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ExecuƟve Summary 
State fish and wildlife agencies rely on volunteers to field many of their conservaƟon, fishing, hunƟng, and 
shooƟng sports programs and events. However, recruiƟng and retaining volunteers can be challenging, as 
many people juggle busy schedules with other commitments, making it harder for states to successfully 
implement conservaƟon and R3 programs. This project provides insights into what people look for in a 
volunteer opportunity, the roadblocks they face, and strategies for recruiƟng and retaining volunteers 
more effecƟvely.  
 
To help fulfill this need, the InternaƟonal Hunter EducaƟon AssociaƟon-USA (IHEA-USA) and the Outdoor 
Stewards of ConservaƟon FoundaƟon (OSCF) worked with states to connect with current and potenƟal 
volunteers to learn how to engage and retain more support for states’ hunƟng R3 and educaƟon 
programs. DJ Case + Associates and Southwick Associates conducted focus groups and quanƟtaƟve 
surveys of current and potenƟal volunteers to generate findings that informed a pilot recruitment 
campaign. The takeaways from this project will help states with their volunteer recruitment and retenƟon. 
 
Through focus groups and volunteer surveys, several key trends emerged that, when combined with 
results from the pilot campaigns, provide an in-depth picture of the status of state agency volunteer 
programs. At its simplest, the overarching takeaway is that increased promoƟon (ideally through email 
and social media promoƟon) that clearly communicates the need and the opportunity will lead to 
successful volunteer recruitment. In the absence of recruitment, a large porƟon of the potenƟal 
volunteers will be unaware of opportuniƟes they would otherwise be interested in. The following key 
takeaways summarize these findings: 
 
Volunteer PromoƟon 

 Of the current volunteers, very few reported being recruited through agency promoƟon. 
Current volunteers learned about volunteering opportuniƟes through word-of-mouth, but this 
is not sustainable or scalable. In the volunteer survey, only 2% of respondents learned about their 
program from the state agency social media, and only 6% from a state agency website. Instead, 
most current volunteers learned about opportuniƟes through word of mouth from friends and 
family (19%), current volunteers (19%), or from a state agency employee (10%). Despite this, 
current and potenƟal volunteers thought that social media and email lists would be highly 
impacƞul recruitment strategies (Figure 9. Volunteer promoƟon method, skill types 
combined.Figure 9 & Figure 40, pg. 22 & 52) 

 Email and social media promoƟon are highly effecƟve. In the pilot campaign, the strongest 
recruitment came from the email list, followed by paid social media, then organic social media. 
There are benefits with each of these modes of promoƟon. 

o Email lists generated the highest response rate and allow a state to focus on people who 
already fit the volunteer mold. For example, fishing volunteers can be recruited by directly 
targeƟng lists of current anglers in the state, and states with a Customer RelaƟonship 
Management (CRM) system can further target volunteers by demographics, behavior, or 
geography. 

o Organic social media allows broad promoƟon to exisƟng followers for free, but lacks 
targeƟng capabiliƟes and only reaches people who already follow the agency’s page. 

o Paid social media can reach large audiences and allows for detailed targeƟng by 
geography and interests, but it requires a promoƟonal budget and staff 
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knowledge/experience with Meta ad purchasing. Some demographic categories may also 
require third-party data to reach those audiences. 

 States must ensure they have the capacity to onboard new volunteers before promoƟng 
opportuniƟes. AŌer the pilot campaigns, partnering pilot states expressed concern that high 
interest may outpace their ability to train new signups. If too much Ɵme passes between signup 
and training, volunteers may lose interest and fail to follow through.  

 An online applicaƟon is crucial. In a survey of R3 pracƟƟoners across the U.S., only about 50% of 
states reported having an online volunteer applicaƟon. And yet, 69% of the volunteer survey said 
an online applicaƟon would make them more likely to apply (Figure 47, pg. 56).  

 Training should be clearly promoted and available. In the non-volunteer focus groups, interest 
was high, though many quesƟoned whether they had the necessary skills. More than 40% of 
potenƟal volunteer survey respondents were interested in every training opƟon (Figure 50, pg. 
62) and majoriƟes favored pre-event training (59%) or shadowing a volunteer (52%). 

AdverƟsement Messaging 
 Helping the next generaƟon, giving back to the community, and teaching new hunters and 

anglers were the three strongest moƟvators for current and potenƟal volunteers (Figure 3 & 
Figure 31Figure 34 pg. 17 & 42-44). In the pilot campaign, adverƟsements themed around helping 
the next generaƟon had the highest click-through rates (1.4% - 2.0% for hunƟng volunteers and 
1.5% - 2.6% for fishing volunteers), while messages about giving back to the community also 
performed at or slightly above industry averages. 

 ConservaƟon messages perform well in some cases. Messages relaƟng to conservaƟon had a 
click-through rate of around 1.2%, slightly beƩer than the industry average. While untested, the 
potenƟal volunteer survey also suggested messages about making hunƟng safer (Figure 32Figure 
33, pg. 43), and spending Ɵme in nature (Figure 31Figure 34 pg. 17 & 42-44) may also be effecƟve. 

Day-to-day experience 
 Volunteers don’t need much, but they do need clear expectaƟons and communicaƟon. Focus 

group parƟcipants and survey respondents oŌen emphasized that what was most important to 
them was clear communicaƟon, consistent scheduling, and a manageable Ɵme commitment. 
Ideally, all of these would be outlined on a comprehensive volunteer landing page (62% of 
potenƟal volunteers reported that they’d be more likely to apply if a comprehensive website were 
available). AddiƟonal insights into these needs include: 

o As potenƟal volunteers age, they find it more important to know the locaƟon, Ɵme 
commitment, and volunteer descripƟon (Figure 43, pg. 54).  

o Most current volunteers parƟcipate in their programs every other month or less (Figure 
2, pg. 16). While many potenƟal volunteers were also interested in volunteering a couple 
of Ɵmes a year (33%), there may be an appeƟte for a larger commitment, with 49% of 
respondents willing to volunteer once a month or more (Figure 45. Volunteering 
commitment., pg. 55).  

 Many volunteers enjoy the opportunity to socialize with fellow volunteers. While socializaƟon 
is not the primary reason people volunteer, focus groups and follow-up surveys showed that many 
parƟcipants value it (Table 11, pg. 35). Fishing volunteers in parƟcular during the focus groups 
expressed interest in more social events, such as BBQs. In the volunteer survey, socializaƟon was 
especially important for respondents aged 64 and older (Table 12, pg. 35). 
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For more informaƟon about the setup of the focus groups, surveys, and pilot campaign, along with 
informaƟon about the volunteer experience, aspects of a program that aƩract potenƟal volunteers, and 
the effecƟveness of these findings in the pilot campaign, please refer to the full technical report below.  
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IntroducƟon  

State fish and wildlife agencies need volunteers and mentors to successfully implement many fishing, 
hunƟng, and shooƟng-related educaƟon, R3, and conservaƟon projects. With more volunteer opƟons 
available to the public, recruiƟng and retaining volunteers has become more difficult, threatening states’ 
ability to staff programs like hunter educaƟon and many others. To help overcome this problem, states 
need insights and tested recommendaƟons for finding, recruiƟng, and retaining new volunteers. The aim 
of this project is to provide states with tested recruitment messaging, recommendaƟons, and approaches 
to increase their volunteer pool. 

To help fulfill this need, the InternaƟonal Hunter EducaƟon AssociaƟon-USA (IHEA-USA) and Outdoor 
Stewards of ConservaƟon FoundaƟon (OSCF) worked with states to connect with current and potenƟal 
volunteers to learn how to engage and retain more support for states’ hunƟng R3 and educaƟon 
programs. DJ Case + Associates and Southwick Associates conducted focus groups, surveys, and pilot 
campaigns to gather qualitaƟve and quanƟtaƟve data on how states can increase volunteer recruitment 
and retenƟon. 

With one state parƟcipaƟng in each AFWA region, the first phase of this project conducted focus groups 
with current and former fishing, hunƟng, and conservaƟon volunteers to discuss their moƟvaƟons and 
experiences. In the second phase, current and former volunteers from each AFWA region were contacted 
to complete a survey that further explored their journey to becoming volunteers and idenƟfied what they 
enjoyed or disliked about their program. Following the volunteer survey, a potenƟal volunteer survey was 
distributed to people interested in volunteer opportuniƟes in the conservaƟon space to learn how best to 
reach and support this untapped volunteer base. The third and final phase of this project was the 
implementaƟon of a pilot markeƟng campaign to test adverƟsing strategies and recruit new volunteers 
for state agency programs.  
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Focus Groups 
Methodology  
Recruitment 
Focus group parƟcipants were recruited through state license data and exisƟng volunteer lists in South 
Carolina, Colorado, Iowa and Maine when working with hunƟng and angling audiences. General 
populaƟon recruitment took place through UserInterview panels. UserInterviews is a company 
specializing in connecƟng researchers to specific audience segments through online interview and focus 
group plaƞorms. For the general populaƟon focus groups, UserInterviews found parƟcipants interested 
in volunteering in conservaƟon spaces but who had not previously done so.   
  
Focus group parƟcipants were first screened for their experience with hunƟng, fishing, and other acƟviƟes 
(Appendix A). The screener guide subsequently helped seat focus group parƟcipants. 
  
Focus groups were conducted between May 26 and June 18, 2025 (Table 1). To maximize parƟcipaƟon, 
sessions were held in the evenings (generally 6-8 PM). All focus group parƟcipants received a $200 
incenƟve.  
  
Table 1. Focus group schedule. 

Focus Group   Date 
Volunteer Hunt Focus Group 1 Wed 5/28/2025 6:30 PM - 8:00 PM 
Volunteer Hunt Focus Group 2 Thu 5/29/2025 5:00 PM - 6:30 PM 
Volunteer Fish Focus Group 1 Wed 6/4/2025 6:30 PM - 8:00 PM 
Volunteer Fish Focus Group 2 Thu 6/5/2025 5:00 PM - 6:30 PM 
General PopulaƟon PotenƟal Volunteers Focus Group 1 Tue 6/17/2025 5:30 PM – 7:00 PM 
General PopulaƟon PotenƟal Volunteers Focus Group 2 Wed 6/18/2025 5:00 PM – 6:30 PM 

 
A total of 54 people ulƟmately parƟcipated: 18 for hunƟng, 20 for fishing, and 16 from the general pool 
of prospecƟve volunteers (Table 2). 
  
Table 2. Focus group type and parƟcipaƟon. 

Focus Group  Number of Focus Group 
ParƟcipants 

Volunteer Hunt Focus Group 1 9 
Volunteer Hunt Focus Group 2 9 
Volunteer Fish Focus Group 1 10 
Volunteer Fish Focus Group 2 10 
General PopulaƟon ProspecƟve Volunteers Focus Group 1 8 
General PopulaƟon ProspecƟve Volunteers Focus Group 2 8 

 
The following are summaries of the focus group discussions organized by topic/quesƟon from the topic 
guide (Appendix A). These summaries do NOT include every point made in the discussions; rather, they 
capture the main points and/or notable responses that informed the primary research quesƟons. 
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Analysis 

Following the compleƟon of the focus group sessions, data was analyzed by idenƟfying and recording 
trends in parƟcipants' responses to the quesƟons in the focus group guides (Appendix A). First, the 
facilitaƟon team reviewed and discussed their recollecƟons of the focus group sessions. Then, those iniƟal 
reacƟons were set aside, and the focus group recordings and transcripts were reviewed for trends in 
moƟvaƟons, barriers, and other insights. 
  
Where applicable, quotes are included in this report to illustrate the high-level trends the research team 
idenƟfied during focus group discussions with the parƟcipants. These quotes are not the only evidence 
the research team acquired to show that a trend existed. Rather, they are meant to exemplify the nature 
of a trend as expressed in parƟcipants’ own words.  
  
It is also important to note that, when conducƟng focus groups, the research team sought to reach a point 
in the conversaƟons known as “saturaƟon.” SaturaƟon is the point at which, aŌer several focus group 
sessions with the same audience and the same guide, researchers begin to hear repeated themes, 
concepts, emoƟons, and perspecƟves, or receive repeƟƟve comments. These themes are then idenƟfied, 
collected, illustrated, and formaƩed for inclusion in the final report. Reaching saturaƟon does not mean 
the perspecƟves and comments of the focus group parƟcipants reflect broader societal trends at scale. 
Rather, these themes provide a foundaƟon for a quanƟtaƟve inquiry—a soŌ hypothesis that can be 
proven or disproven through quanƟtaƟve methods—in this case, a survey. The results below reflect the 
“saturaƟon point” of themes collected during these focus groups. 
 
The two focus groups conducted for this project were largely composed of individuals who were not only 
highly acƟve hunters and outdoor recreators but also dedicated volunteers. Their feedback was rich with 
insight and reflected years—oŌen decades—of experience in both recreaƟonal and volunteer capaciƟes. 
There were several relaƟvely new volunteers with three years of experience or less, though they were 
fewer than the highly experienced volunteers.  
  
While this input was valuable, the original intent of this project was to beƩer understand how to engage 
a different audience: general hunters, anglers, and conservaƟon-minded people who currently volunteer 
liƩle to none. Demographically, the iniƟal groups also tended to be older, white, and male, which aligns 
with much of the tradiƟonal volunteer base. These older volunteers preferred word-of-mouth or direct 
communicaƟon with their agency. However, this informaƟon is not helpful if agencies are hoping to reach 
others who have not previously had a connecƟon with the agency. AddiƟonally, this cohort nearly 
unanimously stated that social media ads and digital outreach campaigns would not moƟvate them to 
click or engage, emphasizing a disconnect between modern recruitment strategies and long-standing 
volunteers.  
  
Recognizing these limitaƟons, follow-up focus groups with the general populaƟon of prospecƟve 
volunteers were designed to include a broader cross-secƟon of parƟcipants, intenƟonally targeƟng 
individuals who were younger and more racially and gender diverse, beƩer reflecƟng the consƟtuencies 
that many state fish and wildlife agencies now serve. While many similariƟes existed, these follow-up 
groups offered disƟnct perspecƟves, moƟvaƟons, challenges, and communicaƟon preferences that 
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differed from the more tradiƟonal volunteer profile. Their input provides criƟcal insight into how agencies 
might design effecƟve recruitment strategies that resonate with emerging audiences.  
  
These findings not only inform recruitment messaging and outreach methods but also helped shape the 
design and interpretaƟon of the potenƟal volunteer survey, ensuring it captured a more representaƟve 
picture of potenƟal future volunteers. 
 

Key Findings 
IniƟal contact with volunteering 

HunƟng and angling volunteers largely became involved with volunteering through their professions, 
whether in conservaƟon or educaƟon, and many conƟnued aŌer reƟrement. AddiƟonally, focus group 
parƟcipants menƟoned that their family members had previously volunteered, or that they parƟcipated 
to spend Ɵme with family. Some “accidentally” became volunteers through exposure as learners to the 
programs previously.   

“When I reƟred from the fire service in 2006, I said let’s go do something I really enjoy and promote 
my favorite hobby of hunƟng and fishing, and that is how I got started.”  
 
“I've always enjoyed educaƟon, and I've always enjoyed the outdoors, hunƟng in parƟcular, and 
it was a natural marriage between the two.” 
 
“I had a buddy of mine who was volunteering about 16 years ago, and once he introduced me to 
it, I started geƫng involved, and it just took off. It’s been very rewarding.”  
 
“I would say I usually took two paths. For some opportuniƟes, I had a friend or an associate who 
was doing something and telling me about it or encouraging me to join them in doing it. It was 
that personal connecƟon. It was the invitaƟon that got me to think ‘Well, why not me. The others, 
it was the ‘you see others doing things and you’re just compelled to do it too.’” 
 

PotenƟal volunteers ranged from those who had volunteered in other ways to those who had never 
volunteered for anything before; all were willing to volunteer when offered the right opportunity. 
ParƟcipants pointed to acƟviƟes such as picking up trash, planƟng trees, and supporƟng outdoor 
recreaƟon as opportuniƟes to volunteer.  
 
MoƟvaƟons 

Focus group parƟcipants who currently volunteer did so in an effort to maintain outdoor recreaƟon 
opportuniƟes while also making an impact on future generaƟons and non-tradiƟonal parƟcipants. Non-
tradiƟonal parƟcipants discussed by this focus group included women, urbanites, people with disabiliƟes, 
and people of color. Many menƟoned seeing a need in their community and wanƟng to fill that need, 
“paying it forward” and “giving back”, which led them to volunteer.  
 
MoƟvaƟons for exisƟng volunteers included: 

 Passing on the tradiƟon of hunƟng and angling 
 Having social Ɵme with learners and other volunteers 
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 Maintaining family tradition of volunteering 
 Engaging a new generaƟon and non-tradiƟonal hunters 

 
“When I reƟred, I thought, you know, this is something that I could do to try and get kids more 
involved and away from computers into the woods.”  
 
“If it wasn't for us geƫng [women and other non-tradiƟonal parƟcipants] out, they wouldn't do 
it. So, I guess that's the reason for me is seeing the need.”  
 
“It's definitely a male-dominated world. But I see more and more women being involved, and I love 
it, and just showing my girls that, like, you can do it, too, is really important to me.”  
 
“There's always a long waiƟng list [for programs]. And it was just very apparent that we needed 
more instructors. So, I went and got cerƟfied to teach.” 
 
“You know, geƫng posiƟve feedback for your volunteering really makes a difference. I have people 
come up to me and say, ‘Thank you for volunteering.’ That's all I need, you know. Let me do more.” 
 

Many of the angling volunteers menƟoned the feeling they get when watching someone catch a fish for 
the first Ɵme or knowing they're having an impact as strong moƟvators for volunteering. 
 
PotenƟal volunteers said they believe in supporƟng nature and the outdoors, and that conservaƟon is 
important for everyone.  
 
Past and current volunteers cited several factors that could make volunteering more aƩracƟve. Although 
volunteer benefits like goods and services were welcome, the avid volunteers who parƟcipated in these 
focus groups prioriƟzed a job well done, a sense of accomplishment, the ability to see their impact, or 
being sincerely thanked for their work as reward enough. While these were the main themes that drove 
moƟvaƟon to volunteer, when pushed in the focus groups, parƟcipants idenƟfied other moƟvators that 
agencies could implement to provide even more moƟvaƟon for volunteers. These included: 

 Social Ɵme with other volunteers. 
 RecogniƟon awards. 
 Verbal or wriƩen notes of appreciaƟon. 
 Material items – hats, mugs, t-shirts, etc. 

 
“I look for alignment with my beliefs and personal values. Let’s assume I am into environmental 
conservaƟon, so anything in that domain, I am more than likely to donate my Ɵme. Second is 
alignment with personal interests. You like fishing. I like fishing. Let’s help each other. It's very 
much about values and interests for me.” 

 
“In the local community of people, both professionally and volunteers that you deal with, to be 
able to get to know them a liƩle bit beƩer.”  
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“I don't know. I know I've got a couple of hats, you know. I mean, how many hats do you need? 
They're trying to thank you, and I'm not, you know, being down on it. I mean, thank me, just send 
me an email saying, ‘you did a great job, we appreciate it,’ would probably be enough.” 
 
“If you get a certain number of hours, you get certain things, like aŌer 5 hours, you get a pen, and 
aŌer 10 hours, you get a deck of playing cards. A park pass was one of them. That is a badge of 
honor for us; being able to display a volunteer park pass is something special to have, so having 
something to display once you reach a certain goal is really good. But I think just geƫng the 
informaƟon out to people, because I don’t think very many people know that you can volunteer.”   

 
While past and current volunteers ranked material items (T-shirts, mugs, etc.) low in moƟvaƟonal priority, 
potenƟal new volunteers ranked these material rewards higher and included serving food and drinks at 
volunteer events, regardless of their previous parƟcipaƟon status. 
 
Barriers 

Past and current volunteers noted a mulƟtude of barriers they have heard from potenƟal recruits, as well 
as reasons they aren’t able to commit more Ɵme than they already do. The largest barriers for current 
and past volunteers included a complicated training process, limited availability of Ɵme, not feeling 
qualified, and a lack of informaƟon about the specific volunteer opportunity.  
 
Barriers for hunƟng and angling volunteers included:  

 Lack of Ɵme or unclear Ɵme commitments. 
 Lengthy training process. 
 Feeling uncertain that they have enough experƟse to teach. 
 Lack of available informaƟon on how to volunteer or what the specific opportunity entails. 
 Too great a distance to the volunteer opportuniƟes. 

 
“They want us to volunteer, but by the Ɵme they [a volunteer] agrees to become instructors, they 
have to go through a new instructor’s academy, which is in some part of the state. Then they get 
assigned to another instructor, who has to mentor them for at least a year before they can be 
turned out on their own.”  
 
“A lot of people my age don't volunteer, because it's a Ɵme thing. Most of us are, you know, 
working typical 9-to-5s. And then I'm in my early thirƟes, a lot of people are starƟng families, [and] 
going to or finishing school.”  
 
“One thing that I found when I tell somebody, ‘Oh, you should volunteer. You're really good at 
doing that parƟcular thing.’ They get a weird type of imposter syndrome, where they think that 
they have to be an expert.”  
 
“They've come to me because they can't locate the informaƟon on the agency's website on how 
they can become a volunteer.” 
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“I am not reƟred, so the availability of days that I am available is a liƩle hard to match up 
someƟmes.”  
 
“I think the Ɵme commitment [is a barrier]. It’s probably the biggest one. [The programs] can’t be 
random. Normally, if you’re doing an organized program like we do here, you have to commit to 
certain Ɵmes, and that’s hard for some people to do.”  
 
“There are a lot of volunteer opportuniƟes I am interested in, but the Ɵme and locaƟon are reasons 
why I have not done them. One of them is almost an hour away and not somewhere I would 
normally go, and there are closer opƟons. For my limited Ɵme, what do I want to volunteer for?” 

 
For hunter educaƟon volunteers, the recruitment training process varied from a day-long event to a full 
year of apprenƟceship before teaching alone. This was a barrier that arose in mulƟple states, though it 
was menƟoned the most in states with the most rigorous training programs.  
 
While current hunƟng or angling volunteers noted imposter syndrome (feeling like you are not good 
enough or do not belong, even when you are capable) as a barrier, this was also reported in discussions 
with potenƟal volunteer recruits. Despite potenƟal recruits being open to conservaƟon-based tasks like 
trash pick-up or administraƟve support at events, when directed to specific events, like teaching hunƟng 
skills or helping people to learn to fish, there was less interest, as many idenƟfied a lack of personal 
knowledge, experience, or interest as a barrier to geƫng involved.   
 
The majority of potenƟal volunteers from the focus groups felt it was very important to be very familiar 
with the acƟvity they would be volunteering to teach. Some felt that with adequate training, they would 
be willing to teach in a group of other volunteers or as an assistant to an expert, but they would be 
uncomfortable teaching alone due to their lack of experƟse.  While it seems unlikely to get someone with 
no experience to volunteer for an acƟvity requiring some baseline knowledge and skill levels, offering 
support or assistant roles could alleviate entry-level barriers and provide these potenƟal volunteers with 
a more comfortable first connecƟon volunteer opportunity. 
 
Extended OpportuniƟes 
Results from focus groups with past and current volunteers indicate that those involved are “avid” 
volunteers. The research team sought to clarify how avid these volunteers were and if they would be 
interested in other conservaƟon volunteering opportuniƟes if those opportuniƟes arose.  
 
Every parƟcipant stated that, to some extent, they would be open to other types of volunteering for the 
agency if asked, but this would depend on the opportunity, their availability at the Ɵme, and other factors. 
Some people felt that acƟviƟes like picking up trash were not meaningful enough to moƟvate them to 
volunteer. It was not necessarily that the acƟvity was “beneath them,” but the personal sense of meaning 
they got from teaching someone to fish or hunt versus picking up trash was subjecƟvely different in their 
eyes.  
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“I volunteer a lot for different organizaƟons, so I would say, ‘Who is asking?’ If it’s something that 
I feel is important to me and if it’s with somebody that I like to work with because I know most of 
the people, then that would get me to take on one more thing.”   
 
“There needs to be some convenience for me. If I am interested in something, I am reƟred so I have 
plenty of Ɵme. I could volunteer every day if it were somewhat convenient for me to do that.”  
 

Volunteers who had already parƟcipated in some form of volunteering were interested but expressed 
concern about whether it was outside their experƟse.  
 

“If it were in the line of something we're already doing, it would make it a liƩle more expedient to 
be able to access and disseminate that informaƟon.”  
 
“While I do have other things on my plate, you know, depending on what the ask is, I probably 
would give serious consideraƟon to helping out with something else.”  
 

The strongest moƟvator for volunteers already engaged with the agency to transiƟon into other 
conservaƟon volunteer roles was their current relaƟonship with staff.  
 

“Over the years, I've goƩen to know and network with the people who are now in charge of a 
majority of the programs. And I think, just with the relaƟonship, if one of them said, ‘Hey, would 
you come and start this? Or would you do this?’ I think just from working with those people in the 
past, I would be inclined to try to do something if they asked.” 

For new potenƟal volunteers, that expectaƟon and experience was not a barrier, and they expressed a 
greater willingness to parƟcipate in a variety of conservaƟon acƟviƟes as long as there were clear 
instrucƟons and expectaƟons. Roles that were included in the discussion were: 

 
 Habitat improvement or invasive species removal.   
 Picking up trash or cleaning up parks.  
 Staffing at events (administraƟve duƟes like parking, Ɵckets, check-in, etc.). 
 Aiding expert staff as an assistant (with some training). 

 
Some of these new potenƟal volunteers preferred these low-effort, low-commitment opportuniƟes. 
Willingness to volunteer at events seemed largely driven by introversion and extroversion. Those who 
self-idenƟfied as introverts stated they wouldn’t want to interact with that many people. Those who self-
idenƟfied as extroverts said they would enjoy meeƟng and speaking with new people.   
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Virtual Volunteer OpportuniƟes 

There was hesitancy among current volunteers in teaching virtual classes. Many focus group parƟcipants 
noted the importance of in-person excitement and brought up that certain topics could not be taught 
online. However, these focus groups also noted that the current generaƟon is aƩracted to online learning 
and that COVID led to surprising success with the virtual methods they’ve used.  
 

“I guess you can do online courses and all that stuff as well. But I think in person really is much 
more exciƟng for the teacher, and I think it helps kind of get the students a liƩle bit more psyched 
up, too.”  
 
“State law requires that they have to take a [state] test, and they have to do a live fire, and we get 
it in and we get it back. I said, there's no way a damn computer--excuse me--is going to teach as 
well as I… I have been so pleasantly surprised with the retenƟon rate and the interest that comes 
from kids or adults... But it makes a difference, and I think we have to learn to adapt to the new 
generaƟons.”  
 
“Angling volunteer efforts are all hands-on and can’t be done virtually. I’m a fishing instructor and 
work outside, so there’s really no way you can show a kid how to bait a hook or how to cast 
virtually. You can talk about things, but it’s not going to fulfill the needs that you have for the 
program. Some things you can do virtually. Maybe you’re introducƟon. Maybe a virtual 
introductory session to meet the people and remind them to bring their gear on the morning of 
the event. There could be hybridizaƟon. But the type of stuff I am involved in, you have to be in 
person. You have to show them how to Ɵe knots, you have to inspect the knots, you have to touch 
the gear.” 

 
Age of Learners 

Past and current volunteers commented that they have taught and mentored both youth and adults. 
Some noted that youth were preferable for their excitement and eagerness to learn. There were mixed 
views on teaching adults, with volunteers noƟng that the older audience could be helpful or harmful. 
  

“The kids give you a lot of energy. They are fun. I love working with kids.”  
 
“It doesn't make a difference. I like teaching the classes to get a hunter going. But it does, as far 
as I think, someƟmes [impact] the quality of what you can teach [and it] makes a difference.”  
 
“I'd like a mixed age group. Adults can both be the biggest pain and the biggest blessing in the 
class.”  

 
Teaching Styles 

Early focus group discussions with past and current volunteers, as well as potenƟal volunteers, raised 
concerns about topic knowledge and the ability to volunteer. The research team decided to follow up by 
asking about teaching styles as group or solitary roles to further evaluate opportuniƟes to support 
volunteer efforts. 
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The majority of focus group parƟcipants indicated they preferred teaching in groups, though group sizes 
varied. They indicated that experƟse was more evenly distributed among other instructors, making the 
teaching experience less inƟmidaƟng. Focus group parƟcipants also noted that group teaching was 
beneficial for the learners.  
 

“I strongly go for the group model, I think, as a learner…it is easier to listen, for me anyway, to a 
variety of voices, even if one person could cover it all, it's hard to listen to the same voice, the same 
tempo, etc.… But when you have some people changing it up, maybe even a liƩle interplay 
between two instructors, that can work really well.”  
 
“I'd say it's a team approach [that] is best for me. And even when I say a team, it could  be a 
team of 2, 3, or 4, depending on the group's experience and seniority. This would offer a whole lot 
more than just [coming from] an individual.” 

 
Teaching Materials 

In addiƟon to asking about teaching styles, researchers also followed up on another opportunity for 
supporƟng volunteers by digging further into the topic of training, educaƟon, and knowledge 
development by asking if volunteers preferred to come up with their own materials or be provided with 
a lesson (purposefully leaving the definiƟon of “lesson” open to interpretaƟon). 
 
Across hunters and anglers, focus group parƟcipants preferred to teach from a loose guide or curriculum 
that provided some direcƟon while allowing them the flexibility to adjust based on the needs of the group 
being taught. As many of these volunteers were avid anglers and hunters, they wanted the ability to 
exercise their knowledge and wisdom in their volunteer roles. However, they also recognized that having 
and understanding program goals and intended outcomes helps them ensure they meet the needs of the 
agency or organizaƟon for which they volunteer.   
 
In general, the more experience an individual had, the more comfortable they felt with an open program. 
Conversely, the less experience an individual had, the more they wanted a guide or curriculum.   

“I would definitely like a guide, but I would like to be able to make it mine and put it in my own 
words. I don’t like 100% canned presentaƟons, but I do want to know what the agency wants 
taught.”  
 

Volunteers even suggested that agencies should schedule regular meeƟngs to spotlight different 
instructors who taught specific lessons effecƟvely, provide helpful teaching techniques and tools, and 
offer opportuniƟes to improve personal teaching skills.  

 
“If you've got a good set of objecƟves and key points that have to be covered, you can pitch them 
in whatever format you want to do it, and whatever you're comfortable with. But you've got to 
have the list of the things I've got to cover.”  
 
“I hate to say that we teach to the test. But in our group of hunter educators there [are] things 
that have to be taught. So, having part of a curriculum is fine, but we are also allowed to do what 
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we want to with our secƟon in the Ɵme alloƩed. As long as we are covering what the state thinks 
is important that we have to cover.”  
 
“A standard curriculum with some flexibility. So, how many hours it has to be, how many hours it 
could be, what kind of suggested acƟviƟes, and that yearly update is also a good Ɵme to share 
with other instructors in the area of what's going on.”  
 
“But we need to be able to take advantage of the skills that we have [developed] through our lives 
and be able to pass that on.”  

 
Ways to Connect for Future OpportuniƟes 

There was a key difference between volunteers who were already engaged with the agency and those 
who may be unaware of the opportuniƟes that exist to volunteer. Past and current volunteers were 
unlikely to click on a social media adverƟsement, ciƟng a risk of spam; others indicated they do not use 
social media. Most current volunteers noted that word-of-mouth from other instructors was the most 
effecƟve form of recruitment, especially when paired with social events. A few indicated that a phone call 
or direct email from the agency would also be effecƟve for recruitment.  

“I run a very low-tech liƩle computer. And the last thing I'm going to do is click on something that 
somebody offered over there.”  

 

“I didn't even know you could become a volunteer hunter educaƟon instructor unƟl I encountered 
a gal through [local organizaƟon], like it was just a word of mouth thing…It's really hard to find 
the informaƟon on how to become [a volunteer], people are always asking about where to find 
the informaƟon to become an instructor.” 

 

“I’ve actually done this before, taken my friends with me to an event so they can hang out while I 
am doing the volunteer work, and then they can act as volunteers, and then they end up enjoying 
it and get involved as volunteers or ask me when I am going again. And I’ve had two or three 
people that actually got involved that way.”  

 

“Just word of mouth and asking [potenƟal volunteers] to come and join you, I mean, I do that all 
the Ɵme. I tell them if you want to conƟnue to volunteer, go ahead and get ahold of [someone at 
the agency] because it’s really easy to get online and fill out an applicaƟon.” 

 

“The markeƟng could be refined both in where and how. Going to places that are popular, such as 
a run club, breweries, or bars. I learned about some volunteer roles at a climbing gym that I go 
to.”  

 

“I’m reƟred. I’m older. I do the signs in the grocery stores or the signs at the state parks.” 
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A phone call or direct email from the agency could serve well for volunteers already connected to the 
agency but seems improbable for those with no prior connecƟon to apply direct communicaƟon methods 
for recruitment. While past and current volunteers did not see social media as a communicaƟon tool for 
themselves, they noted that social media adverƟsements could reach younger generaƟons, since they are 
the primary users of most social media plaƞorms. And they were correct with that assumpƟon. 

 

Unlike current volunteers, potenƟal volunteers were strongly in favor of using social media to contact 
exisƟng or prospecƟve volunteers. In fact, social media was oŌen their first thought, followed by word of 
mouth, events, and flyers. This difference is likely due to demographic differences. Younger and more 
diverse groups tend to uƟlize social media more heavily than older audiences.  

 
Necessary InformaƟon 

When asked, focus group parƟcipants – be it past, current, or potenƟal volunteers– brought up clear and 
consistent communicaƟon as one of the most important things they need to feel confident and excited 
about volunteering. They said that clear communicaƟon impacted everything from understanding 
expectaƟons to gaining important details about volunteer roles and opportuniƟes. They also said clear 
communicaƟon helped them feel prepared for volunteer events. A few focus group parƟcipants also 
pointed towards resources and equipment as important aspects of angling volunteering. EssenƟal 
informaƟon included: 

 Clear task descripƟon. 
 Date(s) of the event(s). 
 Time commitment – recurring or one-Ɵme. 
 ExpectaƟons of the role being filled. 
 Metric of success / intended goals. 
 If other volunteers will be present. 
 If learners will be registered or if the event is come-and-go. 
 Type of support provided by agency – equipment provided, co-teaching, curriculum, training 

opportuniƟes, adverƟsement. 
 Direct contact informaƟon to the staff lead. 

“At the state level, they support us quite well. They adverƟse our classes, provide the dummy weapons, 
and everything. So, we get tremendous support from the state.”  

“The more educaƟon I have, the more informaƟon that I can disseminate, the beƩer I can present 
myself and present the craŌ that we're trying to volunteer for, and the beƩer I feel about it.”  

“I would need to know what the project is, who it might help or benefit, whether it's wildlife or habitat 
or people, and how much Ɵme it's going to take.”  

“One of the elements that comes with it is how does that--whatever the commitment is that you're 
looking for-- what is it really? ‘Cause I've had people say it's this big [indicaƟng small with hands] and 
it turns out to be this big [indicaƟng large with hands], you know?” 
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“For me to feel comfortable I like to have a plan. What are we going to do and what is the intenƟon or 
the goal. I like to know who is being affected by this and what we expect the result to be at the end of 
[the volunteer opportunity]. I don’t like to wing things.”  

“I would say reliable resources so if I’m supposed to volunteer for a fishing program the fishing rods 
need to work.”   

If agencies hope to increase engagement among their current volunteers, these focus groups suggest they 
should follow the same onboarding and communicaƟon pracƟces they use with new volunteers.    

“The biggest thing I look for is the Ɵme commitment and understanding what this new volunteer 
acƟvity would entail because I find that with a lot of my volunteer stuff, I raise my hand a lot, I 
volunteer a lot, and then I realize I overcommiƩed myself and that I need to back off or I need to 
spread it out over a certain period of Ɵme.” 

Focus Group Conclusions 

Taken together, the focus group results suggest that volunteer recruitment and retenƟon depend less on 
a single incenƟve or message and more on increasing communicaƟon, strengthening personal connecƟon, 
and making opportuniƟes feel meaningful, supported, and realisƟc. 

Current volunteers are oŌen moƟvated by the potenƟal to form relaƟonships, make a tangible impact, 
support tradiƟon, and share their knowledge, while potenƟal volunteers may need clearer entry points, 
flexible schedules, visible benefits, and reassurance that they do not need to be experts to contribute. 

Across the focus groups, parƟcipants emphasized the importance of the agency providing clear 
expectaƟons, appropriate training or materials, staff support, and communicaƟon that matches how the 
different audiences prefer to be reached. 

These findings provide important qualitaƟve context for understanding how volunteers think about 
hunƟng, angling, and conservaƟon volunteer opportuniƟes; the following survey builds on these themes 
by tesƟng them with a broader audience to beƩer idenƟfy which moƟvaƟons, barriers, messages, and 
outreach methods are most likely to support future volunteer engagement. 
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Volunteer Survey Results 
IntroducƟon 

With a greater understanding of the volunteer experience from the focus groups, the volunteer survey 
was developed to further examine, quanƟtaƟvely, what it’s like to volunteer as a fishing or hunƟng 
mentor, a hunter educaƟon instructor, or as part of a conservaƟon program. This included an examinaƟon 
of the volunteer recruitment process, including how people learned about the opportunity, why they 
signed up to volunteer, and the strategies they believed would be effecƟve for increasing recruitment. 
The results of this survey help paint a picture of what a “typical” volunteer looks like and build a framework 
for recruiƟng new volunteers. 
 
However, recruitment is just one part of the equaƟon, because if new volunteers are not retained, the 
strategies that increase volunteer signups will soon be obsolete. As a result, the volunteer survey also 
sought to understand which parts of a program were most important to volunteers. This included learning 
about how far volunteers are willing to go, the importance of clear communicaƟon and expectaƟons, and 
what they feel they need to succeed in their roles.   

Volunteer Survey Sampling  

This survey was developed and reviewed in collaboraƟon with partner state fish and wildlife agencies, the 
InternaƟonal Hunter EducaƟon AssociaƟon-USA (IHEA-USA), and the Outdoor Stewards of ConservaƟon 
FoundaƟon (OSCF) (Appendix B). The sampling frame consisted of current and former fishing and hunƟng 
skills instructors, hunter educaƟon instructors, and conservaƟon volunteers. Extensive solicitaƟons were 
sent to all 50 states, requesƟng parƟcipaƟon in this project. States were contacted mulƟple Ɵmes, with 
follow-ups conducted as needed. In total, 6 states agreed to parƟcipate in this survey: Colorado, Iowa, 
Maine, New York, Pennsylvania, and South Carolina. Partner states ulƟmately provided lists of current and 
former volunteers to contact.  

In total, 3,774 volunteers were contacted via email to complete a survey about their experience as a 
volunteer. Each volunteer was contacted 4 Ɵmes, and 780 complete responses were obtained, yielding a 
response rate of 21%.  
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Demographics  

Most respondents were male (89%), white (96%), and over 65 years old (54%). Very few volunteers were 
younger than 45 years old (11%) (Table 3). These volunteers were primarily from small towns and rural 
areas. These volunteers were also highly educated, with 70% holding at least an associate’s degree. 
 
Table 3. Respondent demographics, by volunteer type.  

Gender 
Fishing 
Skills 

Hunting 
Skills 

Hunter 
Education 

Conservation Total 

Female 13% 6% 6% 10% 9% 
Male 85% 94% 92% 89% 89% 
Prefer not to say 1% 0% 1% 1% 1% 

      
Race/Ethnicity       

White or Caucasian 88% 96% 97% 92% 96% 
Asian 4% 1% 1% 3% 1% 
Black or African American 2% 0% 0% 0% 1% 
American Indian or Alaska Native 4% 2% 1% 0% 2% 
Native Hawaiian or Pacific Islander 1% 1% 0% 2% 0% 

      

Community      

Rural 20% 33% 33% 40% 36% 
Small Town 32% 29% 28% 32% 30% 
Suburban 29% 20% 21% 19% 25% 
Urban 12% 8% 7% 10% 9%       

Age Group      

18-24 years old 1% 0% 0% 1% 0% 
25-34 years old 4% 4% 3% 5% 3% 
35-44 years old 6% 9% 9% 11% 8% 
45-54 years old 15% 11% 11% 13% 12% 
55-64 years old 26% 26% 23% 22% 23% 
65 years or older 48% 50% 54% 48% 54% 

Education      

Some High School 0% 0% 0% 0% 0% 
High School/GED 6% 11% 12% 8% 10% 
Some College  18% 19% 18% 14% 17% 
Associates degree 12% 18% 20% 12% 18% 
Bachelor's degree 31% 27% 26% 35% 28% 
Graduate degree or higher 33% 25% 23% 30% 24% 
Prefer not to say 1% 1% 1% 1% 1% 
Total 147 231 642 201 780 
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Results 
Volunteer Background 

The majority (82%) of respondents were hunter educaƟon instructors, followed by hunƟng 
instructors/mentors (30%), and fishing instructors/mentors (19%) (Figure 1). Due to the smaller number 
of wildlife and habitat conservaƟon volunteers, these respondents were combined into one 
“conservaƟon” group. 
 
Figure 1. Volunteer types, skill types combined. 

 
When asked about the frequency of their volunteering, most respondents said it was somewhere 
between once a year and once every 2 months. Very few volunteered on a bi-weekly basis, with hunter 
educaƟon instructors the least likely to volunteer more than once a month (18%) (Figure 2). 
 
Figure 2. Number of Ɵmes respondents volunteered annually, by volunteer type. 
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When asked why they volunteer, most respondents said they did so to help the next generaƟon of 
hunters and anglers carry on the tradiƟon (88%), to give back to their communiƟes (66%), and to make 
the acƟviƟes more accessible (55%) (Figure 3).  
 
Figure 3. Reasons people volunteered, skill types combined. 
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ConservaƟon respondents were more likely than others to be interested in helping wildlife and the 
environment, whereas hunter educaƟon instructors were less moƟvated by helping the environment or 
by spending Ɵme outside (Figure 4). It’s clear that volunteers are drawn to opportuniƟes that allow them 
to make a posiƟve impact on the environment around them, whether on individuals, the broader 
community, or nature. 
 
Figure 4. Top five reasons respondents volunteered, sorted by hunter educaƟon instructors. 

 
 
Although the sample size was small (n = 76), younger volunteers appear to be more interested in 
volunteering for environmental reasons, like to help wildlife and the environment, or to spend Ɵme 
outdoors (Figure 5).  
 
Figure 5. Top five reasons respondents volunteered, sorted by respondents 65 years or older. 
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Volunteer Recruitment 

To help increase recruitment of future volunteers, it is important to understand how current volunteers 
learned about the program. Current volunteers represented in this study learned about their program in 
many different ways; however, word of mouth from family members or other volunteers (19% each) was 
the most common way (Figure 6). Very few respondents learned about the volunteer opportuniƟes from 
the state agency's website (6%) or social media (2%), signaling an opportunity to recruit more volunteers 
through increased state agency promoƟon.  
 
Figure 6. How respondents learned about volunteer programs, skill types combined. 
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Compared with other volunteers, fishing volunteers were more likely to learn about an opportunity from 
a state agency website (14%), hunter educaƟon from friends or family (21%), and conservaƟon from 
current volunteers (25%) (Figure 7).  
 
Figure 7. How respondents learned about volunteer programs, sorted by hunter educaƟon instructors. 
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Younger volunteers (18 – 44) were more likely to seek out a volunteer program themselves and learn 
directly from parƟcipaƟng or an agency employee (Figure 8). In contrast, older volunteers (65+) oŌen 
learn from a friend or family member. Despite the associaƟon that the younger generaƟon uses social 
media more frequently, the agency's social media recruited very few volunteers overall. 
 
Figure 8. How respondents learned about volunteer programs, sorted by respondents 65 years or older. 
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Respondents were then asked to consider which strategies would be effecƟve for recruiƟng new 
volunteers. The top responses were in-person presentaƟons at events (60%), adverƟsements for 
purchasing licenses (60%), and lisƟng opportuniƟes on social media (55%) (Figure 9). Most volunteers also 
thought outreach from volunteers (52%) and state agencies posƟng on their websites (51%) would be 
effecƟve. While very few current volunteers were recruited via online methods (e.g., social media, 
website), it was clear that these are important promoƟonal routes.  
 
Figure 9. Volunteer promoƟon method, skill types combined. 
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PromoƟonal preference varies very liƩle by volunteer type. However younger volunteers (18-44 years 
old) advocate were more likely drawn to adverƟsements where licenses can be purchased (74%), 
posƟng opportuniƟes on social media (72%), and adverƟsements on social media (70%) (Figure 10). 
 
Figure 10. Method of promoƟng volunteer opportuniƟes, sorted by respondents 65 years or older. 
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Volunteer Day-To-Day Experiences  

Much like hunter/angler R3, volunteer recruitment is but one component of a well-developed program. 
RetenƟon is also key because programs that don’t provide adequate support (either social or logisƟcal) 
will likely suffer unacceptable drop-out rates. To explore retenƟon, respondents were asked to rate the 
effecƟveness of their programs on a 4-point scale, from 1 (the agency is doing great) to 4 (the agency 
needs major improvement). Most respondents felt like they had a clear understanding of what was 
expected of them and received great communicaƟon from the staff. However, they also thought that the 
day-to-day experience could be improved and that recruitment campaigns need the greatest 
improvement (Table 4).  
 
Table 4. Areas of potenƟal improvement according to volunteers.  
The scale is from 1 – doing great to 4 – needs major improvement. 

 

Volunteer 
recruitment 
campaigns 

Volunteer 
communication 

Day-to-day 
volunteer 

experience 

Guidelines of 
volunteer role 
expectations 

List of volunteer 
opportunities 

available 
1 14% 29% 23% 34% 21% 
2 36% 34% 41% 34% 36% 
3 33% 25% 27% 22% 30% 
4 17% 12% 9% 10% 13% 

 
By volunteer type, many of these preferences are similar; however, hunƟng mentors were slightly more 
likely to say volunteer recruitment campaigns need major improvement (Table 5). 
 
Table 5. Volunteer recruitment campaign effecƟveness, by volunteer type. 

 Fishing Mentor Hunting Mentor Hunter education Conservation 
1  17% 9% 12% 15% 
2 38% 37% 36% 33% 
3 32% 33% 34% 34% 
4  13% 21% 17% 18% 

 
Fishing volunteers were most likely to enjoy the day-to-day experience as is (28%), feel like their state 
did a good job seƫng expectaƟons (40%), and clearly posted opportuniƟes to volunteer (29%) (Table 6-
Table 8).  
 
Table 6. Volunteer day-to-day effecƟveness, by volunteer type. 

 
Fishing Mentor Hunting Mentor Hunter education Conservation 

1  28% 17% 21% 18% 
2 36% 42% 42% 44% 
3 25% 28% 29% 26% 
4  10% 13% 9% 12% 
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Table 7. Volunteer expectaƟon effecƟveness, by volunteer type. 

 Fishing Mentor Hunting Mentor Hunter education Conservation 
1  40% 28% 32% 29% 
2 27% 36% 35% 39% 
3 22% 24% 23% 23% 
4  11% 11% 10% 9% 

 
Table 8. Volunteer opportunity lisƟngs, by volunteer type. 

  Fishing Mentor Hunting Mentor Hunter education Conservation 
1  29% 14% 19% 16% 
2 29% 41% 37% 37% 
3 27% 32% 30% 35% 
4  15% 14% 14% 12% 

 
Respondents were also asked to rate their level of agreement with several statements about volunteering 
(Table 9). 74% strongly agreed with the statement, “I find volunteering to be rewarding.” Although most 
respondents agreed with the statement “I volunteer to improve the area I fish or hunt,” 22% (one-fiŌh) 
responded that they neither agreed nor disagreed. Roughly three-quarters strongly agreed that they 
volunteer to “pass on the tradiƟon,” and 68% strongly agreed that they volunteer for the joy sparked in 
someone fishing or hunƟng for the first Ɵme. 
 
When it came to driving distance volunteers, more than any other statement, they only somewhat agreed 
that they'd volunteer to support conservaƟon efforts regardless of locaƟon. Similarly, while most agreed 
with the statement “I volunteer to help the environment,” a notable porƟon only somewhat agreed. The 
statement respondents most strongly agreed with was “I am proud of the work I do as a volunteer and 
take my role seriously,” underscoring the strong sense of responsibility volunteers feel for their roles. 
 
Table 9. Volunteer agree/disagree statements 

 
Statement 

Strongly 
disagree 

Somewhat 
disagree 

 
Neither 

Somewhat 
Agree 

Strongly 
Agree 

I find volunteering to be rewarding 5% 2% 3% 16% 74% 
I volunteer to improve the area I fish/hunt 4% 4% 22% 27% 43% 
I volunteer to pass on the tradiƟon 6% 2% 4% 14% 74% 
I volunteer for the joy I see sparked in 
someone fishing/hunƟng for the first Ɵme 5% 2% 5% 20% 68% 

I volunteer to help with conservaƟon 
regardless of locaƟon 5% 3% 17% 32% 43% 

I volunteer to help the environment 4% 4% 18% 29% 45% 
I am proud of the work I do as a volunteer and 
take my role seriously 5% 2% 3% 11% 79% 

 
Volunteer Barriers 
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There are many barriers’ people face when volunteering, many of which are out of state agency control. 
In this survey, the most common barriers were family commitments (55%) and work (39%) (Figure 11). 
Around a third of respondents (27%) said that driving distance was a barrier to volunteering. Offering 
programs statewide could reduce this concern. One barrier that state agencies are successfully prevenƟng 
is a lack of appealing opportuniƟes; only 1 in 10 respondents cited this as a concern. 
 
Figure 11. Barriers to volunteering, skill types combined. 
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Regardless of the program, volunteers faced many of the same issues. The only item that stood out was 
the fishing skills mentors and conservaƟon volunteers, were more concerned about the driving distance 
(Figure 12). Providing opportuniƟes at sites near towns and ciƟes will help reduce this burden. 
 
Figure 12. Barriers to volunteering, sorted by hunter educaƟon instructors. 
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Older volunteers are less likely to be worried about work or family commitments than younger 
volunteers, but also less likely to feel like they didn’t encounter any barriers (Figure 13). 
 
Figure 13. Barriers to volunteering, sorted by respondents 65 years or older. 

 
Volunteer Experience 

To beƩer understand which aspects of the volunteer experience needed improvement, respondents were 
asked whether their program had any shortcomings. While no area overwhelmingly needed 
improvement, respondents said that a lack of opportuniƟes to volunteer (17%), agency leadership (15%), 
and a lack of socializaƟon with fellow volunteers (14%) were areas that could be improved (Figure 14). 
SocializaƟon, while never the top issue, appears to be a common concern among current volunteers and, 
in the following survey, potenƟal volunteers. Seƫng up programs where volunteers work in tandem or in 
groups may help recruit and retain volunteers. 
 
Figure 14. Volunteer program shortcomings, skill types combined. 
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By volunteer type, fishing and hunƟng skills mentors and hunter educaƟon instructors reported similar 
shortcomings, while conservaƟon volunteers were generally more likely to have difficulƟes with their 
programs (Figure 15). 
 
Figure 15. Volunteer program shortcomings, sorted by hunter educaƟon volunteers. 
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Younger volunteers were more likely to say that there was a lack of opportuniƟes, or that they were 
difficult to find (Figure 16). They also thought there was a lack of socializaƟon with fellow volunteers.  
 
Figure 16. Volunteer program shortcomings, sorted by respondents 65 years or older. 
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survey. It appeared that most volunteers had less of an appeƟte for driving long distances. Most were 
willing to drive up to 1 hour (52%) for a single-day event, and only 10% would travel more than 2 hours 
(Figure 17). 
 
Figure 17. Single-day event driving distance, skill types combined. 
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Compared with other volunteers, fishing and hunƟng mentors were more willing to travel over an hour 
to volunteer (Figure 18). There were no differences across age groupings. 
 
Figure 18. Single day event driving distance, by volunteer type. 

 
In contrast, when asked about a mulƟ-day event, the most common response was that they would 
travel for up to 1-2 hours (35%) (Figure 19).  AddiƟonally, slightly more than a quarter of volunteers 
were open to traveling more than 2 hours. 
 
Figure 19. MulƟ-day event driving distance, skill types combined. 
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Fishing and hunƟng mentors were also more willing to travel farther for mulƟ-day events (Figure 20). 
 
Figure 20. MulƟ-day event driving distance, by volunteer type. 
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current volunteers, the best incenƟves were discounts on fishing/hunƟng equipment (48%), free state 
park passes (44%), and giŌs such as T-shirts, hats, or mugs (43%) (Figure 21). 
 
Figure 21. Volunteer incenƟves, skills types combined.  
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Across the board, hunter educaƟon volunteers were less interested in receiving incenƟves as tokens of 
appreciaƟon for their volunteer efforts (Figure 22). Among fishing volunteers, who were relaƟvely more 
interested in incenƟves than other volunteers, verbal acknowledgment was highly appreciated (55%).  
 
Figure 22. Volunteer incenƟves, sorted by hunter educaƟon instructors. 
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Younger volunteers were more frequently drawn to potenƟal incenƟves. The majority of them 
expressed interest in discounts on fishing equipment (85%), giŌs such as T-shirts, hats, or mugs (69%), 
and free state park passes (Figure 23).  
 
Figure 23. Volunteer incenƟves, sorted by respondents 65 years or older. 
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Volunteer Importance Statements 

Volunteer respondents were also asked to rate the importance of various elements that contribute to a 
successful program. Two factors were very or extremely important to almost every volunteer: an engaging 
program (85%) and clear expectaƟons (85%) (Table 10). Volunteers also emphasized the importance of 
supporƟve staff who set them up for success. To run a program, most want assurance that they’ll have 
access to the necessary gear and consistent opportuniƟes they can count on when planning. In short, 
when a program offers reliable logisƟcal support, volunteers are more likely to enjoy their experience and 
feel confident. 
 
Table 10. Very-extremely important volunteer program components.  

 Importance 
An engaging 

program 
Clear 

expectations Helpful staff 
Free gear to 
run program 

Consistent 
scheduling 

Not at all  0% 0% 2% 3% 2% 
Slightly-Moderately  15% 14% 16% 22% 28% 
Very-Extremely 85% 85% 82% 75% 70% 

 
Almost all volunteer’s also said socializaƟon was at least slightly important to volunteering, but fewer 
viewed it as very or extremely important (Table 11). TransportaƟon-related concerns (coordinated 
transport or mileage reimbursement) and free snacks were also lower on the list but appreciated by 
most volunteers.  
 
Table 11. Slightly-moderately important volunteer program components. 

 Importance 
Socialization 

with volunteers 
Coordinated 

transportation Free snacks 
Mileage 

reimbursement 
Not at all Important 6% 33% 30% 43% 
Slightly-Moderately 49% 44% 51% 38% 
Very-Extremely 44% 23% 20% 19% 

 
While no differences were observed by volunteer type, volunteers over the age of 65 were more likely 
to value socializing with fellow volunteers (Table 12), potenƟally indicaƟng that reƟrement-age 
volunteers may be seeking to make up for socializaƟon they may be missing in reƟrement, a senƟment 
expressed by some volunteers during the focus groups.  
 
Table 12. Volunteer interest in socializaƟon by age. 

Importance 
18-44 years old 

(n = 69) 
45-64 years old 

(n = 219) 
65 years or older 

(n =336) 
Not at all  7% 7% 6% 
Slightly-Moderately  62% 57% 46% 
Very-Extremely 30% 36% 48% 
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When it comes to volunteering, the most common concerns among volunteers included whether they had 
the free Ɵme (37%) or the necessary skills (32%) required to effecƟvely operate their given program 
(Figure 24). However, most volunteer respondents reported that they had no concerns prior to 
volunteering (38%). 
 
Figure 24. Volunteering concerns, skill types combined. 

 
 
Regardless of the volunteer program, respondents were concerned with the same issues. By age, 
however, volunteers over 65 were more concerned about potenƟal roadblocks to volunteering, with the 
excepƟon of the Ɵme it requires (Figure 25). 
 
Figure 25. Volunteering concerns, sorted by respondents 64 years or older. 
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Just as many volunteers had no concerns prior to volunteering, most volunteers were not at all inƟmidated 
by the idea of volunteering for their program, and if they were, they were rarely very or extremely 
inƟmidated (Table 13). Emphasizing the support that states offer volunteers may help recruit people who 
are concerned about their skills. 
 
Table 13. InƟmidaƟon prior to volunteering.  

 Intimidation Fishing Mentor HunƟng Mentor Hunter EducaƟon ConservaƟon 
Not at all 56% 49% 46% 48% 
Slightly-Moderately  43% 50% 51% 51% 
Very-Extremely 1% 1% 3% 1% 

 
The younger the volunteer, the more likely they were to be inƟmidated by leading a program (Table 14). 
Signaling that the younger generaƟon may be less confident in their skills and need greater support 
when they start volunteering. 
 
Table 14. InƟmidaƟon prior to volunteering, by age. 

 Intimidation 
18-44 years old 

(n = 76) 
45-64 years old 

(n = 219) 
65 years or older 

(n =336) 
Not at all  27% 46% 48% 
Slightly-Moderately  67% 53% 49% 
Very-Extremely  6% 1% 3% 

 
Volunteer Training 

When asked about their onboarding process, about half of current volunteers (48%) indicated that they 
received a one-day class to prepare them for their volunteer role. Slightly more than one-quarter (27%) 
received mulƟ-day instrucƟon (Figure 26).  
 
Figure 26. Volunteer onboarding process, skill types combined. 
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Hunter educaƟon instructors had a more involved onboarding process, with nearly a third of volunteers 
taking a mulƟ-day class (Figure 27). For conservaƟon volunteers, a packet of educaƟonal materials was 
the second-most-likely training. 
 
Figure 27. Volunteer onboarding process, sorted by hunter educaƟon instructors. 

 
 
To beƩer understand the volunteers' backgrounds, respondents were also asked to rate their experience. 
While many of these respondents considered themselves experts, hunƟng educaƟon instructors and 
fishing mentors were more likely to rate their hunƟng and fishing abiliƟes as intermediate (Figure 28). 
While many people may not feel confident in their abiliƟes prior to volunteering, around 1 in 10 fishing 
volunteers thought of themselves as novice anglers. Emphasizing to the potenƟal volunteers that they 
don’t need to be experts to help as volunteers may improve recruitment of new volunteers.  
 
Figure 28. Self-rated ability of hunters, by volunteer type. 
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PotenƟal Volunteer Survey Results 
IntroducƟon 

The volunteer focus groups and survey helped clarify how current and former volunteers were recruited 
and what they enjoy and dislike about their roles. Put together, they highlight several themes and 
quesƟons that state agencies must address to strengthen recruitment efforts of potenƟal volunteers. 

1. Volunteers rarely learn about opportuniƟes through formal promoƟon. Most volunteers learn 
about programs through word of mouth from current volunteers, family members, or agency 
employees. To reach a new audience, potenƟal volunteers in this survey were asked what 
promoƟonal methods they though would be effecƟve. 

2. Targeted promoƟon would improve recruitment. Volunteer respondents pointed to increased 
social media adverƟsements and ads where they buy their license as potenƟal strategies. These 
methods of promoƟng opportuniƟes were further examined in this survey. 

3. The current volunteer base is narrow. Today, volunteers are primarily reƟrement-age men 
who’ve been volunteering for more than 10 years. This leaves an untapped pool of hunters and 
anglers who have never been engaged. Understanding how these groups can be reached is 
essenƟal to long-term program success. 

4. MoƟvaƟons for volunteering center on passing on the tradiƟon and giving back to the 
community. Passing on the tradiƟon of hunƟng and fishing to the next generaƟon and giving back 
to the community were the strongest moƟvaƟons for current volunteers (Figure 3). This survey 
examined these moƟvaƟons to determine if they also resonated with non-volunteers. 

5. Volunteers enjoy staying close to home and socializing. Currently, volunteers don’t want to 
travel more than 1 hour and oŌen volunteer to socialize. This survey sought to confirm those 
findings with anglers and hunters who fit the mold of potenƟal volunteers. 

Using these findings, a potenƟal volunteer survey was developed to answer the quesƟons outlined above, 
as well as many more, to understand why hunters and anglers with an interest in volunteering do not 
already (Appendix C). Given that today’s volunteers skew older, helping states aƩract more and potenƟally 
younger volunteers is crucial in ensuring these programs remain strong for years to come. 

Sampling Frame 

The potenƟal volunteer survey was fielded to a sample of hunters and anglers from Qualtrics panels. 
Responses were collected using demographic quotas to prevent over representaƟon of any parƟcular 
group. These groupings mirrored U.S. populaƟon demographics, leading to a sample of respondents that 
fit the following distribuƟons: 

- Gender: 51% female, 49% male. 
- Age: 29% 18-35 years old, 33% 35-54 years old, 38% 55+ years old. 
- Region: 17% Northeast, 39% South, 20.5% Midwest, and 23.5% West. 

The survey was conducted in July of 2025, and aŌer data cleaning, 1,997 responses were analyzed. 
Respondents who completed the survey were required to report some level of interest in volunteering 
for at least one of the following programs: hunter educaƟon, hunƟng skills instrucƟon/mentoring, or 
fishing skills instrucƟon/mentoring. These respondents were also asked about their interest in 
volunteering for a habitat or wildlife conservaƟon program. 
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Among respondents who qualified for the survey, interest in conservaƟon volunteering was highest, followed by fishing skills, hunƟng skills, and 
hunter educaƟon (Table 15). 

Table 15. Volunteer interest. 

  
Hunter 

Education Hunting Skills Fishing Skills 
Habitat 

Conservation 
Wildlife 

conservation 
None at all 45% 40% 25% 10% 10% 
Slight 16% 16% 21% 21% 21% 
Moderate 19% 22% 27% 38% 35% 
A lot 12% 12% 16% 18% 21% 
A great deal 9% 10% 12% 13% 14% 

 
Surprisingly, although most respondents in the survey of current volunteers were reƟrement age, those who idenƟfied as reƟred had the least 
interest in volunteering (Figure 29). In contrast, people who worked full-Ɵme or were full-Ɵme students had the most interest in volunteering.  
 
Figure 29. Volunteer interest, by employment. 
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Male respondents were generally more interested in teaching volunteer programs than female respondents (Figure 30).  Fewer than half of all 
female respondents were interested in volunteering as part of a hunƟng program, while only 1/3 were interested in teaching fishing programs.  
 
Figure 30. Volunteer interest, by gender. 
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Results 
Volunteer Interest  

To understand what would inspire hunters and anglers to volunteer, respondents were asked to choose 
up to 3 reasons for their interest in volunteering. Those who expressed interest in mulƟple programs 
answered the moƟvaƟon quesƟon only once. This was done to reduce survey faƟgue by administering a 
baƩery of follow-up quesƟons to beƩer understand these specific programs. Respondents were 
interested in conservaƟon programs; however, all answered the moƟvaƟon quesƟon because this 
secƟon did not include any follow-ups.  
 
Among respondents interested in volunteering for a fishing program, most were moƟvated by 
connecƟng with nature (34%) or by seeing the excitement of people making their first catch (30%) 
(Figure 31). These were followed by moƟvaƟons expressed by current volunteers in the previous survey: 
to give back to the community (28%) or to pass on the tradiƟon of fishing (28%). 
 
Figure 31. MoƟvaƟons for volunteering as a fishing skills instructor. 
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When it came to potenƟally volunteering as a hunƟng skills instructor, the top reasons were to make 
hunƟng safer (34%) and to give back to the community (30%) (Figure 32). Other common responses 
were to connect with nature (28%), help local wildlife (28%), and to teach the next generaƟon (27%). 
 
Figure 32. MoƟvaƟons for volunteering as a hunƟng skills instructor. 

 
 
PotenƟal hunter educaƟon instructors were also moƟvated to make hunƟng safer (33%), to teach the 
next generaƟon (33%), and to give back to the community (31%) (Figure 33). Across these programs, 
current volunteers were moƟvated for many of the same reasons, but potenƟal volunteers appear to 
feel more strongly about making acƟviƟes safer and connecƟng with nature or the environment. 
 
Figure 33. MoƟvaƟons for volunteering as a hunter educaƟon instructor.  
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PotenƟal conservaƟon volunteers were more interested in volunteering for environmental reasons than 
those interested in leading a fishing or hunƟng program (Figure 34). The leading moƟvaƟons for these 
respondents were helping local wildlife (46%), connecƟng with nature (45%), and giving back to the 
community (43%). 
 
Figure 34. MoƟvaƟons for volunteering as a conservaƟon volunteer. 
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Volunteer Interest Types 

Ungrouped moƟvaƟon frequencies are informaƟve, but they mask the disƟnct subsets of potenƟal volunteers who share stronger, overlapping 
moƟvaƟons. Clustering reveals these groups and the paƩerns that the ungrouped analysis cannot. With each respondent able to select up to three 
reasons for volunteering, a Gower distance cluster analysis was used to create groupings that highlight shared moƟvaƟons and tell the story of 
why people volunteer. Among potenƟal fishing volunteers, 4 groups emerged, 3 of which had clear shared interests. Around 60% of potenƟal 
fishing volunteers fall into these three groups, each with the following core principles: educaƟon, tradiƟon, and acƟvity. Among the educaƟon 
group (18% of respondents), 91% said they were interested in volunteering for the opportunity “to teach the next generaƟon”. For respondents 
in the tradiƟon group (15% of respondents), 100% were interested in helping “the next generaƟon carry on the tradiƟon of fishing”. AcƟvity-
moƟvated volunteers (27%) were less of a monolith, but 67% wanted to volunteer to stay physically acƟve. The remaining 40% of volunteers fit 
into a group with no dominant moƟvaƟons, but a third to a half wanted to volunteer to help local wildlife, connect with nature, or give back to 
their communiƟes (Table 16).  
 
Table 16. Cluster analysis of potenƟal fishing skills volunteers 

Education (18%)   Tradition (15%)   Activity (27%)   
Undefined motivations 
(40%)   

Interest Driver Percent Interest Driver Percent Interest Driver Percent Interest Driver Percent 

To teach the next 
generation 

91% 
To help the next 
generation carry on the 
tradition of fishing 

100% To stay physically active 67% 
To help local wildlife and 
the environment 

49% 

To watch others get 
excited about catching 
fish and see their smiles 

44% 
To connect with nature 
and or spend time 
outdoors 

33% 
To sharpen your own 
fishing skills 

36% 
To connect with nature 
and or spend time 
outdoors 

41% 

To help the next 
generation carry on the 
tradition of fishing 

38% 
To give back to the 
community 

32% 
To connect with nature 
and or spend time 
outdoors 

33% 
To give back to the 
community 

34% 

Count 142  211  308  117 
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Among respondents interested in becoming a hunter educaƟon instructor, four groups emerged. These were: safety and educaƟon, community, 
tradiƟon, and a loose group interested in socializaƟon. The safety and educaƟon group (29% of respondents) was primarily interested in making 
hunƟng safer (75%) and teaching the next generaƟon (59%) (Table 17). Over 90% of the community group were interested in giving back to the 
community, and everyone in the tradiƟon group (19% of respondents overall) said they wanted to help the next generaƟon carry on the 
tradiƟon of hunƟng.  
 
Table 17. Cluster analysis of potenƟal hunter educaƟon volunteers 

Safety and Education (29%)  Community (20%)  Tradition (19%)  Socialization (32%)  
Interest Driver Percent Interest Driver Percent Interest Driver Percent Interest Driver Percent 

To help make hunting safer 75% 
To give back to the 
community 

91% 
To help the next 
generation continue on 
the tradition of hunting 

100% To socialize 45% 

To teach the next 
generation 

59% 
To teach the next 
generation 

54% 
To give back to the 
community 

39% 
To sharpen your own 
hunting skills 

42% 

To help the next generation 
continue on the tradition of 
hunting 

29% 
To help local wildlife 
and the environment 

36% 
To connect with nature 
and or spend time 
outdoors 

35% 
To connect with nature 
and or spend time 
outdoors 

35% 

Count 109   74   72   122 
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Among potenƟal hunƟng skills instructors/mentors, three groups were formed, but their moƟvaƟons were less clearly defined. The first group of 
respondents was interested in the safety and communal aspects of volunteering (36% of respondents). In this group, around 50% were interested 
in making hunƟng safer (51%), giving back to the community (50%), and passing on the tradiƟon (49%) (Table 18). The second group (23% of 
respondents) was interested in volunteering to socialize and stay acƟve. Nearly two-thirds of this group wanted to stay physically acƟve (65%), 
and over half (56%) were drawn to the socializaƟon aspect. Among the third group, no single moƟvaƟon was dominant but spending Ɵme outdoors 
and helping local wildlife were the most common responses. 
 
Table 18. Cluster analysis of potenƟal hunƟng skills volunteers 

 

 
  

Safety and Community (36%)  Activity and Socialization (23%)  Undefined Interest (41%)  
Interest Driver Percent Interest Driver Percent Interest Driver Percent 

To help make hunting safer 51% To stay physically active 65% 
To connect with nature and 
or spend time outdoors 

44% 

To give back to the 
community 

50% To socialize 56% 
To help local wildlife and the 
environment 

39% 

To help the next generation 
continue the tradition of 
hunting 

49% 
To connect with nature and or 
spend time outdoors 

33% 
To sharpen your own hunting 
skills 

36% 

Count 140   88   160 
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Among potenƟal conservaƟon volunteers, three groups emerged. The first being community-oriented (25% of respondents), of which 95% were 
interested in volunteering to give back to the community (Table 19). The second group (43% of respondents) were labeled as environment-oriented 
and around 2/3rds of these respondents wanted to volunteer to connect with nature or help local wildlife. The third group (32% of respondents) 
labelled acƟvity-oriented was primarily interested in volunteering to stay physically acƟve (89%). 
 
Table 19. Cluster analysis of potenƟal conservaƟon volunteers. 

Community (25%)  Environment (43%)  Activity (32%)  
Interest Driver Percent Interest Driver Percent Interest Driver Percent 

To give back to the 
community 

95% 
To connect with nature 
and or spend time 
outdoors 

69% To stay physically active 89% 

To help local wildlife and 
the environment 

51% 
To help local wildlife and 
the environment 

61% 
To connect with nature and or 
spend time outdoors 

42% 

To teach the next 
generation 

40% 
To teach the next 
generation 

49% To give back to the community 36% 

Count 465   804   589 
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Volunteer Opportunity PromoƟon 

A consistent theme across the focus groups and volunteer survey was that most volunteers did not learn 
about their program through state agency promoƟon. IdenƟfying effecƟve outreach strategies is 
therefore essenƟal. To support this effort, the survey included several quesƟons to determine which 
promoƟonal methods should be used in the pilot campaigns. Respondents were first asked where they 
typically seek informaƟon about the outdoors/nature. The most common sources were from 
friends/family members (52%), social media (47%), and television (46%) (Figure 35). Notably, around 1/3rd 
of respondents learn about the outdoors from AI search engines. If these search engines effecƟvely 
describe volunteer opportuniƟes within a state agency, they could drive recruitment as their use 
conƟnues to grow. 
 
Figure 35. Outdoor informaƟon sources. 

 
Looking at differences by age, younger respondents were more likely to get their informaƟon from social 
media, whether it be posts they see on Facebook, Instagram, TwiƩer/X, etc., from influencers they follow, 
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Figure 36. Outdoor informaƟon sources, sorted by respondents 65 years or older.  
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Among respondents who turn to social media for informaƟon, most use Facebook (75%) and YouTube 
(73%), while a smaller but substanƟal porƟon go to Instagram (51%) and TikTok (45%) (Figure 37). 
 
Figure 37. Social media plaƞorms. 

 
Among younger respondents Instagram, TikTok, and YouTube were more popular social media 
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Figure 38. Social media plaƞorms, sorted by respondents 65 years or older. 
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If these respondents were to sign up to volunteer or express interest in volunteering, they prefer to 
communicate via email (65%) and text message (52%) (Figure 39). No differences were observed across 
age or potenƟal volunteer type. 
 
Figure 39. Preferred communicaƟon method. 
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Figure 40. PromoƟonal methods. 
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While many promoƟonal methods elicited similar responses across generaƟons, younger respondents 
thought social media/streaming adverƟsements would be effecƟve, whereas older generaƟons were 
more supporƟve of emails and a comprehensive website (Figure 41). Given 18–24-year-olds' inclinaƟon 
towards social media, tailoring ads that launch via social media to a younger audience may be effecƟve. 
 
Figure 41. PromoƟonal methods, sorted by respondents 65 years or older. 
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AŌer learning about a volunteer opportunity, respondents were asked where they’d go to learn more. 
The majority would turn to a state agency’s website (69%), but a significant porƟon would learn more in-
person with an employee (39%) or call the state agency directly (34%) (Figure 42). While a comprehensive 
website is clearly important, many people sƟll want to speak directly with another person. Making sure 
staff are informed and able to answer quesƟons about the volunteer programs is necessary. 
 
Figure 42. Volunteer informaƟon sources. 
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Figure 43. Necessary informaƟon. 
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Across most opƟons, older generaƟons were slightly more likely to seek out that informaƟon source. 
However, they were significantly more likely to want to know the descripƟon, Ɵme commitment, and 
locaƟon (Figure 44). 
 
Figure 44. Necessary informaƟon, sorted by respondents 65 years or older. 
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Figure 45. Volunteering commitment. 
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In the volunteer survey, current volunteers expressed a desire to stay within an hour and a half of their 
home. Among the potenƟal volunteer respondents, this held true; however, around a quarter were only 
willing to volunteer within 30 minutes of their home (Figure 46). 
 
Figure 46. Driving distance, potenƟal volunteers compared to current volunteers. 
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Figure 47. Ways to boost volunteer applicaƟons. 
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The potenƟal volunteer survey also asked respondents what incenƟves they’d want to receive for 
volunteering. As with current volunteers, people were most interested in free state park passes (54%) 
(Figure 48). Compared with current volunteers, the potenƟal volunteers were much more likely to be 
incenƟvized by refreshments or a meal (47%). PromoƟng that, as a volunteer, someone will be treated to 
refreshments and admission to state parks will likely be an effecƟve recruitment strategy. 
 
Figure 48. PotenƟal volunteer incenƟves. 
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Respondents 65 years or older were the most interested in the reimbursement of personal expenses, 
and middle-aged respondents (45-54 years old) were most likely to want free state park passes or 
admission (Figure 49). Respondents under the age of 55 also expressed a higher interest in educaƟonal 
opportuniƟes. 
 
Figure 49. PotenƟal volunteer incenƟves, by age. 
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40% of respondents were interested in every resource opƟon, but training (57%) and the opportunity to 
shadow a volunteer (52%) were the resources that most people wanted to receive (Figure 50). 
 
Figure 50. PotenƟal volunteer support resources. 
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Figure 51. Aspects that may dissuade someone from volunteering. 

 

43%

43%

45%

49%

52%

59%

0% 20% 40% 60% 80%

Outlet to ask questions about volunteering position

Periodic optional training opportunities to sharpen
volunteer skills

A skills/knowledge test before you volunteer/teach

Handbook or online resources for volunteers

The opportunity to shadow a fellow volunteer

Training prior to the volunteer task or event

n = 1,997

2%

15%

19%

19%

33%

33%

35%

37%

43%

53%

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

All of the above

A background check

Volunteer shifts that are only available during the weekend

An in-person application

Volunteer shifts that are only available during the week

Needing to commit to volunteering for multiple months

Out of pocket costs of any amount

A lengthy application

An unpredictable volunteering schedule

Out of pocket costs exceeding $50

n = 1,997



Increasing Volunteers for State Agency Programs | 60 

  
 

Volunteer Program Specific QuesƟons 

Respondents who expressed interest in conservaƟon volunteering were also asked why they don’t 
already volunteer. The most common response, even above having a busy schedule, was that they 
weren’t aware of opportuniƟes near them (52%) (Figure 52).  
 
Figure 52. Reasons people do not already volunteer for conservaƟon programs. 
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Figure 53. Reasons people do not already volunteer for fishing skills programs. 
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Respondents interested in hunƟng skills or hunter educaƟon programs were also oŌen unaware of 
opportuniƟes (Figure 54). Only around 20% of prospecƟve volunteers did not feel confident enough in 
their hunƟng skills to volunteer in these roles. Given that for each program the biggest barrier was not a 
busy schedule, increased promoƟon of volunteer opportuniƟes will likely boost recruitment. 
 
Figure 54. Reasons people do not already volunteer for hunƟng skills or hunter educaƟon programs. 
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Figure 55. Volunteer formats respondents are open to, sorted by fishing mentors. 
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The age of a potenƟal student/mentee does not appear to maƩer to potenƟal volunteers. Regardless of 
the program type or student age, respondents generally had moderate to a great deal of interest in 
teaching adults and children (Figure 56). 
 
Figure 56. Interest in teaching children and adult volunteer programs. 
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Figure 57. Desired onboarding experience, sorted by fishing mentors. 
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Survey Takeaways  

This survey provided an informaƟve look into the minds of hunters and anglers who do not yet volunteer 
but have some level of interest. These respondents, like the volunteers in the focus groups and surveys, 
were aƩracted by the opportunity to teach, give back to the community, and help carry on the tradiƟon 
of hunƟng and fishing. However, beyond current volunteers, they are also moƟvated by the opportunity 
to spend Ɵme outdoors and to make acƟviƟes like hunƟng safer. 
 
The focus groups and volunteer survey made it clear that most volunteers did not learn about their 
program through state agency promoƟon. This trend was confirmed, with roughly half of the survey 
respondents reporƟng that they were unaware of volunteer opportuniƟes near them. 
 
What is the most effecƟve way to reach interested hunters and anglers? Respondents in this survey relied 
heavily on their friends, family, and social media for informaƟon on the outdoors. These respondents also 
believed that the most effecƟve way to recruit them would be through a comprehensive website, email, 
or social media posts, direct from a state agency. A well-built website is incredibly important, as around 7 
in 10 respondents said that if they heard about a volunteer program, they’d search the website to learn 
more. On their website, it would be prudent for the state to have an online applicaƟon. Sixty-nine percent 
of respondents said that an online applicaƟon would make them more likely to apply. 
 
When it comes to deciding whether they actually volunteer, people most need to know the locaƟon, Ɵme 
commitment, and what the posiƟon/program entails. They also want a program that requires a Ɵme 
commitment of a couple of Ɵmes a year to a couple of Ɵmes a month, at most. 
 
When recruiƟng volunteers, offering a state park pass or refreshments is the top incenƟve respondents 
want. These people are also likely to view any support and training they receive very posiƟvely. 
 
Combined with the takeaways from the focus group and volunteer survey, these insights were used to 
develop a pilot adverƟsing campaign in Colorado, ConnecƟcut, and Iowa. These campaigns put these 
takeaways into pracƟce by recruiƟng new volunteers through social media promoƟon, email campaigns, 
and a clear landing page. 
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Pilot Campaign 
Focus groups and survey message tesƟng idenƟfied themes that ulƟmately guided the development of 
messages for pilot campaigns in ConnecƟcut, Iowa, and Colorado. The pilot campaigns tested whether 
the themes resonated with potenƟal volunteers by inviƟng them to apply with their respecƟve state 
agencies. 

Market strategy 

Researchers worked with the three pilot states to develop a markeƟng strategy most effecƟve for their 
state agencies. Messages were developed around concepts previously idenƟfied and tested in the focus 
groups and surveys.  

Message creaƟon  
CreaƟve strategy 

Focus groups and survey results were used to develop creaƟve assets to aƩract potenƟal new 
volunteers for the state agency. Among those themes were community growth and unity, supporƟng 
the next generaƟon, passing on tradiƟon, and helping nature thrive (Figure 58). The full ad creaƟves 
used for the pilot campaign can be found in Appendix E. 
 
Figure 58. Pilot campaign adverƟsement examples. 
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Each creaƟve was then tailored to the specific discipline – hunƟng, fishing, conservaƟon work, and 
environmental educaƟon – to strengthen the call to acƟon. Each creaƟve included the same call to 
acƟon: “volunteer today.” 
 
Target audience 

Focus groups and surveys suggested that recruiƟng from groups with experience, such as hunƟng and 
angling license lists, could increase parƟcipaƟon in state agency volunteer programs. However, those 
groups said they were not likely to move into other volunteer opportuniƟes. General recruitment also 
needed to include other conservaƟon volunteer opportuniƟes in order to appeal to a wider range of 
people. 
Target audiences were developed using the following characterisƟcs: 

 Propensity to volunteer. 
 Age (split by discipline). 

o Angling was 18 to 75 years old. 
o HunƟng was 21 to 75 years old (leaning conservaƟvely to adjust for firearm legaliƟes). 
o General conservaƟon was 18 to 75 years old. 

 This allowed volunteers to be able to drive to volunteer locaƟons and sƟll be 
physically able to perform their duƟes. 

 Recruited from a related-skills base. 
o HunƟng volunteers coming from: hunƟng newsleƩers, license database, hunƟng content 

pages. 
o Angling volunteers coming from: fishing newsleƩers, license databases, fishing content 

pages. 
o ConservaƟon volunteers coming from a wider range of audiences generally interested in 

conservaƟon, nature, and other outdoor acƟviƟes such as camping, hiking, biking, etc. 
 

Each of the pilot states had addiƟonal target audience requests to meet their state-agency objecƟves. 
These were added to their target audience builds for the state markeƟng strategy. ConnecƟcut sought 
to engage younger volunteers, women, and Hispanics in a specific geographic area for its DEEP & CARE 
program (angling). Colorado used geotargeƟng to reach specific ZIP codes in high-demand areas for its 
angling and hunƟng programs. Iowa was looking to engage younger volunteers statewide in any of their 
volunteer programs (hunƟng, angling, and conservaƟon). 
 
Messaging 
HunƟng and angling volunteers were drawn to the same “community involvement and growth” and 
“next generaƟon” messaging. However, hunƟng volunteers were aƩracted more strongly to the “pass 
on the tradiƟon” message than their angling counterparts. Angling volunteers reacted more strongly to 
the “next generaƟon” messaging. 
 
General conservaƟon recruitment for volunteers tested three messages: “nature needs you,” “next 
generaƟon,” and “growing community,” as all three resonated in the focus groups and surveys. 
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Pilot media runs  
Media Placements 

Three main media channels were selected for volunteer recruitment efforts (Table 20. Pilot campaign 
strategies.Table 20). Emails to newsleƩer and license databases, organic social media, and paid social 
media. The numbers that were sent out for each state, as well as the applicaƟon results, are listed in the 
tables below (Table 21-Table 24), and appear in Appendix F. 
 
Table 20. Pilot campaign strategies.  

 Email Organic Social Media Paid Social Media ApplicaƟons Received 
Colorado 2 16 4 23 
ConnecƟcut 1 1 2 85 
Iowa 1 18 8 136 

Campaign Total ApplicaƟons 244 
 
Table 21. Media analyƟcs 

 Total Impressions Total Clicks 
Colorado 266,169 5,814 
ConnecƟcut 162,526 2,105 
Iowa 725,761 10,738 
Campaign total 1,154,456 18,657 

 
Table 22. Email results 

 Total Impressions Total Clicks Total applicaƟons 
Colorado Not provided Not provided Not provided 
ConnecƟcut 4/1 90,267 Not provided 80 
Iowa 131,523 3,652 Not provided 

 
Table 23. Organic social media results 

 Total Impressions Total Clicks Total applicaƟons 
Colorado 71,500+ 228 Not determined 
ConnecƟcut 3/30 14,400 25 5 
Iowa 1,196 7 Not determined 

 
Table 24. Paid social media results. 

 Total Impressions Total Clicks Total applicaƟons 
Colorado 266,169 5,814 Not determined 
ConnecƟcut 162,526 2,105 Not determined 
Iowa 725,761 10,738 Not determined 
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As several message themes were used across the various pilot states, comparisons can be made 
between the themes and disciplines. The following are the results of message themes during the pilot 
campaign. 
 
Industry-average click-through rates provide some indicaƟon of how a message might perform, with 
that rate approximately 1.2 percent (Table 25). Most of the hunƟng messages trended above that 
industry average, indicaƟng successful message creaƟon and response.  
 
In Iowa, hunƟng ad creaƟves received an addiƟonal split between all-adult images and images featuring 
only “teenagers.” CreaƟves that featured teenagers performed beƩer than those with all adults. 
 
Table 25. HunƟng theme results 

 Colorado Iowa 
HunƟng Pass on the TradiƟon   
Clicks 2,507 989 
Likes 152 60 
Shares 0 0 
Comments 11 1 
Click-Through Rate 1.97% 1.40% 
HunƟng Community   
Clicks 64 2,745 
Likes 11 36 
Shares 12 0 
Comments 1 0 
Click-Through Rate 1.09% 1.27% 
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Next-generaƟon-themed angling messages performed well above the industry average (1.2%), indicaƟng 
strong resonance with target audiences (Table 26). While the community was closer to the industry 
average, it sƟll performed well enough to consider using future campaigns to reach the broadest 
possible audience. 
 
Table 26. Angling theme results 

 Colorado ConnecƟcut Iowa 
Angling “Next GeneraƟon”    
Clicks 3,104 484 2,451 
Likes 143 36 49 
Shares 0 0 0 
Comments 3 1 2 
Click Through Rate 2.61% 1.45% 1.89% 
Angling “Community”    
Clicks 139 1,621 536 
Likes 28 51 64 
Shares 0 0 0 
Comments 1 0 3 
Click Through Rate 1.01% 1.26% 1.22% 

 
General conservaƟon themes performed beƩer than the industry average (1.2%), suggesƟng that 
potenƟal volunteers are aƩracted to more general messages about volunteer efforts in the conservaƟon 
space (Table 27). These can be used by states seeking more than hunƟng and angling mentors or 
educators.  
 

Table 27. ConservaƟon theme results 

 Iowa 
ConservaƟon Next GeneraƟon  
Clicks 115 
Likes 17 
Shares 0 
Comments 0 
Click Through Rate 1.41% 
ConservaƟon Work  
Clicks 3,796 
Likes 280 
Shares 0 
Comments 7 
Click Through Rate 1.53% 
ConservaƟon Environment  
Clicks 106 
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Likes 19 
Shares 0 
Comments 0 
Click Through Rate 1.29% 

 
Target Audience ObjecƟve Status 
ConnecƟcut Demographics 

ConnecƟcut provided addiƟonal analyƟc data, providing a deeper analysis of the campaign’s objecƟve 
achievement with women, younger volunteers, Hispanics, and locaƟon-specific demographics. 85 
volunteer applicaƟons were submiƩed by the end of the campaign.  
 
Of those, applicants idenƟfied emails as the driver for applying (47%), with Facebook (14%) the next-
highest selecƟon (Figure 59). Regarding Facebook traffic, it cannot be determined whether organic or 
paid social media was the cause, though ConnecƟcut reported that monthly organic posts generally 
bring in up to 5 applicants.  
 
Figure 59. Where did volunteers learn about CARE. 
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When applicaƟons were uploaded to a coverage map and compared to the three target locaƟons: New 
London, New Haven, and Harƞord, it is reasonable to assume that paid social media efforts achieved the 
goal of targeƟng these areas, where email communicaƟons achieved covering the rest of the state 
(Figure 60). The colored circles around the locaƟon center are 15-mile radii. 
 
Figure 60. Map of ConnecƟcut volunteer applicaƟons. 

 
 
 
It was an objecƟve of ConnecƟcut to engage younger potenƟal volunteers. While those 65 years old and 
up had the highest click-through rates (CTR), the targeted age group of 18–34-year-olds had the highest 
percentages of impressions, link clicks, and landing page views (Table 28 & Table 29). The campaign was 
successful in geƫng this younger audience to the landing page, though less successful in geƫng them to 
apply. Click-through rates were highest among 65-year-olds (1.81%), and Cost Per Click was lowest in the 
45–64-year-old age bracket. 
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Table 28. ConnecƟcut impressions, link clicks, and landing page views, by age. 

Age 
Sum of 

Impressions 
Sum of Link 

clicks 
Sum of Landing 

Page Views 
Average Cost Per Click of 

Landing Page Views 
Click Through 

Rate 

18-24 36,545 367 293 $1.09 1.00% 
25-34 45,488 514 405 $1.17 1.13% 
35-44 27,234 375 302 $1.22 1.38% 
45-54 18,035 250 221 $0.96 1.39% 
55-64 16,624 262 222 $0.95 1.58% 
65+ 18,596 337 275 $1.35 1.81% 

Grand Total 162,522 2,105 1,718 $1.12 1.30% 
 
Table 29. Percentage of ConnecƟcut’s impressions, link clicks, and landing page views, by age. 

Age % of Impressions % of Link Clicks % of Landing Page Views 

18-24 22% 17% 17% 
25-34 28% 24% 24% 
35-44 17% 18% 18% 
45-54 11% 12% 13% 
55-64 10% 12% 13% 
65+ 11% 16% 16% 
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ConnecƟcut hoped to reach more women to encourage them to volunteer. Females seemed to engage 
best, with a 1.41% click-through rate, though their percentages for impressions, clicks, and landing page 
views remained low (Table 30 & Table 31). 
 
ConnecƟcut also sought to reach Hispanic demographics; however, these results could not be reported, 
as Meta does not collect ethnicity or race in its base-level reporƟng. 3rd party data will need to be used 
to measure this objecƟve in the future. 
 
Table 30. ConnecƟcut impressions, link clicks, and landing page views, by gender. 

Gender 
Sum of 

Impressions 
Sum of Link 

clicks 
Sum of Landing 

Page Views 
Average of Cost Per Click 
for Landing Page Views 

Click Through 
Rate 

female 56,540 800 671 $1.18 1.41% 
male 104,760 1,286 1,031 $1.14 1.23% 
unknown 1,222 19 16 $1.04 1.55% 

Grand Total 162,522 2,105 1,718 $1.12 1.30% 
 
Table 31. Percentage of ConnecƟcut’s impressions, link clicks, and landing page views, by gender. 

Gender % of Impressions % of Link Clicks % of Landing Page Views 

female 35% 38% 39% 

male 64% 61% 60% 

unknown 1% 1% 1% 
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Iowa 

Iowa had an objecƟve of reaching younger potenƟal volunteers across the state. These younger age 
brackets maintained click-through rates in line with industry averages or slightly below, indicaƟng the 
objecƟve was achieved, albeit at a lower level than in other categories. They also made up the lowest 
percentages of impressions, link clicks, and landing page views across all three disciplines. This was 
especially low (2%) within the general conservaƟon theme, suggesƟng it did not resonate as well with 
that audience. Iowa received 136 applicaƟons: 4 for hunƟng, 26 for fishing, 73 for conservaƟon work, 
and 33 for environmental educaƟon (Table 32 - Table 37). The number of applicaƟons received was 
greater than anƟcipated, however, the bulk of the applicaƟons surprisingly came for general 
conservaƟon work rather than hunƟng- or fishing-specific volunteer efforts. 
 
The highest engagement rates across all three disciplines were among females and those aged 65 and 
up. 65-year-olds and older accounted for nearly a quarter of all impressions, clicks, and landing page 
views across disciplines. Their click-through rates were 2.19% for fishing, 1.48% for hunƟng, and 1.73% 
for conservaƟon.  
 
Females accounted for 51% of those engaged in the conservaƟon campaign, though representaƟon 
dropped to 40% for hunƟng and fishing. Their click-through rates were 1.99% for fishing, 1.39% for 
hunƟng, and 1.65% for conservaƟon. 
 
Table 32. Iowa fishing impressions, link clicks, and landing page views, by age. 

Age 
Sum of 

Impressions 
Sum of Link 

clicks 
Sum of Landing 

Page Views 
Average of Cost Per Click 
for Landing Page Views 

Click Through 
Rate 

18-24 17,134 193 125 $0.88 1.13% 
25-34 25,784 322 239 $1.02 1.25% 
35-44 31,731 461 399 $0.65 1.45% 
45-54 27,606 480 419 $0.64 1.74% 
55-64 30,034 621 545 $0.71 2.07% 
65+ 41,516 910 794 $0.72 2.19% 

Grand Total 173,805 2,987 2,521 $0.77 1.72% 

Table 33. Percentage of Iowa’s fishing impressions, link clicks, and landing page views, by age. 

Age % of Impressions % of Link Clicks % of Landing Page Views 

18-24 10% 6% 5% 
25-34 15% 11% 9% 
35-44 18% 15% 16% 
45-54 16% 16% 17% 
55-64 17% 21% 22% 
65+ 24% 30% 31% 
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Table 34. Iowa hunƟng impressions, link clicks, and landing page views, by age. 

Age 
Sum of 

Impressions 
Sum of Link 

clicks 
Sum of Landing 

Page Views 
Average Cost Per Click for 

Landing Page Views 
Click Through 

Rate 

25-34 43,066 572 462 $0.53 1.33% 
35-44 67,509 805 677 $0.60 1.19% 
45-54 58,192 685 597 $0.62 1.18% 
55-64 57,976 779 689 $0.62 1.34% 
65+ 60,378 893 785 $0.56 1.48% 

Grand Total 287,121 3,734 3210 $0.59 1.30% 
 
Table 35. Percentage of Iowa’s hunƟng impressions, link clicks, and landing page views, by age/ 

Age % of Impressions % of Link Clicks % of Landing Page Views 

25-34 15% 15% 14% 
35-44 24% 22% 21% 
45-54 20% 18% 19% 
55-64 20% 21% 21% 
65+ 21% 24% 24% 
 
Table 36. Iowa conservaƟon impressions, link clicks, and landing page views, by age. 

Age 
Sum of 

Impressions 
Sum of Link 

clicks 
Sum of Landing 

Page Views 
Average of Cost Per Click 
for Landing Page Views 

Click Through 
Rate 

18-24 5,619 69 54 $0.59 1.23% 
25-34 31,410 405 326 $0.61 1.29% 
35-44 51,247 678 577 $0.54 1.32% 
45-54 50,117 726 645 $0.63 1.45% 
55-64 59,395 982 863 $0.53 1.65% 
65+ 67,045 1,157 1,009 $0.55 1.73% 

Grand Total 264,833 4,017 3,474 $0.57 1.52% 
 

Table 37. Percentage of Iowa’s conservaƟon impressions, link clicks, and landing page views, by age. 

Age % of Impressions % of Link Clicks % of Landing Page Views 

18-24 2% 2% 2% 
25-34 12% 10% 9% 
35-44 19% 17% 17% 
45-54 19% 18% 19% 
55-64 22% 24% 25% 
65+ 25% 29% 29% 
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Colorado 

Colorado targeted geographic areas closer to its high-traffic, high-demand locaƟons. These areas included 
the ciƟes of Denver Metro, Alamosa, Durango, Ridgway, the northeast Region, and the southeast Region. 
Colorado did not provide addiƟonal informaƟon to determine if this targeted effort was effecƟve. 
Colorado received 74 clicks on their applicaƟon link and 23 completed applicaƟons. 
 
Similar to the other two states, females had the highest click-through rates across the hunƟng and fishing 
disciplines, with fishing at 2.83% and hunƟng at 2.18%. In fishing, females represented 44% of the 
impressions, 51% of all clicks, and 52% of landing page views. In hunƟng, the split was wider with 38% of 
impressions, 43% in clicks, and 44% of landing page views. 
 
For hunƟng, the highest engagement rate came from the 55–64-year-old age bracket, with a 2.26% click-
through rate and only 15% of impressions. For fishing, 65-year-olds and older remained at the higher 
engagement level, with a 3.71% click-through rate, and accounted for only 18% of impressions. 
 

Pilot Campaign RecommendaƟons 

Results from the pilot campaign suggest using mulƟple resonant messages and incorporaƟng different 
media plaƞorms to effecƟvely reach new volunteers. Some messages and media may be more effecƟve 
than others. However, this research shows that if an agency or organizaƟon asks for volunteers, people 
will respond, and this is potenƟally the greatest result of this project. Based on the pilot state feedback, 
people may even respond at a volume even higher than was expected. 
 
Messages 

The most effecƟve message for conƟnuing and potenƟal volunteers is helping the “next generaƟon”. 
Volunteers are aƩracted to teaching new generaƟons to connect with hunƟng, fishing, and other 
conservaƟon pracƟces. While Iowa used its campaign to evaluate how ads enƟced volunteers based on 
the perceived age of the learner pictured in the ad, the data remained inconclusive as to whether an adult 
learner or youth learner image was stronger.  
 
Community-based messages performed in line with industry-average click-through rates (~1.2%), so a mix 
of message content proved most useful in volunteer recruitment campaigns.  
 
ConservaƟon-specific and environmental educaƟon messages tested slightly above industry average 
(~1.2%). These can be used effecƟvely in volunteer recruitment campaigns if states have opportuniƟes to 
do so. 
 
The most effecƟve volunteer recruitment campaigns use at least one message from each theme to 
broaden the impact and resonance with potenƟal volunteers. 
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Media 

A variety of media plaƞorms proved effecƟve in reaching audiences both within and beyond an 
organizaƟon’s typical reach. A mix of these plaƞorms is most effecƟve; however, if an organizaƟon must 
narrow down selecƟons, the following ranking is provided: 

1. Email. 
2. Organic Social Media. 
3. Paid Social Media. 

 
Emails offer a no-cost opƟon to engage with audiences already connected to an organizaƟon and with 
whom a level of trust has been established. This allows for skills-based list targeƟng, such as looking for 
angling volunteers using a fishing-based list, or seeking general conservaƟon volunteers by uƟlizing larger, 
more generalized lists of people who enjoy outdoor recreaƟon. If a targeted demographic or geographic 
audience is needed, email lists paired with a Customer RelaƟons Management system can help achieve 
this goal. 
 
Organic social media is a no-cost opƟon for engaging potenƟal volunteers. It allows broad reach among 
people who follow an agency or organizaƟon. The downside of this method is that targeted efforts are 
unavailable. 
 
Paid social media is an effecƟve opƟon for volunteer recruitment; however, it comes at a price. Even for 
low-budget opƟons, paid social media can reach a wide range of people to convey the message. Due to 
Meta’s advanced capabiliƟes and knowledge of its users, highly detailed targeƟng can be designed for a 
campaign (it should be noted that Meta cannot collect locaƟon, ethnicity, and some other categories 
without addiƟonal purchase of 3rd-party data). It can reach out to people with interests, hobbies, and 
behaviors that align with volunteer opportuniƟes an agency or organizaƟon is offering. This proves 
important and effecƟve when aƩempƟng to reach outside the normal realm of mentoring or skills-based 
volunteer opportuniƟes. 
 
Although paid social media performed beƩer than organic social media in every pilot state, researchers 
rank it third in the order of prioriƟzaƟon for two reasons: First, because it requires budget to implement, 
which can make it challenging for agencies or organizaƟons to operate. AddiƟonally, it requires staff 
understanding of Meta purchasing procedures, audience segmentaƟon and targeƟng, opƟmizaƟon, and 
analysis. For states that don’t have this experƟse or markeƟng budget, these barriers can be significant. 
 
To put it simply, this project found that if agencies ask their consƟtuents to volunteer, they will, as long 
as the communicaƟon they receive from the agency was clear, supporƟve, and reasonable from start to 
finish. RecruiƟng new volunteers for an organizaƟon's hunƟng, fishing, or general conservaƟon 
opportuniƟes can be done effecƟvely with minimal effort. This can be accomplished through mulƟfaceted 
message composiƟon and media plaƞorm use that requires liƩle to no cost. Volunteers want to engage 
with organizaƟons that align with their outdoor recreaƟon interests, and they will respond if a trusted 
organizaƟon makes a request.  
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Appendices  

 
Focus group hunƟng volunteer screening 
Target Audience 

Appendix A Audience: Current and former state agency hunƟng volunteers 
Appendix B Target Groups: 

 R3 hunƟng volunteers who have volunteered as hunƟng mentors, hunter educaƟon 
instructors, or in support of any hunƟng event. 

 ConservaƟon/EducaƟon volunteers who have volunteered to help a state agency in their 
efforts to tag/weigh wildlife, teach nature/conservaƟon lessons, maintain trails, restore 
habitats, or any similar capacity for a state agency. 

Appendix C N Focus group: 2 focus groups in total, for hunƟng (IHEA-USA)  
 2 focus groups centered around hunƟng volunteers 

Appendix D N people per focus group: 8 (16 in total) 
Appendix E Race/Ethnicity: None idenƟfied 
Appendix F Gender: None idenƟfied 
Appendix G IncenƟve: $200 giŌ card 

 
Survey QuesƟons: 
Your state fish and wildlife agency wants to learn what drives people to volunteer, and how to best 
recruit new volunteers.  
 
Q1. Are you a current or former volunteer for programs that either improved wildlife habitat or helped 
teach hunƟng skills? 

o Yes, I am a current volunteer 
o Yes, I am a former volunteer 
o No, I was never a volunteer 

[Disqualify if they select no] 
 
Q2. Which type of program(s) did you volunteer for? 

o HunƟng 
o Habitat conservaƟon 
o None of the above 

[Disqualify if they are none of the above] 
 
Q3. How old are you? ______ [Disqualify if they are younger than 18] 
 
Q4. We are interested in learning more about your experience as a volunteer. To do this, we will be 
hosƟng two online discussions. To parƟcipate, you will need to have access to an electronic device with 
a microphone and camera. We will assist with technology checks before the meeƟng. Those who are 
selected to parƟcipate will be provided with a $200 Visa giŌ card.  
 

Appendix A. Focus group screeners 
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If selected, are you available to meet virtually for a 90-minute discussion on any of the following dates? 
(Please select all that apply) As a reminder, you will be compensated $200 for parƟcipaƟng.  
[Display different date opƟons for fishing and habitat conservaƟon volunteers] 

o [Date OpƟons] 
o None of the above 

[Disqualify if they are not available for an online focus group or interview] 
 
Q6. We will need to contact you to set you up for the discussion. Please provide your contact 
informaƟon: 
Name: _____________________ 
Email: _____________________ 
Phone: _____________________ 
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Focus Group – HunƟng Volunteers 
[Opening remarks] 
Warm up  
1. Time to get started with introducƟons. As I call on folks, tell us  

• Name 
• Where you are from 
• And what sort of volunteering you do  

Main QuesƟons 
1. How did you get involved volunteering? 

 Why do you volunteer? 
 Do you volunteer with anyone other than a conservaƟon organizaƟon? 

2. How much Ɵme does your volunteer effort take up per month? 
  

3. What do you need to feel confident and excited about volunteering? 
a. Training? 
b. Equipment? 
c. Support from staff? 
d. Clear expectaƟons? 
e. CommunicaƟon 

4. What makes it hard for you or other people you know to get involved in volunteering? 
o Time 
o Distance 
o Experience 
o Money for out-of-pocket 
o Using my gear 

5. Have any of you ever leŌ a volunteer posiƟon? (You don’t need to provide a name or locaƟon.) 
 What were the reasons that you stopped volunteering? 

General Volunteering 
6. Would you be open to other types of volunteering for the agency? 

 Habitat improvement or invasive species removal 
 Picking up trash or clean up parks 
 Staffing experiences like range officer or support at events 
 PromoƟonal or fundraising events 
 Admin assistance like recepƟon or camp hosts 

  
7. What would aƩract you to a different type of conservaƟon volunteer opportunity? 

  
Future RecruiƟng 

8. What do you want to know about an opportunity before you would offer to volunteer?  
  

9. What do you think we should do to recruit more volunteers? 
 Social media? 
 Phone calls? 
 Emails? 
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10. What things would make volunteering more aƩracƟve? 

  
The rest of the conversaƟon is only about volunteering to help educate new hunters? 
  
EducaƟon and Mentorship 

1. Would you be interested in volunteering if the classes were virtual? 
  

2. How does the age of the student(s) impact your willingness to mentor? 
  

3. Would you prefer to be provided a lesson to teach from or come up with courses on your own? 
  

4. Would you prefer to teach in pairs or groups as opposed to teaching alone? 
  
[Close out procedures] 
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Focus Group Fishing Volunteer Screening 
Target Audience 

 Audience: Current and former state agency fishing volunteers 
 Target Groups: 

 R3 fishing volunteers who have volunteered as mentors, educators, or in support of any 
fishing event. 

 ConservaƟon/EducaƟon volunteers who have volunteered to help a state agency in their 
efforts to manage fish populaƟons, spawn or stock fish, restore habitats, or any similar 
capacity for a state agency. 

 N Focus group: 2 focus groups in total, for fishing (OSCF)  
 2 focus groups centered around fishing volunteers 

 N people per focus group: 8 (16 in total) 
 Race/Ethnicity: None idenƟfied 
 Gender: None idenƟfied 
 IncenƟve: $200 giŌ card 

Survey QuesƟons: 
Your state fish and wildlife agency wants to learn what drives people to volunteer, and how to best 
recruit new volunteers.  
 
Q1. Are you a current or former volunteer for programs that either improved fish or wildlife habitat or 
helped teach fishing skills? 

o Yes, I am a current volunteer 
o Yes, I am a former volunteer 
o No, I was never a volunteer 

[Disqualify if they select no] 
 
Q2. Which type of program(s) did you volunteer for? 

o Fishing 
o Habitat/conservaƟon 
o None of the above 

[Disqualify if they are none of the above] 
 
Q3. How old are you? ______ [Disqualify if they are younger than 18] 
 
Q4. We are interested in learning more about your experience as a volunteer. To do this, we will be 
hosƟng two online discussions. To parƟcipate, you will need to have access to an electronic device with 
a microphone and camera. We will assist with technology checks before the meeƟng. Those who are 
selected to parƟcipate will be provided with a $200 Visa giŌ card.  
 
If selected, are you available to meet virtually for a 90-minute discussion on any of the following dates? 
(Please select all that apply) As a reminder, you will be compensated $200 for parƟcipaƟng.  
[Display different date opƟons for hunƟng and habitat conservaƟon volunteers] 

o [Date opƟons] 
o None of the above 
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[Disqualify if they are not available for an online focus group or interview] 
 
Q6. We will need to contact you to set you up for the discussion. Please provide your contact 
informaƟon: 
Name: _____________________ 
Email: _____________________ 
Phone: _____________________ 
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Focus Group – Fishing Volunteers 
[opening remarks] 

Time to get started with introducƟons. As I call on folks, tell us  
• Name 

• Where you are from 
• And what sort of volunteering you do (not just angling) 

Main QuesƟons 
1. How did you get involved volunteering? 

2. Why do you volunteer? 
3. What do you need to feel confident and excited about volunteering? 

a. Training? 

b. Equipment? 
c. Support from staff? 
d. Clear expectaƟons? 

e. CommunicaƟon 
4. What makes it hard for you or other people you know to get involved in volunteering? 

o Time 
o Distance 
o Experience 

o Money for out-of-pocket 
o Using my gear 

5. What kinds of training or cerƟficaƟon did you have to do to become a volunteer? 

6. Have any of you ever leŌ a volunteer posiƟon? (You don’t need to provide a name or 
locaƟon.) What were the reasons that you stopped volunteering? 

General Volunteering 
7. If the agency asked, would you be open to other types of volunteering for the agency? 

 Habitat improvement or invasive species removal 
 Picking up trash or clean up parks 

 Staffing experiences like range officer or support at events 
 PromoƟonal or fundraising events 
 Admin assistance like recepƟon or camp hosts 

8. What do you want to know about this opportunity before you would offer to volunteer?  
9. What do you think we should do to recruit more volunteers? 

 Social media? 

 Phone calls? 
 Emails? 

10. What things would make volunteering more aƩracƟve? 
EducaƟon and Mentorship 

11. Would you be interested in volunteering if the classes were virtual? 
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12. Would you prefer to be provided a lesson to teach from or come up with courses on 
your own? 

[close out procedures] 
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Focus Group Pre-Screener– General Public; PotenƟal Volunteers 
 
Target Audience 

 Audience: People who are outdoorsy but have not volunteered before 
 Target Groups: 

 Age 20-55 years old 
 N Focus group: 2 focus groups in total, for fishing (OSCF)  

 2 focus groups centered around fishing volunteers 
 N people per focus group: 8 (16 in total) 
 Race/Ethnicity: None idenƟfied 
 Gender: None idenƟfied 
 IncenƟve: $200 giŌ card 

Survey QuesƟons: 
Your state fish and wildlife agency wants to learn what drives people to volunteer, and how to best 
recruit new volunteers.  
 
Q1. Which of these acƟviƟes have you parƟcipated in at least 4 of the last 5 years? 

 Played golf 
 Visited a fair or amusement park 
 AƩended a professional sporƟng event 
 Hunted 
 Gone dancing 
 AƩended a professional musical performance 
 Fished 
 Gone bowling 

[Disqualify if 4 are not selected] 
 
Q2. Have you ever worked for a government agency? 

 Yes 
 No 

[Disqualify if they select yes] 
 
Q3. Are you a current or former volunteer? 

o Yes, I am a current volunteer 
o Yes, I am a former volunteer 
o No, I was never a volunteer 

[Disqualify if they select either Yes] 
 
Q4. How old are you? ______ [Disqualify if they are younger than 18] 
 
Q5. We are interested in learning more. To do this, we will be hosƟng two online discussions. To 
parƟcipate, you will need to have access to an electronic device with a microphone and camera. We will 
assist with technology checks before the meeƟng. Those who are selected to parƟcipate will be 
provided with a $200 Visa giŌ card.  
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If selected, are you available to meet virtually for a 90-minute discussion on any of the following dates? 
(Please select all that apply) As a reminder, you will be compensated $200 for parƟcipaƟng.  
[Display different date opƟons for hunƟng and habitat conservaƟon volunteers] 

o [Date opƟons] 
o None of the above 

[Disqualify if they are not available for an online focus group or interview] 
 
Q6. We will need to contact you to set you up for the discussion. Please provide your contact 
informaƟon: 
Name: _____________________ 
Email: _____________________ 
Phone: _____________________ 
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Focus Group Script – General Public; PotenƟal Volunteers 
[Opening remarks] 

1. Time to get started with introducƟons. As I call on folks, tell us  
a. Name? 
b. What are your favorite forms of outdoor recreaƟon? 

Main QuesƟons 
1. Do you or would you consider volunteering? 

 If so, what would you like to do and why? 
 If not, why not? 

2. Would you consider volunteering to help with/support conservaƟon? 
 If so, what would you like to do and why? 
 If not, why not? 
 What kinds of resources or support would you need to feel confident and excited about 

volunteering for conservaƟon? 
 What kinds of incenƟves would moƟvate you to volunteer and help with/support 

conservaƟon? 
3. Would you consider volunteering to help people learn to hunt or fish? 

 If so, what would you like to do and why? 
 If not, why not? 
 What kinds of resources or support would you need to feel confident and excited about 

volunteering to teach people to hunt or fish? 
 What kinds of incenƟves would moƟvate you to volunteer and help people learn to hunt 

or fish? 
4. How could an organizaƟon let you know about volunteer opportuniƟes? 

General Volunteering 
1. I am going to list off types of conservaƟon volunteer opportuniƟes. Would you be willing to: 
 Teach a beginner’s fishing class 

o Why? Why not? 
 Habitat improvement or invasive species removal 

o Why? Why not? 
 Picking up trash or cleaning up parks 

o Why? Why not? 
 Show a new hunter the ropes 

o Why? Why not? 
 Staffing at events – Ɵckets, parking, etc. - all 

o Why? Why not? 
 Nature presentaƟon to a kindergarten class  

o Why? Why not? 
 Mentor a new hunter 

o Why? Why not? 
 
[Close out procedures] 
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Q1   Your state's fish and wildlife agency is working in partnership with Southwick Associates to learn 
what drives people to volunteer, and how to best recruit and retain volunteers. Your response will 
remain fully confidenƟal, and you will never be contacted as a result of taking this survey.    You must be 
at least 18 to parƟcipate. Please select 'Yes' to conƟnue. 

1) Yes  (1)  
2) No  (2)  

 

Skip To: End of Survey If Your state's fish and wildlife agency is working in partnership with Southwick Associates to 
lear... = No 

 

Page Break  

 
Q2 Are you a current or former volunteer for programs including hunter educaƟon, hunƟng or fishing 
skills/mentoring, or improving fish and wildlife habitat? 

3) Yes, I am a current or former volunteer  (1)  
4) No, I was never a volunteer  (3)  

 

Skip To: End of Survey If Are you a current or former volunteer for programs including hunter education, hunting or 
fishing... = No, I was never a volunteer 

 

Page Break  

 
 
Q3 Which type of program(s) did you volunteer for? Please select all that apply. 

1) Fishing skills/mentoring  (1)  
2) HunƟng skills/mentoring  (2)  
3) Hunter educaƟon  (3)  
4) Habitat conservaƟon  (4)  
5) Wildlife conservaƟon  (8)  
6) Other:  (7) __________________________________________________ 

7) ⊗None of the above  (5)  
 

Skip To: End of Survey If Which type of program(s) did you volunteer for? Please select all that apply. = None of the 
above 

 

Page Break  

 
  

Appendix B. Volunteer Survey 
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Q4 What state do/did you volunteer in? 

5) Colorado  (1)  
6) Iowa  (2)  
7) Maine  (3)  
8) New York  (4)  
9) Pennsylvania  (5)  
10) South Carolina  (6)  
11) Other:  (7) __________________________________________________ 

 
 

Page Break  

Display this question: 

If Are you a current or former volunteer for programs including hunter education, hunting or fishing... = Yes, I 
am a current or former volunteer 

 
Q5 How many Ɵmes a year do you typically volunteer with your state's fish and/or wildlife agency? 

12) 1 to 6 Ɵmes  (2)  
13) 7 to 12 Ɵmes  (3)  
14) 13 to 24 Ɵmes  (4)  
15) 25 Ɵmes or more  (5)  

 
 

Page Break  

 
Q63 How many years of volunteer service have you dedicated to the state agency? 

16) Less than a year  (1)  
17) 1 – 2 years  (2)  
18) 3 – 5 years  (3)  
19) 6 – 10 years  (4)  
20) 11 – 20 years  (5)  
21) More than 20 years  (6)  

 
 

Page Break  
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Q22 Which of the following were reasons you started to volunteer for your state agency? Please select 
all that apply. 

8) To help the next generaƟon conƟnue the tradiƟon of hunƟng/fishing  (1)  
9) To give back to my community  (8)  
10) To stay physically acƟve  (13)  
11) To learn more about the area/habitat I hunt or fish in  (2)  
12) To sharpen my own hunƟng/fishing skills  (3)  
13) To help make hunƟng or fishing more accessible to others  (4)  
14) To build a community/relaƟonships with fellow volunteers  (5)  
15) To network with the state agency/program staff  (12)  
16) A mentor was crucial in my life, so I wanted to give back and mentor others  (6)  
17) To help wildlife and the environment  (10)  
18) To enjoy Ɵme spent outdoors  (11)  
19) Other (Please specify):  (9) __________________________________________________ 

20) ⊗None of the above  (7)  
 
 

Page Break  
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Q8 In addiƟon to your role with ${Q4/ChoiceGroup/SelectedChoices}'s fish and wildlife agency do you 
volunteer at/with any of the following? (Please select all that apply) 

21) ⊗I only volunteer with ${Q4/ChoiceGroup/SelectedChoices}'s fish and wildlife agency  
(1)  
22) Local food pantry  (2)  
23) Place of worship (church, synagogue, mosque, etc.)  (3)  
24) Youth sports  (4)  
25) Animal shelter  (5)  
26) Youth programs  (6)  
27) Homeless shelter  (7)  
28) ReƟrement community  (8)  
29) Community events  (9)  
30) Neighborhood related (HOA, picnics, etc.)  (10)  
31) Local/NaƟonal advocacy (AARP, United Way, etc.)  (11)  
32) My child or grandchild's school  (12)  
33) Other (Please specify):  (13) 
__________________________________________________ 

34) ⊗None of the above  (14)  
 

End of Block: Default Question Block 
 

Start of Block: Information - Social Media 
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Q35 How did you first learn about the conservaƟon volunteer program(s)? 
22) Friend or family member  (1)  
23) Current volunteer  (2)  
24) Social media from state agency  (3)  
25) Social media influencer  (4)  
26) State agency website  (5)  
27) State agency employee  (6)  
28) Kiosk on public parks or land  (7)  
29) Local outdoor recreaƟon store  (8)  
30) Television  (9)  
31) Newspaper/Magazine  (10)  
32) I sought out an opportunity  (13)  
33) I was a parƟcipant of the program previously  (14)  
34) Other (Please specify):  (11) 
__________________________________________________ 

35) ⊗None of the above  (12)  
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Display this question: 

If How did you first learn about the conservation volunteer program(s)? = Social media from state agency 

Or How did you first learn about the conservation volunteer program(s)? = Social media influencer 

 
Q17 What social media plaƞorm did you learn about the volunteer opportunity from? 

36) Facebook  (1)  
37) Instagram  (2)  
38) LinkedIn  (3)  
39) Pinterest  (4)  
40) Reddit  (5)  
41) Snapchat  (6)  
42) TikTok  (7)  
43) X (TwiƩer)  (8)  
44) YouTube  (9)  
45) Other (Please specify):  (10) 
__________________________________________________ 
46) None of the above  (11)  

 
 

Page Break  
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Q19 Have you ever encouraged or asked someone else (friend/family member/co-worker) to volunteer 
with a state wildlife agency? Please check all that apply. 

35) Yes, and they started to volunteer  (1)  
36) Yes, but they did not start volunteering  (2)  

37) ⊗No  (3)  

38) ⊗I'm not sure  (4)  
 
 

Page Break  

 
Q70 Has anyone ever encouraged or asked you to volunteer with a state wildlife agency? Please check 
all that apply. 

39) Yes, and I volunteered in that role  (1)  
40) Yes, but I did not volunteer in that role  (2)  

41) ⊗No  (3)  

42) ⊗I'm not sure  (4)  
 
 

Page Break  

 
Q77 Do you think it's hard to find informaƟon about volunteer programs with your state wildlife agency? 

47) Yes  (1)  
48) No  (2)  

 
 

Page Break  
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Q78 What promoƟon strategies do you think would be effecƟve for state agencies in recruiƟng other 
people to volunteer? Please select all that apply. 

43) Outreach from current volunteers  (1)  
44) Contact from state agency employees  (2)  
45) AdverƟsements where you buy your hunƟng/fishing license  (3)  
46) AdverƟsements on state agency websites  (4)  
47) AdverƟsements from the state agency on social media  (5)  
48) AdverƟsements on television  (6)  
49) AdverƟsements in the newspaper  (7)  
50) LisƟng opportuniƟes on website  (8)  
51) LisƟng opportuniƟes on social media  (9)  
52) Community calendars  (10)  
53) In person presentaƟon at events (expos, fishing tournament, retailer, etc.)  (11)  
54) Other (Please specify):  (12) 
__________________________________________________ 

55) ⊗None of the above  (13)  
 

End of Block: Information - Social Media 
 

Start of Block: Level of agreement 
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Q20 Please rate your level of agreement with the following state agency volunteer-related statements. 

 Strongly 
disagree (1) 

Somewhat 
disagree (2) 

Neither agree 
nor disagree 

(3) 

Somewhat 
agree (4) 

Strongly agree 
(5) 

I find 
volunteering 

to be 
rewarding (1)  

49) 50)  51) 52)  53) 

I volunteer to 
improve the 

area I enjoy to 
fish/hunt in (2)  

54) 55)  56) 57)  58) 

I volunteer to 
pass on the 
tradition (3)  

59) 60)  61) 62)  63) 

I volunteer for 
the joy that I 

see sparked in 
someone 

fishing/hunting 
for the first 

time (4)  

64) 65)  66) 67)  68) 

I volunteer to 
help with 

conservation 
efforts 

regardless of 
location (5)  

69) 70)  71) 72)  73) 

I am proud of 
the work I do 
as a volunteer 
and take my 
role seriously 

(6)  

74) 75)  76) 77)  78) 

I volunteer to 
help the 

environment 
(7)  

79) 80)  81) 82)  83) 

 
 
 

Page Break  
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Q25 Does your state agency need to make improvements to the following: (1 = Agency is currently doing 
well, 4 = Agency needs major improvements). 

 1 (1) 2 (2) 3 (3) 4 (4) 

Volunteer 
recruitment 

campaigns (1)  
84)  85)  86)  87)  

Volunteer 
communication 

(2)  
88)  89)  90)  91)  

Day-to-day 
volunteer 

experience (3)  
92)  93)  94)  95)  

Guidelines of 
volunteer role 

expectations (4)  
96)  97)  98)  99)  

List of volunteer 
opportunities 
available (5)  

100)  101)  102)  103)  

 
 
 

Page Break  
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Q38 Which of the following are personal barriers to volunteering more for the state agency? Please 
select all that apply. 

56) Work  (1)  
57) School  (2)  
58) Family commitments/maƩers  (3)  
59) Driving distance to volunteer opportunity  (4)  
60) Personal financial cost to parƟcipate  (5)  
61) Lack of opportuniƟes that appeal to me  (11)  
62) Other (Please specify):  (7) __________________________________________________ 

63) ⊗I do not encounter barriers to volunteering  (8)  
 
 

Page Break  

Q71 In your experience, do you deal with any of the following state agency/program specific barriers? 
Please select all that apply. 

64) Unorganized volunteer programs  (1)  
65) Lack of consistent scheduling  (2)  
66) Lack of socializaƟon with fellow volunteers  (4)  
67) Lack of or slow reimbursement for gas/mileage  (11)  
68) Agency leadership/guidance is lacking  (6)  
69) Resources (equipment)  (7)  
70) Difficulty finding opportuniƟes  (8)  
71) Lack of training  (12)  
72) Lack of opportuniƟes when I'm available  (13)  
73) Other (Please specify):  (9) __________________________________________________ 

74) ⊗None of the above  (10)  
 
 

Page Break  

Q72 How far are you willing to travel to volunteer for a half day (4 hour) agency event or shiŌ? 
104) 30 minutes or less  (1)  
105) 30 minutes to 1 hour  (2)  
106) 1 to 1.5 hours  (3)  
107) 1.5 to 2 hours  (4)  
108) 2 to 2.5 hours  (5)  
109) 2.5 to 3 hours  (6)  
110) More than 3 hours  (7)  

 
 

Page Break  
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Q82 How far are you willing to travel to volunteer for an agency event where you'll volunteer for more 
than one day? 

111) 30 minutes or less  (1)  
112) 30 minutes to 1 hour  (2)  
113) 1 to 1.5 hours  (3)  
114) 1.5 to 2 hours  (4)  
115) 2 to 2.5 hours  (5)  
116) 2.5 to 3 hours  (6)  
117) More than 3 hours  (7)  
118) I would not be willing to commit to a mulƟday agency event  (8)  

 
 

Page Break  

Q74 How important are the following to you when volunteering with your state agency? 

 Not at all 
important (1) 

Slightly 
important (2) 

Moderately 
important (3) 

Very 
important (4) 

Extremely 
important (5) 

The opportunity to 
socialize with other 

volunteers (1)  
119) 120) 121) 122) 123) 

Helpful staff (2)  124) 125) 126) 127) 128) 

Clear expectations 
(3)  129) 130) 131) 132) 133) 

Consistent 
scheduling (4)  134) 135) 136) 137) 138) 

An engaging 
program (5)  139) 140) 141) 142) 143) 

Coordinated 
transportation to 

volunteer event (6)  
144) 145) 146) 147) 148) 

Mileage 
reimbursement (7)  149) 150) 151) 152) 153) 

Necessary 
gear/equipment is 

provided by the 
state (8)  

154) 155) 156) 157) 158) 

Free 
snacks/refreshments 

(9)  
159) 160) 161) 162) 163) 
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End of Block: Level of agreement 
 

Start of Block: All volunteers 

 
Q79 When volunteering for the state agency how structured do you prefer program guidelines? 

164) Very structured  (1)  
165) Somewhat structured  (2)  
166) Neutral  (3)  
167) Loosely structured  (4)  
168) Unstructured  (5)  

 
 

Page Break  

 
Q83 Which of the following best describes your volunteering onboarding process from the agency? 

169) A week or longer class  (1)  
170) MulƟ-day (less than a week) class  (2)  
171) A one-day class  (3)  
172) A packet of educaƟonal materials  (4)  
173) Other (Please specify):  (5) __________________________________________________ 
174) I received no instrucƟon  (6)  

 
 

Page Break  

Q67 When you considered volunteering with your state agency were any of the following a concern? 
Please select all that apply. 

75) Access to working equipment  (1)  
76) Personal safety  (2)  
77) Physical labor (Working outside for long hours, heavy liŌing)  (7)  
78) Having the necessary skills, ability, or knowledge  (3)  
79) Time volunteering requires  (4)  
80) Other (Please specify):  (5) __________________________________________________ 

81) ⊗None of the above  (6)  
 
 

Page Break  

 
Q45 Please fill in the blank. It was _____ inƟmidaƟng to start volunteering. 
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175) Not at all  (1)  
176) Slightly  (2)  
177) Moderately  (3)  
178) Very  (5)  
179) Extremely  (4)  

 
 

Page Break  

 
Q80 Would you like to receive any of the following from a state agency as a way to show their 
appreciaƟon to you for volunteering? Please select all that apply. 

82) Free state park pass/admission  (1)  
83) Refreshments and/or meal included with volunteer shiŌ  (2)  
84) Discounts on fishing/hunƟng equipment  (3)  
85) GiŌs (T-shirt, hat, mugs, etc.)  (5)  
86) Verbal thank you from staff  (6)  
87) WriƩen acknowledgments (Thank you leƩers/emails)  (7)  
88) Enrichment opportuniƟes (Free educaƟon course on fishing/hunƟng/outdoor rec.)  (10)  
89) Free cerƟficaƟons for volunteers  (11)  
90) Other (Please specify):  (12) 
__________________________________________________ 

91) ⊗None of the above  (13)  
 
 

Page Break  
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Display this question: 

If Would you like to receive any of the following from a state agency as a way to show their appreci... != None 
of the above 

Carry Forward Selected Choices from "Would you like to receive any of the following from a state agency as a way 
to show their appreciation to you for volunteering? Please select all that apply." 

 
 
Q81 Please rank the incenƟves you selected from most important to least important. Please click and 
drag to order. 
______ Free state park pass/admission (1) 
______ Refreshments and/or meal included with volunteer shiŌ (2) 
______ Discounts on fishing/hunƟng equipment (3) 
______ GiŌs (T-shirt, hat, mugs, etc.) (4) 
______ Verbal thank you from staff (5) 
______ WriƩen acknowledgments (Thank you leƩers/emails) (6) 
______ Enrichment opportuniƟes (Free educaƟon course on fishing/hunƟng/outdoor rec.) (7) 
______ Free cerƟficaƟons for volunteers (8) 
______ Other (Please specify): (9) 

⊗______ None of the above (10) 
 
 

Page Break  

 
Q84 In one sentence, what is your favorite thing about volunteering for your state wildlife agency? 

________________________________________________________________ 
 
 

Page Break  
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Q53 If you've quit a volunteer role in the past, were any of the following a reason why? Please select all 
that apply. 

92) ⊗I've never quit a volunteer posiƟon  (1)  
93) Started other volunteering posiƟons  (14)  
94) Volunteering was physically difficult  (11)  
95) A bad interacƟon with a staff member when signing up  (2)  
96) A bad interacƟon with a fellow volunteer  (3)  
97) A bad interacƟon with a visitor/mentee/student  (4)  
98) An unorganized volunteer program  (5)  
99) Poor communicaƟon from the program lead  (6)  
100) I didn't feel like I was contribuƟng  (7)  
101) Lack of confidence in your fishing/hunƟng ability  (8)  
102) Needing to commit to a certain amount of days/Ɵme a month/year  (9)  
103) A far drive to volunteer  (10)  
104) Program/posiƟon was changed or closed  (15)  
105) My availability changed  (16)  
106) I moved out of the area/state  (12)  
107) Other (Please specify):  (13) 
__________________________________________________ 

108) ⊗None of the above  (17)  
 

End of Block: All volunteers 
 

Start of Block: Fishing 

 
Q66 When you started volunteering/teaching about angling for your state agency, how many years had 
you been fishing? 

180) 5 years or less  (1)  
181) 6 – 10 years  (2)  
182) 11 – 20 years  (3)  
183) More than 20 years  (4)  
184) I don't fish  (5)  

 
 

Page Break  

 
Display this quesƟon: 

If When you started volunteering/teaching about angling for your state agency, how many years had yo... != I 
don't fish 
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Q57 When you started volunteering/teaching about angling for your state agency, how would you have 
rated your fishing skill level? 

185) Beginner – very limited or no experience  (1)  
186) Novice – some experience and beginning to experiment  (2)  
187) Intermediate – comfortable in some seƫngs/techniques  (3)  
188) Expert – very experienced in many seƫng/techniques  (4)  

 

End of Block: Fishing 
 

Start of Block: Conservation 

Display this question: 

If Which type of program(s) did you volunteer for? Please select all that apply. = Habitat conservation 

 
Q58 How much did you know about the habitat where you volunteer for the state agency before 
starƟng your program? 

189) None at all  (1)  
190) A liƩle  (2)  
191) A moderate amount  (3)  
192) A lot  (4)  
193) A great deal  (5)  

 
 

Page Break  

 

Display this question: 

If Which type of program(s) did you volunteer for? Please select all that apply. = Wildlife conservation 

 
Q86 How much did you know about wildlife where you volunteer before starƟng your program with the 
state agency? 

194) None at all  (1)  
195) A liƩle  (2)  
196) A moderate amount  (3)  
197) A lot  (4)  
198) A great deal  (5)  

 

End of Block: Conservation 
 

Start of Block: Demographics 
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Q9 Which category reflects your age? 
199) 18-24 years old  (1)  
200) 25-34 years old  (2)  
201) 35-44 years old  (3)  
202) 45-54 years old  (4)  
203) 55-64 years old  (5)  
204) 65 years or older  (6)  

 
 

Page Break  

 
Q10 What is your gender? 

205) Male  (1)  
206) Female  (2)  
207) Prefer not to say  (3)  

 
 

Page Break  

 
Q11 What best describes the seƫng in which you live? 

208) Urban area (more than 50,000 people)  (1)  
209) Suburban area (10,001 to 50,000 people)  (2)  
210) Small town (2,500 to 10,000 people)  (3)  
211) Rural area (fewer than 2,500 people)  (4)  

 
 

Page Break  

Q60 Are you of Spanish, Hispanic, or LaƟno origin? 
212) Yes  (1)  
213) No  (2)  

 
 

Page Break  

 
Q12 Which of the following describes your race or ethnicity? Please select all that apply. 
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109) White or Caucasian  (1)  
110) Black or African American  (2)  
111) American Indian / NaƟve American or Alaska NaƟve  (3)  
112) Asian  (4)  
113) NaƟve Hawaiian or Other Pacific Islander  (5)  
114) Other  (6)  

115) ⊗Prefer not to say  (7)  
 
Q14 Which best describes your highest level of educaƟon? 

214) Some high school or less  (1)  
215) High school diploma or GED  (2)  
216) Some college, but no degree  (3)  
217) Associates or technical degree  (4)  
218) Bachelor's degree  (5)  
219) Graduate or professional degree (MA, MS, MBA, PhD, MD, DDS, etc.)  (6)  
220) Prefer not to say  (7)  

 

End of Block: Demographics 
 

Start of Block: Hunting mentor 

 
Q65 When you started volunteering/teaching about hunƟng, how many years had you been hunƟng? 

221) 5 years or less  (1)  
222) 6 – 10 years  (2)  
223) 11 – 20 years  (3)  
224) More than 20 years  (4)  
225) I don't hunt  (5)  

 
 

Page Break  

If When you started volunteering/teaching about hunting, how many years had you been hunting? != I don't 
hunt 

 
Q56 When you started volunteering/teaching about hunƟng, how would you have rated your hunƟng 
skill level? 

226) Beginner – very limited or no experience  (1)  
227) Novice – some experience and beginning to experiment  (2)  
228) Intermediate – comfortable in some seƫngs/techniques  (3)  
229) Expert – very experienced in many seƫng/techniques  (4)  

 

End of Block: Hunting mentor 
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Start of Block: Hunter education 

 
Q64 When you started volunteering/teaching about hunƟng, how many years had you been hunƟng? 

230) 5 years or less  (1)  
231) 6 – 10 years  (2)  
232) 11 – 20 years  (3)  
233) 16 – 20 years  (4)  
234) I don't hunt  (5)  
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Display this question: 

If When you started volunteering/teaching about hunting, how many years had you been hunting? != I don't 
hunt 

 
Q62 When you started volunteering/teaching hunƟng, how would you have rated your hunƟng skill 
level? 

235) Beginner – very limited or no experience  (1)  
236) Novice – some experience and beginning to experiment  (2)  
237) Intermediate – comfortable in some seƫngs/techniques  (3)  
238) Expert – very experienced in many seƫng/techniques  (4)  

 

End of Block: Hunter education 
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Which of the following acƟviƟes did you parƟcipate in, at least once in the past three years? Please 
select all that apply. 

116) Bicycling (Road, mountain, etc.)  (1)  
117) BoaƟng (Water skiing, tubing, etc.)  (2)  
118) Camping  (3)  
119) Canoe/Kayaking  (4)  
120) Field sports (Soccer, football, etc.)  (6)  
121) Fishing  (7)  
122) Hiking  (8)  
123) HunƟng  (9)  
124) Ice climbing  (10)  
125) Spelunking  (11)  
126) Target shooƟng  (12)  
127) Running  (15)  

128) ⊗None of the above  (14)  
 

End of Block: First filter 
 

Start of Block: Fishing filter 

 
How many years of fishing experience do you have? 

239) I have never been fishing  (1)  
240) 1 - 2 years  (2)  
241) 3 - 5 years  (3)  
242) 6 - 10 years  (4)  
243) More than 10 years  (5)  
244) I don't fish  (6)  

 

End of Block: Fishing filter 
 

Start of Block: Hunting filter 

 
How many years of hunƟng experience do you have? 

245) I have never been hunƟng  (1)  
246) 1 - 2 years  (2)  
247) 3 - 5 years  (3)  
248) 6 - 10 years  (4)  
249) More than 10 years  (5)  
250) I don't hunt  (6)  

 

Appendix C. PotenƟal volunteer Survey 
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End of Block: Hunting filter 
 

Start of Block: Volunteer interest 

 
Are you a current or former volunteer for programs including hunter educaƟon, teaching hunƟng or 
fishing skills, or improving fish and/or wildlife habitat? 

251) Yes, I am a current or former volunteer  (1)  
252) No, I have never been a volunteer  (2)  

 

Skip To: End of Block If Are you a current or former volunteer for programs including hunter education, teaching 
hunting o... = Yes, I am a current or former volunteer 

 

Page Break  

 
 
What is your level of interest in the following volunteer posiƟons? 

 None at all (1) Slight (2) Moderate (3) A lot (4) A great deal 
(5) 

Wildlife 
conservation 
volunteer - 

rehabilitation, 
transportation, 

counting 
wildlife (4)  

253) 254) 255)  256) 257) 

Natural habitat 
conservation 
volunteer - 

tree planting, 
trash pick up, 

invasive 
species 

removal (5)  

258) 259) 260)  261) 262) 

Teaching 
fishing skills (1)  263) 264) 265)  266) 267) 

Teaching 
hunting skills 

(2)  
268) 269) 270)  271) 272) 

Hunter 
education 

instructor (3)  
273) 274) 275)  276) 277) 

 



Increasing Volunteers for State Agency Programs | 111 

  
 

 

End of Block: Volunteer interest 
 

Start of Block: Filter2 

 
Please select OpƟon 4 below. 

278) OpƟon 1  (1)  
279) OpƟon 2  (4)  
280) OpƟon 3  (2)  
281) OpƟon 4  (3)  
282) OpƟon 5  (5)  

 

Skip To: End of Block If Please select Option 4 below. != Option 4 

End of Block: Filter2 
 

Start of Block: Demographics 

 
Which category reflects your age? 

283) Younger than 18 years  (1)  
284) 18-24 years old  (2)  
285) 25-34 years old  (3)  
286) 35-44 years old  (4)  
287) 45-54 years old  (5)  
288) 55-64 years old  (6)  
289) 65 years or older  (7)  

 

Skip To: End of Survey If Which category reflects your age? = Younger than 18 years 

 

Page Break  
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In which state do you currently reside? 

▼ Alabama (1) ... I do not reside in the United States (53) 

 
 

Page Break  

 
What is your gender? 

290) Male  (1)  
291) Female  (2)  
292) Non-binary  (4)  
293) Prefer not to say  (3)  

 
 

Page Break  

 
Which of the following best describes the place where you live? 

294) Urban area (more than 50,000 people)  (1)  
295) Suburban area (10,001 to 50,000 people)  (2)  
296) Small town (2,500 to 10,000 people)  (3)  
297) Rural (fewer than 2,500)  (4)  

 
 

Page Break  

 
Are you of Spanish, Hispanic, or LaƟno origin? 

298) Yes  (1)  
299) No  (2)  
300) Prefer not to say  (3)  

 
 

Page Break  

 
Which of the following describes your race/ethnicity? Please select all that apply. 
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129) White or Caucasian  (1)  
130) Black or African American  (2)  
131) American Indian/NaƟve American or Alaska NaƟve  (3)  
132) Asian  (4)  
133) NaƟve Hawaiian or Other Pacific Islander  (5)  
134) Other  (6)  

135) ⊗Prefer not to say  (7)  
 

End of Block: Demographics 
 

Start of Block: Filter_inconsistent 

Display this question: 

If What is your level of interest in the following volunteer positions? != Teaching fishing skills [ None at all ] 

And If 

Which of the following activities did you participate in, at least once in the past three years?... != Fishing 

 
How many years of fishing experience do you have? 

301) I have never been fishing  (1)  
302) 1 - 2 years  (4)  
303) 3 - 5 years  (2)  
304) 6 - 10 years  (3)  
305) More than 10 years  (5)  

 

Skip To: End of Block If How many years of fishing experience do you have? = I have never been fishing 

 

Page Break  

 

Display this question: 

If What is your level of interest in the following volunteer positions? != Teaching hunting skills [ None at all ] 

Or What is your level of interest in the following volunteer positions? != Hunter education instructor [ None at 
all ] 

And If 

Which of the following activities did you participate in, at least once in the past three years?... != Hunting 
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How many years of hunƟng experience do you have? 
306) I have never been hunƟng  (1)  
307) 1 - 2 years  (4)  
308) 3 - 5 years  (2)  
309) 6 - 10 years  (3)  
310) More than 10 years  (5)  

 

Skip To: End of Block If How many years of hunting experience do you have? = I have never been hunting 

End of Block: Filter_inconsistent 
 

Start of Block: Volunteer past 

 
 
What is your current employment status? Please select all that apply. 

136) Working full-Ɵme  (1)  
137) Working part-Ɵme  (2)  
138) Full-Ɵme student  (3)  
139) Part-Ɵme student  (7)  
140) ReƟred  (4)  
141) Unemployed  (5)  

 
 

Page Break  
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Where do you go for news or informaƟon about the outdoors or conservaƟon? Please select all that 
apply. 

142) State fish and wildlife agency websites  (1)  
143) Social media from state agencies  (2)  
144) Social media influencers  (3)  
145) Social media (Facebook, Instagram, TwiƩer/X, etc.)  (15)  
146) Newspapers/magazines  (4)  
147) Kiosks at public parks or lands  (5)  
148) Friends/family members  (6)  
149) Local outdoor recreaƟon stores  (7)  
150) ConservaƟon groups  (12)  
151) Online forums  (13)  
152) Online news outlets or magazines  (14)  
153) Television  (8)  
154) AI search engines (ChatGPT, Copilot, Google AI, etc.)  (9)  
155) Other (Please specify):  (10) 
__________________________________________________ 

156) ⊗None of the above  (11)  
 
 

Page Break  
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Display this question: 

If Where do you go for news or information about the outdoors or conservation? Please select all tha... = Social 
media from state agencies 

Or Where do you go for news or information about the outdoors or conservation? Please select all tha... = 
Social media influencers 

Or Where do you go for news or information about the outdoors or conservation? Please select all tha... = 
Social media (Facebook, Instagram, Twitter/X, etc.) 

 
 
What social media plaƞorms do you go to for outdoor/conservaƟon informaƟon? Please select all that 
apply. 

157) Facebook  (1)  
158) Threads (Meta)  (13)  
159) Instagram  (2)  
160) LinkedIn  (3)  
161) Pinterest  (4)  
162) Reddit  (5)  
163) Snapchat  (6)  
164) TikTok  (7)  
165) TwiƩer/X  (12)  
166) YouTube  (9)  
167) Other (Please specify):  (10) 
__________________________________________________ 

168) ⊗None of the above  (11)  
 
 

Page Break  

 

 
 
If you were to start volunteering, how would you prefer the organizaƟon communicate with you? Please 
select all that apply. 

169) Email  (1)  
170) Text message  (2)  
171) Phone call  (5)  
172) Postal leƩer  (3)  
173) In-person meeƟng  (6)  
174) Other (Please specify):  (4) __________________________________________________ 
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Out of the following ways you could learn about volunteering, what would be the most effecƟve? Please 
select up to three. 

175) Social media posts from a state agency  (1)  
176) Emails from a state agency  (2)  
177) Flyers posted at local/state parks  (3)  
178) Flyers posted at outdoor recreaƟon stores  (4)  
179) Flyers posted at public spaces (Coffee shops, restaurants, gyms, etc.)  (5)  
180) AdverƟsements on cable television  (6)  
181) AdverƟsements on streaming services (Neƞlix, Hulu, YouTube, etc.)  (7)  
182) AdverƟsements in the newspaper  (8)  
183) In person presentaƟons at events (Fishing tournaments, expos, retailers, etc.)  (10)  
184) Outreach from current volunteers  (11)  
185) Good website with comprehensive informaƟon  (14)  
186) Other (Please specify):  (12) 
__________________________________________________ 

187) ⊗None of the above  (13)  
 
 

Page Break  
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AŌer seeing an adverƟsement for a outdoor-related volunteer program, what might you do to learn 
more about the opportunity? Please select all that apply. 

188) Search the state agency's website  (1)  
189) Email the state agency  (2)  
190) Call the state agency  (3)  
191) Visit a state agency/state park to speak to an employee  (4)  
192) Other (Please specify):  (5) __________________________________________________ 

193) ⊗None of the above  (6)  
 
 

Page Break  

 
Before starƟng a volunteer posiƟon, what would you like to know about the opportunity? Please select 
all that apply. 

194) Time commitment  (1)  
195) Volunteer job descripƟon/expectaƟons/requirements  (2)  
196) How the project will help nature or people  (3)  
197) LocaƟon  (4)  
198) When the event(s) occur  (5)  
199) PotenƟal expenses  (6)  
200) Mandatory training  (7)  
201) ApplicaƟon process  (8)  
202) IncenƟves offered  (9)  
203) Expense reimbursement  (12)  

204) ⊗All of the above  (13)  
205) Other (Please specify):  (10) 
__________________________________________________ 

206) ⊗None of the above  (11)  
 

End of Block: Volunteer past 
 

Start of Block: Commitment 

 



Increasing Volunteers for State Agency Programs | 119 

  
 

How frequently would you be willing to volunteer? 
311) Once a year  (1)  
312) A couple of Ɵmes a year  (2)  
313) Once a month  (3)  
314) A couple of Ɵmes a month  (4)  
315) Once a week  (5)  
316) More frequently than once a week  (6)  

 
 

Page Break  

 
 
How far are you willing to travel for a half-day (4 hour) volunteering event? 

317) 30 minutes or less  (1)  
318) 30 minutes to 1 hour  (2)  
319) 1 to 1.5 hours  (3)  
320) 1.5 to 2 hours  (4)  
321) 2 to 2.5 hours  (5)  
322) 2.5 to 3 hours  (6)  
323) More than 3 hours  (7)  

 
 

Page Break  

 

 
 
Would you be more likely to volunteer if any of the following were available? Please select all that apply. 

207) Online applicaƟon process  (1)  
208) Ability to apply to mulƟple volunteer posiƟons at once  (2)  
209) Website with volunteer descripƟons and FAQs  (3)  
210) Other (Please specify):  (5) __________________________________________________ 

211) ⊗None of the above  (4)  
 
 

Page Break  
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What would make you more likely to volunteer? Please select all that apply. 
212) Free state park pass/admission  (1)  
213) Refreshments and/or meal included with volunteer shiŌ  (2)  

Display this choice: 

If Which of the following activities did you participate in, at least once in the past three years?... = Fishing 

Or Which of the following activities did you participate in, at least once in the past three years?... = Hunting 

Or What is your level of interest in the following volunteer positions? != Teaching fishing skills [ None at all ] 

Or What is your level of interest in the following volunteer positions? = Teaching hunting skills [ None at all ] 

Or What is your level of interest in the following volunteer positions? = Hunter education instructor [ None at 
all ] 

214) Discounts on fishing/hunƟng equipment  (3)  
215) Community events to honor volunteers (BBQs, banquets, etc.)  (4)  
216) GiŌs (T-shirt, hat, mugs, etc.)  (5)  
217) Verbal thank you from staff  (6)  
218) WriƩen acknowledgements (thank you leƩers/emails)  (7)  
219) EducaƟonal opportuniƟes (free educaƟon courses on fishing/hunƟng/outdoor rec.)  (8)  
220) Free cerƟficaƟons for volunteers  (9)  
221) A small payment for your Ɵme  (10)  
222) Reimbursement of personal expenses  (13)  
223) Other (Please specify):  (11) 
__________________________________________________ 

224) ⊗None of the above  (12)  
 
 

Page Break  

 

 
 
What would help you feel confident about volunteering? Please select all that apply. 

225) The opportunity to shadow a fellow volunteer  (1)  
226) A skills/knowledge test before you volunteer/teach  (2)  
227) Periodic opƟonal training opportuniƟes to sharpen volunteer skills  (3)  
228) Handbook or online resources for volunteers  (4)  
229) Outlet to ask quesƟons about volunteering posiƟon  (5)  
230) Training prior to the volunteer task or event  (6)  
231) Other (Please specify):  (7) __________________________________________________ 

232) ⊗None of the above  (8)  
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Page Break  
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Would any of the following make you less likely to volunteer? Please select all that apply. 

233) A lengthy applicaƟon  (1)  
234) An in-person applicaƟon  (2)  
235) A background check  (3)  
236) Needing to commit to volunteering for mulƟple months  (4)  
237) An unpredictable volunteering schedule  (5)  
238) Volunteer shiŌs that are only available during the week  (6)  
239) Volunteer shiŌs that are only available during the weekend  (7)  
240) Out of pocket costs exceeding $50  (8)  
241) Out of pocket costs of any amount  (9)  

242) ⊗All of the above  (12)  
243) Other (Please specify):  (10) 
__________________________________________________ 

244) ⊗None of the above  (11)  
 
 

Page Break  
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In one sentence, please describe what you look for when seeking out an opportunity to volunteer. 

________________________________________________________________ 
 

End of Block: Commitment 
 

Start of Block: Conservation 

  
 
Why are you interested in volunteering for a conservaƟon program? Please select up to three opƟons. 

245) To give back to the community  (1)  
246) To connect with nature and/or spend Ɵme outdoors  (2)  
247) To stay physically acƟve  (3)  
248) To learn more about the outdoors  (4)  
249) To help local wildlife and the environment  (5)  
250) To socialize with other like-minded individuals  (6)  
251) To teach the next generaƟon  (7)  
252) Other (Please specify):  (9) __________________________________________________ 

253) ⊗None of the above  (8)  
 
 

Page Break  
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You reported at least slight interest in volunteering as a wildlife or habitat conservaƟon volunteer. Why 
don't you volunteer already? Please select all that apply. 

254) Lack of comfort outdoors  (1)  
255) Lack of local plant/animal knowledge  (2)  
256) Busy schedule  (3)  
257) Unaware of volunteer opportuniƟes near me  (4)  
258) Haven't been asked  (5)  
259) Might be too expensive  (6)  
260) I'm just not interested  (8)  
261) Other (Please specify):  (9) __________________________________________________ 

262) ⊗None of the above  (7)  
 

End of Block: Conservation 
 

Start of Block: Fishing 

  
 
Why are you interested in volunteering for a fishing program? Please select up to three opƟons. 

263) To give back to the community  (1)  
264) To help the next generaƟon carry on the tradiƟon of fishing  (2)  
265) To connect with nature and/or spend Ɵme outdoors  (3)  
266) To stay physically acƟve  (4)  
267) To learn more about the outdoors  (5)  
268) To sharpen your own fishing skills  (6)  
269) To make fishing more accessible to others  (7)  
270) To help local wildlife and the environment  (8)  
271) To watch others get excited about catching fish / see their smiles  (13)  
272) To socialize  (9)  
273) To help make fishing safer  (10)  
274) To teach the next generaƟon  (11)  
275) Other (Please specify):  (14) 
__________________________________________________ 

276) ⊗None of the above  (12)  
 
 

Page Break  
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You were at least slightly interested in volunteering to teach fishing. Why don't you volunteer to teach 
fishing already? Please select all that apply. 

277) Lack of comfort teaching  (1)  
278) Lack of fishing skills & experƟse  (2)  
279) Busy schedule  (3)  
280) Unaware of volunteer opportuniƟes near me  (4)  
281) Haven't been asked  (5)  
282) Might be too expensive  (6)  
283) I'm not that interested  (8)  
284) Other (Please specify):  (9) __________________________________________________ 

285) ⊗None of the above  (7)  
 
 

Page Break  

 
If you volunteered as a fishing skills instructor, would you be willing to teach in any of the following 
roles? Please select all that apply. 

286) In-person instrucƟon  (1)  
287) Online instrucƟon  (2)  
288) 1 on 1 teaching in person  (3)  
289) 1 on 1 teaching online through video calls  (4)  
290) As part of a group event  (6)  

291) ⊗None of the above  (5)  
 
 

Page Break  

What is your level of interest in the following volunteer opportuniƟes? 

 None at all (1) Slight (2) Moderate (3) A lot (4) A great deal 
(5) 

Teaching 
children to fish 

(1)  
324)  325)  326)  327) 328) 

Teaching 
adults to fish 

(2)  
329)  330)  331)  332) 333) 
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Page Break  

 

 
 
What type of training would you want to receive before volunteering as a fishing 
teacher/instructor? Please select all that apply. 

292) One week class  (1)  
293) MulƟ-day (less than a week) class  (2)  
294) One day class  (3)  
295) No class, packet of educaƟonal materials  (4)  
296) Online class, work at your own pace  (5)  
297) Virtual class with live instrucƟon  (7)  

298) ⊗None of the above  (6)  
 

End of Block: Fishing 
 

Start of Block: Hunting mentor 

  
 
Why are you interested in volunteering for a hunƟng program? Please select up to three opƟons. 

299) To give back to the community  (1)  
300) To help the next generaƟon carry on the tradiƟon of hunƟng  (2)  
301) To connect with nature and/or spend Ɵme outdoors  (3)  
302) To stay physically acƟve  (4)  
303) To learn more about the outdoors  (5)  
304) To sharpen your own hunƟng skills  (6)  
305) To make hunƟng more accessible to others  (7)  
306) To help local wildlife and the environment  (8)  
307) To socialize  (9)  
308) To help make hunƟng safer  (10)  
309) To teach the next generaƟon  (11)  
310) Other (Please specify):  (13) 
__________________________________________________ 

311) ⊗None of the above  (12)  
 
 

Page Break  
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You were at least slightly interested in volunteering as a hunƟng teacher. Why don't you volunteer to 
teach hunƟng already? Please select all that apply. 

312) Lack of comfort teaching  (1)  
313) Lack of hunƟng skills & experƟse  (2)  
314) Busy schedule  (3)  
315) Unaware of volunteer opportuniƟes near me  (4)  
316) Haven't been asked  (5)  
317) Might be too expensive  (6)  
318) I'm just not interested  (8)  
319) Other (Please specify):  (9) __________________________________________________ 

320) ⊗None of the above  (7)  
 
 

Page Break  
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If you volunteered as a hunƟng skills instructor, would you be willing to do any of the following? Please 
select all that apply. 

321) In-person instrucƟon  (1)  
322) Online instrucƟon  (2)  
323) 1 on 1 mentoring in person  (3)  
324) 1 on 1 mentoring online instrucƟon through video calls  (4)  
325) As part of a group event  (6)  

326) ⊗None of the above  (5)  
 
 

Page Break  

 
What is your level of interest in the following volunteer opportuniƟes? 

 None at all (1) Slight (2) Moderate (3) A lot (4) A great deal 
(5) 

Teaching 
children to 

hunt (1)  
334)  335)  336)  337) 338) 

Teaching 
adults to hunt 

(2)  
339)  340)  341)  342) 343) 

 
 
 

Page Break  
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What type of training would you want to receive before volunteering as a hunƟng teacher/instructor? 
Please select all that apply. 

327) One week class  (1)  
328) MulƟ-day (less than a week) class  (2)  
329) One day class  (3)  
330) No class, packet of educaƟonal materials  (4)  
331) Online class, work at your own pace  (5)  
332) Virtual class with live instrucƟon  (7)  

333) ⊗None of the above  (6)  
 

End of Block: Hunting mentor 
 

Start of Block: Hunter Education 

  
 
Why are you interested in volunteering as a hunter educaƟon instructor? Please select up to three 
opƟons. 

334) To give back to the community  (1)  
335) To help the next generaƟon carry on the tradiƟon of hunƟng  (2)  
336) To connect with nature and/or spend Ɵme outdoors  (3)  
337) To stay physically acƟve  (4)  
338) To learn more about the outdoors  (5)  
339) To sharpen your own hunƟng skills  (6)  
340) To make hunƟng more accessible to others  (7)  
341) To help local wildlife and the environment  (8)  
342) To socialize  (9)  
343) To help make hunƟng safer  (10)  
344) To teach the next generaƟon  (11)  
345) Other (Please specify):  (13) 
__________________________________________________ 

346) ⊗None of the above  (12)  
 
 

Page Break  
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You reported at least slight interest in volunteering as a hunter educaƟon instructor. Why don't you 
volunteer as a hunter educaƟon instructor already? Please select all that apply. 

347) Lack of comfort teaching  (1)  
348) Lack of hunƟng skills & experƟse  (2)  
349) Busy schedule  (3)  
350) Unaware of volunteer opportuniƟes near me  (4)  
351) Haven't been asked  (5)  
352) Might be too expensive  (6)  
353) I'm just not interested  (8)  

354) ⊗Other (Please specify):  (9) 
__________________________________________________ 

355) ⊗None of the above  (7)  
 
 

Page Break  

If you volunteered as a hunter educaƟon instructor would you be willing to do any of the following? 
Please select all that apply. 

356) In-person instrucƟon  (1)  
357) Online instrucƟon  (2)  
358) 1 on 1 mentoring in person  (3)  
359) 1 on 1 mentoring online instrucƟon through video calls  (4)  
360) As part of a group event  (6)  

361) ⊗None of the above  (5)  
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What is your level of interest in the following volunteer opportuniƟes? 

 None at all (1) Slight (2) Moderate (3) A lot (4) A great deal 
(5) 

Teaching 
children to 

hunt (1)  
344)  345)  346)  347) 348) 

Teaching 
adults to hunt 

(2)  
349)  350)  351)  352) 353) 
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What type of training would you want to receive before volunteering as a hunter educaƟon 
instructor? Please select all that apply. 

362) One week class  (1)  
363) MulƟ-day (less than a week) class  (2)  
364) One day class  (3)  
365) No class, packet of educaƟonal materials  (4)  
366) Online class, work at your own pace  (5)  
367) Virtual class with live instrucƟon  (7)  

368) ⊗None of the above  (6)  
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Q1 This survey is being fielded to agency staff in all 50 states who manage volunteer programs. It is a 
collaboraƟve project funded by the MulƟstate ConservaƟon Grant Program.<br> <br> These quesƟons 
are developed to help us beƩer understand the volunteer onboarding process in all states to develop 
best pracƟces and recommendaƟons. We realize you are likely not involved with all volunteer efforts in 
your state, so please answer the quesƟons as they pertain to your programs.<br> <br> We appreciate 
your Ɵme on this project. 

354) Name:  (1) __________________________________________________ 

355) Job Title:  (2) __________________________________________________ 

356) State:  (3) __________________________________________________ 
 
 

Display this question: 

If data = 1 

 
Q16 Region<br> 

357) Northeast  (1) 

358) Midwest  (2) 

359) Southeast  (3) 

360) West  (4) 

361) NaƟonal / NGO  (5) 
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Appendix D. R3 PracƟƟoner survey 
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Q2 What programs do you oversee? For the 'other' category, examples might be habitat work, goose 
banding, bear dens, etc. Please check all that apply. 

369) Hunter educaƟon  (1) 

370) Fishing educaƟon / skills / mentoring  (2) 

371) HunƟng skills / mentoring  (3) 

372) ShooƟng sports skills / mentoring  (4) 

373) Other (please list):  (5) __________________________________________________ 
 
 

Page Break  

Display this question: 

If What programs do you oversee? For the 'other' category, examples might be habitat work, goose ban... = 
Hunter education 

 
Q3 Please select the components that are included with your onboarding process for <b>basic hunter 
educaƟon </b>volunteer instructors: Please check all that apply. 

374) Volunteer applicaƟon form   (1) 

375) Background check   (2) 

376) Interview  (3) 

377) Reference check   (4) 

378) Required virtual training  (5) 

379) Required in-person training  (6) 

380) OpƟonal training   (7) 

381) Minimum years hunƟng/shooƟng sports experience   (8) 

382) ApprenƟceship (aƩending a class and help teach/observe instructors)  (9) 

383) Other (please list):  (10) __________________________________________________ 

384) ⊗None of the above   (11) 
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Display this question: 

If What programs do you oversee? For the 'other' category, examples might be habitat work, goose ban... = 
Hunting skills / mentoring 

Or What programs do you oversee? For the 'other' category, examples might be habitat work, goose ban... = 
Shooting sports skills / mentoring 

 
 
Q4 Please select the components that are included with your onboarding process for <b>hunƟng and/or 
shooƟng sports</b> volunteer instructors: Please check all that apply. 

385) Volunteer applicaƟon form   (1) 

386) Background check   (2) 

387) Interview  (3) 

388) Reference check   (4) 

389) Required virtual training  (5) 

390) Required in-person training  (6) 

391) OpƟonal training   (7) 

392) Minimum years hunƟng/shooƟng sports experience   (8) 

393) ApprenƟceship (aƩending a class and help teach/observe instructors)  (9) 

394) Other (please list):  (10) __________________________________________________ 

395) ⊗None of the above   (11) 
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Display this question: 

If What programs do you oversee? For the 'other' category, examples might be habitat work, goose ban... = 
Fishing education / skills / mentoring 

 
 
Q5 Please select the components that are included with your onboarding process for <b>fishing 
</b>volunteer instructors: Please check all that apply. 

396) Volunteer applicaƟon form   (1) 

397) Background check   (2) 

398) Interview  (3) 

399) Reference check   (4) 

400) Required training  (5) 

401) OpƟonal training   (6) 

402) Minimum years hunƟng/shooƟng sports experience   (7) 

403) ApprenƟceship (aƩending a class and help teach/observe instructors)   (8) 

404) Other (please list):  (9) __________________________________________________ 

405) ⊗None of the above   (10) 
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Display this question: 

If What programs do you oversee? For the 'other' category, examples might be habitat work, goose ban... = 
Other (please list): 

 
 
Q6 Please select the components that are included with your onboarding process for the programs you 
listed as '<b>other</b>' (${q://QID2/ChoiceTextEntryValue/7}): 

406) Volunteer applicaƟon form   (1) 

407) Background check   (2) 

408) Interview  (3) 

409) Reference check   (4) 

410) Required training  (5) 

411) OpƟonal training   (6) 

412) Minimum years hunƟng/shooƟng sports experience   (7) 

413) ApprenƟceship (aƩending a class and help teach/observe instructors)   (8) 

414) Other (please list):  (9) __________________________________________________ 

415) ⊗None of the above   (10) 
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Q7 Do you have a volunteer applicaƟon that is a fillable online form? 

362) Yes  (1) 

363) No  (2) 
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Q8 Is your volunteer applicaƟon the same for all programs? 

364) Yes, all R3 programs use the same volunteer applicaƟon  (1) 

365) Some R3 programs use the same volunteer applicaƟon but not all programs  (2) 

366) No, each R3 program has its own volunteer applicaƟon   (3) 
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Q9 Would you want all your programs to have the same volunteer applicaƟon? 

367) Yes  (1) 

368) No  (2) 

369) Maybe  (3) 
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Q10 What do you think are your barriers to recruiƟng and streamlining your volunteer process? Please 
check all that apply. 

416) Not having staff that can do the background check  (1) 

417) Use/flow of technology (no fillable online form)  (2) 

418) No funnel for volunteers (no volunteer webpage/hub with instrucƟons on how to 
become a volunteer)  (3) 

419) No online hub for instructor resources (trainings, lesson plans, code of conduct, etc.)   
(4) 

420) In-person interview requirements   (5) 

421) Having enough dates/availability for required trainings   (6) 

422) Different policy/procedures for various programs   (7) 

423) Follow through with interested instructors (staff reaching out mulƟple Ɵmes to get the 
required steps completed)   (8) 

424) Staff capacity to hold instructor trainings   (9) 

425) Understanding the best flow (what does the first conversaƟon with volunteers look 
like?)   (10) 

426) Siloed volunteer bases (sign up as hunƟng volunteer but doesn’t know about fishing 
volunteer opportuniƟes, or would have to fill out two separate forms to volunteer for different 
programs)    (11) 

427) Established volunteer culture that is not welcoming to new volunteers (cliques)   (12) 

428) Not having enough resources to create authenƟc messages/webpages/content etc. that 
reflect many types of audiences     (13) 

429) Capacity and resources to manage markeƟng channels, deciding which ones are best to 
use  (14) 

430) Not knowing the key messages to recruit   (15) 

431) Other (please list):  (16) __________________________________________________ 

432) ⊗None of the above  (17) 
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Q11 Which of the resources below would help you with recruit/onboard volunteers? Please check all 
that apply. 

433) Online applicaƟon form template  (1) 

434) Volunteer code of conduct template  (2) 

435) Template for expectaƟons of volunteers and their roles/responsibiliƟes  (3) 

436) Messages to help recruit volunteers  (4) 

437) Volunteer training lesson plans and outline  (5) 

438) Onboarding process template  (6) 

439) Online training videos  (7) 

440) Best pracƟces for what to put on a volunteer hub, steps for parƟcipaƟng  (8) 

441) Increased availability for required volunteer trainings  (9) 

442) Volunteer match form template and process  (10) 

443) A streamlined and efficient background check system  (11) 

444) Established relaƟonships with broader community organizaƟons  (12) 

445) Training on developing your partner base  (13) 

446) Having volunteer ambassadors to help onboard volunteers  (14) 

447) Quality control resources and process for removing volunteers when necessary  (15) 

448) Other (please list):  (16) __________________________________________________ 

449) ⊗None of the above  (17) 
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Display this question: 

If Which of the resources below would help you with recruit/onboard volunteers? Please check all tha... = 
Online training videos 

 
Q12 You selected online training videos, which topics are you are interested in for training videos? 

________________________________________________________________ 
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Q13 Do you use volunteer incenƟves/appreciaƟon to recruit or retain your volunteers? 

370) Yes  (1) 

371) No  (2) 
 
 

Page Break  

Display this question: 

If Do you use volunteer incentives/appreciation to recruit or retain your volunteers? = Yes 

 
Q14 Please describe what you do for incenƟves or appreciaƟon: 
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Ad CreaƟve – Colorado 

  
 

 

Appendix E. Pilot campaign adverƟsements 
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Ad CreaƟve – ConnecƟcut 
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Ad CreaƟve – Iowa 
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State Managed Campaign Content 
This is organic social media and email communicaƟon that each pilot state used during the campaign. 
ConnecƟcut 

   
Facebook      Instagram 
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Iowa 
 

  

Facebook        Facebook  



Increasing Volunteers for State Agency Programs | 151 

  
 

 
Facebook 
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Colorado 
Posted on Facebook, Instagram, X and LinkedIn 
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Email newsleƩer sent on March 9, 2026. 
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Email newsleƩer sent on April 14, 2026. 
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ConnecƟcut – Fishing 
Ad Set Name S > Ad 
Name 

Impressions Clicks 
Landing 

Page Views 
Likes 

Total 
Engagement 

Shares Comments 
Email 

ApplicaƟons 
Social Media 
ApplicaƟons 

Calculated Cost 
S ($) 

Image - ConnecƟcut - 
Fishing - Community 

129,115 1,621 1,328 51 1,750 0 0   $1,562.36 

Image - ConnecƟcut - 
Fishing - NextGen 

33,411 484 390 36 507 0 1   $437.50 

FISHING/CAMPAIGN 
TOTAL 

162,526 2,105 1,718 87 2,257 0 1 0 0 $1,999.86 

 
  

Appendix F. Pilot campaign metrics 
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Age Gender 
Landing Page 

Views 
Cost Per Click for 

Landing Page View 
Impressions Link clicks 

Click Through 
Rate 

18-24 female 104 $1.26 12,975 130 1.00% 

18-24 male 183 $1.26 23,098 230 1.00% 

18-24 unknown 6 $0.74 472 7 1.48% 

25-34 female 125 $1.35 13,742 151 1.10% 

25-34 male 277 $1.20 31,488 360 1.14% 

25-34 unknown 3 $0.95 258 3 1.16% 

35-44 female 115 $1.09 8,775 142 1.62% 

35-44 male 185 $1.07 18,248 231 1.27% 

35-44 unknown 2 $1.51 211 2 0.95% 

45-54 female 90 $1.11 6,431 101 1.57% 

45-54 male 129 $1.06 11,530 146 1.27% 

45-54 unknown 2 $0.71 74 3 4.05% 

55-64 female 107 $1.07 6,467 125 1.93% 

55-64 male 113 $1.16 10,062 135 1.34% 

55-64 unknown 2 $0.61 95 2 2.11% 

65+ female 130 $1.21 8,150 151 1.85% 

65+ male 144 $1.10 10,334 184 1.78% 

65+ unknown 1 $1.74 112 2 1.79% 
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Colorado 
Ad Set Name S > Ad 
Name 

Impressions Clicks 
Landing 

Page Views 
Likes 

Total 
Engagement 

Shares Comments 
Email 

ApplicaƟons 
Social Media 
ApplicaƟons 

Calculated 
Cost S ($) 

Image - Colorado - 
Fishing - Community 

13,771 139 130 28 168 0 1   $125.88 

Image - Colorado - 
Fishing - Next Gen 

119,114 3,104 2,747 143 3,250 0 3   $1,872.70 

FISHING TOTAL 132,885 3,243 2,877 171 3,418 0 4 0 0 $ 1,998.58 
Image - Colorado - 
HunƟng - Community 

5,891 64 58 11 88 12 1   $50.58 

Image - Colorado - 
HunƟng - Next Gen 

127,393 2,507 2,206 152 2,670 0 11   $1,949.30 

HUNTING TOTAL 133,284 2,571 2,264 163 2,758 12 12 0 0 $1,999.88 
CAMPAIGN TOTAL 266,169 5,814 5,141 334 6,176 12 16 0 0 $3,998.46 
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Fishing 

Age Gender Landing Page View 
Cost Per Click for 

Landing Page View Impressions Link clicks 
Click Through 

Rate 

18-24 female 42 $0.74 3,521 49 1.39% 
18-24 male 88 $0.94 8,845 90 1.02% 
18-24 unknown  $0.00 241 1 0.41% 
25-34 female 119 $0.77 8,592 145 1.69% 
25-34 male 226 $0.69 16,499 266 1.61% 
25-34 unknown 5 $0.50 238 6 2.52% 
35-44 female 223 $0.64 11,578 248 2.14% 
35-44 male 254 $0.71 15,501 294 1.90% 
35-44 unknown 3 $0.90 232 4 1.72% 
45-54 female 277 $0.69 10,942 318 2.91% 
45-54 male 235 $0.76 11,042 257 2.33% 
45-54 unknown 5 $0.62 230 6 2.61% 
55-64 female 325 $0.72 10,976 366 3.33% 
55-64 male 248 $0.68 97,67 281 2.88% 
55-64 unknown 3 $0.90 166 3 1.81% 
65+ female 496 $0.63 13,360 541 4.05% 
65+ male 322 $0.64 10,801 361 3.34% 
65+ unknown 6 $0.98 354 7 1.98% 
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Age Sum of Impressions Sum of Link clicks 

Sum of 
Landing 

Page Views 

Average Cost Per 
Click for Landing 

Page View Click Through Rate 

18-24 12,607 140 130 $0.56 1.11% 
25-34 25,329 417 350 $0.65 1.65% 
35-44 27,311 546 480 $0.75 2.00% 
45-54 22,214 581 517 $0.69 2.62% 
55-64 20,909 650 576 $0.77 3.11% 
65+ 24,515 909 824 $0.75 3.71% 

Grand Total 132,885 3243 2877 $0.70 2.44% 
 
 
 

Gender Sum of Impressions Sum of Link clicks 

Sum of 
Landing 

Page View 

Average Cost Per 
Click for Landing 

Page View Click Through Rate 

female 58,969 1,667 1,482 $0.70 2.83% 
male 72,455 1,549 1,373 $0.74 2.14% 
unknown 1,461 27 22 $0.65 1.85% 

Grand Total 132,885 3,243 2,877 $0.70 2.44% 
 
 

Age % of Impressions % of Link Clicks % of Landing Page Views 

18-24 9% 4% 5% 
25-34 19% 13% 12% 
35-44 21% 17% 17% 
45-54 17% 18% 18% 
55-64 16% 20% 20% 
65+ 18% 28% 29% 
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Gender % of Impressions % of Link Clicks % of Landing Page Views 

female 44% 51% 52% 
male 55% 48% 48% 
other 1% 1% 1% 
 
HunƟng 

Age Gender 
Landing Page 

Views 
Cost Per Click for 

Landing Page View Impressions Link clicks 
Click Through 

Rate 

25-34 female 89 $1.18 9150 111 1.21% 
25-34 male 260 $0.98 24154 316 1.31% 
25-34 unknown 2 $1.56 263 3 1.14% 
35-44 female 160 $0.83 9900 184 1.86% 
35-44 male 232 $0.94 18079 276 1.53% 
35-44 unknown 12 $0.26 278 13 4.68% 
45-54 female 192 $0.77 8427 198 2.35% 
45-54 male 189 $0.91 12303 216 1.76% 
45-54 unknown 4 $0.60 207 4 1.93% 
55-64 female 238 $0.80 9373 268 2.86% 
55-64 male 226 $0.81 11127 249 2.24% 
55-64 unknown 2 $1.03 150 2 1.33% 
65+ female 316 $0.95 14102 352 2.50% 
65+ male 334 $0.84 15420 369 2.39% 
65+ unknown 8 $0.74 347 10 2.88% 
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Age Sum of Impressions Sum of Link clicks 

Sum of 
Landing Page 

Views 

Average Cost Per 
Click for Landing 

Page View Click Through Rate 

25-34 33,567 430 351 $1.24 1.05% 
35-44 28,257 473 404 $0.68 1.43% 
45-54 20,937 418 385 $0.76 1.84% 
55-64 20,650 519 466 $0.88 2.26% 
65+ 29,869 731 658 $0.84 2.20% 

Grand Total 133,280 2571 2264 $0.88 1.93% 
 

Gender Sum of Impressions Sum of Link clicks 

Sum of 
Landing Page 

Views 

Average of Cost Per 
Click for Landing 

Page Views Click Through Rate 

female 50,952 1,113 995 $0.91 2.18% 
male 81,083 1,426 1,241 $0.90 1.76% 
unknown 1,245 32 28 $0.84 2.57% 

Grand Total 133,280 2,571 2,264 $0.88 1.93% 
 

Age % of Impressions % of Link Clicks % of Landing Page Views 

25-34 25% 17% 16% 
35-44 21% 18% 18% 
45-54 16% 16% 17% 
55-64 15% 20% 21% 
65+ 22% 28% 29% 
 

Gender % of Impressions % of Link Clicks % of Landing Page Views 

female 38% 43% 44% 
male 61% 55% 55% 
other 1% 1% 1% 
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Iowa 

Ad Set Name S > Ad 
Name 

Impressions Clicks 
Landing 

Page 
Views 

Likes 
Total 

Engagement 
Shares Comments 

Email 
ApplicaƟons 

Social Media 
ApplicaƟons 

Calculated 
Cost S ($) 

Image - Iowa - 
ConservaƟon - Environ 
Ed 

8,231 106 83 19 125 0 0   $74.10 

Image - Iowa - 
ConservaƟon - Next 
Gen 

8,172 115 90 17 132 0 0   $68.54 

Image - Iowa - 
ConservaƟon - Work 

248,430 3,796 3,301 280 4,083 0 7   $1,857.22 

CONSERVATION TOTAL 264,833 4,017 3,474 316 4,340 0 7 0 0 $1,999.86 
Image - Iowa - HunƟng 
- Community - Adult 

35,408 444 374 22 466 0 0   $258.72 

Image - Iowa - HunƟng 
- Community - Teen 

180,839 2,301 1,987 14 2,315 0 0   $1,231.52 

Image - Iowa - HunƟng 
- Next Gen - Adult 

25,730 386 324 48 435 0 1   $235.82 

Image - Iowa - HunƟng 
- Next Gen - Teen 

45,144 603 525 12 615 0 0   $273.90 

HUNTING TOTAL 287,121 3,734 3,210 96 3,831 0 1 0 0 $1,999.96 
Image - Iowa - Fishing - 
Community 

43,811 536 405 64 603 0 3   $455.30 

Image - Iowa - Fishing - 
Next Gen 

129,996 2,451 2,116 49 2,502 0 2   $1,544.12 

FISHING TOTAL 173,807 2,987 2,521 113 3,105 0 5 0 0 $1,999.42 

CAMPAIGN TOTAL 725,761 10,738 9,205 525 11,276 0 13 0 0 $5,999.24 
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Fishing 

Age Gender 
Landing Page 

Views 
Cost Per Click for 

Landing Page View Impressions Link clicks 
Click Through 

Rate 

18-24 female 29 $1.36 4,028 48 1.19% 
18-24 male 96 $1.27 12,928 144 1.11% 
18-24 unknown  $0.00 178 1 0.56% 
25-34 female 90 $0.83 8,187 117 1.43% 
25-34 male 147 $1.00 17,378 202 1.16% 
25-34 unknown 2 $1.23 219 3 1.37% 
35-44 female 175 $0.67 12,512 208 1.66% 
35-44 male 220 $0.75 18,928 249 1.32% 
35-44 unknown 4 $0.54 291 4 1.37% 
45-54 female 183 $0.71 11,043 212 1.92% 
45-54 male 232 $0.75 16,366 264 1.61% 
45-54 unknown 4 $0.47 197 4 2.03% 
55-64 female 257 $0.73 12,948 293 2.26% 
55-64 male 284 $0.71 16,874 324 1.92% 
55-64 unknown 4 $0.69 212 4 1.89% 
65+ female 440 $0.76 20,747 502 2.42% 
65+ male 345 $0.85 20,422 398 1.95% 
65+ unknown 9 $0.56 347 10 2.88% 

 
 

Gender Sum of Impressions Sum of Link clicks 

Sum of 
Landing Page 

Views 

Average Cost Per 
Click for Landing 

Page View Click Through Rate 

female 69,465 1,380 1174 $0.84 1.99% 
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male 102,896 1,581 1324 $0.89 1.54% 
unknown 1,444 26 23 $0.58 1.80% 

Grand Total 173,805 2,987 2,521 $0.77 1.72% 
 
 
 
      

Gender % of Impressions % of Link Clicks % of Landing Page Views 

female 40% 46% 47% 
male 59% 53% 53% 
other 1% 1% 1% 
 
 
HunƟng 

Age Gender 
Landing Page 

Views 
Cost Per Click for 

Landing Page View Impressions Link clicks 
Click Through 

Rate 

25-34 female 187 $0.57 14,915 231 1.55% 
25-34 male 269 $0.71 27,855 334 1.20% 
25-34 unknown 6 $0.32 296 7 2.36% 
35-44 female 263 $0.61 24,992 320 1.28% 
35-44 male 407 $0.64 41,870 476 1.14% 
35-44 unknown 7 $0.56 647 9 1.39% 
45-54 female 242 $0.58 21,221 281 1.32% 
45-54 male 351 $0.64 36,578 400 1.09% 
45-54 unknown 4 $0.63 393 4 1.02% 
55-64 female 287 $0.57 23,223 321 1.38% 
55-64 male 398 $0.59 34,352 452 1.32% 
55-64 unknown 4 $0.71 401 6 1.50% 
65+ female 358 $0.64 27,689 402 1.45% 
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65+ male 417 $0.67 32,216 479 1.49% 
65+ unknown 10 $0.39 473 12 2.54% 

 

Gender Sum of Impressions Sum of Link clicks 

Sum of 
Landing Page 

Views 

Average of Cost Per 
Click for Landing 

Page Views Click Through Rate 

female 112,040 1,555 1,337 $0.59 1.39% 
male 172,871 2,141 1,842 $0.65 1.24% 
unknown 2,210 38 31 $0.52 1.72% 

Grand Total 287,121 3,734 3,210 $0.59 1.30% 
 
 

Gender % of Impressions % of Link Clicks % of Landing Page Views 

female 39% 42% 42% 
male 60% 57% 57% 
other 1% 1% 1% 
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ConservaƟon 

Age Gender Landing Page Views 
Cost Per Click for 

Landing Page Views Impressions Link clicks 
Click Through 

Rate 

18-24 female 24 $1.03 2,785 30 1.08% 
18-24 male 30 $0.75 2,749 39 1.42% 
18-24 unknown  $0.00 85  0.00% 
25-34 female 139 $0.73 13,598 173 1.27% 
25-34 male 183 $0.62 17,549 227 1.29% 
25-34 unknown 4 $0.48 263 5 1.90% 
35-44 female 265 $0.60 22,495 302 1.34% 
35-44 male 305 $0.56 28,194 367 1.30% 
35-44 unknown 7 $0.47 558 9 1.61% 
45-54 female 334 $0.54 23,782 367 1.54% 
45-54 male 307 $0.53 25,938 355 1.37% 
45-54 unknown 4 $0.81 397 4 1.01% 
55-64 female 531 $0.53 32,897 607 1.85% 
55-64 male 326 $0.54 26,038 367 1.41% 
55-64 unknown 6 $0.52 460 8 1.74% 
65+ female 672 $0.59 40,698 769 1.89% 
65+ male 320 $0.62 25,555 367 1.44% 
65+ unknown 17 $0.45 792 21 2.65% 
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Age Sum of Impressions Sum of Link clicks 

Sum of 
Landing Page 

Views 

Average of Cost Per 
Click for Landing 

Page Views Click Through Rate 

18-24 5,619 69 54 $0.59 1.23% 
25-34 31,410 405 326 $0.61 1.29% 
35-44 51,247 678 577 $0.54 1.32% 
45-54 50,117 726 645 $0.63 1.45% 
55-64 59,395 982 863 $0.53 1.65% 
65+ 67,045 1,157 1,009 $0.55 1.73% 

Grand Total 264,833 4,017 3,474 $0.57 1.52% 
 

Gender Sum of Impressions Sum of Link clicks 

Sum of 
Landing Page 

Views 

Average of Cost Per 
Click for Landing 

Page Views Click Through Rate 

female 136,255 2,248 1,965 $0.67 1.65% 
male 126,023 1,722 1,471 $0.60 1.37% 
unknown 2,555 47 38 $0.45 1.84% 

Grand Total 264,833 4,017 3,474 $0.57 1.52% 
 

Age % of Impressions % of Link Clicks % of Landing Page Views 

18-24 2% 2% 2% 
25-34 12% 10% 9% 
35-44 19% 17% 17% 
45-54 19% 18% 19% 
55-64 22% 24% 25% 
65+ 25% 29% 29% 
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Gender % of Impressions % of Link Clicks % of Landing Page Views 

female 51% 56% 57% 
male 48% 43% 42% 
other 1% 1% 1% 
 
 
 
 

Learn more at: 
 
 www.OutdoorStewards.org  
 
and  
 
hƩps://www.ihea-usa.org/  
 
 


