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About  
the team.

Meg Meagher - Account Executive
Hometown: Bend, OR
Meg served as the main planner and organizer for the team. She conducted most 
team meetings and made sure the team stayed on track with its goals and deadlines.
Fun Fact: Dessert is her favorite meal of the day.
After Graduation: She hopes to move to San Francisco and work for an agency in 
client services/account management.

Hometown: Benicia, CA
Leah researched budgets, media placement, and all things related to media 
planning. She kept the team on track for making creative but realistic executions.
Fun Fact: She has been licked by a tiger.
After Graduation: She wants to live in NYC.

Hometown: Eugene, OR
Ian helped steer the strategy and led the research for the SWOT analysis and Competitive 
Analysis. He also helped lead the conception of the Creative/Strategy brief.
Fun Fact: He’s an Eagle scout.
After Graduation: He plans to find work in Seattle at a large agency.

Ian McWilliams - Account Planner

Leah Kennon - Media Planner
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At TMI,  
we’re strategists,  
planners, creatives,  
and team players.

Hometown: San Diego, CA
Topacio led development of the “big idea” and set the tone for the campaign.  
She also wrote the tagline and all headlines, the radio spot, and TV spots. 
Fun Fact: She can read a 500-page book in a day.
After Graduation: She plans to work as a writer at an agency in New York.

Hometown: Klamath Falls, OR
Emily led the development of the “big idea” and set the mood/style for the campaign. 
She also art directed, designed, and illustrated the executions.
Fun Fact: She was born in England.
After Graduation: She plans to work as a designer/art director in Portland, Seattle, 
or Los Angeles.

Hometown: Jiangxi, China 
Yufan researched artists, site locations, and more for the campaign. She gave 
input to creative executions and participated in the formation of the strategy.
Fun Fact: She talks to her cats every day.
After Graduation: She wants to find an internship in China.

Topacio Beerhalter - Writer

Emily Foster - Art Director

Yufan Wang - Producer
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The Ask.
Our Process

Initial Research

Develop a campaign with supporting creative, messaging and communication plans to promote our 
“Nuggets Night Out” product for the 2018-2019 season. 

Drive awareness and interest with desired target market of Downtown Denver locals age 21-35 living/
working within 3 miles of venue. Position Nuggets/Pepsi Center as a place to hang out

TMI discussed and researched The Ask and, based off the research, found that the age range of 21-35 
year olds is a broad target market and would either need to be separated into two target markets, or cut 
down to a smaller age range. The research found that 21-24 years olds are living different lifestyles than 
25-35 year olds. 

The campaign targets 25-35 year olds because they have more spending freedom than their younger 
counterparts and are spending more time near the Pepsi Center. 

Research was focused on the handful of neighborhoods surrounding the Pepsi Center as well as Nuggets 
Night Out’s competitors. TMI also focused on researching demographics and psycho-graphics of the 
target audience. More details on research in the SWOT and Competitive analyses. 
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Competitors.
Competitive Analysis

Direct Competitors: Colorado Avalanche hockey team, Colorado Mammoth lacrosse team, Sports Bars & Restaurants 
Indirect Competitors: Red Rocks Amphitheater, Denver Broncos football team, Ski season/resorts
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SWOT  
Analysis.
Overview

Through our research we have used a variety of websites and databases to compile our research. Some examples include 
Yelp, Government research, Statista, ESPN, Mintel, Reddit, and other sources. When looking at our overall research we 
found that neighborhoods around the Pepsi Center gave us insight into what people’s lives in Denver look like. 

Currently Colorado is ranking No. 1 in labor supply (Forbes, 2016) and No. 2 in highest educated state for residents 
(U.S. Census Bureau, 2016) in the nation. We have found that the median income for the 700,000 residents surrounding 
the Pepsi Center is about $42,000 per year. After looking at all the data and research we concluded that the Denver 
residents we are targeting are: young, active, and working adults that aren’t completely sold on the Denver Nuggets, but 
have the money to splurge on the experience.
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Strengths

Weaknesses

Opportunities

Threats

• Already well-known in area
• Only ONE place to watch pro basketball in the area
• Ticket prices are affordable
• Transit to stadium is plentiful
• Family friendly entertainment
• Cheap pricing compares to other teams

• Lack of interest from people who haven’t been to games
• Isn’t anything other than a basketball game
• Only caters to those that are interested in basketball
• Aren’t a very good team to watch in general
• Crowded, uncomfortable seating
• Expensive food/drink
• Is a 3 hour time commitment
• Parking is expensive

• Potential for partnerships with vendors around town to increase ticket sales
• Possibility to change venue set up
• Possibility to introduce new entertainment at games (TO EARN MORE SPONSORSHIP)
• Potential place for young people to meet friends/significant others

• Game nights might be spent at bars/nightclubs/other sporting events instead
• People can watch the game at home
• There is a growing lack of interest in sports from millennials
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The Brief.
Objective

Craft a compelling story surrounding the “Nuggets Night Out” games that will ultimately increase ticket 
sales within the target audience while also positioning the Pepsi Center as the #1 place to be on Thursday 
and Friday nights.
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Desired Response

Target Audience

Meet Our Budding Professional

Current Perceptions

Our target audience is 25-35 year old men and women living within a 3 
mile radius of the Pepsi Center in Denver, Colorado. These people are not 
native to the Denver area, but rather have migrated from other Colorado 
cities or other states around the US to take advantage of Denver’s business 
and lifestyle opportunities. This group is educated and active. Therefore, 
our target audience is interested in making new friends, enjoying the 
outdoors, and excelling in his or her field of work.

We aim to create a campaign that gets our audience excited and hyped 
about going to Nuggets games with their friends.

Our target audience currently wants to experience all that Denver has to 
offer while still maintaining a frugal lifestyle. This group may  have loyalty 
to other sports teams in the NBA, however, they are excited to meet new 
people and experience the metropolitan life while still distinguishing 
themselves as professionals. Along with being more focused on their 
relationships and financial stability, they are also looking to spend their 
time and money on experiences rather than material items.

A 27 year old living near the Pepsi Center. They are currently 
working as a marketer for a company in Downtown Denver. 
They are also single and just moved to Denver from a smaller 
Colorado community. Our Budding Professional is looking for fun 
experiences that will help them meet new friends and separate 
themselves from the local “college students”. In their free time, 
they enjoy hiking, attending concerts, visiting breweries, and 
spending Saturdays at Union Station. Our Budding Professional 
also likes going to get drinks with coworkers on Thursday and 
Friday nights and trying out local restaurants and coffee shops.
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Creative + Strategy
The Brief Cont.

Single Most  
Compelling Idea
Nuggets Night Out is Denver’s live-action event that brings the young and 
spirited community together for an affordable night out.



Team TMI

Page 13

Tone

Creative  
Considerations

How we get them  
to come back

SUPPORT FOR  
THE SMCI

Easy-going, dynamic, and charismatic to target our more mature audience.

We are looking to reach our target audience through radio advertisements, 
social media, video spots on TV and movie theaters, out of home ads, and 
experiential advertisements. With these forms of creative, the goal would 
be to create a story that reaches our audience in a way that captures their 
attention and makes them want more.

In order to make sure our target audience buys future tickets for Nuggets 
Night Out, we want to establish an atmosphere that leaves fans wanting 
more. We hope to accomplish this by doing the following: having “swag” 
giveaways, more audience participation, an amazing halftime performance 
at every game, and hype videos. We feel if we can successfully create a 
unique in-game experience, tickets sales will increase as a result.

Denver is full of nightlife opportunities for our target audience. However, 
not many of these opportunities provide participants with an action-
packed, live sporting event inside a unique venue, and the ones that do, 
don’t offer these opportunities at low prices. Therefore, with Nuggets 
Night Out tickets priced at $23, $50, or an affordable season package, 
and games hosted inside the centrally located Pepsi Center, it’s the 
ideal event to bring our target audience together. With live basketball, 
halftime entertainment, and social opportunities beyond the court, there’s 
something for everyone at Nuggets Night Out.
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After researching the target audience, TMI found that the $23 ticket prices are excellent because they 
fit within the audience’s spending power. Going off of the base ticket price, we adjusted the perks within 
the $50 package and added a 6-game package that will be sold for $200. The 6-game package is like 
a season ticket package, but includes fewer games in order to make the price more affordable and 
includes the most perks out of all of the Nuggets Night Out packages.

Ticket Prices
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$23 Tickets

$50 Tickets

$200 Package

• Access to Nuggets Nation section
• Seating in Club End section (upper bowl)
• Access to Nuggets Night Out beer garden (explained in detail in “Experiential/In-Game section).

• Access to Nuggets Nation section
• Seating in End Loge section (lower bowl)
• Access to Nuggets Night Out beer garden (explained in detail in “Experiential/In-Game section).

• Admission to 6 Nuggets Night Out games
• Seating in End Logo section (lower bowl)
• Access to Nuggets Nation section and beer garden
• Exclusive pre-game studio tour
• Exclusive T-shirt
• Nuggets Nation membership
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Big Idea.
The

A new Denver tradition you won’t want to miss. 
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Moodboard/Style

Nuggets Night Out Logo

Tagline

Join the Culture. 
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Out-of-Home
Executions
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Print Ads
Placed in local magazine, “Welcome Home to Denver.” Also placed around the 3-mile radius of the Pepsi 
Center on spots like bus shelters and building walls.
There are 5 variations of the ads that will be carried throughout the rest of the campaign. They each 
represent values unique to Denver and the Denver Nuggets.



Page 20

Print Ads
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Print Ads
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Billboard

“Hear the roar of the crowd and the squeak of the shoes.  
The bounce of the ball going up and down the court.  
Watch as the stadium comes alive and let the energy take over.  
Smell popcorn in the air and the taste of sweet beer.  
It’s basketball season in Denver,  
so come on down and join the culture of Nuggets Night Out.”

Radio Spot
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TV Spots
#1

Setting: Two Nuggets players, sitting in driver and passenger seats of a car (Uber or Lyft). Car slowly rolls into a spot and picks  
up a passenger. The passenger  gets in and looks up to see both Nugget players. Passenger freaks out a little.  
Conversation follows: 
 Player 1: Hey how’s your day? 
 Player 2: You’re going to Union Station, right? 
Customer: Um yeah….you two are (insert player 1 name) and (insert player 2 name)  
Player 1 and 2 both say in unison: Yep! 
Player 2: We decided to take a day off. 
Player 1: Wanna listen to some music? 
Customer: Sure… 
 ***Carpool Karaoke style of ride starts***
 Pulls up to destination. 
  Player 2: Thanks for riding with us! You’re coming to the game this Friday, right? 
  Player 1: (in a teasing voice) It’s gonna be fun! 
  Customer: Yeah, I think I am actually! I’ll see you at Nuggets Night Out! 

#2

#3

**Basketball by Bow Wow plays as background music** 
*Compilation of shots of the Nugget players playing against local street basketball teams*  
Black Fade Out. Line: “Where’s your stadium?” 
(tagline reads “Join the Culture” and logo for NNO comes up). 

Fade in. 
**Spot going back and forth between trash can and child’s face. (Jaws type music in background.)  
Zooms in on child’s face and then he shoots. (Background noise of a crowd gasping.) Shoot goes to zoom in on trash 
can. The paper ball tips out of the trash can then tips in (background music is of a crowd cheering.) 
Shoot goes back to child’s face and he has his hands up cheering.**
Fade out to black. Line: “The risky shots are worth it.”  
(tagline reads “Join the Culture” and logo appears below.) 
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Social Posts (Stills)
Version 1: Gary Harris

Version 2: Nikola Jokic

*Black fade in to see Gary Harris in a Denver Nuggets t-shirt, standing in front of his locker. Song by local 
artist starts playing. 
Harris starts to dance to music. Harris does one final nod or hand signal to camera. 
Black fade out to a black screen. “Powered By (insert local artist).”  
(Below headline is tagline and Nuggets Night Out logo).*

*Black fade in to see Nikola Jokic in a Denver Nuggets t-shirt, standing in front of his locker. Song by local 
artist starts playing. 
Jokic starts to dance to music. Jokic  does one final nod or hand signal to camera. 
Black fade out to a black screen. “Powered By (insert local artist).”  
(Below headline is tagline and Nuggets Night Out logo).*

Videos

Twitter
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Instagram
Snapchat
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Coaster Ads
Coasters will be placed in local bars, restaurants, and clubs. This is an easy way to reach the target 
audience because they’re already spending time in local bars and restaurants. The coasters will be high-
quality so that people will want to take them to keep.
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Napkin Ads
Napkins will be placed in local bars, restaurants, and clubs. The back of every napkin will display the  
2018-19 game schedule. This is an easy and affordable way to reach the target audience because they’re 
already spending time in local bars and restaurants.

Copy for 
Napkin Ads
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Elevator Wraps
The elevator wraps will be placed in corporate buildings within 3 miles of Pepsi Center, specifically 
companies that hire a lot of people within the target audience. The wraps will be made out of a wall decal 
material so that they’re easy to put on the walls and removable once the campaign is over.
The back of the elevator will display the season’s game schedule with Nuggets Night Out dates and  
ticket prices.
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Beer Labels + Packaging
Beer label designs will be a partnership with local breweries, like Wynkoop Brewing Co. to get the word 
about Nuggets Night Out to beer drinkers in the downtown Denver area. Simple designs and copy will be 
placed on the beer’s labels and packaging. This is an affordable way to target the part of our audience that 
is already interested in beer and the Denver community. 
The best brewery to partner with would be Wynkoop Brewing Co. because they already serve a beer named 
“Nug Life.”
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Experiential/ 
In-Game

Executions
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Remodeled Trash Cans

Trash cans around the Pepsi Center will be designed 
to look like basketball hoops. The cans will carry the 
design and style used in the rest of the campaign. 
When people throw trash into the cans, they’ll make a 
“swoosh” noise as well as a “cheering” noise as if the 
people were scoring in a game.

Car Drop-Off Welcome
This design will be placed as a wallpaper/mural near the Uber/Lyft drop-off center. It will be the first 
thing that fans see when they get out of their Uber/Lyfts at the game. This will add a nice touch to get the 
audience pumped when they show up for their first Nuggets Night Out.
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Basketball Court 
Makeovers

Outdoor Park and Rec basketball courts around Denver will be transformed with artful murals 
promoting the Nuggets Night Out event, designed by Denver artists. The five parks will be:

• Highland Park
• Columbus Park
• Lawson Park
• La Alma/Lincoln Park
• Congress Park

Some artists that we would plan to hire for this:
• Anna Charney
• Donte Janae
• Thomas Evans (AKA Detour)
• Sharon Healy
• Michael Ortiz

Artwork by Thomas Evans (AKA Detour)
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Redesign of Backboard
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Merchandise
T-Shirts

TMI will design a Nuggets Night Out T-shirt in each of the team’s colors to go along with theme days. 
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Stickers
Stickers can be placed on laptops, water bottles, and other objects to get the word out across town. The 
stickers will be of the Nuggets Night Out logo.

Beer Growlers
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Game Day 
Experiences
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Beer Garden

Beer Garden Logo

Create a Beer Garden exclusively for Nuggets Night Out ticket holders 
inside Pepsi Center on the top floor atrium. This area will be sectioned off 
with vendors for beverages and food from local businesses. 
Food: Corner of Gourmet, Mile High City Slider, and Manna from Heaven
Breweries: Wynkoop, Denver Beer Co., and New Image Brewing
Winery: Mile High 

The beer garden event will be held inside the Pepsi Center and look similar 
to this set-up.
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Game Day Partnerships 

Halftime Games 

Businesses and groups around Denver will invite their office or team to attend a Nuggets Night Out game and receive “special 
treatment” throughout the evening. This will include a 15 second company/group advertisement or announcer shout-out each 
quarter, a meet and greet with the Denver Nuggets players before the game and the company/group’s participation in the 
halftime show.
To get involved, local companies/groups will apply on the Denver Nuggets website. Thus, a website update will be required.
A few company/group examples include:

• US Bank
• Charles Schwab
• T Mobile
• USAA
• Play Mile High

Partner with A Bouncy Bear Party Rental and allow NNO attendees to engage in games outside of the typical basketball theme.
• Sumo Wrestling
• Obstacle Course Race
• Bubble Ball Bowling
• Giant Soccer
• Human Foosball
• Twisty Ladder
• Inflatable Twister
• Blindfold Race
• Musical Chairs
• Group Paper Airplane Race 



Team TMI

Page 41

Halftime Games 

After Parties  
to NNO

After every Nugget’s Night Out game, there will be an after party at the Rhein House, located in Downtown Denver. The 
restaurant and beer garden contains numerous bocce ball courts inside and only requires a food and drink minimum for 
parties, rather than a reservation fee.
There will be discounted drinks and food specials, live music from local artists or DJ’s, and appearances from the Denver 
Nuggets Cheerleading team for participants to keep the celebrations going outside of his or her courtside seats.



Page 42

Nuggets Nation
& COMMUNITY INVOLVEMENT
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Nuggets Nation  
Fan Section

The Nuggets Nation will be the designated fan section for the Denver Nuggets, especially promoted during Nuggets Night Out 
games. This section will contain 2+ Denver Nugget Interns to lead chants and pump up the crowd. Because Nuggets Night Out 
tickets have assigned seats in the lower bowl of the stadium, the Nuggets Nation Fan Section will be located in Section 132, 134, 
136. The Fan Section will grow as the membership grows.
Therefore, the Altitude Tickets website will need to update information to indicate seating arrangements. $23 tickets are in  
upper bowl.
Additionally, when not partnered with companies on game-days, members of the Nuggets Nation will have the opportunity to be 
selected to play in the halftime show.
The Nuggets Nation will be the designated fan section for the Denver Nuggets, especially promoted during Nuggets Night Out 
games. This section will contain 2+ Denver Nugget Interns to lead chants and pump up the crowd. Because Nuggets Night Out 
tickets have assigned seats in the lower bowl of the stadium, the Nuggets Nation Fan Section will be located in Section 132, 134, 
136. The Fan Section will grow as the membership grows.
Therefore, the Altitude Tickets website will need to update information to indicate seating arrangements. $23 tickets are in 
upper bowl.
Additionally, when not partnered with companies on game-days, members of the Nuggets Nation will have the opportunity to be 
selected to play in the halftime show.
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Nuggets Nation  
Away Game Watch Parties 

Nuggets Nation Monthly 
Volunteer Opportunities

Nuggets Nation Logo

While the Denver Nuggets are competing away, the Nuggets Nation will hold down the fort and keep the team spirit high by 
hosting watch parties at the local Jackson’s Lodo Bar in Downtown Denver. As Jackson’s is a restaurant that already hosts watch 
parties for numerous sports teams across the nation and offers specials on certain nights of the week, it’s the ideal venue to bring 
the community together over food, drinks and the Nuggets.

On the 1st of each month during the NBA Basketball season, the members of Nugget’s Nation will volunteer in the Denver 
community. The Nugget’s Nation intern leaders will review upcoming, local volunteer opportunities and publicize that month’s 
selected opportunity to the rest of the Nugget’s Nation. Often times, the Denver Nuggets players may also join the Nugget’s 
Nation in their volunteer efforts to further establish a sense of community.
Example Opportunities:

• A Little Help Nonprofit
• AARP
• American Red Cross: CO-WY Region
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Nuggets Nation  
Away Game Watch Parties 

Nuggets Nation Monthly 
Volunteer Opportunities

Nuggets Nation Logo

THEME DAYS

Exclusive T-Shirts

Have each Nugget Nights Out be a themed game where everyone wears a specific Nugget color. T-shirts that suit the theme days 
will be sold as merchandise before and during the game. Examples of theme days include:

• “Gold Nugget” day (gold)
• Whiteout day

These T-shirts will be exclusively for Nuggets Nation members when they purchase the 6-Game package. 
The backs of the T-shirts will include signatures from all of the players. The Nuggets Nation logo will also be 
on the back of the T-shirt.
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Placement
Media Plan
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Budget
Media Plan
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Overview of Budget

Overall Totals

OOH
32.6%

PRINT
7.8%

TV/DIGITAL
9.9%

EXPERIENTIAL
31.4%

MERCH
7.5%

AUDIO
5.7%

SOCIAL
5.0%
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Breakdown of Budget

Out of Home

Experiential

Print
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Breakdown of Budget

Social/TV/
Audio

Total Budget
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How We’ll Judge the campaign  
to be Successful

Evaluation
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TMI will also collect e-mails from fans when they purchase 6-Game ticket 
packages and join the Nuggets Nation. These e-mails can be used as 
contact info to keep fans in the loop about future Nuggets events and keep 
their business for the long term.

Brand Awareness

Ticket Sales

E-Mails

One goal of this campaign is to increase awareness of the Nuggets 
Night Out ticket deal. To measure our campaigns effectiveness, we 
will conduct a survey of our audience prior to our campaign and at 
the end of the season. Along with this, TMI will track social media 
impressions pre-season, during the season, and post-season to see how 
the campaign engages the audience. Using social listening, we will track 
how to experiential elements of this campaign have affected the Denver 
community’s awareness of the Nuggets.

The ultimate goal is to increase the number of Nuggets Night Out 
tickets. This can be measured by comparing ticket sales numbers in 
previous years to the ticket sales during the season our campaign runs.
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