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All assets due to Rockies on 2/23

Rockies -
Radio script
AYSISIZIES
Videos
LEDs

L-bar




Rockies
:30 Radio

o
KOA qulo VO: Statistics are just as important in wildlife

SCH J[ management as they are in baseball. They helped
p wildlife biologists here in Colorado grow our Elk
population into the largest in the world and bring the
black-footed ferret back from extinction. Critical
science like this happens every day, thanks primarily
to fees from hunting and fishing licenses. To learn
more about the role hunting and fishing plays in
conservation, visit cowildlifecouncil.org. Colorado
Wildlife Council. Supporting Science in the Wild.



http://cowildlifecouncil.org/
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Promotionadl
tem

Trucker Hat [/ Beanie /| Cowboy Hat
2021: Black footed ferret beach towel: 11,000
2022: Black canvas tote bag: 15,000

Game: Saturday, Sept. 14 at 6:10 PM against Chicago



Creative Production Planning
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c I‘edtive Is there desire to work with Futuristic Films

agaiin for this next round?

Production

If not, should we triple bid?




2024/2025

Messagin
Thougnt

arters

Council to align on '24/'25 messaging topics. R&R
recommends to focus on 2-3 topics.

Possible topics could include:

Predator management and how the science of regulating
big cats is critical to the ecosystem

Aquatic Species Hatchery and Aquatic Veterinarians
Boreal Toads — why they are critical
Native fish restoration — why we do it

Aquatic nuisance and invasive species management
— why it's so important

Water quality and preservation of supplies
Rivers and streams restored

Outdoor access open and available to everyone



Paid Media Updates
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Paid

Media Updates

Light Rail: Lamar offered to install the new light
rail wrap early (so we have 2 wraps running at
the same time) with the time from installation
to 3/4/24 being bonus time!

Broadcast: We were able to buy a last-minute
Grammy's spot - the national broadcast was
up 30%+ YOY.

Broadcast: We bought a 2-3pm Super Bowl
:30s pre-game spot.



Action Items

rrrrrrrrrrrrrr



Action Items
Alignment on 24/25 budget for planning
Alignment on 24/25 campaign messaging

Action direction
|te ag S Upcoming

March Retreat




Thank
You

Prepared by:
RRRRRRRRRRR
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FY 23/24 Budget ($2,800,000)

rrpartners.com

BASIC COMPENSATION HOURS* FEES EXPENSES TOTAL
1 Brand & Project Management 1176 $152,880 SO $152,880
2 Travel Expenses 0 n/a $20,000 $20,000
SUBTOTAL: 1176 $152,880 $20,000 $172,880
Basic Compensation Rate (Monthly Fee) $14,406.67
CREATIVE PRODUCTION HOURS FEES EXPENSES TOTAL
3 Creative Concepting & Creative Asset Production 2,209 $287,170 $450,000 §737,170
4 Social Media Strategy, Community Management & Creative Graphics 240 $31,200 SO $31,200
5 Website Maintenance 156 $20,280 $2,000 $22,280
SUBTOTAL: 2,605 $338,650 $452,000 $790,650
RESEARCH & PLANNING HOURS FEES EXPENSES TOTAL
6 Public Relations/Earned Media 130 $16,900 $3,000 $19,900
7 Analytics, Brand Strategy & Secondary 112 $14,560 SO $14,560
8 Quantitative Online Survey 70 $9,100 $47,000 $56,100
9 Competitive Analysis & Report 44 $5,720 SO $5,720
SUBTOTAL: 356 $46,280 $50,000 $96,280
MEDIA PLACEMENTS HOURS FEES EXPENSES TOTAL
10 Campaign Planning, Buying, Reporting & Optimizing 732 $95,160 $1,595,030 | $1,690,190
11 Paid Media Opportunity Fund 0 SO $50,000 $50,000
SUBTOTAL: 732 $95,160 | $1,645,030 | $1,740,190
GRAND TOTAL**: 4,869 $632,970 $2,167,030 | $2,800,000




FY 22/23 Budget ($2,650,000)

BASIC COMPENSATION HOURS* FEES EXPENSES TOTAL
1 Brand & Project Management 972 $126,360 SO $126,360
2 Travel Expenses 0 n/a $15,000 $15,000
SUBTOTAL: 972 $126,360 $15,000 $141,360
Basic Compensation Rate (Monthly Fee) $11,780
CREATIVE PRODUCTION HOURS FEES EXPENSES TOTAL
3 Creative Concepting & Creative Asset Production 1,098 $142,740 | $480,000 $622,740
4 Social Media Strategy, Community Management & Creative Graphics 210 $27,300 S0 $27,300
5 Website Maintenance 146 518,980 S400 $19,380
SUBTOTAL: 1,454 $189,020 $480,400 $669,420
RESEARCH & PLANNING HOURS FEES EXPENSES TOTAL
6 Public Relations/Earned Media 84 $10,920 $3,000 $13,920
7 Exploratory Research 100 $13,000 $207,000 $220,000
8 Analytics, Brand Strategy & Secondary 60 $7,800 SO $7,800
9 Quantitative Online Survey 70 $9,100 $39,350 $48,450
10 Competitive Analysis & Report 40 S5,200 SO S5,200
SUBTOTAL: 354 $46,020 $249,350 $295,370
MEDIA PLACEMENTS HOURS EEES EXPENSES TOTAL
11 Campaign Planning, Buying, Reporting & Optimizing 510 $66,300 | $1,477,550 $1,543,850
SUBTOTAL: 510 | 566,300 | 51,477,550 | 1,543,850
[GRAND TOTAL**: [ 3,290 | $427,700 | $2,222,300 | $2,650,000

rrpartners.com



FY21/22 Budget
BASIC COMPENSATION HOURS* FEES EXPENSES TOTAL

1 Brand & Project Management 900 $117,000 SO $117,000

2 Travel Expenses n/a n/a $15,000 $15,000
SUBTOTAL: 900 $117,000 $15,000 $132,000
Basic Compensation Rate (Monthly Fee) $11,000.00
CREATIVE PRODUCTION HOURS FEES EXPENSES TOTAL

3 Creative Concepting & Creative Asset Production 1200 $156,000 $330,000 $486,000

4 Social Media Strategy & Community Management 198 $25,740 S0 $25,740

5 Website Maintenance 48 $6,240 $300 $6,540
SUBTOTAL: 1446 $187,980 $330,300 $518,280
RESEARCH & PLANNING HOURS FEES EXPENSES TOTAL

6 Campaign Reporting/Analytics & Brand Strategy 196 $25,480 S0 $25,480

7 Public Relations/Earned Media 150 $19,500 $3,000 $22,500

8 Quantitative Online Survey 100 $13,000 $35,000 $48,000

9 Competitive Analysis & Report 40 $5,200 SO $5,200
SUBTOTAL: 486 $63,180 $38,000 $101,180
MEDIA PLACEMENTS HOURS FEES EXPENSES TOTAL

.0 Campaign Planning, Buying, Reporting & Optimizing 600 $78,000 $1,245,540 $1,323,540
SUBTOTAL: 600 $78,000 $1,245,540 $1,323,540
GRAND TOTAL**: 3,432 $446,160 $1,628,840 $2,075,000

FY20/21 Budget

BASIC COMPENSATION HOURS* FEES EXPENSES TOTAL
1 Brand & Project Management 846 $97,290 SO $97,290
2 Creative Development 148 $17,020 SO $17,020
3 Media Planning & Buying (Wkly. Evergreen) 84 $9,660 S0 $9,660
4 Social Media Strategy & Community Management 298 $34,270 SO $34,270
5 Website Maintenance 72 $8,280 $295 $8,575
6 Campaign Reporting/Analytics & Brand Strategy 214 $24,610 SO $24,610
7 Strategic Consultation 0 S0 $72,000 $72,000
8 Travel Expenses 0 SO $15,000 $15,000
SUBTOTAL: 1662 $191,130 $87,295 $278,425
Basic Compensation Rate (Monthly Fee) $23,202.08

CREATIVE PRODUCTION HOURS FEES EXPENSES TOTAL
9 Creative Concepting & Creative Asset Production 1010 $116,150 $300,000 $416,150
10 Website Redesign 504 $57,960 $2,500 $60,460
SUBTOTAL: 1514 $174,110 $302,500 $476,610

RESEARCH & PLANNING HOURS FEES EXPENSES TOTAL
11 Quantitative Online Survey 100 $11,500 $15,000 $26,500
12 Qualitative Exploratory Research 140 $16,100 $2,500 $18,600
13 Competitive Analysis & Report 42 $4,830 SO $4,830
SUBTOTAL: 282 $32,430 $17,500 $49,930

MEDIA PLACEMENTS HOURS FEES EXPENSES TOTAL
14 Media Placements; Campaign Planning & Buying 609 $70,035 $1,200,000 $1,270,035
SUBTOTAL: 609  $70,035 $1,200,000 $1,270,035
GRAND TOTAL**: 4,067 $467,705 $1,607,295 $2,075,000

2]



FY 19/20 Budget

BASIC COMPENSATION HOURS* FEES EXPENSES TOTAL
Brand & Project Management 656 $75,440 S0 $75,440
Creative Development 100 511,500 S0 $11,500
Media Planning & Buying (Wkly. Evergreen) 84 $9,660 S0 $9,660
Social Media Strategy & Community Management 270 $31,050 S0 $31,050
Website Maintenance 72 $8,280 $300 $8,580
Community Partnership Building 36 $4,140 S0 $4,140
Campaign Reporting/Analytics & Brand Strategy 148 $17,020 S0 $17,020
Strategic Consultation 0 S0 $72,000 $72,000
Travel Expenses 0 50 $12,000 $12,000
SUBTOTAL: 1,366 $157,090 $84,300 $241,390
Basic Compensation Rate (Monthly Fee) $20,115.83

CREATIVE PRODUCTION HOURS FEES EXPENSES TOTAL
Creative Concepting & Creative Asset Production 1168 S134,320 $360,000 $494,320
Website Content + Copy Updates 80 $9,200 S0 $9,200
SUBTOTAL: 1248 $143,520 $360,000 $503,520

RESEARCH & PLANNING HOURS FEES EXPENSES TOTAL
Quantitative Online Survey 100 $11,500 $15,000 $26,500
Communications Toolkit 72 $8,280 $3,000 $11,280
Competitive Analysis & Report 42 $4 830 S0 $4,830
SUBTOTAL: 214 $24,610 $18,000 $42,610

MEDIA PLACEMENTS HOURS FEES EXPENSES TOTAL
Media Placements; Campaign Planning & Buying 499 $57,385 51,230,095 51,287,480
SUBTOTAL: 499 $57,385 $1,230,095 $1,287,480
GRAND TOTAL**: 3,327 $382,605 $1,692,395 $2,075,000

FY 18/19 Budget

BASIC COMPENSATION
1 Brand & Project Management
2 Creative Development
3 Media Planning & Buying
4 Social Media Strategy & Community Management
5 Website Maintenance
& Community Partnership Building
7 Campaign Reporting/Analytics & Strategy
8 Strategic Consultation
9 Travel Expenses
SUBTOTAL:
Basic Compensation Rate (Monthly Fee)

CREATIVE PRODUCTION
10 Creative Assets; TV, digital, social, radio, etc.
11 Website Development

SUBTOTAL:
RESEARCH & PLANNING

12 Quantitative Online Survey

13 Qualitative Concept Testing - r1

14 Benefit + HAH Exploration

15 Qualitative Concept Testing - r2

16 Website UX Testin
SUBTOTAL:

MEDIA PLACEMENTS

17 Media Placements, Campaign Planning & Buyin

SUBTOTAL:
GRAND TOTAL**:

HOURS*

550
92
52

180
60
24
85

0
0

1,043 $119,945

HOURS
650
120
770

HOURS
80
125
218
170
40

634

HOURS
327

327

FEES  EXPENSES

$63,250 $0
$10,580 S0
$5,980 $0
$20,700 S0
$6,900 $300
$2,760 $0
$9,775 $0
S0 $48,000

S0 $9,005

$57,305

FEES  EXPENSES
$74,750 $150,000
$13,800 $5,015
$88,550 $155,015

FEES  EXPENSES

$9,200 $5,170
$14,375  $25,500
$25,185 $210,000
$19,550  $25,500
$4,600 $2,500

$72,910 $268,670

FEES  EXPENSES
$37,605 $150,000
$37,605 $150,000

2,774 $319,010 $630,990

TOTAL
$63,250
$10,580

$5,980
$20,700
$7,200
$2,760
$9,775
$48,000
$9,005
$177,250
$14,770.83

TOTAL
$224,750
$18,815
$243,565

TOTAL
$14,370
$39,875

$235,185
$45,050
$7,100
$341,580

TOTAL
$187,605
$187,605

$950,000

22



FY 17/18 Budget

FY 16/17 Budget

Description HOURS* FEES EXPENSES TOTAL
1Brand & Project Management 285 $32,775 S0 $32,775
2 Creative Development & Production 315 $36,225 S0 $36,225
3 Media Planning & Buying 275 $31,625 S0 $31,625
4Social Media Strategy, Engagement & Production 320 $36,300 S0 $36,300
5 Website Maintenance & Reporting 40 $4,600 $280 $4,880
SUBTOTAL: 1,235 $142,025 $280 $142,305
Basic Compensation Rate (Monthly Fee) $11,859

Description HOURS FEES EXPENSES TOTAL
6 Television + Digital Video Production 80 $9,200 $100,000 $109,200
7 Website Design & Development 65 $7,475 S0 $7,475
8 Photography 20 $2,300 $15,000 $17,300
SUBTOTAL: 165 $18,975 $115,000 $133,975

Description HOURS FEES EXPENSES TOTAL
9 Quantitative Online Survey 75 $8,625 $11,750 $20,375
10 Qualitative Focus Groups 110 $12,650 $20,695 $33,345
SUBTOTAL: 185 $21,275 $32,445 $53,720

Description HOURS FEES EXPENSES TOTAL
11 Working Media Placements 0 S0 $520,000 $520,000
SUBTOTAL: 0 $0 $520,000 $520,000
GRAND TOTAL**: 1,585 $182,275 $667,725 $850,000

EE Description HOURS* FEES EXPENSES TOTAL
1Brand & Project Management 525 $60,375 S0 $60,375]
2 Creative Development & Production 250 $28,750 S0 $28,750|
3 Media Planning & Buying 290 $33,350 S0 $33,350|
45ocial Media Strategy & Community Management 350 540,250 S0 540,250
5Website Maintenance & Reporting 72 S8,280 5280 $8,560
6 Community Partnership Building 30 $3,450 S0 $3,450
7 Event Public Relations (Experiential) 90 $10,350 S0 $10,350|
8 Campaign Reporting/Analytics 40 $4,600 S0 $4,600|
9Travel Expenses 0 S0 54,000 $4,000)

SUBTOTAL: 1,647 $189,405 $4,280 $193,685
Basic Compensation Rate (Monthly Fee) $16,140.42
Description HOURS FEES EXPENSES TOTAL

L0 Experiential Events/Creative Assets 200 $23,000 $20,000 543,000

11In-Store POS Display 100 $11,500 $10,000 $21,500

12 Social Media Campaigns 280 $32,200 $2,500 $34,700|

13 Website Design & Development 410 $47,150 5250 547,400

SUBTOTAL: 990 $113,850 $32,750 $146,600|

Description HOURS FEES EXPENSES TOTAL
14 Quantitative Online Survey 65 $7,475 85,320 $12,795|
15 Qualitative Intercepts 200 $23,000 $1,500 524,500
SUBTOTAL: 265 $30,475 $6,820 $37,295|

Description HOURS FEES EXPENSES TOTAL
16 Working Media Placements 0 S0 $620,000 $620,000f
SUBTOTAL: 0 $o $620,000 $620,000|
GRAND TOTAL**: 2,902 $333,730 $663,850 $997,580|
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Media
Flights

Always on 23/24: July 1 - 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)
Ssummer 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)



Quant
Studies

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

Wave1:10/24/16-11/4/16



Influencers used since 2019

Kyana Miner

Macqguel Martin

PreVious Nelson Holland

Jason George

INfluencers

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/

Subcommittee Roles

Review Estimated Time
Category: FY 2/23 Members: Involved: Commitment Details:

Public Don Anderson 1 hour per quarter Review and provide feedback on future releases throughout the year.
Relations/ Eeland Stribling (4 hours total)

Earned Media/

Community

Outreach

Social Media Eeland Stribling 2 hours per quarter Review and provide feedback on quarterly calendars and ad hawk post opportunities
(8 hours total) throughout the year. Quarterly calendar reviews are in September, December, March
and June.

Campaign Shyanne Orvis 6 hours total Assist with selecting influencers from the provided options. Review influencers’ posts
Influencers Kelly Weyand and any rounds of revisions. Influencer reviews are in September and February.

Creative Dan Gates 27 hours over the Reviewing production of final video scripts and casting approvals (August-

Production Tim Twinem fiscal year 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 Lani Kitching .25 hours per quarter  Review copy and images for quarterly email newsletter
Newsletter Kelly Weyand

wemerscom ¥ Brittni Ehrhart-Gemmill will oversee/participate on all subcommittees



Glossary
of Terms

rrpartners.con

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; ex,, enroliment in Way to Quit services

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.

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., call the
quit line)

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



Glossary
of Terms
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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/opps include Hulu, Netflix, Amazon Prime, HBO
Mayx, 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 WayToQuit.org.

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



Glossary
of Terms
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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.



