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Colorado Horse Park
@coloradohorsepark

The Colorado Horse Park was host for the well known for its
yearly A-rated hunter-jumper series. Spring in the Rockies,
Summer in the Rockies, and Autumn in the Rockies. The
biggest challenge faced with the channels was to keep up
engagement during the off-season to ensure the audience
regularly saw our content when they started planning their
spring and summer show schedules.
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In command
05/18-03/20
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COMMUNICATION WITH PARTICIPANTS

RESOURCE FOR EVENTS/UPDATES

BUILD COMMUNITY

GROW SERIES PARTICIPATION
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No Stirrup November

"No Stirrup November" is a challenge in the equestrian commmunity where riders
commit to riding without stirrups for the entire month of November. It's
meant to help improve balance, strength, and overall riding ability. Many trainers
and barns encourage their students to participate, and some even turn it into a
competition. It can be a love-hate thing—great for building leg muscles, but also

iIncredibly challenging!

In efforts to entertain, maintain engagement, and connect with the audience during
the off-season, | employed a campaign that made people laugh, share, and think a little

differently about the “dreaded” month of November.

COLORADO HORSE PARK




#WhatStirrupsDolnNovember

Back To School Back To School :
To Prove To Dad That I'm Not A Fool.  Spent some quality time 'Hggﬁ(?;yiahréyggfr?gp@ﬁh”;y
(I even had enough time to watch with my brother-from- Curling up with a good sneak peek at the CHP

some classic '90s comedies) another-iron-mother. book after a great day! Horsey Holiday Gift Guidel

First order of I've enjoyed having some time Just because it's November Your stirrup called, it said,
business..take a little off to cook! You know, those doesn't mean stirrups aren't "Namast'ay' at yoga, I'll
the top. New cut, new horses have the right idea, this concerned with their fitness. see you in December”.
you! vegan diet has me feeling as Swimsuit season is closer than
strong as iron! you realize.

COLORADO HORSE PARK



Facebook Performance

2 01 8 127 reactions, 3 comments, 11 shares

2 019 124 reactions, 3 comments, 27 shares

Summary

The posts performed better than most off-season posts.
Most notable was the jump from 11 shares in 2018 to 27

shares in 2019.

What | would do differently

If | could do this campaign again | would:
e Use higher quality images.
e Break the large post into four weekly posts, spanning the

length of November.
e Publish a wrap-up blog and social post chronicling all of
the stirrup’s wild adventures.
e Share the blog post with industry-leading equestrian
publications for maximum exposure.

COLORADO HORSE PARK



Artisan Ave

@artisanave.shop
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ESTABLISH BRAND

EDUCATE AUDIENCE

DISCOVER ARTISANS

GROW FOLLOWERS

CONVERT FOLLOWERS TO MEMBERS

The goal of this social media effort was to make Artisan Ave stand
out in the artisan industry like nothing else out there. | focused on
educating the audience, spotlighting talented artisans, building a
strong and relatable brand voice, and kickstarting the membership
conversion process.

In command
05/23-07/24




Artisan Ave Content Pillars

O

About the Founders

| emphasized Artisan Ave's identity as a
business created by artisans, for artisans.
Our own experience in the artisan world

gave us credibility, allowing us to build trust

and genuinely connect with the community.

04
Industry News

Keeping the audience informed about
trends, challenges, and innovations in the

handmade and artisan industry helped

position Artisan Ave as a knowledgeable and

valuable resource.

02
About the Platform

| attempted to provide clear messaging
about the platform’s benefits which
educated our audience about its value and

how it could support their business.

05
Membership

Highlighting the benefits of Artisan Ave's

membership options was key to converting

interested followers into active participants.

03
Featured Artists

Showcasing artisans and their work
encouraged engagement and cross-
promotion. By putting a spotlight on
individual creators, Artisan Ave positioned
itself as a platform that truly supports and

uplifts small businesses.

06
Entertainment

Fun, engaging, and lighthearted content
kept Artisan Ave's social channels from
feeling overly promotional. Whether
through artisan-related humor, behind-the-
scenes moments, or interactive content,
entertainment helped maintain audience

interest and foster a loyal following.

ARTISAN AVE



About the About the
Founders Platform

Accepting
Aplications!

e're the Bridge

ppers

ARTISAN AVE IS AN ONLINE COMMUNITY
CREATED FOR ARTISANS, BY ARTISANE.

Ag [{ | S WE ARE CURRENTLY ACCEPTING
. APPLICATIONS FROM MICRO
BUSINESSES THAT PRODUCE HANDMADE,

ANY’I‘[ l INC 1 ARTISAMNAL GOODS AMD HAVE A METHOD
T. | FOR OMLINE SALES, J

Schedule a chat with us and we'll
talk you through our concept!

DOES YOUR ARTISAN
BUSINESS QUALIFY?

The Run-Down:

HANDMADE PRODUCTS ONLY

Artisan Ave is the bridge
between the shopper and
the artisan's current
e-commerce page.

NO MORE THAN 4 EMPLOYEES b
1 MNo sales are completed
on our site.

A\ j

We work in tandem with
ALL existing e-commerce
platforms.

REGISTERED IN THE U.S.

PRODUCTS ARE SOLD ONLINE

APPLY AT ARTISANAVE.SHOP

Featured
Artisans

Castle Rock, CO

SHOP LOCAL
HANDMADE GOODS

JOIN THESE
INCREDIBLE
MAKERS ON

ARTSAN AVE.

N EW
AR TISANS

ARTISANAVE.SHOP

ARTISAN AVE



Industry

Membership Entertainment

Turning PNT Studio

Artisan

e Colll for Artists

APPRENTICE

MEMBERSHIP

all meduims welcome

Jessica Edwards
Centennial, Colorado, BOO16

Send Message

Commission-free business profile

=~ mp 7 Add your art € MAKE A CONNECTION Turning PNT Studios is accepting messages: Send Me: 1
% »- 4 ,—" List in up to 5 Categories -
w Ny business to the — :

Works with all e-commerce platforms 2
Artisan Ave

database and
Methods for 22, 257 G!wandvie‘v . ?:;p v:z;o;:::::ze Sawdust is My Glitter
Mews.ArtisanAve.shop “ Hl‘gl &:hOOI

Overview Photo Albums Classifications

™ Meet the Artisan Ave Founders at the I Photo Album - 10 Images/Album

= shop for : About Turning PNT Studios
Cl‘af[ Falr handmﬂde goods . - At Turning PNT Studios, | bring new life to fallen, cut down trees. Using this urbar
i 9-3 Saturday, December 2, 2023 online.
20500 E. Arapahoe Road, Aurora, CO 80016

Tl

ArtisanAve.shop

Artisan Newsletter | Vol 2
* 2024 Free Marketing Guide

= Map Pin Points on our site

GET YOUR ONLINE ARTISAN PROFILE DD

“If I could say it in
words there would
be no reason to
paint.”

WERE
LIVE!

We're thrilled to announce
that our site is live and
ready to host your
business profile. Apply for
your listing today!

BUSINESS PR

APPLY TODAY
EDWARD HOPPER

artisanave.shop

ARTISAN AVE




12-Month Performance
INSTAGCRA M Grewtoover 300 followers

PLATFORM Crewto80 members

Summary

| built Artisan Ave's social presence from scratch, focusing on
brand awareness, community engagement, and
membership growth. Through consistent content, strategic
outreach, and a clear brand voice, | helped establish Artisan

| fl R Ave as a trusted space for artisans
R ~ What | would do differently

If | could do this campaign again | would:
e Make connections with industry leaders.
e Create content to be shared on other platforms.
e Delegate other tasks to allow for more social media

bandwidth.

ARTISAN AVE




MailChimp Newsletter Example 1

Navigating Artisan Ave

E F\ F.f -
Welcome to Artisan Ave! "WORDS

Sharing is Caring!
If your products are showcased in any
of our social media posts, leel free to
repost or share that content on your
personal or professional channels!
With your help., we will be seen by
larger audiences and our platform will

gron!
Cheack out our fead!

Artisan |ﬁ5lght5 Tell us what you
¢ refe freiv lhe fruiders think!

e ) b Tell your friends!

The larger our artisan network is, the
more shoppers (and Google!) will
view us a the ultimate
handmade-goods resource!

Pricing Your Handmade Goods:
A Guide for Artisans

—_—— Dot miss out on the fun_follow us on social

e~ O




MailChimp Newsletter Example 2
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i Showm on your profibe

N i e e e R e e e % Sharing is Caring!

\
!
3 e free Lo post your exact address, an address of a promimend Landmark noas rg 1
=
e Rl O ireen Ut youer city andd slak el o you Food meeest comiforiabily ih - 1 3 { volr products are shocasad 0 arry of
- | - - i #
Y e il s to T frose Lo reoast
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Artisan Insights:

g Arteron Cotokog
r# L4 e 2

= e

Hey Artisans!
Love is in the Air

Looking for More No-Cost
Marketing Methods?

=

ART MARKETING ON A BUDGET
The Ultir

imate Guide for 2024

Tell your friends!

Namgatlng Artisan Ave : ’
The larger our artisan network is, the
more shoppers (and Google!) w
view us a the ultimate

handmade-goods resource!

MAP

LOCATIONS

f -




MailChimp Newsletter Example 3

Hey Artisans!

[ 3

L= g F=eeg

Artisan Insights:

Navigating the Ave

\BOU T
SECTION

Making the most of your Artisan Ave profile also
includes telling your brand story.

Considering Consignment?

Here's Your Guide to a Successful Partnership

Enhancing your Consignments:
A Guide to Successful Partnerships

March Advertising

=
Want your card featured
in our Hero Section?

Vi AV £ HErrmscks 4

S A
products

Again. this offering is so crazy-low. it costs less than a cup of coffee. ® ust S5 will secure your
spol in our hero section. our featured artisans page. and our social media feed during the entire

mnith of March

i will take you directly to an payable Intuit invoice o feel free to reach cut to
st s Shop for mone infomrmation!

Dot wenll. welar alread had o bof of inherest andl spoce i imided?

We're all ears!

Ve cosineg } T ; 1 g e fubure and we would love to
e yowar B ¥ et us krcar what kind GF any) of our

proposed advertising opportunities you might b interested it

Take me o the one-question survay!

= (ML /

Thank you for your support!

Every like, comment, share,
follow, sign-up, & advertising
dollar gets us closer to our goal
of being the #1 handmade
shopping resource!

Dt s oot on thie fum follos us on social

® ©




Website Experience

Squarespace Shopify Wordpress Showit Brilliant Directories

coloradoshowcircuit.com (&) basementbarncandleco.com (O coloradohorsepark.com (©) sagesocialbranding.com @ artisanave.shop
authenticmomcoach.com (&) Kiki's Cookies and Cakes
hjdressage.com (in progress https://c4de64-

bvecosystem.com ab.myshopify.com/)

QOO

whitefenceequinephoto.com

(@ Active Site (O No longer published



Social Media Reporting

September 2025 in LinkedIn

September 2025 0 Facebook September 2025 (©)

Engagement E

Engagement

|m&wutmwm

Impressions Engagements LLink Clicks Fallawirs

Rate e ot Rata |
4 e 62,000 1 4/‘\ July Sy808 BE7 [+23.2%) 503 [+.6 10.6% [-65.8%) 2,724 (+L
July B7,636(s23%)  2100(:283%)  AM4(155.6%)  2.4% (+25.4%) 9,875 (+09%) - - Suly A6A% SEALAZN | 1IN | 4PN .,zu:_m :76@"‘ i (+260.5%) y S il Kk
o P F 08 (- & 3 L3 5 .
August 720 (118%) 2381 (1345 AR EiAE 24K (-00%) | 9,937 (+.06%) 4 August 60,848 -1.9%) 744 (+11.2%) LIM(ALIN)  AABA(PZEN) 8,596 (-218%) August 3858 (-38.8%) 3080-40.3%) 324 (-35.8%) 103%-25%) 2,768 (+L6%)
‘ 1,256 1,185
i . ’ s 11,284 . B September 3417 (-11.4%) » I6.8%(256.3) 2,800 (+1.2%)
September 11242012741 3B03(+59.0%)  9470+164.5%) 4% (4L1%) 9,978 (+.04%) Engaganmin Septembar 58,040 -4.6%)  G42[-137%) @ L1%(BSW) 4,553 11.3%) (+3L3%) (+215.6%) (+265.7%)
Top Top To Ti Top Engagement | Top Impressions Top Story Top Video Views Top Impressions
Engagement Impressions Link Clicks wmoﬁ'ews
Carousel- Carousel- Photo- Reol- Carousel- Carousel- Video- Maving Photo- e
Execulive Directar Executive Director Fall Evenits Blog Maintenance Manth Tl & 4 Executive Director Executive Director Avalanche Rockie Pumpkin Plunge P = e Carousel- e Carousel-
B Lorsrz David Lorenz Wrap-Up o David Lorenz David Lorenz Showcase f 4 1 Employee Golf s '} Empl Golf
1,079 6,272 1078 : 18 2,015 1613 Tournament
.- "5 : 785 : 1174
EORe B 0DE 0B a0E~
= [ q * e . . & 4= s —
1> T, Total Posts
Take Aways Take Aways 2 Total Post: Take Aways 4
L0 faid thlie bt broe *Keepempenmenungwim moving pholos. Viceo Views Owverall ups and downs
o I ) Aicksts Wik « Try to add in Video Steries, with link (story " People love golf
T whetmingly positive this month algorithm is rewarding pariicipation) . '- Employee fun is well received
O o Pposts gok mone Interost than sharing fram T Carousels over Reels! Piveting to include more recegnition
Pariners. ' K Fall Festival was top on FB and 1G- Preving posts (will reach out to departments
Kty winy i ; interest in adult events? ' for images if needed)
Fall Sale Videos-Fun video not worth the ) L 4 More brand promation posts
time? '
Date (4] (4] Platfarm Post Type C gory Impr Details Date 4] 4] Platform Post Type ContentCategory Impressions Reach Engagement Details
. : A f Davi N
Facebook  Carousel Staff Pmnt.lunccmr:nt of David Lorenz's 9/9/2025 1 Instagram  Carousel Sraff 2015 721 38 nnqunccmenl of David Lorenz's July
passing * passing
712025 Facebook Phato Infarmative Fall Blog Post 9/26/2025 2 Instagram  Video Reel  Paid Events 1613 813 4g | PumBkin Plungs hato with P TRESUTR || SR [ GARREEN ikl
Moving Graphics
— —— — T —— Seprember 6,301 [-15%) 2,199 (-28%) 48.2 [-24%) 508 [-44%)
1 Ll ils
B = Graphic i pe = DI02025 3 Instagram  Carousel Careers 1605 552 17 General Careers Post
" ) . Goodeon Bl Top Engagement
BN Facebook: |'éarousel sta War Memarial Call for Valunteers 1212025 4 Instagram  Carousel Informative 1440 488 16 B:rln:fsn Ry It Your Way
— . Fea O ——— ) * * Golf Tips: Club Face Alignment
BEEROd e reaEvanes AN RSl IO AMET 91712025 5 Instagram  Photo Free Events 1401 674 13 Fall Festival information
Lone Tree Rec Center Virtual Tour
B16/2025 Facebook Wideo Post  Informative Replay Video-Volunteers .*. a/21/2025 1 instagram ;h:'f.-,; Free Events 732 300 2 | sheridan Celebrates info LTGCAH Virtual Tour
rapmnn
Facebiook P " Budget Hearing/Board Meeting S5GC Facility Virtual Tour
R0 Informative Information 9/18/2025 2 Instagram Video Reel  Informative BOB 563 16 Fall Events Round Up Video )
Buck Rec Center Virtual Tour
Good i How videos are found
aa/20n Facebook PostShare  Paid Events Share of Ridgegate's Corvid a T ] . o e W (—— * son Rec Center Virtual Tour gy
> P i a/15/2025 Instagram  Video Ree Informative ') 1 aring Fall Sale Video
Guided Hike teB e South Suburban Replay : 3 2025
i ) X 8 Family Sports Golf Course
Facebook Wideo Post Informative Replay Video-Water Safety * 9/20/2025 4 Instagram Video Reel Informative a75 736 34 Fun Fall Sale Video *
g Hudson Gardens Virtual Tour
First R Fun Fest- P : ; )
9/17/2025 Facebook PostShare  Free Events 5;::.:& SSpondars Fun Fast Fost /372025 5 Instagram Photo Informative 1003 426 ﬁ;:rg:a:;:rmy%asd Meeting 10 Lone Tree Hub Virtual Tour




Event Case Study

Deep Dive into
Department-Wide
Efforts

Track actions and results, to understand what
efforts moved the needle

Provide data to inform the next year's strategy

@ Improve understanding and morale

2025 Enchanted Evening

E Date 2% Post Type & Registration & Differential & FB Event Responses & Differential . i, Bithy FBE &, Differenti.. & Bithy Social &, Differential...
Q222025 FB v
242008 FB& Post (diffenent lind)

1022025

fi

10732025

1082025

10,7 20ES

10/8 205

1082025

10102025 FB Post 15 Post

L 8 K B B b K

1033025
10143025
10152025
10162025
19T R0ES FB Post 15 Post
10,/20,/202%
10/21,3025
10222025
10/233025

10243025

Summary of Marketing Efforts:

1 FaceBook Event Triple Play 9/2 Fall Blog

Total PRE-Registration 2025: 76
3 Posts Onsite Banners a/12 October HOA Newsletter

SBhmoing Catalog g/25 October South Platte Park Newsletter Total Participation 2025: 140
10/2 Front Desk Facts Total Participation 2024: 163
Social Spend: 50  Print Spend: 5 47 10/6 October Buzz of the Burb

Total Participation 2z023: 12
Total Spend: $47 10/9 Movember HOA Newsletter P 3:117



Event Case Study Cont.

Enchanted Evening - October 24, 2025

@ REGISTRATION @ FB EVENT RESPONSES BITLY FBE CLICKS @ BITLY SOCIAL CLICKS
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KRISTIN@QSAGESOCIALBRANDING.COM

303-949-1026

This portfolio is a snapshot of my work in social
media, website development, email marketing,
and digital branding. With a mix of strategy,
creativity, and strong visual storytelling, I've
helped businesses build their online presence,
connect with their audience, and turn
engagement into real results. From crafting eye-
catching content to data-centered marketing
strategy, | love finding ways to make brands stand
out. This collection reflects not just my skills, but

my ability to adapt, learn, and create with impact.

iy iTal Vevielics

WWW.SAGESOCIALBRANDING.COM

@SAGESOCIALBRANDING

QWFEPHOTO
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	In command 05/18-03/20
	The Colorado Horse Park was host for the well known for its yearly A-rated hunter-jumper series:  Spring in the Rockies, Summer in the Rockies, and Autumn in the Rockies. The biggest challenge faced with the channels was to keep up engagement during the off-season to ensure the audience regularly saw our content when they started planning their spring and summer show schedules.
	Social Media Objectives

	The dreaded...
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	"No Stirrup November" is a challenge in the equestrian community where riders commit to riding without stirrups for the entire month of November. It’s meant to help improve balance, strength, and overall riding ability. Many trainers and barns encourage their students to participate, and some even turn it into a competition. It can be a love-hate thing—great for building leg muscles, but also incredibly challenging!
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	#WhatStirrupsDoInNovember
	Back To School Back To School To Prove To Dad That I'm Not A Fool. (I even had enough time to watch some classic '90s comedies)
	Spent some quality time with my brother-from-another-iron-mother.
	Curling up with a good book after a great day!
	I got an early jump on my Holiday shopping with a sneak peek at the CHP Horsey Holiday Gift Guide!
	First order of business...take a little off the top. New cut, new you!
	I've enjoyed having some time to cook! You know, those horses have the right idea, this vegan diet has me feeling as strong as iron!
	Just because it's November doesn't mean stirrups aren't concerned with their fitness. Swimsuit season is closer than you realize.
	Your stirrup called, it said, "Namast'ay' at yoga, I'll see you in December”.
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	2018
	127 reactions, 3 comments, 11 shares

	2019
	124 reactions, 3 comments, 27 shares


	Summary
	The posts performed better than most off-season posts. Most notable was the jump from 11 shares in 2018 to 27 shares in 2019.

	What I would do differently
	If I could do this campaign again I would:
	Use higher quality images.
	Break the large post into four weekly posts, spanning the length of November.
	Publish a wrap-up blog and social post chronicling all of the stirrup’s wild adventures.
	Share the blog post with industry-leading equestrian publications for maximum exposure.
	Artisan Ave @artisanave.shop
	Social Media Objectives
	The goal of this social media effort was to make Artisan Ave stand out in the artisan industry like nothing else out there. I focused on educating the audience, spotlighting talented artisans, building a strong and relatable brand voice, and kickstarting the membership conversion process.
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	About the Founders
	I emphasized Artisan Ave’s identity as a business created by artisans, for artisans. Our own experience in the artisan world gave us credibility, allowing us to build trust and genuinely connect with the community.

	Industry News
	Keeping the audience informed about trends, challenges, and innovations in the handmade and artisan industry helped position Artisan Ave as a knowledgeable and valuable resource.

	About the Platform
	I attempted to provide clear messaging about the platform’s benefits which educated our audience about its value and how it could support their business.

	Membership
	Highlighting the benefits of Artisan Ave’s membership options was key to converting interested followers into active participants.

	Featured Artists
	Showcasing artisans and their work encouraged engagement and cross-promotion. By putting a spotlight on individual creators, Artisan Ave positioned itself as a platform that truly supports and uplifts small businesses.

	Entertainment
	Fun, engaging, and lighthearted content kept Artisan Ave’s social channels from feeling overly promotional. Whether through artisan-related humor, behind-the-scenes moments, or interactive content, entertainment helped maintain audience interest and foster a loyal following.
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	Grew to over 300 followers
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	Summary
	I built Artisan Ave’s social presence from scratch, focusing on brand awareness, community engagement, and membership growth. Through consistent content, strategic outreach, and a clear brand voice, I helped establish Artisan Ave as a trusted space for artisans

	What I would do differently
	If I could do this campaign again I would:
	Make connections with industry leaders.
	Create content to be shared on other platforms.
	Delegate other tasks to allow for more social media bandwidth.
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	Kristin Kennedy Rashid
	This portfolio is a snapshot of my work in social media, website development, email marketing, and digital branding. With a mix of strategy, creativity, and strong visual storytelling, I’ve helped businesses build their online presence, connect with their audience, and turn engagement into real results. From crafting eye-catching content to data-centered marketing strategy, I love finding ways to make brands stand out. This collection reflects not just my skills, but my ability to adapt, learn, and create with impact.
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