[image: image1.png]



Minutes 
MEETING NUMBER THREE
NOVEMBER 20, 2011

TASK FORCE TO EXAMINE THE DECLINE IN THE NUMBER OF NONRESIDENT HUNTERS

In attendance:
Carolann Ouellette  Director, Maine Office of Tourism

Edie Smith  Director, Division of Information and Education, DIF&W
Steve Wilcox   Maine Professional Guide
Mike Favreau  Maine Warden Service   Rockwood area

Ralph Brissette  Information Center, DIF&W
Carolyn Manson   Maine Tourism Association

Jeff Bellmore  Maine Professional Guide
David Maynard  Nonresident landowner and hunter; member of SAM, Brockton, MA.

Alvion Kimball  Bed&Breakfast owner and tourism representative

Don Kleiner  Maine Professional Guide
Mac McKeever  LL Bean and tourism representative

Denise Murchison  Maine Professional Guide and tourism representative

Wayne Plummer, Maine Professional Guide and tourism representative

Sarah Medina, representative of Maine Tourism Commission

Nathan Theriault  Maine Professional Guide

Aron Semle  Youth Fish and Wildlife writer

Garrett Sughrue Youth Fish and Wildlife writer
Lisa Kane I&E, DIF&W

Issue One: Welcome Two New Members to Task Force
We welcome:

· Alvion Kimball – representing Downeast and Acadia region; Alvion is from Orland (Orland Bed and Breakfast).
· Eleanor Vandenais– representing the Maine Beaches region; Eleanor is from Wells (Wells Chamber of Commerce).
It was noted that Task Force member Tenley Bennett was on her way to the meeting from Eagle Lake but developed truck trouble and had to turn around; Tenley will be involved in our final report and subsequent meetings.
Issue Two: Members of the Task Force & Process for Submission of Report
The Task Force is only missing one slot in terms of voting members, and the Task Force continues to encourage interested parties to send in comments and participate in our meetings.  We hope to encourage that type of activity in the future as the Task Force would like to continue meeting, even after the report is submitted to the Legislature.
The written report will be delivered on December 1; the presentation to the Legislative Committee will be sometime after the new year.

Members of the Task Force and interested parties should attend the meeting of the Legislative IF&W Committee when the report is formally presented, after the Legislature goes back into session in January 2012.  We do not know a date of when that presentation will be.  We would like everyone to attend to discuss the Task Force recommendations and provide comments to the Legislative Committee and answer any questions they may have.
The Task Force is providing a written report listing final recommendations, as well as the minutes of our meetings, research materials used in our discussions and other materials currently listed on the website.  Then it will be up to the Legislative Committee to create any bills on our recommendations that require legislative action.  

List of Task Force members, in accordance with the Legislative Resolve:
Three Guides and Three Outfitters

Tenley Bennett, Jeff Bellmore, Don Kleiner, Wayne Plummer, SteveWilcox, Jim Yearwood

One Representative of the Maine Tourism Commission


Sarah Medina

One Representative of each Tourism Region
Mac McKeever, Alvion Kimball, Eleanor Vandenais, Denise Murchison, Tenley Bennett, Wayne Plummer, Jim Yearwood

One Marketing Director from DIF&W


Edie Smith

Director of the Office of Tourism


Carolann Ouellette

One Nonresident Sportsman 


Dave Maynard

Issue Three:  Review, editing and acceptance of October 23 meeting minutes
The minutes of the last meeting (Oct. 23) were reviewed by section, going over some of the details under each heading.  One amendment was offered and recorded; that change will be made and the final document will be loaded onto the website.  The minutes were accepted with that one amendment.
Issue Four:  Format of Final Report
Consensus:  Put key points right up front – the first page should be an Executive Summary, with highlights of the Task Force’s recommendations.  It should also include the reasons why the number of nonresident hunters has declined.  A general statement offered by Don Kleiner can get us started:
“We recognize that hunter numbers are declining as a long term trend on a national level. This trend raises serious concern about conservation funding in the future. The decline in nonresident hunter numbers has had a significant economic impact in the rural regions of our state. Maine’s decline in nonresident hunter numbers is more significant than the national trend would suggest. There are significant hunter numbers in the drive-to-market that may be encouraged to add Maine as a hunting destination.”

Include the state and national trend data; tie that into the fact that if Maine doesn’t have hunters,  conservation revenues go down and funding disappears for DIF&W and its programs.
Consensus: Divide the final report into three categories of action:
· Recommends Legislative action

· Recommends action by the Department of Inland Fisheries and Wildlife (no legislative action required)

· Recommends marketing and communications by DIF&W with assistance from and in collaboration with Maine Office of Tourism as appropriate
Consensus:  State the problems.  Sarah led a discussion on how each category needs to address a particular problem and show how the Task Force brings forth a solution.  Headers should be:  
These are the problems – then these are the legislative solutions; these are the Department solutions; these are the marketing solutions.  DIF&W is the lead agency in concert with MOT, DOC, DMR.
Consensus:  Include addendums of all the meeting minutes, agendas, public comments and research materials.

Research materials will include the Department’s license sales figures and national data of the decline of hunters.  We need to get people thinking of how we are going to fund conservation/fish and wildlife if hunting revenues continue to decline.

The public comments have been thoughtful and passionate and show a wide difference of opinions.  Example of one comment: “I’m not coming back until you have deer” – a comment just received from a nonresident hunter by Don Kleiner.

Consensus:  Recognize that this is a long term plan; the number of nonresident hunters is not going to increase immediately; we hope for progress on a consistent basis, and this group wants to keep meeting to make sure progress is made.

Issue Five:  Nine recommendations From First Meeting
Don suggested that we back up to a higher level in presenting our case to the Legislature.  Don’t get bogged down into details; don’t get too far down into the weeds.  We don’t want to dictate tactics either to DIF&W or to Maine Office of Tourism.

Carolann and other members agreed – put tactics under the broad categories, such as Don laid out in his memo and keep a broad picture of marketing and communication.
The Task Force went through the nine recommendations from the first meeting, to give further thought on what form they should be in the final report, and under what category they should be listed.

1. Nonresidents must be allowed to hunt on opening day of deer hunting season. Recommends Legislative action.  It was clarified that this refers to all nonresidents; not just nonresident landowners.
2. Maine needs to sell moose licenses; even perhaps get rid of the lottery.  Or at least make it fairer to nonresidents.  Maine needs to give nonresidents a fairer ability to win based on their percentage of applications.
During the second meeting, there was much discussion of how to make the application process and permit allocation fairer to nonresidents.  Can there be a fairer balance between the fact that 10 percent of nonresidents win permits, but 26 percent apply. 
Recommends Legislative action, but the recommendation should come from the Department, not from just this Task Force.
Continuing on an idea brought forth in the second meeting, Tenley had suggested running a scenario of an open lottery – what if we opened it up to everyone and did not separate out nonresidents?  
Mark Ostermann from DIF&W provided data for the Task Force to review, showing that 73.2 percent of applicants were residents and 26.8 percent were nonresidents this past lottery.  But nonresidents only received 10 percent of the permits.

Perhaps the state should do away with the division and have the same rules about purchased chances and preference points and also require the purchase of a license to enter.
3. Target marketing toward older generations, emphasizing ease of access.
Recommends exploring this market by the department (DIF&W)
Carolann suggested we add communications to this also, which everyone agreed to.  Communication to hunters and marketing are two different activities.

4. Target marketing to kids to get them out and hunting.
Recommends exploring this market by DIF&W
Don noted that this is a laudable goal – but not in the purvue of this Nonresident Hunter Task Force.  

Steve disagreed, and there was discussion about how we need to market to nonresident youth, as without youth (both resident and nonresident), hunting numbers further decline, we continue to lose our hunting heritage, and the Department will continue losing revenue.

Sarah pointed out that even if we market to “resident” youth, those youth probably will be moving out of state and we want them to come back to Maine to hunt!

Carolann pointed out how this goes to Don’s point, that we are getting into very specific tactics and until we have a broader marketing plan in place, and research to base that plan on – we shouldn’t go too far down the road with tactics.

We need to make sure we are getting the biggest bang for our buck – who should our audience be, as we have limited resources to make sure we are targeting the right audience for the greatest return on investment.

We have limited dollars and need to carry out the research and draft a plan to make sure we are using those dollars wisely.

Denise pointed out that instead of talking about youth we could roll that into our previous discussions about family licenses and family vacations.

Edie had asked Bill Swan, DIF&W’s Director of Licensing, about a family package and how that would work.  While Bill had many questions that would need to be answered before a family licensing package could be recommended, he did say that one easy thing to do would be to treat nonresident youth as we do resident youth – same licenses, same discounts.  Examples: all hunting permits would be part of the license, we could lower the price to equal resident kids, have nonresident youths also not need a fishing license until they are 16.  This would have the added benefit of making our laws more consistent.

Mike Favreau stated, from the Warden’s point of view, the inconsistency between nonresident and resident youth can be a problem.  The Wardens have to educate parents how the law works because many parents don’t know nonresident youth need licenses.  

It would be a strong promotion if we could market how nonresident youths are on par with resident youths.

Recommends Legislative action.

But we need to define “family”, who would constitute a family, how wardens would be able to differentiate a family licensing package, how it would effect our federal funds, how would hunter safety requirements be handled?  These questions would need to be answered, but they are all do-able.

This effects both hunting and fishing – we need to look at laws in both arenas as to how to encourage more nonresident youth to hunt and fish in Maine.
It was noted that youth summer camps are under a separate licensing category as they get licenses that cover youth and counselors at the summer camps.

5. A recognition that marketing hunting as part of a larger push to get tourism inland will help the rural Maine economy; we need to continue coordination between DIF&W and Maine Tourism on messaging and marketing.
Carolann recommended that we add in the tourism regions as well in terms of working together on marketing hunting and fishing.  That is where the rubber hits the road and the dollars are spent in a more targetted manner.  Many tourism regions are already doing a good job marketing hunting.

Sarah & others agreed that the most efficient way to put a marketing plan together is to base it on the tourism regions.

Recommends working with tourism regions.
6. We need maps showing public lands and where the hunting opportunities are on those lands; we need much clearer markings to make it easy for hunters to identify where they can hunt when they are out on the roads and in the woods.
Edie discussed how I&E has started working on a map and we hope to have a draft soon.  We want to use it as a handout for shows, mailings, etc.
Don suggested we take a look at the Google Earth technology that fisheries uses.  It’s another way to provide information to the public.  Ralph pointed out that we already use it for the pheasant release program.  We just need someone dedicated to do it for all hunting (requires resources).

Recommends action by the Department of Inland Fisheries and Wildlife
7. We need to educate people on what DIF&W is doing to increase the deer herd.  Stop sending the negative messages and send the positive messages of what we are doing to address the problem.

Recommends action by the Department of Inland Fisheries and Wildlife 
8. We need to promote what we do have – we have world class resources and a world class outdoor experience for visitors.

Recommends marketing by the two departments (DIF&W and MOT)

Jeff pointed out that we need to include outdoor recreation organizations in this as well such as guide services, B&B’s, outfitters, sporting camps – they all need to be part of the marketing effort.  Example:  B&B’s need to be stay open through hunting season.
Carolann stated that it is tourism’s goal to educate visitors on everything Maine has to offer – all the different activities they can participate in when they are here.  We need to understand how and where hunting fits into that list.
Therefore, we need an “industry education” category so that tourism is working with hunting entities to educate each other on their needs.  Example: we know from hearing from guide services that hunters, bringing their families for hunting experiences and vacations want amenities – wireless internet, hot tubs, etc.  Or often, some hunters want more remote experiences.  
Determine what products and experiences we have to market and what product development needs to occur.

Before development of a marketing plan, we need more research about the hunting market.  Who are they, where are they, what are the experiences they seek, how do they plan, who is our competition, etc.
Hunters constitute a small, niche group  While tourism knows generally why people come to Maine, what they are looking for, why they come back – we don’t have research specific to hunters.  What are hunters today looking for in terms of amenities?
There is research available, for example the Duda studies.  Lisa Kane talked about what research is available, although some of the data is outdated.

Lisa  emphasized that it is worth looking at doing research with Duda/Responsive Management.  If we can find the resources, the updated data would be invaluable in terms of finding out what hunters want and how we can market products and services to get the biggest bang for our marketing buck.

It is estimated that the research could be done for approximately $30,000.  Past data collecting was paid for using grant money.  Lisa said there is grant money available for research – we need to look for it, which in itself takes time and resources.  Denise stated that the National Shooting Sports Foundation has grant giving programs.
Lisa reiterated that we have to offer hunters something new – what products of the future can we sell?  The family license idea would be a bonus for marketing to nonresidents.  Free fishing for nonresident youth is also a positive step forward.  
The apprentice hunter/mentor program should be much bigger than it is.  We are not talking about that enough.  The new apprentice hunter license is not being used enough and is not being marketed aggressively.

Recommends communication by DIF&W
We need to find out what our customers want and what type of hunting they want – we must survey nonresident hunters and get answers to our questions – then we can base much more effective marketing practices on that scientific research.

Carolann reported that the hits coming to tourism’s hunting page on their website come from (in order of hits): New York, Maine, Massachusetts, Pennsylvania and Quebec.

9. We must continue to educate Legislators that without more resources, the increase in hunting and hunting revenues will be very difficult to achieve. DIF&W needs more resources from the state government – it’s an investment in bringing more revenues to the state.

Recommendation from the Department to the Legislature.
Jeff pointed out that the Department is short staffed; individuals are doing the jobs of three people; we are not able to accomplish what we need to do.
In Pennsylvania, Sunday hunting is estimated to bring in about $840 million.  It is currently being considered in Pennsylvania, although they are getting the same issues there from landowners that we get here.
However, Sunday could be a day to do another activities such as hike, fish, shop, etc. - we could recommend Sunday activities with our family hunting packages.
It was noted that the annual economic impact of bear hunting alone in Maine is approximately $600 million – a Charlie Colgan economic impact study during the bear referendum in 2004 showed that when nonresident bear hunters come to the state, in terms of buying equipment, gas, lodging, guide services, taxidermy, etc. – it has a huge economic impact on Maine.

Consensus:  Research is critical and should be the #1 recommendation in the final report.
Issue Six:  Recommendations From Second Meeting
Recommendations for marketing by DIF&W and MOT:

· We must promote hunting species other than deer, moose and bear.
· We must put an emphasis on species which have not been promoted as much as they could have been in the past: turkey, waterfowl, upland birds, rabbits, coyotes.
· We must create and promote family hunting packages.
Recommendation:  the Department move the annual moose lottery to January
Move the drawing to January  - the Department would need to figure out how to be able to have the drawing that early in the year.  There was consensus in the group that most people don’t care about how many permits will actually be drawn.  

As stated in the previous meeting:

“The moose lottery drawing is being held too late in the year – people plan for their hunts way before June.  If they are going to book a hunt, a January drawing would work better – then they can go to the shows, shop around for a guide, get ready.  That would appeal to people.

It gives people the ability to scout the area – maybe make a special trip up for scouting and getting ready – if the drawing is held before February.

The lottery should take place by February 1 at the latest.  And we should encourage non-residents to bring an entourage – you can bird hunt or bear hunt while you are here.”

Recommendation:  the Department provide moose applications (1) both on line and on paper (2) year round

The Department should provide moose applications – both on line and paper – year round; sell them as soon as the previous lottery ends.  Steve said his bear hunters would buy moose applications in September.  
Maine must go back to allowing paper applications – having just the on line version has hurt Maine’s reputation and the Department’s finances. 

Recommendation:  the state should run a simulation to see what happens if the moose lottery should be open in all categories; and recommend to Legislature that consistently, 25% of permits should go to nonresidents.
Sarah stated, and everyone agreed, that all the conversation from the last meeting and this meeting in terms of the moose lottery should be under a statement such as “Increase opportunities for nonresident moose hunts” then divide the tactics into our categories, what would require legislative changes and what would require Department changes and what would be marketing by both DIF&W and MOT.
Does the Task Force want to make any recommendation of extending the moose hunt into another week?  We have a November hunt now.
There are double kills taking place and there may be a question with the roads in terms of trucks being in the woods deep in November.  There was much discussion about the weeks of the hunt and how they overlap, permittees vs. subpermittees, coyote hunting, the busy-ness of November and all the enforcement issues during that month.
It was agreed that while the discussion was healthy, a specific recommendation should not be given in terms of the length of the moose hunt.
Recommendation:  The Department should sell guides moose tags to provide to their customers.  This would be a Department recommendation to the Legislature.

(Steve brought up a point of clarification – concerning the cost and what people will pay for a moose hunt and for the controlled hunt in particular.  For clarification, the controlled hunt in Aroostook County is a cow moose hunt only; many hunters would pay a lot more for a bull tag).

Recommendation:  DIF&W and MOT inform the hunting industry of marketing workshops and other training opportunities
Steve initiated a discussion on how guides need to do more effective marketing; guides need to have more training on marketing and advertising.

Some type of program teaching small business development – where guides and outfitters can get training; find out where their customers are coming from and learn how to use their marketing and advertising monies more effectively – those types of programs would be very helpful, whether they come from DIF&W and/or MOT.

Carolann stated that MOT does do that as part of the Governor’s Conference on Tourism each year.

The Maine Woods Consortium has developed training modules, which are free, which are done through county organizations or the regional tourism groups.  Perhaps we just need to compile those and make a list assessable to the guides.

That speaks to our larger need for a broader marketing plan for hunting – and that includes for guides and outfitters and others in the outdoor recreation community.  We need to get DECD to work more closely with DIF&W and the guiding industry on business development in terms of economic impact.
Recommendation to the Department:  referencing the Department’s weekly biology reports that are no longer published – start them up again.  These were very informative and well received; they have not been done for quite awhile due to staff reductions and lack of resources.

Recommendation to the Department: Fund a position for a deer biologist and a separate moose biologist.

Recommendation to the Department:  Licensees need to receive the Hunting/Trapping/Fishing Law Books in the mail.

Recommendation to the Department:  all license applications – on line or paper – should ask for email addresses.

Recommendation to the Department:  All licensing agents for the state must sell both resident and nonresident licenses.  Many agents do not sell nonresident licenses.

Recommendation to the Legislature:

· Get rid of the law that alien hunters must hire a guide to hunt.

· Change the word alien throughout Title 12 to the word nonresident.

Issue Seven:  The Full Hunting Experience – Fall in Maine
Goal:  to entice moose hunters to apply for the lottery year round, to come to Maine whether they get a permit or not – they can do so many things in Maine during the Fall – hunt small game, upland birds, turkeys, leaf peeping, hiking, fishing.  Grouse hunting, for example, is a great hunting experience.  Bring your dogs!
Maine offers a world class hunting and outdoor experience in the Fall, like no other state.
Mac agreed that despite the decline in deer hunting – we have great diversity and that could be the key.  Hare, birds, bear, ducks – we just need to do a better job of marketing the diversity of Maine’s hunting experience, but we need to know more about the market first.

Issue Eight:  Changes in Turkey Hunting
Recommendations to Legislature:  take turkeys out of the big game license and categorize them as small game; then the Department can sell licenses for a 3-day turkey hunt.

Then the turkey permit would be eliminated – make it more cost effective for families, women, youth – and makes turkey hunting a more marketable product as a low cost, fun, exciting hunting activity.
Issue Nine: Continuity of Work

The Task Force agreed to meet at least quarterly, as a volunteer group, encouraging open attendance.  The next meeting is scheduled for Monday, February 6, 2012 from 2-4 PM at DIF&W Headquarters in Augusta.
This could help with the continuity of work on research, marketing; with tourism and hunting entities continuing to work together with the goal of increasing the number of hunters in Maine.
Issue Ten: General Marketing and Public Relations

Bottom line:  This Task Force is asking the Department of Inland Fisheries and Wildlife to expand its mission in terms of working with MOT, hunting organizations, guides and outfitters to provide targeted, comprehensive and consistent marketing; therefore the Legislature needs to provide the Department with the funding to carry out this broadened mission.

Mike Favreau initiated a discussion on how many dollars should be going into marketing for the state – are we on par with other states?  Are we spending enough – how much more do we need?  
Carolann:  The Office of Tourism gets 5 percent collected on the state’s meals and lodging tax – 95 percent goes to the General Fund and 5 percent goes to Office of Tourism.

An average for a marketing budget for any business usually runs between 10-15% of their gross budget.

The Office of Tourism has an annual budget of $9 million – we are 32nd in the nation for marketing budgets, so we are comparatively small.  Our $9 million includes regional budgets and visitor centers as well as office staff, personnel, website, research, etc.  

Carolann is looking at other states to see what their offices of tourism do for hunting – so far those that have responded don’t do much marketing for hunting.  In terms of international marketing, Maine doesn’t do any paid advertising internationally – it is all earned media/public relations/website/trade shows.

Don pointed out that Maine used to dedicate $1 of each expanded archery license which brought in $125,000 annually that was dedicated to DIF&W marketing.  That is not done anymore.  We’ve also tried chickadee checkoffs, license plates – some dedicated funding goes to our landowner relations program; they don’t bring in much money.
Sarah:  Department of Conservation needs to be part of our marketing strategy as well – we need to partner with them about land and use issues; the other potential partner is Maine Department of Transportation.  Also, working within the MOT regional infrastructure, where the regions each receive $90,000 per year, the guides and outfitters in each region need to work with them on a strategic co-op marketing plan.
The theme could be: “We are all here – there are a lot of things to do in our region – come enjoy a myriad of activities”.  There are lots of opportunity for cooperative marketing with current resources.

First steps:

1. Research

2. Written plan (suggestions led by Don Kleiner)
The Maine Department of Inland Fisheries and Wildlife be tasked with developing an annual marketing plan, with the assistance of the Maine Office of Tourism, designed to improve the numbers of nonresident hunters. This plan should be submitted to this committee in January of each calendar year for review in order to ensure agency implementation.

a. This marketing plan should include but not be limited to: Public relations efforts, web and e-mail, and advertising (dependent upon budget).

b. Coordination with industry groups such as guides, sporting camps, the North Maine Woods and regional chamber councils.

c. Seek to maximize participation in existing seasons and make use of existing infrastructure.

d. Promote currently underutilized hunts such as turkey, snowshoe hare, ducks and small game.

e. Target states with significant numbers of resident hunters that can be encouraged to hunt in Maine.

f. Include annual nonresident license sales goals and a review of the previous plans performance against goals.

***
