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Current   Customer   Base:  
As   360   Outdoors   is   a   new   company   they   do   not   have   a   current   customer   base,   therefore   I   will  
focus   on   other   outdoor   and   hun�ng   based   businesses.   

● According   to   the   Na�onal   Survey   of   Fishing,   Hun�ng,   and   Wildlife-Associated  
Recrea�on,   during   2011,   6%   of   U.S.   residents   16   and   older   par�cipated   in   hun�ng  
with   a   total   of   13.7   million   hunters   [ 17 ]  

● Hun�ng   is   culturally   important   for   millions   of   Americans   [ 19 ].   
● Hun�ng   is   typically   viewed   as   a   “rural”   ac�vity   [ 19 ].   
● In   a   na�onal   survey,   forty-seven   percent   of   respondents   reported   that   they   had  

eaten   game   meat   obtained   through   hun�ng   at   some   point   in   their   life�me.  
Thirty-seven   percent   of   respondents   had   par�cipated   in   target   shoo�ng   and   20%  
of   survey-takers   stated   they   had   helped   a   hunter   look   for   signs   of   wildlife   in  
prepara�on   for   hun�ng.   While   36%   of   respondents   did   not   know   anyone   who  
hunts,   64%   of   respondents   knew   a   hunter.   Fourteen   percent   of   respondents  
stated   they   hunted.   Of   those   who   reported   they   hunted,   73%   were   male   and   27%  
were   females.   Ten   percent   of   respondents   were   males   who   hunted   and   were  
females   who   hunted.  

● When   asked   to   characterize   reasons   to   hunt   as   either   acceptable   or   unacceptable,  
87%   of   respondents   agreed   with   hun�ng   to   obtain   food   which   is   the   most   widely  
accepted   reason   included   in   the   survey.   The   next   most   acceptable   reasons   to   hunt  
were   for   wildlife   popula�on   control   with   72%   of   respondents   selec�ng   agree,  
followed   by   66%   that   agreed   with   hun�ng   to   reduce   a   predator   popula�on.  
Sixty-three   percent   of   respondents   agreed   with   hun�ng   to   control   crop   damage.  
However,   only   37%   of   respondents   agreed   with   trophy   hun�ng   being   acceptable.  

● The   U.S.   Department   of   the   Interior   announced   a   new   report   by   the   U.S.   Fish   and  
Wildlife   Service   that   shows   that   101.6   million   Americans—40   percent   of   the   U.S.  
popula�on   16   years   old   and   older—par�cipated   in   wildlife-related   ac�vi�es   in  
2016,   such   as   hun�ng,   fishing,   and   wildlife-watching.  

● Many   environmental   and   animal   advocates   see   hun�ng   as   barbaric,   arguing   that   it  
is   morally   wrong   to   kill   animals,   regardless   of   prac�cal   considera�ons.   According  
to   Glenn   Kirk   of   the   California-based   The   Animals   Voice,   hun�ng   “causes   immense  
suffering   to   individual   wild   animals…”   and   is   “gratuitously   cruel   because   unlike  
natural   preda�on   hunters   kill   for   pleasure…”   He   adds   that,   despite   hunters’   claims  
that   hun�ng   keeps   wildlife   popula�ons   in   balance,   hunters’   license   fees   are   used  
to   “manipulate   a   few   game   [target]   species   into   overpopula�on   at   the   expense   of  
a   much   larger   number   of   non-game   species,   resul�ng   in   the   loss   of   biological  
diversity,   gene�c   integrity   and   ecological   balance.”  

https://www.ncbi.nlm.nih.gov/pmc/articles/PMC5704112/#B17-animals-07-00083
https://www.ncbi.nlm.nih.gov/pmc/articles/PMC5704112/#B19-animals-07-00083
https://www.ncbi.nlm.nih.gov/pmc/articles/PMC5704112/#B19-animals-07-00083


● Fewer   Americans   hunt   today   than   in   recent   history.   Data   gathered   by   the   U.S.   Fish  
&   Wildlife   Service   for   its   most   recent   (2006)   Na�onal   Survey   of   Fishing,   Hun�ng  
and   Wildlife-Associated   Recrea�on,   show   that   only   five   percent   of  
Americans—some   12.5   million   individuals—consider   themselves   hunters   today,  
down   from   nine   percent   in   2001   and   15   percent   in   1996.  

● Public   support   for   hun�ng,   however,   is   on   the   rise.   A   2007   survey   by   Responsive  
Management   Inc.,   a   social   research   firm   specializing   in   natural   resource   issues,  
found   that   78   percent   of   Americans   support   hun�ng   today   versus   73   percent   in  
1995.   Eighty   percent   of   respondents   agreed   that   “hun�ng   has   a   legi�mate   place   in  
modern   society,”   and   the   percent   of   Americans   indica�ng   disapproval   of   hun�ng  
declined   from   22   percent   in   1995   to   16   percent   in   2007.  

● Campers   do   extensive   research   online   before   they   buy,   however,   they   will   look   to  
retailers’   sales   sta   for   ideas   and   recommenda�ons.   They   want   the   best   on   the  
market   in   respect   to   func�on   and   spend   an   average   of   $719*   per   year   on   apparel  
and   gear.   They   are   willing   to   spend   more   for   products   that   enhance   their   outdoor  
experience   and   have   shown   a   preference   for   tradi�onal   athle�c   and   outdoor  
brands.   

● Camping   Demographic   Info:  

 



 

 
 
 



Conclusions:   
● The   outdoor   ac�vi�es   industry   is   thriving.   
● The   target   demographic   for   outdoor   ac�vi�es   is   on   average   slightly   more   affluent  

and   tends   to   research   their   purchases   in   rela�on   to   these   ac�vi�es.   
● Camping   &   hiking   are   the   most   popular   of   these   ac�vi�es   and   are   viewed   as   the  

most   socially   acceptable.   
● Hun�ng   is   less   popular   and   tents   to   be   viewed   as   more   controversial.   
● There   are   many   conflic�ng   sources   of   informa�on   concerning   the   effects   of  

hun�ng   on   the   environment   and   animal   ecosystems   but   the   most   consistent   and  
unbiased   data   suggest   that   the   revenue   raised   by   the   sale   of   hun�ng   licenses  
combined   with   the   educa�on   hunters   receive   concerning   wildlife   and   their   natural  
habitats   makes   hun�ng   a   posi�ve   force   for   our   environment.   

● Hun�ng   is   dominated   by   males   at   a   roughly   70/30   split.  
● Individuals   from   urban   areas   are   significantly   less   likely   to   hunt,   mostly   due   to   a  

lack   of   accessible   and   knowledge.   
 
Compe��on:  

● Circle   K   Ranch,   27758   CO-145,   Dolores,   CO   81323  
Focus   on   Elk,   Mule   Deer,   and   Black   Deer   

 
 



● Western   Colorado   Outfi�ers,   24250   Dave   Wood   Rd.   Montrose,   CO   81403  

 
● BIG   COUNTRY   OUTFITTERS,   Creede   Colorado  

 
 



● Beaver   Creek   Outfi�ers,   Craig,   Colorado  

 
Conclusions:  

● There   are   many   guided   hunt   companies   available   for   hire   in   Colorado   (10+)  
● Most   of   these   companies   hunt   for   Elk   and   Deer.   
● Most   offer   Rifle,   Muzzleloader,   and   Archery   Hunts.  
● Most   offer   lodging   and/or   camp   site   prep   work.   
● Pricing   is   from   $2000-$6000   for   full   guided   hunts.  

 
Analize   Service:   

● Guided   hunts   offer   an   alterna�ve   to   the   tradi�onal   hun�ng   experience   by  
employing   experienced   hunters   and   wildlife   experts   to   ease   the   challenges  
associated   with   hun�ng   and   outdoor   ac�vi�es   in   general.  



● Hunt   guides   provided   valuable   knowledge   to   the   consumer   about   how   to   hunt   the  
desired   creature.   

● Hunt   guides   make   the   overall   hun�ng   experience   more   enjoyable   by   taking  
responsibility   for   the   less   desirable   elements   of   hun�ng   such   as   providing   lodging  
during   the   hunt,   dressing   the   animal,   and   providing   expensive   equipment.   

● Hunt   guides   also   offer   valuable   educa�on   and   insight   into   the   animals   and   their  
habitats.   This   educa�on   serves   to   help   increase   respect   for   nature   and   the  
environment.   

● Hunt   guides   increase   safety   on   a   hunt   by   provided   valuable   knowledge   regarding  
best   procedures   for   firearm   use   and   for   dealing   with   the   animals.   

● 360   Outdoors   is   female   friendly   and   offers   a   resource   to   an   underserved   por�on  
of   the   hun�ng   popula�on   as   well   as   an   entry   way   into   the   ac�vity   for   women   who  
might   not   otherwise   find   it   accessible.   

● 360   Outdoors   is   urban   friendly   and   offers   a   gateway   into   the   hobby   for   customers  
that   have   li�le   to   no   experience   with   hun�ng   or   outdoor   ac�vity.   

● 360   Outdoors   is   offers   a   way   for   aging   people   who   might   otherwise   be   unable   to  
handle   the   challenges   of   extended   outdoor   ac�vity.  

● 360   Outdoors   offers   reasonable   pricing   that   is   compe��ve   with   industry  
standards.   

● 360   Outdoors   offers   a   variety   of   hunts   for   animals   such   as   turkeys,   mule   deer,   and  
elk.   

● 360   Outdoors   offers   the   opportunity   to   hunt   on   highly   coveted   private   lands   and  
is   one   of   the   only   ways   to   access   these   hun�ng   grounds.   

● 360   Outdoors   is   family   friendly   and   child   inclusive,   offering   opportuni�es   for  
children   ages   12-17   to   par�cipate   on   a   hunt   for   no   addi�onal   charge.   

● 360   Outdoors   offers   access   to   high   quality   expensive   hun�ng   equipment   such   as  
fire   ares   and   bows   that   might   not   otherwise   be   accessible   to   most   first   �me  
hunters.   

● 360   Outdoors   has   a   deeply   ingrained   sense   of   respect   and   apprecia�on   for  
nature.   Their   love   for   the   natural   world   and   the   animals   that   inhabit   it   are   clear   in  
all   they   do.   

● For   the   founders   of   360   Outdoors,   Shayla   and   Levon,   being   outside   in   nature   is   a  
kind   of   therapy.   They   wish   to   share   this   healing   and   cathar�c   experience   with  
others   as   it   has   helped   them   along   their   journey.   

● 360   Outdoors   will   field   dress   any   kills   as   well   as   provided   transport   to   licenced  
processing   facili�es.   The   process   of   field   dressing   is   difficult   and   hard   work;   many  
clients,   especially   first   �me   hunters,   will   take   real   value   from   this   service.   

● 360   Outdoors   is   more   than   a   business   for   Shayla   and   Levon,   it   is   an   extension   of  
their   love   for   nature   and   all   the   posi�ve   impact   it   has   had   on   their   lives.   They   wish  



to   help   others   experience   the   posi�ve   effect   being   out   in   the   wild   and  
apprecia�ng   nature   can   have   on   a   person's   health,   both   mental   and   physical.   
 

Specific   Demographics   
● Age   of   current   hunters   skews   older:   

 



● Baby   Boomers   make   up   one   of   the   largest   groups   of   hunters   but   are   aging   out:  

 
● 70%   male,   30%   female.   
● >90%   caucasian:  

 
 
 
 
 
 
 
 
 
 
 
 
 
 
 



● Primarily   big   game   hun�ng:  

 
● Millennials   are   under   represented   and   do   not   have   easy   access   to   hun�ng:   

 



● Most   hunters   live   in   rural   areas.   Rural   popula�ons   have   remained   steady   against  
the   na�onal   average   while   urban   popula�ons   have   increased.   

● Urban   areas   are   underserved.   
 
Conclusions:   

● As   Baby   Boomers   make   up   the   largest   sec�on   of   hunters   they   should   remain   a  
large   part   of   the   marke�ng   strategy.   

● Once   of   the   reasons   boomers   “age   out”   of   the   hobby   is   due   to   the   physical   strains  
of   the   hobby   (extended   outdoor   ac�vity,   physical   exer�on,   camping);   a   possible  
tac�c   would   be   to   target   hunters   who   love   the   hobby   but   feel   they   are   no   longer  
able   to   par�cipate   for   physical   reasons.   

● Boomers   have   disposable   income.   (needs   reference)   
● As   millenials   are   the   largest   growing   possible   market,   and   research   shows   they   are  

the   best   possible   adapters   to   the   field,   they   should   be   the   secondary   target.   
● Baby   boomer   adver�sing   should   be   focused   in   rural   areas   and   in   places   targe�ng  

55+  
● Millennial   ads   should   be   focused   in   urban    areas   and   in   places   targe�ng   16-35  

 
Persona’s   
 
Lisa   &   Gray:  

● Lisa   (hispanic,   23)   and   Gray   (cacasian,   21)   
● Lisa   is   originally   from   Washington   State.   She   went   to   college   in   state   and   decided  

to   stay   a�er   gradua�on.   
● Gray   is   a   Denver   na�ve.  
● Both   now   live   in   Castle   Rock,   CO.   
● They   have   no   kids   but   have   discussed   the   possibility   of   having   some   in   5-10   years.   
● Lisa   is   a   young   professional   working   at   a   financial   firm   in   Denver.   Gray   is   a   recent  

college   grad   with   an   entry   level   posi�on   in   IT.   
● Their   annual   household   income   is   just   over   100,000k  
● Lisa   loves   the   outdoors   and   looks   forward   to   her   weekends   to   get   out   of   the   city.  

She   enjoys   hiking,   mountain   biking,   camping,   and   ra�ing.   
● Gray   is   also   a   lover   of   the   outdoors.   His   flexible   work   schedule   allows   him   to   work  

remotely,   which   he   o�en   exercises   by   taking   local   camping   trips   with   his   buddies.  
He   enjoys   hiking,   mountain   biking,   and   camping.   

● Gray   has   some   extended   family   who   hunt   but   has   never   been   himself.   
● Lisa   has   no   connec�on   to   hun�ng   but   her   love   of   the   outdoors   has   seeded   an  

interest.   



● Gray   and   Lisa   are   prac�cal   with   their   money   on   the   whole.   They   prefer   organic,  
high   quality   meat   over   cheaper   alterna�ves.   They   value   experiences   over  
possessions   and   therefore   tend   to   favor   things   like   going   out   to   shows   and   taking  
vaca�ons   vs.   purchases   new   cars   or   expensive   clothing.   

● Gray   tends   to   purchase   technology   like   laptops   and   smart   devices.   He   wears  
mostly   affordably   middle   range   business   casual   for   work   and   athle�c,   outdoor  
brands   on   the   weekends.   

● Lisa   likes   kitchen   gadgets   and   expensive   mountain   bikes.   She   wears   name   brand  
business   chic   for   work   and   athle�c,   outdoor   brands   for   the   weekends.   

 
David   &   Mary  

● David   is   a   cacasian   male,   age   67.   
● Mary   is   a   cacasin   female,   age   62.   
● David   is   na�ve   to   Colorado,   born   in   Montrose  
● Mary   moved   here   when   she   was   a   child   with   her   father   who   was   in   the   army.   The  

family   re�red   in   Colorado   Springs.   
● They   now   live   in   Grand   Junc�on,   in   a   small   single   level   home   they   purchased   as   a  

re�rement   property.   
● David   is   a   re�red   Construc�on   Manager.  
● Mary   is   a   re�red   High   School   English   Teacher.   
● Their   combined   re�rement   funds   is   a   fixed   budget   of   95k   a   year   but   as   the   couple  

own   their   modest   home   and   the   cost   of   living   in   rural   Colorado   is   significantly  
cheaper   than   the   city,   they   have   disposable   income.   

● David   is   in   rela�vely   good   health   but   suffers   from   joint   pain   in   his   hands,   knees,  
and   back.   

● Mary   is   in   good   health   but   is   star�ng   to   feel   her   age   as   well.   
● Hun�ng   is   a   family   tradi�on   for   David,   he   first   went   with   his   father   when   he   was  

13.   He   took   his   sons   hun�ng   and   then   his   grand   sons.   
● Mary   is   less   excited   about   hun�ng   but   is   suppor�ve   of   David.   She   has  

accompanied   the   family   on   hunts   several   �mes   but   does   not   enjoy   the   work   of  
se�ng   up   and   maintaining   a   campsite,   nor   the   extended   hikes   to   fer�le   hun�ng  
grounds.   

● David   would   love   to   keep   hun�ng   but   feels   he   is   too   old   now   to   really   get   out  
there.   

● Mary   loves   the   outdoors   and   spending   �me   with   the   family   but   wishes   it   was   not  
so   much   work.   

● The   couple   enjoy   going   to   the   movies,   ea�ng   at   local   restaurants,   par�cipa�ng   in  
local   social   clubs,   visi�ng   their   grandchildren   in   Colorado   Springs,   and   cabin  
camping   along   the   eastern   slope   of   the   Rocky   Mountains.   



● David   is   an   avid   fisherman.   
● Mary   loves   to   cook;   grilling   over   an   open   fire   is   one   of   the   things   she   likes   most  

about   camping.   
 


