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To be updated
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Troutfest Colorado 2024 Earned Media Coverage

Impressions: 2M Impressions: 340KImpressions: 42K

Drove nearly 2.4 million impressions



• 9/14 Rockies Promotional Day
o Includes 60 person suite. Link 

to sign up guests.
o Who would like to throw out 

the first pitch? 
• Q3 Newsletter topics?

ACTION ITEMS
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https://docs.google.com/spreadsheets/d/1sKqa5hYB17MJZ3AAZq37HYZhkoL8iaiVuow_dySIZic/edit?usp=sharing
https://docs.google.com/spreadsheets/d/1sKqa5hYB17MJZ3AAZq37HYZhkoL8iaiVuow_dySIZic/edit?usp=sharing
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MEDIA FLIGHTS
COLORADO WILDLIFE COUNCIL

• Always on 24/25: September – June 30, 2025 ($2,079,742)
• Always on 23/24: October– 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)
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QUANTITATIVE RESEARCH STUDY WAVES
COLORADO WILDLIFE COUNCIL

• Wave 10: September 2024

• 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
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PREVIOUS INFLUENCERS (SINCE 2019)
COLORADO WILDLIFE COUNCIL

• 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

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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SUBCOMMITEE ROLES
COLORADO WILDLIFE COUNCIL

Review 
Category: FY 24/25 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

Hunter and 
Angler

Tim Twinem XX hours over the 
fiscal year

Amplify the “Science in the Wild” messaging. To put our messages in front of hunters & 
anglers in strategic ways to create avenues to advocacy for hunter/angler audiences.

* Brittni Ehrhart-Gemmill will oversee/participate on all subcommittees



GLOSSARY 
OF TERMS

R&R PARTNERS MONTHLY COUNCIL MEETINGSCOLORADO W ILDLIFE COUNCIL 



R&R PARTNERS MONTHLY COUNCIL MEETINGGLOSSARY

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;

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.

GLOSSARY OF 
TERMS
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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. , 
signing up for the newsletter)

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

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 https://cowildlifecouncil.org/.

https://cowildlifecouncil.org/
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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

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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