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Social Media Campaign Proposal 
 
 

 
 

Social Media Marketing Overview 
 
Social media platforms are online tools that enable individuals and organizations to share content, 
profiles, opinions, events, insights, experiences and perspectives, thus facilitating conversations and 
online interaction between an organization and its public. 
 
Social Media marketing has evolved into a powerful tool that can offer an organization access to a huge 
number of stakeholders who would otherwise be unreachable.  Account holders of social networking 
sites come from every country, are both male and female (typically a 45% to 55% ratio) and come from 
every financial and educational background imaginable.  This is why social sites have attained so much 
attention with advertisers, marketers and public relations firms in recent years. 
 

 
       (As of 2013.  Source: Creotivo) 

 
 



Social Media Campaign Proposal by K. Mestousis Page 2 
March 2013 

Objective 
 
Create a branded online presence through the use of social media that allows ReBuild Houston (RH) to: 

• Increase brand awareness  

• Spread the RH message and agenda 

• Monitor brand reputation 

• Connect with the public and provide a vehicle for communication 

• Drive traffic to the RH website 

• Provide a public service by disseminating information  

• Facilitate organizational transparency in communications 

 

Proposed Social Media Program 
 
Social Media encompasses countless websites and platforms, some ideal for the RH brand others would 
not mesh as well.  RH will be best served by participating in the following social sites: 
 

1. Facebook (launched in 2012):  Users tend to be middle and upper-class young adults ages 18 to 
34.  Currently, Facebook’s fastest growing demographic is adults ages 45 to 54.  Facebook is the 
number one photo sharing site in the world.  The site also offers users the option to upload 
video and blog posts, as well as post links to outside content. 

 

Facebook Statistics: 
o 1 out of every 7 minutes spent online is on Facebook (source: MediaBistro.com) 
o Facebook has over 1 billion registered users (source: MediaBistro.com) 
o Monthly active users total nearly 850 million as of Nov 2012 (source: Jeff Bullas) 
o More than 1 million websites have integrated with Facebook (source: Uberly) 

 
2. Twitter:  Twitter is a microblogging platform that allows users to make 140 character posts 

(known as a “tweet”).  Tweets are then displayed in a feed along with the posts of other users.  
Tweets can then be replied to using one’s Twitter handle (ex. @ReBuildHouston), reposted 
(known as a “retweet”) and shared with multiple audiences or marked as a “favorite” and 
cataloged for reference.  Twitter is comparable to and utilized much like instant messaging. 

 

Twitter Statistics: 
o 500+ million total users and more than 200 million active users (source: Craig Smith) 
o 340 million tweets are sent every day (source: Media Bistro) 
o The 2012 election broke records with 31.7 million political tweets.  Election Day was 

the most tweeted about event in US political history. (source: Marketing Land) 
o President Obama’s victory tweet was the most retweeted in Twitter history with 

over 800K retweets (source: The Guardian) 
 

Target Market: 
 

 General Public 
 Community & Neighborhood Leaders 
 Home & Business Owners 
 Local Government Officials 
 Students 
 COH Staff 
 Industry Professionals (i.e. engineers etc.) 
 Bloggers 
 Professional  Organizations 
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3. YouTube:  YouTube is a video-sharing site.  Users can upload, 
share and view videos.  Typical video content includes film and 
TV clips, music videos and amateur content (i.e. video 
blogging, short original pieces and educational videos).   

 

YouTube Statistics: 
o Every minute, 700 YouTube videos are shared on 

Twitter (source: All Twitter) 
o Each minute, there are 2.8 million views of 

YouTube content (source: Jessica Brace) 
o 4 billion video views are seen on YouTube globally 

every day (source: Media Bistro) 
o YouTube is the 2nd largest search engine and the 

3rd most visited site in the world (source: Jessica Brace) 
 

4. LinkedIn:  LinkedIn is a business-oriented social networking site.  LinkedIn also allows 
businesses/organizations to create “Company Pages.”  A Company Page is a place for 
organizations to provide more information about their brand.  Company status updates allow 
you to directly engage with viewers and followers of your Company Page by posting and sharing 
items like organizational news, promotions, relevant industry articles and YouTube videos.  Any 
LinkedIn member can follow a company to get updates on key developments.   
   

LinkedIn Statistics: 
o LinkedIn is the largest professional social site with 200+ million people in 200 

countries in 19 languages (source: LinkedIn) 
o 77% of active users research companies on LinkedIn (source: Punch Media)  
o Membership has grown nearly 40% from 2012 (source: The Realtime Report) 
o 79% of LinkedIn users are 35 years of age or older (source: Fact Browser) 
o 50% of users have a Bachelor’s or Master’s Degree (source: All Twitter)  

 
5. Flickr:  Flickr is an online photo management and sharing application that allows an organization 

to post and receive comments, add “tags” to photos, post to blogs and share images.  When you 
sign up for Flickr Pro ($24.95 for one year or $44.95 for two years), you will receive unlimited 
photo and video (90 seconds in length) uploads.  You also get unlimited photo storage and there 
is no limit on bandwidth.  Flickr allows you to keep all photos organized in one area instead of 
having to hunt through them on your hard drive or camera.  Note: You must hold a Yahoo 
account to initiate a Flickr page. 

 

Flickr Statistics: 
o 3,000 images are uploaded to Flickr every minute (source: Jeff Bullas) 
o Flickr hosts over 5 billion images (source: Jeff Bullas) 
o The White House has had an active Flickr stream since 2009 

(www.flicrk.com/whitehouse).  Examples of a few government organizations with 
active Flickr accounts are: The City of NY, Peace Corp and Energy.gov. 

o Flickr has more than 87 million active users (source: The Verge) 
 

6. Google+:  Google+ is a social site that focuses on engagement and was created to directly 
compete with Facebook.  The predominant reason for creating a Google+ page is improved 
Search Engine Optimization (SEO).  When the public partakes in a Google search, the results may 
include relevant posts, photos and videos from the RH Google+ page, further promoting the 

 

http://www.flicrk.com/whitehouse
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“A brand is no longer what we tell 
the consumer it is – it is what 

consumers tell each other it is.” 
 - Scott Cook, Founder of Intuit 

brand.  Google+ helps an organization get found across Google, the most frequently visited 
search engine. 
   

Google+ Statistics: 
o More than 400 million users (source: Google+) 
o The Google +1 button is used 5 billion times per day. Google+ is favorite among tech 

industries and engineers. (source: Daze Info) 
o 625,000 people join Google+ everyday (source: Huffington Post) 
o 48% of fortune global 100 companies are now on Google+. (source: Burson-

Marsteller) 
 

 

Method 
 
The first objective is to create accounts for 
each of the social sites listed above, 
thereby solidifying the ReBuild Houston name and brand on the various platforms.  Often individuals 
will claim a company or organization name on a social site and will then use the name to create a 
personal account.  By creating all social sites at one time (even when they are not fully launched) it 
guarantees that RH will maintain a consistent brand as we move forward with the social media 
campaign.  Thereafter, the goal is to implement and/or grow the “following” of each social account 
in multiple phases.   
 

Phase 1:  The existing Facebook and a newly created Twitter page can be linked together so that 
content from Facebook will be posted directly to the Twitter 
page.  The goal with both Facebook and Twitter are to engage 
and connect with the public.  Once RH develops a stronger 
Facebook following (approximately 200 “likes”), we can move 
to the next phase.  Keep in mind, a Twitter following tends to 
grow virally at quicker pace; while Facebook followers tend to 
need to be courted and is therefore a slower process.  
 

When considering that the goal is relationship building, posting original content on Facebook 4-6 
times per weekday (not including replies, comments or “likes” 
to comments) is suggested.  With regard to Twitter, “tweets” 
can be posted much more frequently and should range from 4-
15 tweets per weekday (not factoring in replies or retweets).  
Most marketers will agree that there is no such thing as the 
ideal number of posts per day. It varies depending on 
organizational preference and industry. However, being that 
part of what RH attempts to accomplish through social media is 
to engage the community while staying on the forefront of 
people’s minds, it is preferential to post on a frequent basis.   

 
The reason post limitations are necessary is that when followers begin to notice organizations 
posting too frequently; they will begin to “unfollow” the organization because it essentially clogs 
their feed.  It also begins to appear as if the purpose of the site is “sales based” and not 
relational.  In turn, the site becomes irrelevant to followers.   
 

Social media:  
“The mistake firms make 
is using these channels 

to try and sell stuff.” 
 

- Howard Schultz CEO and 
Founder 

Starbucks, May 2011 

“Focus on how to be 
social, not on how to do 
social.” 
 

- Jay Baer,  
Convince & Convert 
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Additionally, the content posted should be a mix of organizationally relevant topics, as well as 
relationship building posts (i.e. “Like if you are enjoying this beautiful Houston day.” or “What a 
great day for a bike ride, Houston.”).  This type of mix contributes to the overall feeling of the 
site.  People want to feel like they are dealing with a real person, not an organization. 

 
Phase 2:  Create a RH YouTube and Flickr page.   
Before launching the YouTube page to the public, have a minimum of 5 – 6 videos uploaded to 
the site.  If a YouTube page does not have several videos, it comes across as invalid or 
unmaintained. Video content should typically be approximately 1 – 3 minutes in length and can 
cover a range of topics including interviews, construction shoots, meetings (if approved in 
advance), presentations and more.  YouTube videos are often shared on various other social 
networking sites including Facebook and Twitter.  Little maintenance is needed for a YouTube 
account other than posting new videos and responding to occasional comments. 
 
The Flickr page will be much more time consuming to initiate due to the time it takes to upload, 
organize and label all images but, as with YouTube, little maintenance is required after the initial 
set-up (aside from uploading and labeling new images).  Not only is Flickr an effective way to 
store photos but Flickr also offers several features that promote a brand and encourage traffic: 
the use of keyword tags (for SEO), ability to organize images in folders (similar to photo albums) 
for easy access and reference and the ability to share images with Facebook, Twitter and more.  
Phase 3 can begin when all content is fully upload to both sites. 
 
Phase 3:  Create a LinkedIn Company Page and a Google+ page.   
With LinkedIn, you can target your updates and services to a specific market.  This allows you to 
craft a message and a presence specific to your different audiences.  If someone comes to your 
Company Page from the financial, legal or marketing industry, you can customize your message 
to speak directly to them.   
 
As with many Google products, the more you utilize Google, the better your search engine 
optimization becomes.  With the creation of a Google+ account, we are furthering our goal of 
increasing brand awareness and developing perpetual brand promotion or cross promotion 
through a variety of online streams.  

 

Content, Engagement & Promotion 
 
ReBuild Houston has a wealth of information that can be used on social sites including:  
updates on projects, news articles, photos, videos, the interactive map, public interest posts (i.e. 
holidays, “shares” or “reposts”, quotes, etc.), COH events and updates, Public Works updates, 
CitizensNet information, construction updates, industry information and more. 

 

Social Media Success Formula: 
Make sure every one of your tweets, FB posts, etc. has at least one of these attributes.  

If you can achieve several of these attributes in one post, even better! 
 

Helpful  Actionable Entertaining Relevant  Brief 
Useful  Timely  Fun  Credible  Practical  
Informative Generous Humorous Engaging 
 

Basically, you want to make sure that every post sent fits as many of these criteria as possible. 
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“Those who insert themselves into as 

many channels as possible look set to 

capture the most value. They’ll be the 

richest, the most successful, the most 

connected, capable and influential 

among us. We’re all publishers now, 

and the more we publish, the more 

valuable connections we’ll make.” 

 
 -Pete Cashmore, Founder of Mashable 

Content should be kept as simple as possible and should be balanced with relational posts.  People 
are comfortable with social sites because they appear to be less aggressive and less of a “sales” 
environment.  Therefore, it is extremely important to connect with followers on a human level. 
 

As for the promotion of social sites, there are two options:  
viral or paid advertising.  While paid advertising can be 
extremely helpful, it is usually most beneficial with regard 
to events or “freebies.”  Therefore, it is most preferential 
to let things happen virally.  It can be a slower process but 
it builds a consistent, loyal following over the long term.   

 
When going viral is the goal, it is necessary to ask for what 
you want from your following.  By reaching out to 

professional contacts via their social media sites and asking them to comment on or repost RH 
content to their sites, RH is not only growing the following on RH social networks but is also 
encouraging an active and engaged online community.   
 
Examples of organizations to interact 
with include:  COH social sites, civic 
associations, council members, 
management districts, chambers of 
commerce, neighborhood 
associations, super neighborhoods, 
CitizensNet, local bloggers (i.e. 
Swamp Lot, Loop Scope, etc.), local 
universities & student groups 
(especially engineering, political 
science & business departments).  
Remember, social media is all about 
the relationships being created.  
People want to feel like they are a 
part of something and engaged with their community even when it is an online community. 
 

  
 (As of 2013.  Source: Udemy.com) 
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Responding to Negative Comments or Misinformation  
 
Handling complaints via social networks is the same as dealing with complaints face-to-face.  If a 
stakeholder was standing in front of you with a complaint, you would never ignore them, walk away or 
simply apologize without offering a resolution.  The way to handle complaints on social sites is similar. 
The following are guidelines to handling negative comments or misinformation: 
 
1. Document it - If a negative comment is posted on a social site, the first thing to be done is to take a 
screen shot or document it in some way.  Some things can be deleted or modified by the commenter, so 
it is important to have proof if the issue escalates to a more serious matter. 
 
2. Don’t delete negative comments - It will only aggravate the commenter or move the conversation 
elsewhere.  Deleting comments only brings your integrity into question to not only the complainer, but 
to all your followers.  However, do block users who abuse sites and remove inappropriate comments 
(i.e., racist, derogatory, profane, etc.), ones that are too far off-topic, or trying to use RH sites to sell 
products.  
 
If an individual is blocked or a comment is deleted, there 
is no need to address it on the public site. The one rule 
to that is, in the rare instance, someone else takes note 
of the deleted comment and posts a comment 
requesting details as to why the original comment was 
deleted. If that should occur, an appropriate response is, 
“While we strongly encourage an open dialog, it is not 
respectful to our followers or to the staff to use 
profanity, therefore, the comment was deleted.”  
 
3. Respond as quickly as possible – A good rule of thumb is to respond within one hour (even if the 
response is, “Let me do some research and I’ll get back to you.”).  Also, it is best to respond to a 
complaint in the public stream when possible.  That does not mean every detail has to be in public but 
always make it known that you are handling the issue on the public site (ex. tweet back “Please email 
me more info.” or “Glad you reached out. Can you direct message me your contact info?”)  When the 
issue is resolved, comment publicly (ex. “Thanks so much for letting us know.  I’m glad we could help 
you?”).  Follow up is key.   
 
4. Offer only accurate information - Before responding to a negative comment, communicate the issue 
to leadership in an effort to ensure an accurate response.   
 
5. Be Human – Remember, this is “social” media and the biggest reason marketing efforts are so 
successful via these sites is that there is a human element that is appealing to people.  Each response 

should be case by case.  Follow a guideline, not a script and 
most important, be sincere. 
 
Finally, keep in mind that we set the tone.  The general nature 
and tone of RH posts will set the rules of engagement on our 
sites.  A pleasant, positive, playful yet professional tone 
creates an atmosphere where aggressive negativity or attacks 
will seem out of place.  In this scenario, it is even possible that 

other RH followers will come to our defense and we will not have to.   
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Marketing  

 
Social Media marketing is changing how we interact with the public.  It is up to us to reach out to the 
public by taking our message to where the public gathers – the social web.   

 

TACTICS 

• Tap Into Our Current Following.  With the introduction 
of each new social site, we should send a CitizensNet 
eblast monthly to all those who have interest in CIP, 
street construction updates, drainage projects, etc. 
for 2-3 months.   
 
The best social media marketing tip out there 
is to use social media to engage with 
current email subscribers. Not enough 
companies are using social media to build 
lasting relationships with current 
subscribers.  Since it is best not to email 
contacts daily, social sites provide a 
perfect solution to staying in touch and 
connecting each day.   
 

• Cross Promote As Much As Possible.  Combine all the best of digital marketing for what 
social media consultant Brian Carter calls “Perpetual Promotion.”  By using SEO, social 
media outlets, traditional websites and Google products, RH will be promoting the brand 
from all angles. 

 

• If They Ask, We Answer… Always!  A shift has occurred in the way people use the Internet.  
The shift is this: people have grown incredibly impatient online.  If someone goes to a 
website and can’t find the information they are looking for right away, they just go to 
another site instead of really searching the company’s website.  How this relates to RH is 

that our website is full of relevant information, 
however, some people may not want to take the time 
to search the site to find what they are seeking.  
Social networks provide an outlet for individuals to 
get the information they want quickly.  When people 
believe that a site is a resource for information and 
answers, they will keep coming back to that site.  If an 
organization is willing to follow the “they ask, you 
answer” mentality, it establishes the organization and 

site as a “go-to source.” 
 

• Ask Questions… Many Questions, About Anything.  When you ask your audience something, 
you give them permission to speak.  When it comes to social media, you want to do two 
things: engage and get people involved.  Asking encourages both and taps into the human 
nature of people who are online and participating in social media – an urge to be heard.  
One of my most reposted and commented on posts for a company was, “Who would win 
the fight:  Justin Bieber or Justin Timberlake?”  Is this a ridiculous crazy question?  
Absolutely, but people loved it and interacted passionately for three days.   
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• Lock Down Your Brand Name With Everyone.  It is essential to secure the RH brand on all 
major social media channels.  This is as important as choosing a company domain.  Even 
though RH is not ready to fully launch all profiles, we must secure all organizational handles 
on social networks.  Ideally, the handle should be consistent across all social media channels 
(i.e. @ReBuildHouston), because once you start setting up variations on different channels, 
it makes it more difficult for the public to find us.   

 
Additionally, minimal branding will be incorporated on the social sites that are not officially 
launched such as adding the RH logo, website address and organizational information (the 
“About Us” section).   

 
Measurement & Tools 

 

METRICS - There are several ways to measure the success of a social media campaign.  The most obvious 
way is by looking at the number of fans, followers and likes you have.  Other factors to consider are the 
follower interactions (number of posts and comments), post frequency, tags, content sharing, increased 
traffic to the RH website and monthly “referred to” traffic to social sites.   
 
Metrics applications that can assist with measurement, most of which are free, include Google Analytics, 
Klout, Wildfire, SocialMention and many others.  If, at a later date, RH decides to invest in a paid metrics 
service, Radian 6 and PostRank are the preferred services.  Both have earned good reputations in PR and 
marketing circles, but with all of the free tools available it would be unlikely that the need arises.   
 
TOOLS - To schedule posts for future dates or evening activity, Hoot Suite is the preferred application.  
Hot Suite is free, extremely user friendly and services a wide variety of social sites.  However, one thing 
to keep in mind is that scheduling applications do not rank well with regard to search engine 
optimization; therefore, I do not suggest using Hoot Suite on a regular basis. To ensure high search 
engine ranking, it is best to update content directly through the social site or through the use of a 
mobile device. 
 

Competing With 311 
 
Social sites should in no way compete with the 311 service line.  However, if the public should begin to 
report issue using social platforms, there are two ways it can be handled:  
 

1. The commenter can be asked on the social site to report the concern to 311 directly. 
2. RH can gather the information and report it to 311 for them. 
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Handled and worded properly, both options are suitable options.  One suggestion to further encourage 
the public to report issues to 311 directly would be to create a graphic banner, for use on Facebook 
and/or Twitter, which states, “For service requests, call 311.”

 
Glossary & Acronyms: 
 

• SEO – Search Engine Optimization. 

• Tweet – posting on Twitter. 

• Retweet – reposting someone else’s Tweet on Twitter to share with your following. 

• Handle – username on Twitter 

• @ReBuildHouston – Structure for all Twitter handles. 

• Tag – When using Facebook, refers to identifying other individuals in an image; when using 
other social sites, refers to SEO keywords. 

• Keyword – Words or phrases that describe content on the on the internet; users can tag 
images with keywords that are relevant to their content. Later, these files may be searched 
using keywords, which can make finding files much easier. 

• Follow – refers to individuals who sign up to receive updates from another Twitter page. 

• Unfollow – refers to individuals who opt of receiving updates from another Twitter page. 

• Like – refers to individuals who sign up to receive updates from another Facebook page. 

• Unlike – refers to individuals who opt of receiving updates from another Facebook page. 
 

 
Find out more about The Social Media Revolution on YouTube. 
 

Exceptional social sites used by government organizations: 
 

• Facebook  
https://www.facebook.com/nycwater 
https://www.facebook.com/BSSLosAngeles 
 

• Twitter 
https://twitter.com/NYC_DOT 
https://twitter.com/NYCPlanning 
https://twitter.com/BSSLosAngeles 

 

• Photo & Video Sharing 
http://www.flickr.com/photos/nycstreets 
http://www.youtube.com/NYCDOT 
http://instagram.com/nyc_dot 
http://thedailypothole.tumblr.com 
 

 

http://www.youtube.com/watch?v=ZQzsQkMFgHE
https://www.facebook.com/nycwater
https://www.facebook.com/BSSLosAngeles
https://twitter.com/NYC_DOT
https://twitter.com/NYCPlanning
https://twitter.com/BSSLosAngeles
http://www.flickr.com/photos/nycstreets
http://www.youtube.com/NYCDOT
http://instagram.com/nyc_dot
http://thedailypothole.tumblr.com/

