


Total Impressions served: 17.1 million

Video’s watched: 
2,010,935
Social Engagements: 1,066,100
Unique Web Visits: 181,412 (6% YOY decrease)

By The Numbers



Media Flow Overview:

3 10 17 24 1 8 15 22 29 5 12 19 26 2 9 16 23 2 9 16 23 30

 Traditional 
Outside Print 337,500           
I-70 Billboards 1,409,136        
DIA Towers 4,400,000        

Sponsored Content
Outside Digital 2,200,000        
TGR 710,000           
Open Snow 781,980           
Warren Miller Sponsorship 781,980           

Influencer
Inkwell 3,000,000        

Extended Reach
Hulu 1,057,237        
Facebook/Instagram 4,750,000        
Search 1,000,000        
Retargeting Display 1,875,000        
Pandora 1,875,000        
Local Radio (KTCL - KBCO) 1,875,000        
SUBTOTAL
MEDIA PLAN SUBTOTAL
Media Plan Total 17,120,853      
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Warren Miller –Backcountry Pass

• Sponsorship and ad placement in the Warren 
Miller film tour across Colorado

• Sticker hand outs to all guests in each 
theatre

• E-mail sends to Warren Miller audience
• Social posts to Warren Miller followers

Key Learnings: Great activation 
with engaged local audience, 
creative looked great, excitation 
was difficult and last minute –
push for better reporting



Open Snow

• Sponsored content and ad placement across 
the OpenSnow site

• E-mail sends to Open Snow audience
• Banners across OpenSnow.com
• Inclusion of RMNP in snow reporting

Impressions Delivered: 853,313
Unique Pageviews: 1,194
Time on site: 3:21

Key Learnings: Great engagement and 
click through rate, quality content, low cost



Pandora / KBCO / KTCL

• Served over 250,000 impressions in the Denver metro market with radio spots across KBCO 

and KTCL

• Pandora saw around 500,000 digital impressions

Key Learnings: Great way to highlight 

marketing efforts to local community as 

well as reaching a mid-older front range 

audience



Hulu

• Served over 1 million 
video completions

• Targeted to outdoor 
audience in the Front 
Range area

• Majority of impressions 
served “in living room” 
tv placements

Key Learnings: Great way to 
leverage a high impact video 
content to an engaged and 
targeted audience



TGR
Developed the first round of custom content with TGR 
highlighting skiing in Rocky Mountain National Park

Key Learnings: Quality well written content, summer bike 
content coming soon

Facebook: 31,644 Reach | 1,378 Engagement

Twitter: 5,697 Impressions | 101 Engagement

Newsletter: 157,183 Deliveries | 17,034 Opens | 584 
Clicks

Editorial: 7,518 Page views | 3:54 Ave. Time on Page



Outside 

Magazine

Key Learnings: Provided decent content to 

large outdoor audience, but at high cost, 

huge over delivery on content pageviews

Campaign Overview:

• 2,455,642 Total Impressions

• 41,200 Total Engagement

• 2,828 Total Qualified Clicks

Visit Estes Park Creatives:

• 74.4% In-view

• 18.5s In-view Time

• 8s Interaction Time with Ad



Athlete In Residence Phase I:

• 249 social posts 
• 1.65 MM reach 
• 57,501 engagements 
• 3.5% engagement 

Key Learnings: Huge success in terms of content delivery, story 
telling, social engagement and reach. Potential to both continue 
with Inkwell and host ”Athletes” on our own. Serious challenges 
with photography rights within RMNP, worked through many of 
the challenges here in Phase I. 



OOH

Served millions of impressions in the front range to 

build winter awareness to Estes Park

Great Hall Towers: 4.4 million impressions (over 

one month)

I70 Billboards: 1,409,136

Key Learnings: 

Huge success with 

community, book 

earlier to lock in 

best placements



Facebook/IG
Overview:
• 9.5 MM Impressions
• 917,602K Video Views
• Consistent Ave. CTR over 

1%
• High Relevance scores
• Frequencies starting to 

increase above 3
• Suggested creative 

update

Key Learnings: Blog content performed above industry standards. High engagements rates pushing 
conversation and education around winter experiences around Estes Park.



Facebook/IG
• “couples” targeting yielded most clicks/landing page views.
• “Spring 10 Reasons”  and “Government Shutdown” blogs achieved relevancy of 9.
• “Spring 10 Reasons” drove 14,500 unique clicks with CPC $.40



Paid Search

Overview:

• Budget down over last year 

(83%)

• Partly due to shift away 

from “branded search 

terms”

• CTR and CPC up over last 

year
Activities:

• Breweries, snowshoeing, ice 

climbing top search 

keywords after RMNP.

Key Learnings: Increase budget 

to keep site traffic numbers 

sustained. Move away from 

“Branded search” and over to 

activity and competitive 

targeting.



Display performance overview:
• “HappyPlace” achieved highest CTR (FastG8)
• Pandora not known for CTR – designed for awareness
• 1MM views for Hulu is a strong metric considering 100% view rate and “in living room” placement


