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R&R Team Updates
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Team Structure
Updates
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Å Jacqueline Meason, Corporate Director of 
Brand, and Amelia Holt, Project Supervisor, will 
begin leading the CWC business

Å Miriam Swofford and Dani Schneider will be 
leaving the CWC team
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Competitive Report
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Web Analytics
Q4 2023 Recap
10/1/23 -  12/31/23
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Q4 Web Traffic Overview (Compared to Q3)

ÅDuring Q4 two campaigns ran -  This is the Wild Life and A Day in the Life
Å This is the Wildlife: 9/25 -  10/31/23
Å A Day in the Life: 11/15 -  Current

ÅSessions: 33,658 ( +385.6% )
ÅTraffic experienced a significant increase from Q3 as media efforts were re - launched in 

mid Q4.
ÅDirect and Organic Search traffic also increased by 70.9% and 33.1% respectively QoQ

ÅNew Users: 31,080 ( +369.4% )
ÅActive Users: 31,562 ( +408.3% )
ÅEngagement Rate: 33.5% ( - 35.8%)

ÅAs paid traffic tends to engage with the site at rates lower than that of organic traffic, 
the increase in paid traffic led to a decrease in engagement rates from the previous 
quarter.



Paid Media Sources Ь Top 5 (All Campaigns)

Source -  Medium Sessions Total Users Engagement Rate

Undertone -  Page Grabber 10,372 9,642 31.4%

Facebook/Instagram -  Paid Social 3,085 3,017 17.0%

The Trade Desk -  Display 3,044 2,794 24.7%

TikTok -  Social 2,764 2,787 14.4%

The Trade Desk -  Preroll 1,768 1,682 36.4%

Paid Totals 26,237 24,835 28.6%

Å Undertone was the top traffic driver last quarter with over 10.3k sessions or 39.5% of paid traffic. Users from Undertone 
tended to engage with the site above the rates of paid averages and just below the overall site average.

Å Trade Desk, which was active across four mediums (Display, Preroll , Native, and CTV), was the second highest traffic 
driver with 6.85k sessions in total. While users from Display tended to engage with the site at rates below the site 
average, users from Preroll and Native had the highest engagement rate of any paid sources with at least 250 sessions.



Paid Media Sources Ь Top 5 (This is the Wild Life Campaign)

Source -  Medium Sessions Total Users Engagement Rate

The Trade Desk -  Display 1,032 970 18.4%

Facebook/Instagram 768 763 18.1%

The Trade Desk - Native 515 404 28.7%

The Trade Desk Ь Pre- roll 397 380 29.0%

The Trade Desk -  CTV 172 171 22.1%

Paid Totals (This is the Life 
Campaign) 3,126 3,013 24.4%

Å Within the This is the Wild Life Life campaign, Trade Desk was the top paid driving source with 67.9% of paid visits, and 
was active across 4 mediums (Display, Native, Pre - roll, and CTV).

o Users from Native and Pre - roll tactics engaged with the site at rates higher than the paid campaign averages, 
while Display and Native users engaged below the paid averages.

Å Facebook/Instagram was the only non - TTD source in the top 5 during this campaign, though users from Facebook 
tended to engage at rates lower than any of the TTD mediums.



Paid Media Sources Ь Top 5 (A Day in the Life Campaign)

Source -  Medium Sessions Total Users Engagement Rate

Undertone -  Page Grabber 10,372 9,642 31.4%

TikTok 2,783 2,762 14.3%

Facebook / Instagram 2,286 2,256 16.9%

The Trade Desk -  Display 1,986 1,825 28.2%

The Trade Desk -  Preroll 1,373 1,302 38.5%

Paid Totals Ь Day in the Life 
Campaign 23,056 21,846 29.3%

Å The 'A Day in the Life' campaign saw the launch of Undertone Ь Page Grabber ads and that was the top traffic driver 
since launch. Undertone users tended to engage with the site at rates above the campaign average.

Å TikTok and Facebook/Instagram users both engaged with the site at rates below the site average.
Å Trade Desk Ь Preroll users had the strongest engagement rates during the campaign, similar to what was seen in 'This is 

the Life'



Top Pages by Pageviews

Å The homepage continues to account for the largest percent of pageviews, though users tend to engage at higher 
rates on content heavier pages. 

Å Though it accounted for less than 1k pageviews, users spent a significant amount of time on the benefits page. 



Scroll Depths by Page (Top 5)

0.0%

10.0%

20.0%

30.0%

40.0%

50.0%

60.0%

70.0%

80.0%

90.0%

100.0%

Homepage Pronghorn Who We Are Benefits Take Action

Organic Scroll Depth by Page (Top 5)

25% Scroll Rate 50% Scroll Rate 75% Scroll Rate 100% Scroll Rate

Å Homepage scroll depths decreased at each level (25%, 50%, 75% and 100%) from the previous quarter, 
though the other content pages in the top 5 all experienced an increase of at least 1.8% QoQ at the 25% 
mark and generally saw increases at further depths.



Daily Visitation (All Traffic)
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Daily Visitation (Organic Traffic) & Sponsorship Dates
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AppleFest: 10/7-
10/8

CU Boulder Tabling 
10/11

Pumpkin Harvest: 
10/14-10/15

Earned Media ς The 
Durango Telegraph: 

11/30

Earned Media ς The 
Durango Telegraph: 

12/9



Daily Visitation (Organic Traffic) & TV Impressions
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Paid Media Updates
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FY 23/24 ITW Media Performance

FY 23/24 ADITL Media Performance

01

02

Paid Media 
Overview

22
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Media 
Objectives 
& Goals

   

23

Å Campaign Objective
Å Increase awareness  among the In The 

Wind audience of the benefits of hunting 
and fishing for the state of Colorado.

Å Measurable Goals
Å Increase education of the benefits of 

hunting and fishing measured by 
impression delivery, video views and 
website visits .

Å Key Performance Indicators (KPIs)
ÅPrimary: reach, impressions,  brand lift  and 

annual tracker study
ÅSecondary: clicks (CTR), video views 

(VCR) and website visits
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FY 23/24 Media Performance

24
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September 2023 -  October 2023
Paid Media Report & Highlights
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BUDGET $45,111

TIMING

AUDIENCE

September 25, 2023  Ь
October 31 , 2023

In The Wind ( Adults 18 - 34)
Planning
Paramete rs

26

TACTICS Broadcast Television
Facebook/Instagram
The Trade Desk :
  CTV
  Display
  Native
  Pre- roll
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3,890,157 total impressions

4,712total  clicks

$45,111total cost

Campaign
Results
9.25.23 to 
10.31.23

TV
$21,644 
(48%)

Social
$6,667 
(15%)

CTV
$6,600 
(15%)

Display
$2,400 
(5%)

Native
$2,400 
(5%)

Pre- roll
$5,400 
(12%)
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In the Wind
Key Metrics

Television :
ÅThe campaign delivered 95,599 impressions for Adults 18 - 34 with 8 total 

spots running in various NFL games including Broncos/Chiefs. The Fox 
creative ran in both 15 and 30 second versions.

The Trade Desk:
ÅCTV
o The CTV campaign delivered 186,955 impressions, with a 98% completed 

view rate, overperforming from the 85% benchmark.
ÅDisplay
o The Click Through Rate (CTR) for the campaign finished at 0.103% overall, 

which is significantly above the benchmark of .05%. The Display campaign 
delivered 555,118 impressions.
ÅNative
o The Click Through Rate for Native achieved a 0.97% overall and generated 

725 clicks with 744, 107 impressions.
ÅPre - roll
o A total of 269,455 impressions were delivered with a CTR of 0.156%, which 

beats the benchmark of 0.57%.

28

Facebook/Instagram:
ÅThe campaign delivered 2,039,013impressions in total with an overall CTR 

of 0.15%, which is slightly below the FY '22 - '23 average CTR of 0.23%, which 
could be attributed to the short flight and/or ad exhaustion.
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This is the Wild Life Creative
Social
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Display
Native

This is the Wild Life Creative
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CTV Pre-Roll

Co-Exist

Fox

Co-Exist

Fox

This is the Wild Life Creative
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November 2023 Ь December 2023
Paid Media Report & Highlights

32
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BUDGET $1,598,344

TIMING

AUDIENCE

November 1, 2023  Ь
June 30, 2024

Adventurous Environmentalist
(Adults 18 - 44 )

Planning
Parameters

33

TACTICS Broadcast Television
OOH
The Trade Desk
YouTube
Facebook/Instagram
Reddit
Snapchat
Spotify
TikTok
Email
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33,845,771 total impressions

56,126 total  clicks

$382,378 total cost

Campaign
Results
11.15.23 to 12.31.23

TV
 374,420 

(1%)
OOH

 5,226,754 
(15%)

Social
 15,594,459 

(46%)

Influencers  
2,200,000 

(7%)

Video
 4,864,370 

(14%)

TTD Digital  
5,585,768 

(17%)
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Traditional Media
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12TOTAL SPOTS

TIMING

GEO 

November - December 2023

Denver DMATelevision

36

Broadcast delivered 374,420 impressions  to Adults 18 -
49 between November 1 - December 31, 2023, with additional 
details below:

The :30 Moose spot aired in the Broncos vs. Bills Monday Night game 
on ABC7 as well as the Broncos vs. Lions Saturday night game.
Three bonus spots in pre/post - NFL coverage were negotiated for  
$10,500 in added value in Q4.



rrpartners.com

5 Static BillboardsTACTICS  

TIMING

GEO 

November 2023 Ь March  2024

Metro Denver Area

OOH
Billboards

37

IMPRESSIONS Weekly estimated: 968,076
5- week report total: 2,189,174
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1 Full Light Rail Wrap (2 sides)TACTIC

TIMING

GEO 

November 2023 Ь May  2024

Metro Denver Area

OOH
Light Rail Wrap

38

IMPRESSIONS Weekly estimated: 433,941
7- week report total: 3,037,580
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2023 Season executions:

Å Pre- game video on jumbotron

Å Outfield wall signage

Å L- bar branding

Å Moose mural

Å Bag giveaway on 9/17/23

Å Digital (2 social posts, 1 eblast)

Total attendance for the 2023 season: 2,607,935

Estimated impressions for the 2023 season: 2,935,181

Colorado Rockies
Sponsorship

Tote  giveawayPre- game  video on jumbotron
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Colorado Rockies
Sponsorship

Mural

L- Bar Signage

Outfield Wall
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Digital Media

41
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Activation Summary Tactic Impressions KPIs Cost

̖̙̟̘̃̒̔̚ ̥̙̖ ̥̣̘̖̥̒ ̦̖̟̖̒̔̕̚Я̤ ̥̥̖̟̥̠̟̒̚ ̨̥̙̟̚̚ ̠̟̥̖̟̥̔ ̨̙̖̣̖ ̥̙̖̪ ̡̤̖̟̕ 
time and attention including online video and connected TV.

Targeted the audience with multiple messages across several channels 
with optimal frequency to keep Colorado Wildlife Council top - of - mind.

Targeting:

Å Behavioral:  Primary audience of outdoor enthusiasts via hiking, camping; 
lean left politically, aged 18 - 44, income of $75k+. Secondary audience of 
hunter affinity, independent or moderate voter, aged 18 - 29, income under 
$75k.

Å Testing photography and birdwatching enthusiast audiences as well as 
custom AI audiences modeling current Colorado Wildlife audiences.

Å Retargeting website visitors

Connected TV 822,870 97.7% Completion Rate $28,670

Pre- Roll Video 1,006,731
66.4% Completion Rate

2,306 Clicks
0.229% CTR

$23,872

Display 1,513,971 1,208 Clicks
0.080% CTR $10,590

Native 2,242,196 2,063 Clicks
0.092% CTR $10,629

Digital Media Tactics Ь The Trade Desk
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The Trade Desk
 Learnings

Å The new creative has just started running and is showing a slight dip in completion rate Ь 
typically at 98%+  VCR, now showing a 97.7% VCR .

Å Best performing creative by clicks/CTR or Impressions

Å The Adventurous Environmentalist audience is performing the best across CTV, Native 
and Display campaign groups. The Dstillery  Pre- Roll audience (details in following 
bullet) is performing the best for Pre - Roll.

Å For CTV, a group of Disney/Disney+/Hulu inventory groups performed the strongest in 
overall impressions delivered. Fubo  inventory was also strong with live sports content.

Å We are testing custom audiences through Dstillery's Custom AI audience.  These are 
built by analyzing Colorado Wildlife's first - party pixel data to create a profile specific to 
the brand.  The Custom AI Model then scores and ranks new potential audience 
members every 24 hours  based on in - market signals, keeping the audience fresh and 
targeted only to relevant consumers as well as new prospects as they are scored into the 
model

Å For FY23- 24, we have included some additional audience targeting due to interests 
inferred from past campaigns, including p hotography enthusiasts and 
birdwatching. (Web content including photography as well as petapixel.com for camera 
equipment/photography were more frequently seen in browsing activity.)
ÅCertain key words are blocked for 23/24 to avoid negative content post CWC 
exposure as it relates to wildlife ("killed", "attacked" "euthanized").

Tactic Metric Creative

CTV Impressions Batty :15

Pre- roll Clicks Moose

Native CTR Moose

Display Clicks Moose (Mobile)

43
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Tactic Activation Summary Impressions KPI Cost

Facebook/Instagram Ḁ̝̫̖̊̆̚̚̕ ̥̙̖ ̡̝̥̗̠̣̞̤̒Я ̣̠̦̤̥̓ ̗̣̤̥̚- party targeting capabilities to reach 
the Adventurous Environmentalist and Hunter Adjacent audiences based 
on their interests and demographic data.

Å Leveraged look - alike and retargeting audiences based on data from 
past campaigns and website visitation.

ÅBoosted organic content to achieve greater engagement and reach 
beyond the organic feed.

8,512,789
18,171 Clicks

5,522,957 Video Plays
513,711Post Engagements

0.21% CTR

$35,931

Influencers ÅAmplified messaging and organically connected with the target 
audience at one of their frequent media touchpoints.

ÅPartnered with 2 influencers, Nelson (a prior partner) and Presley.
Å In addition to the influencer's current in - feed content, 

the influencers  produced more dynamic content such as IG Reels.

2,200,000

1.5M Organic & Paid Reach
6,215 Likes

1,333 Link Clicks
319K Reel Plays

$30,000

Reddit Å Targeted the Adventurous Environmentalist and Hunter Adjacent 
audiences through wildlife focused creative based on based on 
interactions with content or communities relating to the outdoors and 
sustainability.

Å Leveraged retargeting audiences based on website visitation.

573,772

1.676 Clicks
218,339Video Views

38.1% Video View Rate
0.29% CTR

$8,313

Snapchat Å Targeted the Adventurous Environmentalist and Hunter 
Adjacent audiences through wildlife focused creative based on based 
on interactions with content or communities relating to the outdoors 
and sustainability.

636,335

2,752 Clicks
305,599 Video Views

48.0% Video View Rate
0.43% CTR

$8,392

TikTok ÅDrove brand awareness and ad recall among adults 18 - 44
Åwith thumb - stopping video creative.
ÅUtilized ̥̙̖ ̡̝̥̗̠̣̞̤̒Я ̥̣̘̖̥̟̘̒̚ ̡̝̥̖̤̔̒̒̓̚̚̚ ̥̠ ̣̖̙̒̔ ̥̙̖Adventurous 

Environmentalist and Hunter Adjacent audiences based on their interests 
and demographic data.

5,871,563

9,939 Clicks
5,818,449 Video Plays

Cost per Completed View 
$0.01

0.17% CTR

$19,610

Social Media
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Social
Key Learnings

Facebook :
ÅFacebook drove an average frequency of 6.08x  throughout this period of 

the campaign.
ÅThe Conservation engagement ad on 12.18 generated the highest CTR of 

4.77%.
ÅThe 15s Batty creative held the strongest video completion rate at 12.4%

Influencers:
ÅEach influencer delivered one Instagram photo, two IG Story sets and 

two IG Reels, producing 19,272 likes and 4,711 clicks to the website.
ÅNelson's IG photo drove the most traffic, with 653 clicks to the site.
ÅNelson's IG reels delivered the majority of the views with over 41K plays.

Reddit :
ÅCampaign CTR averaged above the 0.17% benchmark at 0.29%, improving 

26% from FY22/23 .
ÅSeeds 15 has the highest CTR at 0.29% and held the strongest video 

view rate at 38.3%.

TikTok :
ÅThe 15s Seeds video had the highest CTR at 0.18% and the strongest video 

completion. CPMs were similar across all videos, averaging $3.34

45

Snapchat :
ÅThe 15s Seed video and 30s Moose video performed similarly, with a 0.44% 

and 0.43% CTR respectively.
ÅVideo completion rate for the 15s performed 82% higher than the 30s 

Moose video, averaging 29% with 15s to 15.9% with the 30s spot
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Fall 2023 Influencer Engagement -  Nelson

Nelson does a great job of generating a high rate 
of engagement, as he has a large IG following of 111K.

Nelson saw the best organic engagement with an 
average rate of 2.59%.
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Fall 2023 Influencer Engagement -  Presley

Presley has a smaller following, however, she 
delivers professional - grade video and imagery.
̣̖̤̝̖̪́Я̤ ̗̣̤̥̚ ˺˸ ̣̖̖̝ ̧̖̝̖̣̖̕̚̕ ̥̙̖ ̞̠̤̥ ̡̒̚̕ 

impressions, generating over 732K! ̣̖̤̝̖̪́Я̤ ˢ̤̥ ˺˸ 
Reel generated the highest number of video plays (a 

total of 131K), as well!
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Tactic Activation Summary Impressions KPI Cost

Rich Media Å The Page Grabber Moose ad unit reached Adults 18 - 44 living in 
˴̠̝̠̣̠̒̕ ̨̥̙̚ ̒ ̡̤̤̠̟̒̚ ̗̠̣ ̥̙̖ ̠̦̥̠̠̣̤̕ ̥̙̣̠̦̘̙ ̟̖̣̥̠̟̖̆̕Я̤ 
proprietary high - impact video unit, creating an emotional connection 
that compels a user to act.

732,111
11.79% VCR

8.45% Engagement Rate
14,307 Clicks

1.96% CTR

$11,250

Spotify Å Sponsored sessions drove brand awareness and ad recall among the 
AE/HA audience with thumb - stopping video creative that provides the 
user with a reward for watching the video to completion.

124,468
77.7%VCR
955 Clicks
0.77% CTR

$18,000

YouTube Å Optimized the Skippable In - Stream campaign toward view - rate with a 
cost - per - view (CPV) bid method.

Å Targeting included: Winter Sports, Outdoor Enthusiasts & Sports Fans. 
Topics (Hiking, Camping, Outdoor Recreation, Local News, College 
Sports and Sports News), keywords, retargeting site visitors and 
engagers from past campaigns.

4,007,791
95.4% Completion Rate
3,656,250 Total Views

1,416 Clicks
0.04% CTR

$23,115

Video
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Video
Key Learnings

Rich Media :
ÅThe campaign delivered 732K impressions within the first few weeks of 

being live (went live 12/11) with a CTR of 2.02%, which is at the high end of 
the 1%- 2% benchmark range.
ÅInteraction Rate was 2.6%, while the Engagement Rate came in at 8.45%, 

and the Viewability at an 81% rate Э all above benchmark.
ÅAdded value of almost 30K impressions

YouTube:
Outdoor enthusiasts, sports fans, and Winter sports were among the top 
audience segments for the video completions , with sports fans and 
outdoor enthusiasts holding the highest share of clicks
06s Bumper units had a 95.6% VCR compared to a 90% VCR benchmark
:15s skippable in - stream units had a 85.8% VCR improving from Q4 last 
year (up from 61.9%) -  benchmark is 40% VCR.

Spotify:
ÅThe campaign delivered 124,468 impressions with a 77.7% Video 

Completion Rate, which is above Spotify's benchmark of 71% on sponsored 
session placements.
ÅThe Click Through Rate for the campaign finished at 0.77% overall, which is 

also above the benchmark of 0.5%.
ÅSpotify overdelivered, which gave us almost $545 in added value .

49



rrpartners.com 50

Video Ь Rich Media Page Grabber
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Video Ь Spotify Sponsored Session
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MailChimpTACTICS  

TIMING

DETAILS

4 newsletters (one each quarter)

Collected 325  subscribers  (1,000%+ 
increase since last FY!)

AUDIENCE 

2x Newsletters have been deployed  
this fiscal year producing an average 
open rate of 50% and  an 4.5%  CTR 
(CTR decreased significantly this 
year).

Email
(MailChimp)

52

INSIGHTS Open rate and CTR show 
proven engagement, and the 
increase in subscriber volume shows 
the outreach team has been 
successful with collecting opt - ins.
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Flowchart
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Rockies Partnership
Updates

54



FUTUREOPPORTUNITIES



2024: SOCIALMEDIASCAVENGERHUNT

ColoradoWildlifeCouncilwill be the presentingpartnerof a social scavenger.

ColoradoRockiesfanswillbe taskedwithtakinga photoof themselvesout in the

wildernesswith their Rockiesgearfor a chanceto winmutuallyagreedupon VIP

itemsand experiences.

Option1:

- User-GeneratedContentseries,fanspost photosof "key destinations"

whileattendinggamesat CoorsField

- Fansentercontestwith co-brandedhashtag

- e.g.#KeepCoorsFieldWILDOption

Option 2:

- User-generatedContentseries,fanssubmitphotos/ videosin realWild-Life

settingsfrom their favoriteplacesinColorado

Winnerswill be honoredas the RockiesWildManof the Season duringa pregame

ceremonyand receivefreetickets for their familyand fellowwildmen/women,an

autographeditem,and a money-cant-buyexperience.e.g.Tourof the CFForest.



2024: COLORADOWILDLIFEFOREST

ColoradoWildlifeForestwill havea dominant presencein Center

Fieldas one of the coolestand most unique placementsin all of

professional sports.

We will transform our beautifully landscapedlake and forest 

environment in centerfield into a co-branded CWCactivation as a

fixture of the ballpark!Thisspace is frequently shown on TV

broadcastsacrossthe RockyMountain Region.



2024: TV-VISIBLESIGNAGE: BULLPENWALLSIGNAGE

ColoradoWildlifeCouncilwillbe showcased on a11õ x27õ BULLPEN

sign will be visible in-ballpark,as well as, on local and national

televisionbroadcasts,during replays,home runs and pitching

changes.

Thisstatic signageabove the CoorsFieldbullpen, located in right

center field, is the largestsignageposition available.

LOCATION Location
Total

Exposures

Total

Duration
100%MediaValue

For2022

Sponsorship 

Impressions

Static OutfieldBullpen 18,267 21_04_20 $5,775,110153,928,747



2024: MCGREGORSQUARE OVERVIEW

McGregor Square is the premier downtown destination in Denver. Our 

new mixed-use facility is adjacent to Coors Field and will be a pregame 

stop for all Rockies fans AND a 365-day activation platform for our 

valued partners.

PROPERTY OVERVIEW ðThree buildings, 365 Days of Activation

ÁHOTEL BUILDING

Á176 key Hotel operated by Sage Hospitality

Á20,000 square feet of indoor/outdoor space for corporate events, 

weddings, conferences, charity events, etc

ÁOFFICE BUILDING

Á11 Stories, Retail banking, gym, food-hall, and bar

ÁRESIDENTIAL BUILDING

Á103 Units, approx. $1,100 / sq ft

Mcgregorsquareoverview



2024: LED Totems: moments of exclusivity

Colorado Wildlife Council will be included on all five 

(5) Totem LED signage at McGregor Square. The 

Totem LED schedule will feature one brand on all 

Totem LED boards for :15 to create moments of 

dominance and signage exclusivity.

Mcgregorsquareoverview

ToolLocation

Exposureper 

Hour

Operation per 

Day

LEDTotems 3min 20-30min



OPTION2

RENEWALASSETS+ BELOWINCREMENTALSPEND$ 

2024 ONE-YEARPARTNERSHIP

Å CurrentAssetMix plus the belowincremental assets:

Å ColoradoWildlife Forestbranding+ $75,000

Å Duringall 81 RockiesHomeGames

Å + BullpenSign$75,000

Å Thisis a swapout, CWCwill receiveBullpenin lieu of

OutfieldWall Sign

Å ($150,000 total for Bullpen + Forest)

Å SocialMedia ScavengerHunt Contest+ $50,000

Å :30 In-Game Radio SpotsDuring81 Games + $25,000

Å McGregorSquareLEDIntegration + $55,000

2024: ROCKIES RENEWALOPPORTUNITY SUMMARY

OPTION1 (Keep as is)

RENEWAL$300,000  

2024 ONE-YEARPARTNERSHIP

ÅDesignationand LogoRights
ÅTV-Visible OutfieldWall Signagefor all 81 RockiesGames
ÅL-Bar Brandingduring all 81 RockiesGames
ÅPre-gameVideoprior to all 81 RockiesGames
ÅGateB MooseMural

ÅColoradoWildlife CouncilPromotional/ThemeDay

ÅDigitalAssetson RockiesChannels
ÅOne (1) EmailBlast

ÅTwo(2) SocialPosts

ÅHospitality:

ÅFour(4) VIPTicketsto Four(4) RegularHomeGames
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Things to note:

We have $375,000 budgeted for the Rockies for 2024 which includes the 
production of the giveaway item. There is an additional $50,000 available via 
the opportunity fund.

Å The Bullpen Sign inclusion is a replacement asset. The sign would move from 
the Outfield Wall to the bullpen for $75K. 

ÅMcGregor Square LED can start in January and run until the end of the 2024 
baseball season.
Å The ice - skating rink will be up starting in December at McGregor Square

Å The social scavenger hunt would be in addition to your current social assets. 
We could use those current social assets to make that scavenger program 
bigger.

Rockies Partnership



rrpartners.com

Rockies Promotional Dates
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Å Friday, July 19 at 6:40 PM against San Francisco

Å Saturday, August 31 at 6:10 PM against Baltimore

Å Saturday, September 14 at 6:10 PM against Chicago*

Please decide what date the council would like to have their 
promotional day on. The promotional day includes tickets to 
the suite for you and your guests, throwing the first pitch, and 
the distribution of an agreed upon promotional item.

*National Hunting and Fishing Day is September 28, 2024.

Promotional 
Date Options



rrpartners.com

Creative
Updates
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Phase 2 Assets
2/1- 4/15


