
  

  
 



• Participation in and attitudes toward 
waterfowl and wetlands-based activities

• Awareness of wetlands and concern for 
loss of wetlands ecosystem services

• Engagement in conservation behaviors

• Preferred communication channels and 
sources



• Mail-out survey, January-March 2017

• 5,000 U.S. addresses

• 1030 surveys returned, 559 not deliverable

• 23.4% response

• Nonresponse survey (n = 275) & comparison Census & the 
National Survey of Fishing, Hunting, and Wildlife 
Associated Recreation
• Data weighted by gender & age
• Possible selection bias for wildlife-minded participants



Wildlife-related recreation groups
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Social networks
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I know a hunter I know a birdwatcher I know a wildlife
photographer

I know a conservationist

Hunters Anglers Viewers None

χ2=76.41, Cramer’s V=0.276 | χ2=146.97, Cramer’s V=0.384 | χ2=96.45, Cramer’s V=0.312 | χ2=70.23, Cramer’s V=0.266. For all items 
p<0.001 and df = 3. 

Items adapted from Harshaw & Tindall (2005)







Percent who participated in the last 12 months

General conservation behavior

χ2=117.98, Cramer’s V=0.342 | χ2=53.52, Cramer’s V=0.230 | χ2=42.17, Cramer’s V=0.205 | χ2=67.58, Cramer’s V=0.259 | χ2=34.58, Cramer’s 
V=0.185. For all items p<0.001 and df = 3. 

Items adapted from Cooper et al. (2015)

A NABCI Goal!



Wetlands/waterfowl conservation behavior
Percent who participated in the last 12 months

χ2=33.10, Cramer’s V=0.182 | χ2=21.03, Cramer’s V=0.145 | χ2=11.24, Cramer’s V=0.106 | χ2=35.71, Cramer’s V=0.188 | χ2=26.02, Cramer’s 
V=0.161 | χ2=27.53, Cramer’s V=0.165. For all items p<0.001 and df = 3. 

Items adapted from Cooper et al. (2015)





Wetlands awareness & visitation
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I know of wetlands in my community
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I have visited wetlands in the last 12 
months

χ2=95.56, 3 df, p<0.001, Cramer’s V=0.219 χ2=116.90, 3 df, p<0.001, Cramer’s V=0.343







Ecosystem services: Most concerned
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Hunters Anglers Viewers None

χ2=193.69, 30 df, p<0.001, Cramer’s V=0.252

Relevance!!



Ecosystem services: Least concerned
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Hunters Anglers Viewers None

χ2=253.34, 30 df, p<0.001, Cramer’s V=0.288

Not so relevant!





Percent that somewhat or 
very prefers each 

information channel



Percent that trust each 
source either a lot or 

completely 









An Invitation



Human Dimensions Working Group – Public Engagement Team



United States Canada



  Male Female 
Age: 18-44 1.952 2.550 

Age: 45-64 0.563 1.095 

Age: 65 + 0.343 1.097 
 

Margin of error: 
3.35

Confidence level: 
95%
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