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Research
Update
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Phase 1 -

Exploratory

July

Phase 2 –

Ethnojournals

August

Phase 3 –

Concept Testing 

Round 1

Nov - Dec

Phase 4 –

Concept Testing 

Round 2

Jan - March

Research Update
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Rockies Partnership
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Rockies Partnership
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Rockies Partnership
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Rockies Partnership
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Rockies Partnership
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Rockies Partnership
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Rockies Partnership
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Rockies Partnership
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Rockies Partnership
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Rockies Partnership
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Rockies Partnership



rrpartners.com 16

Rockies Partnership – Looking Ahead – Option 1
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Rockies Partnership – Looking Ahead – Option 2

In-stadium mural
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Budget Discussion
Incremental Ask
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Budget: Spend Authority Commitments
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• $350k – Rockies 
Partnership & 
Giveaway Item

• $150k – Creative 
Production

• $50k – Media

Revised
Budget
Ask
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FY 22/23 Budget ($2,075,000 - current)
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Paid Media
Performance & Spend Reco
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Television
$15,300

(4%)

CO Rockies
$200,000

(55%)

Digital Media
$80,884

(22%)

Social Media
$19,018

(5%)

Influencers
$34,000

(9%)

Spotify
$15,152

(4%)

15,860,755 total impressions

18,555 total clicks

$26,100 in added value

Campaign
Results
9.12 to 11.30
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Traditional Media
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3 (so far)TOTAL SPOTS

TIMING

GEO

October 2022
Broncos London game + bonus spots

PROGRAM
HIGHLIGHTS

Denver DMA

The Broncos vs Jaguars in London was 
bought on Denver7. As part of the 
negotiated package, 2 post Broncos NFL 
news spots ran in October and 20 bonus 
$0 spots will run in Prime (7p-10p) in 
December.

In October:
• 32,033 A18-34 impressions delivered
• 478,572 A35+ impressions delivered

Television

26
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Digital Media
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Activation Summary Tactic Impressions KPIs Cost

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

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

Targeting:

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

• Contextual: Targeted branded/unbranded keywords such as Boreal 
toad, wildlife conservation, Black Footed ferret

• Retargeting website visitors

Connected TV 558,471 98.1% Completion Rate $22,059

Pre-Roll Video 690,328
74.9% Completion Rate

2,676 Clicks
0.388%CTR

$22,058

Display 1,262,511 1,330 Clicks
0.105% CTR $7,353

Native 1,772,860 1,997Clicks
0.113% CTR $7,353

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 Pre-Roll, CTV 
(specifically sports content for CTV) and Native, whereas 
retargeting was better for Display.

• For CTV, Discovery+, Samsung TV, DirecTV Stream Live 
Sports and Sling Live sports performed the strongest. We 
will continue to optimize into those groups (and similar 
ones) into 2023.

Tactic Creative
CTV The Fox :15

Pre-roll The Fox :15

Native Boreal Toad

Display Moose 320x50
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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

3,247,930

79.0% Completion Rate
953,423 Total Views

1,231 Clicks
0.04% CTR

$22,061

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

4,425,302

8,181 Clicks
2,949,992 Video Plays

269,659 Post Engagements
0.18% CTR

$19,018

Influencers

• Amplified messaging and organically connected with the target 
audience at one of their frequent media touchpoints

• Continued to partner with 1 influencer, Ty Newcomb
• In addition to the influencer's current in-feed content, the influencer 

produced more dynamic content such as IG Reels.

1,824,981

1.8MM Organic & Paid Reach
31,579 Reel Plays

9,902 Likes
1,239 Link Clicks

6.07% Ad Recall Rate

$34,000

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

94,702
94.34% VCR
662 Clicks
0.70% CTR

$15,152

Video and Social Media 
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Video & Social 
Key Learnings

Facebook: 
• Facebook drove an average frequency of 6.7x throughout the first quarter 

of the campaign
• The Sheep 15 creative generated the most impressions, followed by the Fish 

Story 15 and the Lynx Fridays 15
• The 11.29 Wildlife Engagement ad generated the highest CTR of 30.7%

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 94.9% VCR compared to a 90% VCR benchmark
• :15s Skippable In-Stream Units had a 61.4% VCR

Influencers:
• Campaign deliveredover 1.7MM impressions, 1.2K link clicks and 6K reel 

plays in Fall 2022
• Overall, Ty’s content performed very well and tracking nicely. Average Cost 

per Click is $5.79

Spotify:
• The overall frequency of the campaign is 1.7, which is better than the 

Spotify frequency benchmark of 3 per campaign
• Both flights delivered in full and delivered almost $500 in over delivery, 

which we received as added value impressions
• Overall VCR is 94.34% and CTR is .70%, which both were above benchmark
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Influencer Engagement
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Paid Media 
Incremental Budget Recommendation
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Ski Lift Chairs
Copper 
Mountain

34

Total Cost: $33,475
Est. Impressions: 11,212,500

TIMING December 28, 2022 – April 2, 2023

Social 
Amplification
Facebook
Total Cost: $16,525

Amplify top performing social platform based on current media 
performance, based on current metrics. Geo-targeting will be focused 
on the surrounding areas of Winter Park and Copper Mountain.

TIMING January 2023

65x ski lift advertising at another well visited resort, Copper Mountain.
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CWC 101 Video



Video in production now and will be shown in meeting.

36
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Earned Media
Updates
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Earned Media Updates
Op-Ed
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Earned Media Updates
Op-Ed Impressions

News Date News Headline Outlet Name Outlet Type Outlet City Earned Impressions News Attachment URL

11/14/2022

In Colorado, 
everyone benefits 
from hunting and 
fishing | Guest 
Column

Colorado Springs Gazette 
Online, The

Online, 
consumer

Colorado 
Springs

235,900
https://gazette.com/thetribune/in-colorado-everyone-benefits-from-hunting-and-
fishing-guest-column/article_174d16c2-621c-11ed-a342-9767cde507d9.html

11/14/2022

In Colorado, 
everyone benefits 
from hunting and 
fishing | Guest 
Column

Pikes Peak Courier
Online, 
consumer

235,563
https://gazette.com:443/pikespeakcourier/in-colorado-everyone-benefits-from-
hunting-and-fishing-guest-column/article_97302158-621d-11ed-a16c-
0f9140db7360.html

10/21/2022

(Opinion) Tony 
Bohrer: In Colorado, 
everyone benefits 
from hunting and 
fishing

Tribune Online, The
Online, 
consumer

Greeley 53,885
https://www.greeleytribune.com/2022/10/21/opinion-tony-bohrer-in-colorado-
everyone-benefits-from-hunting-and-fishing/

https://gazette.com/thetribune/in-colorado-everyone-benefits-from-hunting-and-fishing-guest-column/article_174d16c2-621c-11ed-a342-9767cde507d9.html
https://gazette.com/thetribune/in-colorado-everyone-benefits-from-hunting-and-fishing-guest-column/article_174d16c2-621c-11ed-a342-9767cde507d9.html
https://gazette.com/pikespeakcourier/in-colorado-everyone-benefits-from-hunting-and-fishing-guest-column/article_97302158-621d-11ed-a16c-0f9140db7360.html
https://gazette.com/pikespeakcourier/in-colorado-everyone-benefits-from-hunting-and-fishing-guest-column/article_97302158-621d-11ed-a16c-0f9140db7360.html
https://gazette.com/pikespeakcourier/in-colorado-everyone-benefits-from-hunting-and-fishing-guest-column/article_97302158-621d-11ed-a16c-0f9140db7360.html
https://www.greeleytribune.com/2022/10/21/opinion-tony-bohrer-in-colorado-everyone-benefits-from-hunting-and-fishing/
https://www.greeleytribune.com/2022/10/21/opinion-tony-bohrer-in-colorado-everyone-benefits-from-hunting-and-fishing/
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Earned Media Updates
Mural
254,949 earned impressions

https ://www.colorado.com/articles/tour-denver-murals-street-art

https://www.colorado.com/articles/tour-denver-murals-street-art
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Statues
Updates
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Statues Update
Foothills-Social Media

Watch Reel

https://www.instagram.com/reel/CkuB3bxjJ9Y/?utm_source=ig_web_copy_link
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Statues Update
Foothills E-Mail Blast 
1,200 Subscribers
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Statues Update
Statues at Foothills Mall News Stories

https://northfortynews.com/category/business-educat ion/foothills-mall-has-two-new-wi ld-additions-on-display-in-support-
of-the-colorado-wildlife-council/

https://localtoday.news/co/foothi lls-mal l-has-two-new- wild-additions-on-display-in-support-of-the-colorado-
wildlife-council-64590.html

https://northfortynews.com/category/business-education/foothills-mall-has-two-new-wild-additions-on-display-in-support-of-the-colorado-wildlife-council/
https://northfortynews.com/category/business-education/foothills-mall-has-two-new-wild-additions-on-display-in-support-of-the-colorado-wildlife-council/
https://localtoday.news/co/foothills-mall-has-two-new-wild-additions-on-display-in-support-of-the-colorado-wildlife-council-64590.html
https://localtoday.news/co/foothills-mall-has-two-new-wild-additions-on-display-in-support-of-the-colorado-wildlife-council-64590.html
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Statues at Foothills Mall News Stories

News Date News Headline Outlet Name Outlet Type Earned Impressions News Attachment Name

11/29/2022
Foothills Mall Has Two New 'Wild' 

Additions on Display in Support of the 
Colorado Wildlife Council

Spot On 
Colorado

Online, 
consumer

2,028
https://spotoncolorado.com/front-range/1635660/foothills-mall-

has-two-new-wild-additions.html

11/29/2022
Foothills Mall Has Two New 'Wild' 

Additions on Display in Support of the 
Colorado Wildlife Council

North Forty 
News Online

Online, 
consumer

7,742
https://northfortynews.com/category/business-education/foothills-

mall-has-two-new-wild-additions-on-display-in-support-of-the-
colorado-wildlife-council/

11/29/2022
Foothills Mall Has Two New 'Wild' 

Additions on Display in Support of the 
Colorado Wildlife Council

News Break
Online, 

consumer
1,892,000

https://www.newsbreak.com/news/2840668478114/foothills-mall-
has-two-new-wild-additions-on-display-in-support-of-the-colorado-

wildlife-council

11/29/2022
Foothills Mall Has Two New 'Wild' 

Additions on Display in Support of the 
Colorado Wildlife Council

Daily Advent
Online, 

consumer
414,414

https://www.dailyadvent.com/news/52a584647bcce4ad47b5d4c55
9c0de86-Foothills-Mall-Has-Two-New-Wild-Additions-on-Display-in-

Support-of-the-Colorado-Wildlife-Council

Total 2,316,184
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Action
Items
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Action
• Council to Approve Revised Budget

Upcoming
• Next meeting: January 12th – zoom
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Thank 
You

Prepared by:
R&R Partners

Company Representative:
Jacqueline Meason
Corporate Director - Brand

www.rrpartners.com
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Appendix
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FY 22/23 Budget ($2,075,000)



FY21/22 Budget 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 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 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

• Ty Newcomb

• Rob Herrman

• Olivia Hsu

• Hunter Lawrence

• Abigail Lafleur

• Meredith Drangin

• Shyanne Orvis

• Maddie Brenneman

• TJ David

Previous
Influencers

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 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


