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Hello!

We’re so happy to 
be here.
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The First 90 Days
Days July 1

1-10 11-20 21-30
Aug 1
31-40 41-50 51-60

Sept 1
61-70 71-80 81-90

Council Meetings July 15 Aug 20 Sept 17

Rapid Onboarding & Strategic Immersion
Onboarding,

workflow integration, approval alignment

Research, Insights & Market Intelligence
Audience research, competitive analysis, consumer trends

Audience & KPI Alignment
Strategic planning, audience refinement, KPI calibration

Brand & Creative Assessment
Creative + messaging audit, refresh/optimization 

opportunities

Fall Campaign Planning & Media Strategy
Media planning, flighting strategy, audience targeting

Fall Bridge Creative Refresh/Development
Rapid asset adaptation, messaging refinement, 

launch-ready creative

Fall Bridge Campaign Launch (Sep.)

Brand Accelerator 
Sept 17 Council Meeting / 1-2 hrs.

Fall Campaign Optimization & Reporting
Creative refreshes, performance optimization, reporting
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ITEM BUDGET

Agency Fee $485,000

Research & Planning $30,000-$40,000

Media Placements $1,553,000-$1,623,000

PR $102,000

Production* $175,000-$250,000

Total $2,500,000

Budget Approval

*Detailed production estimates to be provided upon approval of concept.
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Discovery Questions
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If CWC is wildly successful five years from 
now, what has changed in the minds or 
behaviors of everyday Coloradans?
 
What would people believe, feel, or do?
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What assumptions are we making about 
people who don't hunt or fish?

What do they already value that we're 
overlooking? 
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CWC is described as educational, 
trustworthy, and approachable. As we look 
ahead, where do you think we can evolve?

What should we lose? What should we 
protect? 
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When someone experiences one of our 
campaigns, what do we want them to do next?

Not just think differently, but do differently. 
E.g. Learn more, Visit public lands, Attend an 
event, Volunteer, Try hunting or fishing, Support 
wildlife management, Talk differently about 
hunting and fishing…. 
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If we continue communicating exactly as 
we have, what opportunity do we risk 
missing?

Where would you be comfortable taking 
more creative risks?
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Thanks!


