
Multi-State CWD 
Media Plan



OBJECTIVE: Increase awareness and education of CWD, among primary audiences and 
locations.

AUDIENCE: Adults 21-65 with associated hunting or outdoor interests.

GEOGRAPHY: AR, AL, GA, LA, MS, SC, TN, VA

CHANNELS: Facebook, Instagram, YouTube, Google Search

FLIGHT: 10/23/21 - 12/19/21

MEDIA BUDGET: $200,000

MEDIA OVERVIEW



TARGET OVERVIEW

2021 MRI-Simmons used to identify target reach of in-market hunting audiences. Group includes 
anyone that used a rifle to hunt in the past 12-months, 1-3x a month, or 1-3 a week and lived in the 
census South region. 
 

Source: 2021 MRI-Simmons Spring Doublebase USA

Male (77%)
25-64 (73%)
Median: 44.3

Highest Education: High School (34%)

Median Household Income: $79,866

Married (61%)
White (86%)



MEDIA OVERVIEW (DIGITAL ONLY)

Source: 2021 MRI-Simmons Spring Doublebase USA

97%: Any internet usage, past 30-days
Skew: Smartphone 

Time Spent Yesterday, Internet (exclude email): 2-5 Hours 

Top-5 past 30-days (Reach)

1. Google (90%)
2. Facebook (69%)
3. Amazon (65%)
4. YouTube (56%)
5. Weather.com (48%)

Top-5 past 30-days (Index)

1. NASCAR (349)
2. Weather UG (174)
3. ESPN (144)
4. WAZE (143)
5. Fox Business (141)



MEDIA STRATEGY

1. Use digital media to reach all target audiences in the selected designated market areas. 
Prioritize Facebook and Instagram, followed by YouTube and Google Search. 
 

2. Evenly distribute marketing dollars by state and by channel to adhere to grant proposal and 
fairness of opportunity reach.

3. To increase relevance and results, use each states social channel to serve marketing 
messages to the target audience.

4. Use a combination of tactics to drive both upper funnel awareness and lower funnel action 
where audiences can learn more about CWD (website clicks).

5. To track performance across all regions, create a custom report that pulls all performance 
into a unified dashboard.



MEDIA PLAN (SUMMARY)

8 States

32m Imp.
104K Clicks
$6.22 CPM



MEDIA PLAN (FACEBOOK/IG)

Creative: Sponsored images, Carousel
Media Goal: Clicks to State Website (Optimize CPC)
Tactics: Audience, Website RT, Social Engagement RT, Hunting Customer List (if available)



MEDIA PLAN (FACEBOOK/IG)

Sponsored Static Sponsored Carousel



MEDIA PLAN (YOUTUBE)

Creative: :15+ Videos (Skippable) with matching companion banner
Media Goal: Awareness (Optimize View Rate and CPM)
Tactics: General, Website RT, Website Lookalikes, Affinity Audiences



MEDIA PLAN (YOUTUBE)

Video Unit (All Devices)

Companion 
Banner



MEDIA PLAN (GOOGLE SEARCH)

Creative: Traditional SEM Search
Media Goal: Clicks (Optimize CTR and CPC)
Tactics: General CWD, Driving to specific landing pages



MEDIA PLAN (GOOGLE SEARCH)

Traditional Search (SEM)



MEDIA TRACKING REPORT (EXAMPLE)

Centralized 
Reporting

Custom Tracking 
Solutions

Automated 
Reporting for Key 
Stakeholders



MEDIA ALLOCATION

$200K | 32m Impressions | 104K Website Clicks | $6.22 CPM 



SOCIAL MEDIA ACCESS STEPS

● Facebook/IG
○ A request to your Facebook page will come from Stone Ward. 
○ What we need: Your Facebook Page name or URL.

■ Using Arkansas Game and Fish as an example, we either need "Arkansas Game and Fish 
Commission" or "https://www.facebook.com/ARGameandFish/"

○ After this, we will send the request for access to the Page admin or the Business Manager admin 
that owns the Page. Once the admin approves Stone Ward's request, we will be good to go.

● Youtube/Google Ads (SEM) 
○ To make billing easier, Stone Ward will use our own Google Ads account to run all ads for your 

agency. Ads can be directed to each individual website if needed.

https://www.facebook.com/ARGameandFish/


Thank You.


