 38 24
19 48 39 51
20 44 - -
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General Themes Across Groups

There were several themes that emerged across groups. Whether hunters had purchased a
PMH application or not, hunters in each focus group discussed the harvest, the traditiche
camaraderie associated with the experience. Emotions related to huntiel) s PMH
knowledge that hunters possessed were observable topics. Each is describeldaimddetai
moderator’s notes of themes across groups are available in Appendix C.

The HarvestAs previously stated, focus group discussion was concentrated on the
traditions of hunting and general attitudes and opinions of PMH. As focus groupsssexjrwe
discovered that hunting is not all about the harvest for most hunters. In fact, masedebe
harvest as ‘the icing on the cake.’ Quite similar to the interviews, tsuthigt took part in these
focus groups were typically highly involved in the process of hunting and simplyeenpeyng
in nature. Many stories were told about watching nature wake-up and spendingthirfaanaly
and friends. Some hunters claimed to find peace and relaxation by sitting istanttear blind
for several hours to clear their minds.

Traditions.Another general theme involved the traditions associated with hunting. For
most, hunting began at a young age with their grandfather or father. Hunters \Wwang ttheir
children and grandchildren hunting with them so they can see nature and experieytbengver
that nature has to offer. Hunters take great pride in the traditions that hawepddvaler their
years of hunting and want to pass them on. Many discussed their experiencesatgeéor
example the sleeping arrangements, and the food and drinks. For most it seemed thg compa
and camaraderie was most important in the experience of hunting. They hunt Wittreacand

as a team. For some hunters, hunting season brings the family together fpartsalf the state
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or country. There is deep heritage in hunting, and a strong sense of accomplishment and
togetherness when the hunting season ends.

Emotion.Not only are hunters | spoke to traditional, but also very emotional. During the
focus groups there were non-verbal signs such as watering eyes, and -@me¢oriody
language. There appears to be a protective heritage in hunting itself agsaitaayconcerns
with regard to the future of hunting and threats to hunting for future generations.

Brand Awarenessn general, hunters are not entirely familiar with Pure Michigan Hunt.
Even the groups that had applied for the applications were not completely suraé@balhéfits.
They were not sure if they could bring others with them, how long they had to harvest the

animals, and how many winners were selected each year, or whay exathcluded with a

win.

Furthermore, participants are not familiar with where PMH applicatioentges go.

They were generally unaware that revenues generated from PMHj@iegeto the Game and
Fish Protection Fund that “provides revenues for the operation of the DNR's Fislife\\Aluidi
Law Enforcement programs in the Department” (Michigan DNR, 2011). Uses ofitigis f
include management, research, enforcement of fishing and hunting laws andianqfisands
to be used for hunting and fishing purposes. This was not well communicated durirsjaegety
of the PMH program.

CamaraderieMuch like a team or group of close friends there is a supreme sense of
camaraderie between hunters - even between those who had never hunted togetier. A fu
example of this is how hunters from the focus groups were observed forminglistiadision
pods after they were dismissed from the interviews. There seems to be asaiefse

connectedness between hunters who share a passion for the sport, recreation, or nature
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Although there were many similarities between focus groups, there gerditiérences.
The most notable differences emerged between those who had purchased a PMtbapphch

those who had not. The following sections described these findings.

Pure Michigan Hunt Purchasers

Many prior purchasers of the PMH application were excited about the new opportunit
Overall, hunters were most impressed by the additional chance to hunt elk in Miaht)a
thought that four dollars was a fair price to pay. While many were happy witpgogtunity
and willing to apply they following year, there was much concern for the curreatuse of the
program.

There seemed to be a general consensus between the two groups (Group 1 and Group 3;
PMH purchasers) that the rules were “unfair” for the people who could not afford to geierha
abundance of applications. One particip&dr(icipant 2, 56 had mentioned that the “rich” are
able to buy more applications, and he was for the “little guy” that could not afil@hime
luxury. To resolve this concern, participants in both groups suggested increagingeltier the
application, but putting a cap on how many can be purchased. Most agreed that one application
per person was fair. Additionally, hunters stated that they would like to indreasamber of
winners (some suggested raising it to 10) and making the stories of thasg minting
experiences readily available hunt more available; they thought this would meaient more
equitable and enticing. It was interesting to hear that hunters wanted ntloe€sibry’ behind
the winners. They wanted to know who won and wanted their progress to be tracked throughout

the year.
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A second concern for these groups was in regards to transparency; theytov&ntasl
exactly where the money was going and what it would be used for. They wereneohnitet the
money was not being used responsibly and that PMH was directly profiting. Thiogkisv
concern agreed that the DNR should be more forward with where the money is=goingany,
simply adding a point to the PMH FAQ (Appendix A) would resolve this issue.

The other groups (Group 2 and Group 4; non-purchasers of PMH) were much more
negative in their discussion of PMH. While some mentioned a need for transparency end mor
fairness, conversations were not centered on those topics. Instead, non-purchaders of P

appeared to be more concerned about what would hafi@ethey won the PMH drawing.

Non-Purchasers of Pure Michigan Hunt

There was a very different vibe around the discussion of PMH with hunters who had not
previously purchased applications. Participants in these groups were vegyneahabout the
amount of time and money required to actually enjoy being selected. Most of thes Isteutied
that they could not take the amount of time off work to enjoy each of the hunts; thegteagg
extending the hunting period for the winners to three years instead of one. [anyestioned
that they would need to hire a guide for bear hunting since they had not done it befogea Hi
guide can be very expensive and some suggested that the DNR could include a peigenn t
to make it more feasible. While not a dominating topic, some mentioned concerns abogt mixi
gambling and hunting. When others consequently mentioned other drawings (i.e., bear), the
conversation ceased. This topic though should not be overlooked. When PMH starts conflicting

with preexisting values (i.e., gambling), there will be no contest; these huriterstikely
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partake in the opportunity. Identifying conflicting values presented in nevingupiportunities
could use more research.

Overall, the groups had many overlapping concerns about PMH. The differences
however, between those who had and those who had not purchased an application were obvious.
Hunters who had not purchased were more concerned withweliédd happen as opposed to the
structure of the program. For the DNR, this finding may have important imphsabr

marketing and advertising.

RQ4: What type of source (model or celebrity) will be most effective faptbmotion of Pure

Michigan Hunt?

As expected, participants in focus groups were generally unfamiliar with PNiEn e
moderator asked how to better promote PMH with spokespeople, some hunters mentioned Ted
Nugent and other celebrities, but participants had previously described aetieestories of
past winners. The SCT would suggest that a past winner would be the best spokesperson for
PMH. A past winner possesses the attributes required of an effective modelafpiesxhey
would appear to be closely matched to the PMH audience and clearly possess aa outcom
(winning the PMH) desirable to the audience. Again, self-efficacy is tief belconfidence in
one’s self to achieve an outcome or task. As described in the literature realfeatfficacy is
important in the role of learning. In this case, hunters may feel that they hazeontrol over
winning, or that it is possible for them to win because they see someone, like thens thahha
the drawing.

The celebrity research, however, suggests that celebrities are mwepanarful forces

because they possess cultural meaning that are associated with their @nal feesnd. For
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PMH, however, it seems that a celebrity would possess the cultural mea@mgst winner. In
regards to the fourth research question, | believe that a past winner will beffeative for
increasing brand awareness and promoting PMH than a local celebrity. Thisteuggebased

on the prior research and themes found across groups.
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DISCUSSION

This qualitative, in-depth study of hunters offers a snapshot profile of hunters and their
perceptions of the meaning of hunting to them. The MEC interview patterns coupled with the
focus group findings suggest that many hunters are emotionally sensitive kind sleeper
meaning from their hunting experiences than simply ‘the thrill of the harvBseir stories of
family and bonding suggest that hunting is an activity that is connected to deeply ednbedde
values that have yet to be fully explored in research. They also shared a deep desse for
equality in their world.

The big game trophy hunter MECs did not manifest the big game referbateste
expected. The values that were expressed reflected little need or vdladif game, but a
value for the collectivity of the clan that hunted together. The handing dowmibibingo
children, and closeness with nature and the land that sustains them was cleargloed than
a big trophy. Notwithstanding, big game offered new experiences and was\atas a novelty
more so than as an accomplishment. This finding may be a function of the facttadiy
harvesting big game, bear or elk, is very unlikely. So the experience of that trigttyhot
have been on top of the mind for the hunters in the interviews.

It is notable that although the MEC interviews started with something veryetenc
(preferred species to hunt), the concrete representations did not link through torthe othe
dimensions of the interview. For every interview, it quickly became apparenhé&atlues
were not related to species hunted. The linkage to the hunted species seemedluedases
reached the consequences of the hunt. It was at this point that conversation becaaieddyi

hunting in general as opposed to the hunt of a specific species. Again, each interview is
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displayed within Figures 3-11. It is important to note that an instrumerited rreay be missing.

It is not always possible to capture every aspect of the MEC as the inegvieay jump from

one thought to the next, or even offer the value voluntarily without prompt from the interviewer
The result of missing areas of the MEC does not seem to have an effect on thefdsal

research and it was common that the hunters skipped this value but cited terminalacdues e
time.

Focus groups were conducted to examine the culture and rituals of hunting as well as
general attitudes and opinions towards PMH. There are several conclusions terb&arathe
focus groups. First, the differences between those who had purchased and had not purchased a
PMH application provided valuable insights for future promotion activities. Iféutesearch
conducted by the DNR suggests targeting past purchasers to increase tatiapplper capita,
the concerns to be addressed are readily available in the current reseaseméhs true if the
DNR decides to target hunters who had not previously purchased a PMH application. Second,
the themes that had emerged have important implications for the development of.appeal

Despite the group hunters were recruited for (trophy or methods), the emotional
connection to hunting was observed in each group. An emotional appeal in advertigdg pai
with a message of camaraderie, would appear to be effective themeg tigneanf hunting
promotion. As expected, awareness of PMH was limited, even those who had purchased. Even
when participants thought they knew about the opportunity, they were often not awatheof al
benefits. For example, hunters were not aware that other people could join them on the hunts,
and they were often confused about the pricing of the licenses after they wonntimg dra

Traditionally, when one wins an application drawing, they must still purchaseehedi to hunt.
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In the case of PMH, the Natural Resources Commission has agreed to payifentes if one

wins the drawing; this, however, has not been very well communicated.

Interviews and focus groups led to the examination of current typologies ofdiuiner
time, | found that hunters do not fit nicely into any of the previously described typslogi

Hunters’ interactions and values are different depending on their core nootsvetr the hunt.

A Preliminary Psychographic Typology of Hunters

To address the first research question, previous typologies are examined aul revis
Results of the MEC interviews and the focus groups appear to conflict widnptggologies of
hunters. A new typology is presented here based on these findings. This newly proposed
typology combines the phases of hunting proposed by Norton (2007), and the typologies
presented by Decker et al. (1984). In addition, it can be used as a foundation feetbprdent
of marketing and advertising strategies.

The model is best understood with explanation by each section. As MEC interviews
progressed, | began to see common themes in motivations for hunting. Based on hunter’s
terminal values that had ben reached with laddering, it became clear thas lnereemotivated
by one of the three motivations presented by Decker et al. (1984). For exaragianter’s
terminal value is close-companionship (with friends, family, or both), their ntiotvior
hunting is affiliation. If the terminal value was inner peace or harmony, dtigation for
hunting is appreciative (Figure 14).

As discovered in interviews and by segmentation of focus group participantsantdée

clear that the specie hunted did not matter when seeking the terminal vaboistegsvith
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hunting. Additionally, in conversation with hunters about their progression through hunting, or
when speaking about their children’s progression through hunting, it seemed that Harakso

go through the phases or stages presented by Norton (2008). Just at Norton suggestdphunter
not need to go through these stages in a particular order, and can stop at any rpexaimipte,

a young hunter may initially only enjoy shooting a gun and be less interestechartbst of a
species. As they age and become more experienced, they may seek to fily dagaas is

allowed by law (liming out). By the conversations with hunters it seems likatyone of these

core motivations presented by Decker et al. (1984) still ground the huntingezxgeediespite
where they are in the stages of hunting (Figure 15).

The motivations presented by Decker et al. (1984) that appear to drive hunting for the
hunters | spoke to. The motivations for hunting as described, however, are not enough for a
psychographic profile of hunters. The MEC interviews extend the motivations aniflyitiemt
terminal values associated with the motivations for hunting. The new typologyrgsdmaters
psychosocially and is presented as Figure 16. It is best to read the typotapntally, from
left to right. The functional and psychological consequences, as well asthenental values
represent the MEC; how conversation progressed from consequences of the hunhggain, t
attributes did not appear to influence the terminal values) to terminal values thisiogrrent
typology, hunters can now be segmented psychosocially by their motivations foighunti

The hunters | spoke with were overwhelming categorized as appreciativiilgatt/a
hunters. Although the phase of hunting does not matter in seeking the terminal valpkasthe
of hunting may still be important for consideration of PMH. Hunters interested irofiteytr
species and those interested in more specialized hunters are the still Hrg pangets for this

particular hunt. Although terminal values are the underlying reasons fondputhie surface
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interests in hunting differentiates hunters so that unique marketing and aclye¢aisics can
exist.

These terminal values discovered in by the MEC interviews address the secdmddand t
research questions. The second research question that seeks the meaning of hurdingao Mi
hunters is answered by the terminal values. For hunters | spoke with, hunting was about
spirituality, close companionship, and achievement. While the goal of hunting idlfyfhea
harvest of a species, that goal is a mean to the aforementioned terminal Madutesminal
values are also used to for identifying the “hook” for advertising appeals.

The third research question seeks the hook that can be leveraged in advertising. The hook
for PMH can include several terminal values that will speak to the hurgpoké with. A
message that portrays spirituality, being outdoors for a sense of peace, ortlo faewy will
speak to both affiliative and appreciative hunters. For achievement hunters, medsageal
recognition or high self-esteem will speak for their terminal values. Deepbgdded in the
terminal values and motivations for hunting is culture.

The culture of hunting has not been widely studied within an advertising context.
Hirschman’s (2003) examination of men, guns and individualism stands out as one gtudy tha
examines themes in advertising but only scratches the surface of the culurging. Indeed,
experts in fisheries and wildlife biology, and not experts in marketing comntiongahave
conducted most studies. Notwithstanding, the economic impact of hunting preseited ea
indicates a widespread appeal of hunting suggesting that its culture is teafidatge group of
consumers. Understanding hunters and their rituals is likely to be valuaiiie and outside the

context of directly marketing for license application sales.
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FIGURE 14

CORE MOTIVATIONS OF HUNTING DERIVED FROM TERMINAL VALUES
DISCOVERED BY MEANS-END CHAIN INTERVIEWS

Terminal Value Core Motivation




Guiding Appeals

As is the case with any new product, the Pure Michigan Hunt is not well known or
understood. Increasing brand awareness with advertising is recommendedfuBendf the
program and its applications need a campaign that clearly communicates the loé tiedit
program, but at the same time targets the rituals and values of the hunting communit

Based on the findings of the interviews and focus groups, there are two posyible wa
advertise PMH: emotive or cognitive. Based on the evident emotional ties thasthaue to
hunting, appeals could focus on the emotional aspects of hunting; for instance, a&méssag
liberation and relaxation by watching nature, being with family, and carom the traditions
and rituals of hunting. It seems that this emotional appeal would speak to huntetiessgat
their past PMH purchase history.

A cognitive approach would address the issue of transparency by describing where the
money goes. This appeal could also tie in some emotional aspects of hunting tocaihgeal t
general hunting populations, but would not dominate the appeal. Because of the overgvhelmi
theme of transparency from hunters who had purchased a PMH application previoustyel bel
this would be a better match for those huntéssabining the motive and cognitive functions
together in marketing and advertising campaigns will address many of the issues that were
mentioned by sample hunting populations within research interviews, and would likely

result in a heightened program awareness and increased application totals.
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FIGURE 15

THE RELATIONSHIP BETWEEN THE CORE MOTIVATIONS AND THE TEHRINAL
VALUES IS INDEPENDENT FROM THE PHASE OF HUNTING
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FIGURE 16

PROPOSED TYPOLOGY OF HUNTERS EXTENDING CORE MOTIVATIONS @HHUNT, THROUGH THE EXPECTED
MEANS-END CHAIN, TO TERMINAL VALUES

i i = ==3

- Time with loved - My friends will
ones like me
- In great outdoors - Feel like a better
father
- With nature « Feel relaxed
- Feel as one with
nature
- Harvest the » My friends will
largest, oldest, or envy me
highest point - Feel like a better
specie hunter
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When hunters in focus groups were asked if there were any celebritienthey
envision representing PMH, a common name was Ted Nugent. | believe Ted Nagent w
popular choice because of his Michigan ties, his passion for outdoor sports, and hity celebr
appeal. Although Ted Nugent may be considered a national celebrity, he may@ssidered
a local celebrity for his connection to Michigan. Drawing from these assumspthere are
several other local celebrities with Michigan ties that are also huntihgsasts. One example
is Former Lieutenant Governor of Michigan John Cherry. Cherry is highlydeddor his
conservation efforts and was even named as Conservationist of the Year in 2005 lphtbarMi
United Conservation Clubs.

There was, however, also evidence that modeling would also be impactful asesliggest
by the SCT. One group in particular (Group 3; methods hunters who had purchased a PMH
application) had mentioned the desire to know more about the winners and theis.”stdnie
may suggests that hunters view past winners as reaching an outcome thagnisejvies find
quite desirable, even though they were non-purchasers of PMH. The SCT theaststiugt a
past winner would be an effective spokesperson for advertising PMH. A past wiouldr
appear to hold the appropriate values and desirable attributes that many hunyerg &ppl
PMH would seek to have.

Just as presented earlier, there appears to be two paths that could be takedsnaega
spokesperson selection: a model, or a celebrity. There is no clear evidendeeffoocus groups
that sets one selection above another. Perhaps the spokesperson’s effect woulddeatepe
the message appeal that is chosen. On this end, more research is needed tandentify

appropriate appeal and spokesperson for PMH.
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CONCLUSION

Identifying hunters by core values associated with hunting may seemdienting task
for the DNR and other marketing professionals. In reality, the typolapepted in the current
research is relatively straightforward to apply. Using the proposed typology ofshshtevn in
Figure 16, wildlife professionals would need to identify the core motivatiorylfkelthe type of
hunt being promoted. The current research indicates that hunters most likely to huntkebuld |
agree that this opportunity would be more targeted towards “achievementédrientters
Following the typology across, to the terminal values, or the “hooks” for advertrsnguggest
that appeals include messages of social recognition or achievementcRéseadvertising
appeals, however, should not be limited to the typology. Pinpointing weaknesses or less
favorable views associated with the hunt will also play a key role in messagjepirent. | do
believe messaging could also reflect other themes that emerged aRglexspirituality and
camaraderie were themes heavily tied to hunting. Those themes also evidemirze values
associated with affiliative and appreciative hunters. Other themes, sfatmass and more
success can also be implemented into an advertising campaign.

To start the program and create more initial interest in the coming, yearDNR could
allow more winners, but also follow the consumer feedback they’ve received soofayb
allowing a single entry per person. Positive word of mouth spreads quickly, and coddeaé a
additive to brand identity and PMH program awareness. While the price of the applisat
legislated, a ‘pay what you think this is worth’ system — similar to what/bands, concerts,
and other applications are doing now — may also be profitable. Those with more money might

find the cause worthwhile and it would give them the opportunity to give beyond a capped cos

63



Those with less could determine what they had — and a fixed cost wouldn’t prevent them from
participating. These systems have proved successful in other venues and end ung tingtchi
cost a program expected to charge from the beginning.

As previously described, the hunters | interviewed and the focus group parsicysaat
overwhelmingly affiliative and appreciative hunters. More research tauilged to identify
exactly which type (based on their core motivation) of hunter is most likely tbgse@ PMH
application.

In addition, it is clear that some hunters are driven by values of family aretisha
experience, while others are driven by the experience of nature. Thus, the cooss@iie
hunting provide a foundation for creating ads that appeal to these two differentftipesens.
Tourist boards, and other tourism industry businesses to attract hunters to their dearoani
also use the findings of this study. For the state of Michigan’s Pure MichigatnrcBimpaign,
two ad executions were developed appealing to these different values. Tteakthd
campaign are pending.

The findings may have implications for those studying families and adoldssemtiors.
The hunting experience serves a socialization function. Researchers iratbé @esumer
socialization and public policy may find that the hunting experience can be studied @haruse
its role in the development or avoidance of potentially dangerous adolescent behéngors. T
insight comes from the overwhelming mention by fathers wishing both tth wadties in their
children and to pass down family traditions through hunting. Some of the core valueatadsoci
with hunting; such as close companionship with friends or family (Figures 7 &d heamost
evident examples. While this study did not examine risky behaviors as pagthainting

experience, it may be a valuable domain for the study of the child socalizati
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Going forward, the DNR will need to address the issues that hinder participation i
hunting. While regions within America and Michigan are becoming more urbaneMuayHKor
future hunting opportunities should address urbanites and find ways to get them involved in
outdoor activities. Women and ethnicities other than Caucasian are going &okghayole in
the future of hunting as well. Future research should investigate the tevaluned that reside in

different demographics and adjust advertising campaigns accordingly.
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PURE MICHIGAN HUNT
FREQUENTLY ASKED QUESTIONS

What is the Pure Michigan Hunt?

The Pure Michigan Hunt (PMH) is a unique multi-species hunting opportunity. Indivigioallg
as many times as they like and the winner may purchase licenses for thanfpipecies: one
any elk, one bear, one spring turkey, one fall turkey, and one antlerless deersd\lidbeses
must be purchased in the same year. In addition, the winner may pick a fecgbselea
managed waterfowl area during the reserved hunt period.

How do | apply?

Individuals must pay a $4 application fee to be entered in the PMH and may applyyainmnes
as they wish. Applications can be submitted at all license agent locations lnagagd©n the
DNR’s website under E-license. The Drawing is open to individuals only; thiémeotvbe any
party applications. Application fees are non-refundable.

Who can apply?

You must be at least 12-years-old, have completed hunter safety training, and camugrize
court-ordered license revocation. Non-residents may apply, but only Michigaentssare
eligible to purchase an elk license. Individuals who are ineligible for dicelise because of
previous drawing success are eligible for the PMH.

When can | apply and when will the winners be announced?
Applications are available March 1 until December 31 with lucky participamtsuaced in
January 2011. Three individuals will be chosen at random. Drawing success is natatiéasfe

May | still apply for other hunts?

Yes. Applying for the PMH does not affect your eligibility to apply for or pase other hunting
licenses. Winning the PMH drawing does not cause an individual to forfeit any poefgra@ints
or weighted advantage for any other limited hunt.

If I win, what seasons can | hunt?

Licenses are good for any and all areas of the state open for that spengsuay and all of the
appropriate hunting periods, except for bear hunting on Drummond Island. The PMH ligense ca
be used in the open seasons and a PMH license holder can hunt every season untilstheir tag
filled, e.g. if you hunted in the first period for an elk but were not successful, you can now move
to the second period, ect.
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FOCUS GROUP MODERATOR GUIDE

Introduction - ROBERT KOLT: The purpose of this group discussion, or focus group research
discussion TODAY, is to have a conversation and FOCUS on just one topic.

Our topic is hunting in Michigan and more specifically the PURE MICHIGAY Bame
HUNT.

Our discussion is part of an effort to learn more about your opinions on hunting, why you hunt,
who you might hunt with, and maybe some of the decisions you make that go along with the
hunting experience.

This is a free-flowing discussion of thoughts and ideas.

There are no right or wrong answers.

We want everyone to express his opinion and talk.

| will be leading this focused discussion.

Really, for research purposes, it's best to talk to me one at a time and k&t meesations. | do
want you to consider some the things that other people actually say — buthathilk directly
to others at the table — please talk to me, because it helps us organize the comarsati
research.

This discussion will last a little over an hour and will be recorded for n&s@arposes only.
The recording will NOT be broadcast.

There are camera’s mounted on the ceiling and you can see the microphoneslae.the t
To get started, let’s introduce ourselves.

My name is Robert Kolt, | own Kolt Communications, a Public Relations/Advertesidg
research company in nearby Okemos, I've been in business for nearly 2@Ggddralso teach
and do research in the department of Advertising, Public Relations and Retaiéirag her
Michigan State University.

QUESTIONS:

WHO THEY ARE - Section 1

Let's begin by going around the table, and | would ask you to please introducefyotgitehe
a little bit about yourself, and tell me where, and why, and maybe what you hunt?

WHAT, WHERE AND WHEN THEY HUNT - Section 2
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| asked you what, where and why you hunt. Now tell me a little MORE about theodsgisu
have to make when go hunting? The location, time, family, and work considerations?

WHY THEY HUNT - Section 3
Let’s talk even more about WHY YOU hunt?

(warm up) People hunt for different reasons and view the experience in different Gary you
tell me more about your typical hunting trip?

Do you eat the meat, or donate they meat if you don'’t eat it?
Do you want a trophy for the wall?

What do you tell other people about hunting, and maybe the personal characteristigpabout
and other hunters?

THE MEANING OF HUNTING — Section 4

What does hunting mean to you?

Why is hunting important to you?

Why is hunting important to other people in Michigan?

Do you think you are like most other hunters, how or why?

What common things do you always do or actions do you usually always take to prepare to go
hunting?

How do you select who will go with you on a hunting experience?
What things do you always do during the hunt?
What do you usually always do after hunting?

Some people say that hunting can transform them, helps them bond with those they hunt, and
some might say that hunting offers a rite of passage experience.

What things do you “pass down” and teach to younger hunters?

What do you think younger hunters really learn when hunting, not just techniques of hunting, but
what things might apply to life in general?

Do you think hunting brings people closer together, in kind of bonding experience? How or
why?

HOW THEY HUNT — Section 5

How do you buy your hunting license(s)?
Do you buy multiple licenses?
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Do you buy a hunting license using the Internet and buy on-line?
Do you buy your license in-person, or maybe by mail?
Is there a better way to buy a hunting license?

In a perfect world, let’'s consider something really easy ... maybe you coul Huryting
license when you buy a lottery ticket at a convenience store?
Or maybe your hunting license could be so easy to buy, it's delivered to yout iyghir a
door, like a pizza?
What would be the easiest, most convenient way for YOU to buy a hunting license, or
multiple hunting licenses?

Do you hunt alone, or with others and would you CONSIDER changing your habits?
Do you hunt with family or friends?

Do you hunt with other experienced hunters?

Do you share your hunting experience with others?

What do you tell other people NOT in Michigan, about hunting in Michigan?

Any ideas about how we keep Michigan hunters — hunting here in Michigan rather than in other
places?

TESTING PURE MICHIGAN HUNT - Section 7
How many people here are familiar with the Pure Michigan Hunt lottery?

For an explanation, look at the definition on the paper in front of you along with some frgquentl
asked questions.

What do you think of the Pure Michigan Hunt?

Do you think you will participate in the PURE MICHIGAN HUNT Lottery, maydggin?

Is this really attractive to you, why or why not?

How many times, and how much money would you spend?

How could Michigan promote and attract other hunters to the PURE MICHIGAN HUNT?

Thinking back on all of the things and messages you have heard about the PURE MICHIGAN
HUNT, complete this sentence, “I think the most effective way to get morersuntparticipate
in the PURE MICHIGAN HUNT IS ....”

POLL THE GROUP and record votes — Section 8
Let’s poll the group now, for the record, and count votes:
How many people like the PURE MICHIGAN HUNT experience?
How many do not?

For the record, how many people will participate in the PURE MICHIGAN HUNAyb®a
again?
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How many will not?

CLOSING THOUGHTS — Section 9
We are gong to conclude our discussion with some closing thoughts from you.

If you could tell the people with the State of Michigan anything about the PUREIGIAN
HUNT, how to make it better ... what would you tell them?

What do they need to know?
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SUMMARY OF FOCUS GROUPS

Specifically related to Pure Michigan Hunt

This issue of “fairness”

In more than one focus group, participants brought up that the “rich” are able to iy mor
applications than the “little guy.” They stated that this could be resolved t@asieg the price
for the application, but putting a cap on how many can be purchased (most said that one
application per person was fair). Additionally, hunters want more winners;himéythis would
make it fairer.

The need for more “transparency”

People want to know that the money gained from Pure Michigan Hunt does not go back into
administration, but back into wildlife programs. There is much concern that thispriga
money-grab and just another way for the DNR to take hunters’ money.

A lack of education

Hunters are not totally familiar with Pure Michigan Hunt. Even the groups ttatgmied for
the applications were not completely sure of all the benefits. They were adt thay could
bring others with them, how long they had to harvest the animals, how many winners were
selected each year, and what exactly was included with a “win.”

Who won?

People that apply want to know who won the lottery and if they were successfut imuthtei
They want someone follow the winners and provide updates on their progress. There some
perception of risk without knowing if anyone actually won.

Specifically related to hunting

It's not always about the “kill”

The hunters a part of these focus groups were typically more involved in the processraj
and simply enjoying the outdoors. Many told stories about watching nature wadedup,
spending time with family and friends. To harvest specie is really ¢thg on the cake.” Some
hunters find peace and relaxation by sitting in a blind for hours to clear their head.

Carry on the tradition

For most, hunting began at a young age with their grandfather or father. Huat¢it® bring
their children and grandchildren hunting with them so they can see nature and explkeeéence
great outdoors.

Hunters take great pride in the traditions that have developed over their yearsraf. hithey

typically partake in some sort of deer camp and enjoy the food and drinking thatvetimibe
experience. Most importantly, they enjoy the company and camaradé¢rmeitines along with

hunting. They hunt with each other and as a team. For some hunters, hunting season brings the
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family together from all parts of the state (or even country). Theresfs lieritage in hunting,
and a strong sense of accomplishment when hunting season is over.

I’m an emotional being

Not only are hunters traditional, but also very emotional. During the focus grawups (a
interviews as well) there were non-verbal watering eyes, and passiotedasking overall
verbal skills. There appears to be a hunters’ protective heritage in huntihgstseny said
they are concerned for the future of hunting and that there is threat to huntiumigifer
generations.

Guiding Appeals

The research suggests that appeals should be more emotive than cognitive — meangy
about “the trophy,” but about the sunrise, watching the woods come alive, sharingah speci
moment with your kids (or friends) and protecting proud traditions for future generations to
continue to enjoy. We believe that more applications would be sold if advertising tobehed t
heart, and made them proud. “Where the money goes” is a key issue that also needs to be
addressed. However, this may be better accomplished on the website wheekheypse
information; it should be stated clearly.

Finally, there is a need for more education about Pure Michigan Hunt. More intorragat
licensing agents, and people available to answer questions will help. This haddraptedtin
the past, but it is possible that clerks were just not familiar with the opportumty digered
and had the same concerns as those in our focus groups.
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