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Exploratory Research Highlights
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Research 
Updates

Exploratory Research

• Phase 1 (Landscape Re-assessment) is 
wrapping up, and results will be shared asap. 

• Phase 2 (Ethnojournals) is currently kicking-off. 

Tracking Survey

• Wave 8 of the ongoing tracking survey will 
launch in September. 

• Review and approval of the tracking survey is 
currently taking place. 
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FY 21/22 Paid Media
Recap
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FY 21/22
Planning
Parameters

6

BUDGET $1,245,540

TIMING September 13, 2021-June 30, 2022

AUDIENCE In the Wind (A18-34)

TACTICS Television
Out of Home
Sponsorships
The Trade Desk
YouTube
Facebook/Instagram
TikTok
Email

MEASUREMENT DISQO



Digital Media (Trade 

Desk), 34%

Television, 26%

Facebook/Instagram/TikTok, …

YouTube , 8%

Influencers (Undertone), 

6%

Colorado Rockies 

Sponsorship, 5%

Ski Lift OOH, 3% DISQO Measurement, 2% Email, 0%

Budget Recap
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FY 21/22 Media Performance
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Campaign
Results

The Trade Desk, 

26,722,048

YouTube,

15,415,889 

Facebook/Instagram,

29,288,983 

Influencers, 

4,300,000

TikTok, 

14,868,723

Television, 

13,185,333

Rockies 

Partnership, 

4,212,642

Ski Lift OOH, 

3,216,784

111,210,402 total impressions

188,935 total clicks

$54,534 in added value
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Traditional Media
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240TOTAL SPOTS

TIMING

GEO

Sept. 2021–June 2022
*Flexible buying structure based on 
opportunity and efficiency

PROGRAM
HIGHLIGHTS

Denver DMA

Super Bowl, achieved the most impressions for 
the year at 279,440

Multiple spots in the Stanley Cup Final featuring 
the Avalanche that achieved a total of 448,147 
impressions

AFC and NFC playoff games that delivered a total 
of 358,519 impressions

NCAA March Madness with a total of 81,232 
impressions 

Television
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624 Digital ScreensTACTICS

TIMING

GEO

December 1, 2021–March 31, 2022
17 Weeks

Winter Park Resort 

Ski Lift  
Digital OOH
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IMPRESSIONS Guaranteed – 2,187,000
Delivered – 3,216,784
Over Delivery – 47% (valued at $15,355)
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2022 Season executions:

• In-game video on jumbotron

• In-park signage

• Statue placement

• Kiosk tables

• Towel giveaway (still to come)

• First pitch (still to come)

Average attendance per game (based on 2019): 36,953

Estimated impressions through June 30, 2022: 4,212,642

Colorado Rockies
Sponsorship

Towel giveaway

In-game video on jumbotron
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Colorado Rockies
Sponsorship

Statues

Concourse ScreensOutfield Wall
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Digital Media
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Activation Summary Tactic Impressions KPIs Cost

Captured the ITW audience’s attention within content where they spend time 
and attention. 

Reached the audience with multiple messages with the optimal frequency to 
keep CWC top-of-mind. 

Targeting:

• Behavioral: (BT Voters and Outdoor Enthusiasts, excluding Republicans, 
Gun Advocates and over A35)

• Contextual: Targeted off of keywords 

• Geo-location: Targeting people who have been to, or are currently at, 
outdoor locations. Can target ski lifts while we have ads running

• Retargeting website visitors 

Connected TV 2,532,750 97% Completion Rate $110,668

Pre-Roll Video 3,068,217
82% Completion Rate 

29,380 Clicks
0.92%CTR

$93,160

Audio 3,575,308 96.2% Completion Rate $69,817

Display 13,141,276 38,307 Clicks
0.33% CTR $109,439

Native 4,404,497 21,833 Clicks
0.51% CTR $47,282

Digital Media Tactics – The Trade Desk
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The Trade Desk 
Key Learnings

• Strong VCR performance from the CTV and Audio 
placements. Both performing with a 96%+ VCR compared 
to a 90% benchmark. 

• Best performing creative

• Behavioral audiences performed best with Audio, CTV 
and Native, whereas FSQ geo location targeting was 
slightly better for Pre-Roll and Display

• Undertone units captured a combined 1.15% CTR with the 
high impact unit delivering a 2.55% CTR (1.0%-1.5% 
benchmark) and the social brand reveal unit delivering a 
0.40% CTR (0.30%-0.40% benchmark)

Tactic Creative
Audio The Toast :15

CTV The Fox :15

Pre-roll Coexist :15

Native Why We Hunt

Display BikeFish
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Tactic Activation Summary Impressions KPI Cost

YouTube

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

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

15,415,889

76.2% Completion Rate
3,956,203 Total Views

5,795 Clicks
0.04% CTR

$96,561

Facebook/Instagram

• Utilized the platforms’ robust first-party targeting capabilities to reach 
the ITW audience based on their interests and demographic data.

• Implemented geo-targeting around the downtown Denver mural to 
reach those in the area with the CWC filter. 

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

• Boosted organic content to achieve greater engagement and reach 
beyond the organic feed

29,288,983

43,361 Clicks
19,450,949 Video Plays

1,814,858 Post Engagements
0.66% CTR

$143,522

Influencers

• Amplifed messaging and organically connected with the target 
audience at one of their frequent media touchponts

• Continued partnerships with 2 influencers while adding a new 3rd

influencer for fresh content and reach to new audiences
• In addition to the three influcencers’ current in-feed content, 

influencers produced more dynamic content such as IG Reels or IGTV. 

4,300,000

1.6MM Organic & Paid Reach
145,098 Reel Plays

13,352 Likes
3,092 Link Clicks

9.31% Ad Recall Rate

$79,952

TikTok
• Drove brand awareness and ad recall among the ITW audience with 

thumb-stopping video creative. 
• Campaigns focused and optimized to driving overall impression

14,868,723
0.26% CTR

49,525 Clicks
$0.94 CPC

$49,949

Video and Social Media 
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Video & Social 
Key Learnings

Facebook: 
• Facebook ran annually and drove an average frequency of 7x throughout 

the entire campaign
• The Coexist 30 creative generated the most impressions, followed by the 

Lynx Fridays 15 and the Coexist 15
• The 11.16.21 Evergreen Engagement ad generated the highest CTR of 14.6%

YouTube: 
• Outdoor Enthusiasts, Affinity to Camping & Hiking and Outdoor 

Recreational Equipment were among the top audience segment for the 
video completions but Sports Fans had the highest clicks to the website.

• Bumper units had a 94.36% VCR compared to a 90% VCR benchmark and 
improving year over year (up from 92%)

• :15s Skippable In-Stream Units had a 60.42% VCR improving year over year 
(up from 18.22%)

Influencers: 
• Campaign delivered 1.4MM Impressions in Fall 2021 and another 2.8MM 

impressions in the spring
• Overall, Ty’s content performed the best in the paid media and generated 

the highest recall rate of 20.72%

TikTok: 
• This is the only platform that did not run as evergreen, with spend focused 

on March-June of 2022 and proved to be a very cost efficient platform for 
driving traffic to the website $0.94 CPC)

• The Species creative was served to 50% of the total impressions and 
garnered the highest CTR of 0.29%. 

• The Ferret served the next highest total of impressions, but the Bear had a 
slightly higher CTR.
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Influencer Engagement
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Influencer Engagement
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MailChimpTACTICS

TIMING

DETAILS

Once a quarter

Collected 16 subscribersAUDIENCE

3x Newsletters were deployed this year 
producing an average open rate of 
54.3% and 19.3% CTR. 

Email
(MailChimp)

22

INSIGHTS While open rate and CTR prove 
engagement, the subscriber volume is 
too low. In the next fiscal, we can 
support email sign-ups to further 
nurture this channel.
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DISQO MEASUREMENT

23
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DISQO Results 
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DISQO Results
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DISQO Results
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DISQO Results
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DISQO Results
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FY 22/23 Paid Media
Recommendation
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Channel Strategy

30
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Target
Primary Audiences

In The Wind
• Adults 18 to 34
• Non-hunting and non-fishing
• Tends to lean left politically
• Often interested in the outdoors

Stakeholder/Advocate
• Hunters and anglers
• Followers of the CWC social pages



32

Media Consumption Behaviors 

Source: Scarborough Denver, CO DMA 2022 & 2021 Release 1



Vote

Visit
Website

Mass Reach 
Media 

Audience 
Journey
In The Wind

Awareness Intent Conversion Action

33

Ad 
Engagement 

or 
Search 

Advocate on 
behalf of 

CWC

Targeted 
Media 

Objective:
Through traditional 
and digital media 
channels, increase 
awareness among 
the “In The Wind” 
audience, paving 
the way for them 
to become 
advocates.

Nurture

1x1 Messaging

Retargeting Web 
Visitors & Social 

Engagers 

Sign-up for 
email

Social Media 
Follow



Measurement: Funnel Approach

34
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FY 22/23 Paid Media
Recommendations
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BUDGET $1,052,550 – Option 1
$1,302,200 – Option 2

TIMING

AUDIENCE

July 1, 2022 –
June 30, 2023

In The Wind (Adults 18-34)
Planning 
Parameters

36

TACTICS Television
OOH
The Trade Desk
YouTube
Facebook/Instagram
Reddit
TikTok
Email
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• Adapting ITW: The ITW audience is growing and changing. 
As this audience changes, it’s important to be mindful of 
their changing needs, and flexibly adapt to the shifts in 
media consumption.

• Diversity & Inclusion: Integrate specific BIPOC data 
segments into the media plan that reach diverse 
audiences that fall within the 18-34 demo.

• New to Colorado: Target those who fall within the ITW 
audience but are new to Colorado.

• Outdoor: Continue to target those who are interested in 
outdoor activities, but do not participate in hunting or 
fishing.

• Geo-targeting: Target those near our mural, those in 
the vicinity of outreach events, and people within the 
outdoors.

• Stakeholder inclusion: Remain visible among CWC’s key 
stakeholders to ensure that we’re remaining top-of-mind 
for our advocates. Reach them specifically within paid 
media efforts such as TV, OOH, events, social influencers, 
evergreen social and earned efforts.

• Growth: Leverage lookalike and retargeting audiences 
based on data from past campaigns.

Media 
Audiences:
Build Upon Foundational 
Audiences
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Traditional Media
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75% Sports
25% Prime Programming

TACTICS

TIMING

GEO

January 2023 –June 2023
*Flighted to avoid the political window for 
the General Election

SAMPLE
PROGRAMS

Denver DMA

Live CO Sporting Events, 
Saturday Night Live, Masked 
Singer, Bachelor

Television

39
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EXECUTIONS

TIMING July 1, 2022 – October 5, 2022*
*Remainder of the 2022 Season

• In-game video on jumbotron
• In-park signage
• Statue placement
• Kiosk table
• Towel giveaway
• First pitch

Colorado
Rockies
Sponsorship

40

Average attendance per game (based on 2019): 36,953
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65 ChairsTACTICS

TIMING

GEO

Dec. 1, 2022 – March 31, 2023
4 Months

Winter Park Resort*
*Option 2 includes Keystone, as well.

Ski Lift
OOH

41
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Email
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MailChimpTACTICS

TIMING

DETAILS

Once a quarter

Collected email addressesAUDIENCE

Newsletter sent once a quarter 
with any Council and news 
updates.

Email
(MailChimp)

43



rrpartners.com

Digital Media
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Streaming Audio
Connected TV
Pre-Roll Video
Display (Standard & Native)
Rich Media

TACTICS

TIMING

GEO

September 12 – June 30*
*Note that some tactics are flighted for a shorter period

Colorado

CHANNEL The Trade Desk, Spotify, 
Undertone

Digital Media

45

STUDY Inferred Brand Impact Study 
through TTD



Digital Media Targeting

46

Adapting ITW: The ITW audience is growing and changing. As this audience changes, it’s important to 
be mindful of their changing needs, and flexibly adapt to the shifts in media consumption. 

• Diversity & Inclusion: 
Integrate specific 
BIPOC data 
segments into the 
media plan that 
reach diverse 
audiences that fall 
within the 18-34 
demo. 

• Targeting: 
• Demographic
• Behavioral 

• Growth: 
Leverage 
lookalike and 
retargeting 
audiences based 
on data from 
past campaigns 
and website 
visitation.

• New to Colorado: 
Target those who
fall within the ITW 
audience but are 
new to Colorado. 
Utilize life event
of recently 
moved to identify 
new 
Coloradoans.

• Outdoor: 
Continue to 
target those who 
are interested in 
outdoor 
activities, but do 
not participate in 
hunting or 
fishing.

• Geo-Targeting: 
Target those near 
our mural, those in 
the vicinity of 
outreach events, 
and people within 
the outdoors. 

• Targeting: 
• Behavioral 
• Contextual  

• Targeting: 
• Behavioral
• Contextual
• Geography

• Targeting: 
• Geography

• Targeting:
• Retargeting
• Lookalike
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:15s Video + Companion BannerTACTICS

TIMING

GEO Colorado

Spotify 
Streaming 
Audio

47

September 12 – June 30

STRATEGY Using a brand awareness 
objective, reach the ITW audience 
by rewarding them for watching 
the “This Is The Wild Life” video.

TARGET Target those that are interested 
in outdoor activities, but do not 
participate in hunting or fishing.
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:06s Video
:15s Video

TACTICS

TIMING

GEO ColoradoYouTube

48

September 12 – June 30



YouTube Targeting
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• Custom Affinity/Intent: 
Define users that we 
want to reach based on 
the user’s interests.

• Sample Segments:
• Outdoor Enthusiasts

• CPW Website
• Keywords

• Lookalike & 
Retargeting:
Leverage 
lookalike and retargeting 
audiences based on data from 
past campaigns and website 
visitation.

• Sample Segments:
• Visitation:

• The Trade Desk
• Facebook
• Instagram

• Platform Segments:
Use YouTube’s robust first-party 

targeting capabilities to reach 
the ITW audience based on their 
interests and demographic 
data.

• Sample Segments:
• Lifestyle & Hobbies:

• Outdoor Enthusiast
• Sport Enthusiast

• Sports & Fitness:
• Camping & Hiking 

Equipment
• Outdoor Recreational 

Equipment



Digital Media Budget
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Social Media
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Social Targeting
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• Platform Segments: 
Utilize Facebook and 
Instagram’s robust first-
party targeting 
capabilities to reach the 
ITW audience based on 
their interests and 
demographic data.

• Sample Segments:
• Outdoor Enthusiasts
• Diverse Audiences

• Lookalike & 
Retargeting:
Leverage lookalike and 
retargeting audiences 
based on data from past 
campaigns and website 
visitation.

• Sample Segments:
• Website Visitation

• Social Engagers
• Video Watchers

• Geo-Targeting: 
Implement geo-
targeting around 
the downtown 
Denver mural to 
reach those in the 
area with the CWC 
filter. 
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Stories
Newsfeed 

TACTICS

TIMING

GEO Colorado

Facebook/
Instagram

53

September 12 – June 30*
*Note that some tactics are flighted for a shorter period

STRATEGY Using a brand awareness 
objective, reach the ITW 
audience year-round with the 
“This Is The Wild Life” message.
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TIMING

Promoted
Posts

54

July 2022 –June 2023

Facebook & Instagram Newsfeed TACTICS

GEO Colorado

STRATEGY Boost organic content to 
Stakeholder and ITW 
audiences to achieve greater 
engagement and reach 
audiences beyond the organic 
feed.
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Promoted VideoTACTICS

TIMING

GEO Colorado

Reddit - NEW

55

January 1 – June 30

STRATEGY Drive brand awareness and ad 
recall among the ITW audience 
with thumb-stopping video 
creative.
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In-feed & DiscoverTACTICS

TIMING

GEO Colorado

TikTok

56

January 1 – June 30

STRATEGY Drive brand awareness and ad 
recall among the ITW audience 
with thumb-stopping video 
creative.



rrpartners.com

Instagram Stories
Instagram Newsfeed 

TACTICS

TIMING

GEO Colorado with an emphasis on 
targeting a geo-fenced, ~2-
mile radius around the mural 
location & Rockies games

Mural/AR

57

September 2022 – June 2023

STRATEGY Promote the CWC mural and 
drive local users to use the AR 
effect
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Instagram Stories
Instagram Newsfeed

TACTICS

TIMING

DETAILS

October 1 – November 27
February 1 – May 31

ColoradoGEO

2-3 Influencers
2 IG Posts
2 IG Reels
2 IG Stories

• (2-4 Segments each)
1 IGTV

Influencers
(Undertone)
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RECOMMENDED UNDERTONE INFLUENCERS

228,059 Followers

TY
NEWCOMB

Ty is a professional photographer 
based out of Boulder with a 
verified IG account. He's been a 
recent influencer partner and 
consistently delivers beautiful 
content highlighting wildlife, 
mountains, sunsets, and more.

Top producer in the Spring 2022 
campaign.

@eye.of.ty
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RECOMMENDED UNDERTONE INFLUENCERS

20,710 Followers

ROB 
HERRMANN

Rob is a local Coloradoan, avid 
fisherman and shoots wildlife 
content. He's been an influencer 
partner on the last few 
campaigns and continues to 
resonate with the ITW message.

@rherrmannphotog
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NEW UNDERTONE INFLUENCER OPTION

215,130 Followers

NINA
WILLIAMS

Nina is a Colorado-based 
professional climber, board 
member of America Alpine 
Club, mindset coach, and 
TEDx speaker. She also has a 
verified Instagram account.

@sheneenagins
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NEW UNDERTONE INFLUENCER OPTION

31,864 Followers

ADAEZE
BRINKMAN

Adaeze (Uh-Day-Zee) is a 
Colorado-based creator with a 
love for the outdoors. She's 
always adventuring in the 
mountains, hiking, paddle 
boarding, and capturing the 
beautiful scenery along the 
way.

@adaezenoelle
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Budget Allocation
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Planned Budget Allocation – Option 1 vs. Option 2

65

OPTION 1 OPTION 2
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Budget
Comparison
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Flowchart – Option 1
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Flowchart – Option 2
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Pinterest
Snapchat (previously tested)

SOCIAL

OOH Mall Ads

Additional 
Considerations
Should the Budget Allow

69
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Rockies
Partnership Updates
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Rockies 
Update

Partnership Details

• September 25, 2022 – Sunday at 1:10PM vs. Padres – CWC day! 

• CWC towels to be handed out – 11k total 

• All council members to attend (if available) 

• Council members to take turns at kiosk table – schedule in next slide

• Join on the field for intro before 1st pitch: meet at 12:30 pm

• CPW mascot Elbert to attend (field + kiosk)  

• R&R to provide ticket and parking logistics closer to the game 
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9/25 
Rockies
Game
Kiosk Schedule

Time Start Time End Person 1 
10:45 11:00 Dani (set-up)
11:00 11:40
11:40 12:20

12:20 1:20 Dani (first pitch)
1:20 2:00
2:00 2:40
2:40 3:20

12:20: All council members + Elbert meet for first pitch

      
   

Kiosk Schedule

Council Attending: Tim, Brittni, Dan, Don, Lani
Haven’t heard from: Robin 

*Factor in time for parking and security* 
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New Spotlights

73
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To be finalized/developed:

• Robin Brown 

• Brittni Erhart-Gemmil

Spotlights
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Action Items
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Action 
Items

80

Actions 
• Submit/approve spotlights 
• Confirm 9/25 attendance w/ Dani
• Discuss and finalize kiosk schedule   

Upcoming 
• September: 9/15 meeting – zoom
• Op-Ed Article
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Thank 
You

Prepared by:
R&R Partners

Company Representative:
Jacqueline Meason
Corporate Director - Brand

www.rrpartners.com

81
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FY 22/23 Timeline
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FY 22/23 Budget ($2,075,000)



FY21/22 Budget
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FY20/21  Budget



FY 19/20  Budget
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FY 18/19  Budget



FY 17/18  Budget
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FY 16/17 Budget
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• 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 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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Review 
Category: FY 2/23 Members: 

Estimated Time 
Involved: Commitment Details: 

Public 
Relations/ 
Earned Media

Don Anderson
Eeland Stribling

1 hour per quarter 
(4 hours total)

Review and provide feedback on future releases throughout the year.

Social Media Tony Bohrer 
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 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

Robin Brown
Lani Kitching 

.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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