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Rockies Creative & Promo Item
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Rockies 
Promo Item

• Size: 16" x 16" x 8"
• 100% recyclable cotton
• Quantity: 16,000

• Cost: $65,000
• Production time: 

8 weeks
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Rockies 
Moose Mural 
QR Code
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Rockies

:30 Radio

• VO: Stats are just as important in wildlife 
management as they are in baseball. They helped 
wildlife biologists here in Colorado grow our Elk 
population into the largest in the world and bring the 
black-footed ferret back from the brink of extinction. 
Critical science like this happens every day, thanks 
primarily to the sale of hunting and fishing licenses. 
To learn more about the role regulated hunting and 
fishing plays in conservation, visit 
cowildlifecouncil.org. Colorado Wildlife Council. 
Supporting Science in the Wild.

KOA Radio
Updated 
Script

http://cowildlifecouncil.org/
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Social Media
Activation Updates coming 

from Rockies
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FY 23/24 Creative Production
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Legal hunting keeps Colorado healthy. 
(And legal fishing does, too.)

rrpartners.com

Colorado Wildlife Council

Brief: 
The One Idea
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Adventurous Environmentalist

● Are indifferent towards hunting
● Have certain moral issues with hunting 

specifically around hunting for sport
● Struggle to understand how hunting 

contributes to maintaining a healthy 
ecosystem in Colorado

● Do not believe restrictions on hunting would 
impact them personally.

rrpartners.com

Colorado Wildlife Council

Primary
 Audience
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The Platform That Moved The 
Needle with Our Audience:

A Day in the Life of a Wildlife Biologist

rrpartners.com

Colorado Wildlife Council

Testing
Results
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Learnings from Testing

● Wildlife Biologists are trustworthy 
messengers

● Education about trophy hunting is a key 
lead message 

● Communicates the personal impacts for 
all residents

rrpartners.com

Colorado Wildlife Council

Why It 
Resonates



rrpartners.com 13

Client Project Name

rrpartners.com

A Day in the Life 
of a Wildlife Biologist

Colorado Parks and Wildlife biologists and officers are the experts. They understand 
more about how regulated hunting helps wildlife and the outdoor environment we love 

more than anyone. So in this campaign we will show the impacts they see everyday. 
This will take different forms depending on the media placement and the depth of 
message we are able to deliver. Sometimes the biologists will speak directly to us. 

Sometimes we see will the same impacts they do.

Colorado Wildlife Council
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Bighorn 
Sheep
:30 

We see a CPW biologist/officer putting on a backpack as 
they leave their truck.

Officer: There are a lot of things you can do outdoors in 
Colorado. But poaching isn’t one of them. It’s 
illegal.

We see the officer scrambling over a steep, rocky area as 
they talk to us.

Officer: Hunting is strictly regulated, which benefits 
everyone. Especially our wildlife. Bighorn sheep 
were nearly extinct in Colorado. 

We cut to footage of bighorn sheep emerging in a rocky 
area.

Officer: But fees from hunting and fishing licenses 
provided crucial resources that allowed us to grow 
the population to over 7,000 strong. 

Logo: Colorado Wildlife Council
Supporting Science in the Wild
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Bighorn 
Sheep
Overview

For CPW Approval:

Bighorn Sheep: 
We have a biologist hiking and talking to the camera. 
They are in a rocky, mountainous area where bighorn 
sheep can be seen. The biologist might be seen driving 
and or exiting their truck. They would be talking about 
how poaching is illegal and how regulated hunting 
benefits everyone, especially Colorado’s bighorn 
sheep. As the biologist hikes up the rocks, they talk 
about how hunting and fishing license fees helped 
grow the bighorn sheep population to over 7,000.

Location: Rocky, mountainous terrain



rrpartners.com 16

Guided by 
Science
:30 

We open on footage of beautiful wildlife and Colorado vistas. A biologist is hiking through 
nature and talking.

Biologist: For us, science isn’t just a word. It’s a compass.

The biologist is using a tracking antenna as they walk. We cut to an animal with a tracking 
collar. (We can highlight species of our choosing, elk, pronghorn, etc.)

Biologist: It guides every decision we make to keep Colorado’s ecosystem in careful balance. 

We see a different biologist in a lab analyzing data and looking through microscopes .

Biologist: It’s why we monitor wildlife populations. 

We see a shot of moose.

Biologist: And how we protect each one of Colorado’s over nine hundred species, both big …

And two quick shots of a small boreal toad and a swift fox.

Biologist: … and small.

We cut to an officer as they are talking with hunters. (could be previous footage) 

Biologist: Thanks to funding from hunting and license fees, we’re able to continue doing 
research that will protect our wildlife for years to come.

We cut back to our original biologist, who is finishing up their field survey of the species.

Logo: Colorado Wildlife Council
Supporting Science in the Wild
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Guided by 
Science
Overview

For CPW Approval:

Guided by Science:  

We have a biologist hiking and talking to the camera. They would 
be using a tracking antenna to track a big game animal like elk 
or pronghorn. As the biologist is talking, we would show additional 
biologists conducting research in a lab, analyzing data and 
looking through microscopes.  

The biologist would talk about how science guides every decision 
they make to keep Colorado’s ecosystem in careful balance. And 
that funding from hunting and license fees helps all of Colorado’s 
960+ species of wildlife. 

We would show several other species, such as boreal toads, then 
show an additional officer meeting with hunters in the field.  

Location: Mountainous terrain for elk; more open, but also 
interesting terrain for pronghorn. CPW research lab. Either an 
aquatic or big game lab.
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Endangered 
Fox
:15 

We open on wide shot of a Colorado prairie. We cut to a 
biologist walking across the prairie. He stops and looks 
through binoculars.

Officer: The swift fox was almost on the endangered 
species list.

We cut to footage of a fast-moving fox on a camera monitor 
or running through the grass.

Officer: But funding from hunting and fishing license fees 
paid for the science to change that, helping us 
reintroduce these little guys to a brighter future. 

We see a biologist carrying foxes in carriers. Then we cut to 
footage of a swift fox being released, then running, playing 
and looking at the camera.

Logo: Colorado Wildlife Council
Supporting Science in the Wild
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Endangered 
Fox
Overview

For CPW Approval:

Swift Fox:  
We have a biologist hiking and talking to the camera. 
They are in an open prairie where swift fox would live. 
The biologist would tell us about how the swift fox was 
almost on the endangered species list but that hunting 
and fishing license fees helped pay for the science, 
research and habitat conservation, giving them a 
bright future. As they talk, we see the biologist walking 
with the fox in a carrier (implied), and footage of a fox 
being released.  

Location: Eastern Colorado prairie 
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Fish Delivery
:15 

We open on a biologist/officer walking up to a mountain lake.*

Officer: Every year, we restore and restock 91 million fish in 
Colorado’s lakes and streams. It’s made possible 
thanks to fees from hunting and fishing licenses. We 
deliver them by truck, horseback and … even 
airplanes.

We hear the drone of an airplane as they are talking. They look 
up to the sky and we cut to an airplane dropping fish into a lake.

Logo: Colorado Wildlife Council
Supporting Science in the Wild

*Optional situation is interviewing a biologist and pilot loading 
fish into a plane at an airport. 
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For CPW Approval:

Fish Delivery:  
We have a biologist hiking and talking to the camera. 
They are at a high mountain lake that would possibly 
be restocked of fish by airplane. They tell us about 
how they restock over 90 million fish each year and 
the delivery methods used. They look to the sky as an 
airplane flies overhead (using existing footage), 
dropping fish into the lake.  

Location: High mountain lake

Fish Delivery
Overview
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Fish Delivery
Airport Option
Overview

For CPW Approval:

Fish Delivery:  
We have several biologists loading fish into a CPW 
airplane. We interview them on the tarmac next to 
the plane. They tell us about how they restock over 
90 million fish each year and the delivery methods 
used. Ideally, this could be done on a day when they 
were restocking, and we could interview them inside 
the plane. We might also film hatchery workers as 
they fill the trucks with fish. 

Location: Airport where CPW keeps the fish plane. 
Possible hatchery. 
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Production Timeline

23
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Paid Media Updates

24
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Paid Media  
Updates

• Secured March Madness TV spots during Sweet 16 and Elite 8, as 
well as the NCAA Women’s final game

• Will review TV spots in PGA/LPGA programming as available 
during flight dates

• Reviewed paid search opportunities and there is a fair amount of 
search volume available; we will plan to include a test in the new 
fiscal year plan.

• Undertone is not able to provide their markup or cost per 
influencer, but they did say they're priced competitively for their 
services
o Based on the long-standing relationship we've developed with 

Undertone, we recommend continuing to utilize them as our 
influencer partner

o Note that the influencer budget includes paid social 
amplification of the organic influencer content in addition to 
the influencer cost + Undertone management fee

• Google does not have any publicly shared information available 
about demographics for YouTube Shorts

• In regard to traffic increasing in Grand Junction and population 
growth in Western CO, while GJ has been growing, in terms of raw 
population compared to Denver metro, its negligible
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Paid Media  
May Meeting • Present FY24/25 media plan

• Present Phase 2 campaign results
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Social Media Updates
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Social Media  
Performance

• Follower Growth
o2023: + 1,102
o2022: + 299
o2021: + 287

• Total Impressions:
o2023: 92,935
o2022: 40,284
o2021: 21,921

• Average Engagement Rate:
o2023: 4.3%
o2022: 2.3%
o2021: 0.6%

• Total Posts:
o2023: 218
o2022: 50
o2021: 43
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Action Items

29
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Action
Items

30

Action Items
• Q2 Newsletter content
• Approval of creative scripts

Upcoming  
• R&R to begin bidding process for creative 

scripts
• May Meeting
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Thank 
You

Prepared by:
R&R Partners

31
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Appendix
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FY 24/25 Budget ($2,800,000)

DROP IN FINAL BUDGET
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FY 23/24 Budget ($2,800,000)
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FY 22/23 Budget ($2,650,000)



FY21/22 Budget

36

FY20/21  Budget



FY 19/20  Budget

37

FY 18/19  Budget



FY 17/18  Budget

38

FY 16/17 Budget
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• Always on 23/24: July 1 – June 30, 2024 ($1,645,030)

• Always on 22/23: July 1 – June 30, 2023 ($1,052,550)

• Always On 21/22: Sept. 13 – June 30, 2022 ($1,245,540)

• Spring 2021: March 31 – May 30, 2021 ($150,000)

• Winter 2021: Jan. 4 – March 31, 2021 ($650,000)

• Summer 2020: July 1 – Aug. 31, 2020 ($400,000)

• Spring 2020: Feb. 10 – May 31, 2020 ($764,000)

• Fall 2019: Aug. 12 – Oct.31, 2019 ($466,000)

• Spring 2019: Feb. 18 – March 22, 2019 ($150,000)

• Spring 2018: April 2 – June 10, 2018 ($308,000)

• Fall 2017: Sept. 11 – Nov. 17, 2017 ($312,000)

• Spring 2017: March 1 – April 28, 2017 ($442,000)

• Summer 2016: July 18 – Aug. 7, 2016 ($78,000)

Media 
Flights
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• Wave 9: 9/6/23 - 9/26/23

• Wave 8: 9/6/22 - 9/15/22

• Wave 7: 8/30/21 – 9/10/21

• Wave 6: 9/2/20–9/13/20

• Wave 5: 1/20/20–1/31/20

• Wave 4: 1/31/19–2/7/19

• Wave 3: 1/8/18–1/19/18

• Wave 2: 5/30/17–6/8/17

• Wave 1: 10/24/16–11/4/16

Quant 
Studies
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Influencers used since 2019

• Kyana Miner

• Macquel Martin

• Nelson Holland

• Jason George

• Ty Newcomb

• Rob Herrman

• Olivia Hsu

• Hunter Lawrence

• Abigail Lafleur

• Meredith Drangin

• Shyanne Orvis

• Maddie Brenneman

• TJ David

Previous
Influencers

https://www.instagram.com/blackadventuremom/
https://www.instagram.com/coloradowithkiddos/
https://www.instagram.com/fatblackandgettinit/
https://www.instagram.com/jason_g_swann/
https://www.instagram.com/eye.of.ty/
https://www.instagram.com/rherrmannphotog/?hl=en
https://www.instagram.com/olicow/
https://www.instagram.com/hunter_lawrence/
https://www.instagram.com/abi.lafleur/
https://www.instagram.com/meredithdrangin/
https://www.instagram.com/shyonthefly/
https://www.instagram.com/maddiebrenneman/
https://www.instagram.com/tj_skis/
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Review 
Category: FY 2/23 Members:

Estimated Time 
Involved: Commitment Details:

Public 
Relations/ 
Earned Media/ 
Community 
Outreach

Don Anderson
Eeland Stribling

1 hour per quarter
(4 hours total)

Review and provide feedback on future releases throughout the year.

Social Media Eeland Stribling 2 hours per quarter
(8 hours total)

Review and provide feedback on quarterly calendars and ad hawk post opportunities 
throughout the year. Quarterly calendar reviews are in September, December, March 
and June.

Campaign 
Influencers

Shyanne Orvis
Kelly Weyand

6 hours total Assist with selecting influencers from the provided options. Review influencers’ posts 
and any rounds of revisions. Influencer reviews are in September and February.

Creative 
Production

Dan Gates
Tim Twinem

27 hours over the 
fiscal year

Reviewing production of final video scripts and casting approvals (August-
September: 9 hours), video clips (late October-November: 2 hours), radio scripts and 
spot (late October-November: 1 hour), digital Banners (November-December: 1 hour), 
other campaign elements (November-December: 2 hours) and non-campaign 
elements (July-December: 12 hours, about 1 hour per month, give or take)

Quarterly 
Newsletter

Lani Kitching
Kelly Weyand

.25 hours per quarter Review copy and images for quarterly email newsletter

Subcommittee Roles

* Brittni Ehrhart-Gemmill will oversee/participate on all subcommittees
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Glossary
of Terms
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animated display ad: digital creative that has motion
awareness: top-of-funnel marketing to drive brand
awareness and educate your target audience

benchmark: a single metric that averages the
performance of all brands in an industry, used to gauge
performance of media efforts

bumper ad: six-second videos that play before a user’s
selected video content. These add frequency to a larger
Campaign.

call to action (CTA): the instruction in the creative to 
take some action; for example: “Book Now,” “Learn More” 
or “Sign Up.”

connected TV (CTV): TV connected to the internet that
can stream videos through apps. CTV allows full-length
video assets to be distributed on a big screen to our
audiences (like broadcast) with the added benefit of
precise targeting (like digital).

consideration: engaging users who have interacted 
with your brand and driving toward a call to action.
cost per acquisition (CPA): measures the total costs to
acquire a desired campaign objective for your 
business; ex., enrollment in Way to Quit services

cost per click (CPC): your cost for each click your ad
receives. Keep in mind that a click is not unique to the
person taking action. If one person clicks on your ad
three times, you will be charged for three clicks.

cost per thousand impressions (CPM): this is the most
common method for web pricing. You will be 
charged for every 1,000 times your ad loads to a page. 
Keep in mind that a CPM is not a unique view.

click-through rate (CTR): the number of clicks your
ad receives divided by the number of times your ad
has been shown. The CTR percentage allows you to
measure the engagement with your ad. The higher the
percentage, the higher the engagement.

display tactics: made up of text-based, image or video
advertisements that encourage the user to click 
through to a landing page and take action (e.g., call the 
quit line)

designated market area (DMA): a geographic location
representing a county, state or country you choose to
Target

demand side platform (DSP): a technology that allows
advertisers to purchase display ad inventory across
real-time bidding (RTB) networks like Google. Think of
it this way: This is your campaign, your bid, your target
audience; the DSP is just placing the ad buys on your
behalf based on the criteria you’ve identified.

engagement: metric used to gauge user interaction
with creative

frequency: average number of times individuals are
exposed to the ad.

interactive advertising bureau (IAB): a business
organization that sets the industry standard for digital
advertising including ad specifications. Consider these
specifications the standard and best practice for
anything digital-advertising related.

impressions: the number of people exposed to an ad,
without regard to duplication
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influencer marketing: partnering with a 
prominent social personality (“influencer”) to create 
content and posts for a brand. Compensation is either 
paid or in trade for products/services, or a combination 
of both.

key performance indicator (KPI): key metric(s) you 
plan to measure to determine the success of a 
campaign

MoM, YoY, PoP: timeline acronyms for: month 
over month, year over year, period over period

native ads: an ad that looks to be part of the host site,
often presented as an article. These must be clearly
labeled as sponsored or promoted.

opt-in: when a user chooses to receive messaging from
a company or advertiser

organic social: a brand’s social presence on owned
channels, such as the Way to Quit Facebook page

outstream: video/display ad format that fits within
natural breaks of website article content

over the top (OTT): content delivered over the internet
without the involvement of a cable or satellite operator.
Examples of OTT devices include Roku, AppleTV,
Chromecast, game consoles, connected TVs. OTT
services/apps include Hulu, Netflix, Amazon Prime, HBO
Max, Discovery+, Peacock, etc.

page view: each time a full web page loads

paid social: paid advertising opportunities within social
media networks

paid traffic vs. organic traffic: paid traffic is website
traffic from paid media sources. Organic traffic is those
visitors to your website who manually type in the URL.
Note that much of the organic traffic is a result of offline
paid media efforts promoting WayToQuit.org.

pre-roll: 15- or 30-second video ad that plays before 
the user’s selected video content; can be skippable or 
non-skippable.

programmatic: programmatic media buying uses data
insights and algorithms to serve ads to the right user at
the right time and at the right price. This gives us more
control over the inventory and placement of our ads. It’s
our preferred digital buying method.

reach: the number of unique individuals or homes
exposed to media.

referral traffic: users who come to your domain from
other sites, without searching for you on Google

retention: re-engaging users who have taken action 
and are superfans of your brand; can be effective if the 
bulk of your searches are happening at specific times

rich media ad: digital ad with motion, and additional
features like an embedded video player, game or link to
Pages.

real-time bidding (RTB): this is a method of purchasing 
unsold inventory by CPM through programmatic 
auction. Your CPM bid may be overruled by other 
advertisers and is not guaranteed. The highest bid takes 
inventory priority.

search engine marketing (SEM): examples of SEM are
the advertisements that appear on Google Search, Bing
Search or Yahoo Search. Your ad would appear based 
on the search criteria, keywords and your maximum 
budget.

social bookmarking: aggregation, rating, describing 
and publishing “bookmarks” – links to web pages or 
other content

standard display ad unit: an online banner that falls
within the usual sizes
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streaming audio: streaming audio refers to listening to
content that arrives via an over-the-air data 
connection:
in-car Wi-Fi or the data signal from your cellphone. This
also includes devices such as smart speakers or 
desktop.

The Trade Desk: The Trade Desk is a demand side
platform (DSP) that uses programmatic advertising
for media buying to get more efficient targeting and
optimize digital media, allowing us to layer on third-
party data across multiple publishers.

unique visitor: someone visiting a website for the first
time that day or time period.

video completion rate (VCR): the percentage of times 
the video played to the end.

view-through click (VTC): helps you measure the
effectiveness of your ad campaign. A view-through 
click
would mean that a customer saw your ad, did not click;
however, in a later session, visited your website and
took action.
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