
SOCIAL ENGAGEMENT 
CAMPAIGN

Social media is a fantastic tool for reaching a large 
audience and building brand awareness. Typical 
posts can get attention, which is good, but don’t 

necessarily connect. To effectively use social 
media to engage with an audience, I created a 

campaign that focused on mixing in organic 
content that resonated with our audience and 

invited their participation.



USER GENERATED 
CONTENT

Activating user generated content (UGC) 
maximizes engagement. Leading our social media 

team, I frequently create campaigns that utilize 
user generated content to drive sweepstakes and 

elevate participation. These types of contests,
with voting done via Instagram, encourages 

sharing of the brand.



SOCIAL FREQUENCY
While working at Taunton Press in Newtown, 

Connecticut, I created a campaign focused on 
increasing the frequency and variety of social 

posts. During this campaign, I used A/B testing to 
optimize the timing and lengths of posts. I 

organically grew Fine Homebuilding’s Facebook 
audience by 578%, Pinterest by 147%, and 

YouTube by 123%. All of this had a direct and 
measurable ROI due to increased referral traffic 
and coinciding CCV advertising campaign that a 

large volume of traffic was directed to.



CONTENT MARKETING
Content is still king. I created a deep event 

calendar both as a user resource and for its value 
for SEO. By coding the calendar on site, as 

opposed to linking to a calendar tool, keyword rich 
content was created and shared. In addition to the 

calendar, I created a glossary and retail dealer 
directory. DTC sales more than doubled on the 
brand site as a result of content marketing and 

social media.



EARNED MEDIA
To increase brand awareness and relevance, I 

worked with a consumer special interest magazine 
to get a review published. To facilitate it 

happening, I worked with the editorial staff, wrote
the article myself, and submitted the article. This 
content appeared in print and in digital editions of

Air Age Media’s RC Car Action magazine.



EARNED MEDIA
To increase brand awareness and relevancy, I 

worked with a consumer special interest magazine 
to get a review published. To facilitate it 

happening, I worked with the editorial staff, wrote, 
and submitted the article. This content appeared 

in print and in digital editions. This article 
appeared in NASCAR’s Pole Position magazine.



PARTNERSHIP 
MARKETING

As part of a campaign that included sponsoring a 
NASCAR Cup Series car for multiple races, our 

marketing and sales team partnered with over 20 
dealers to create a sub campaign promoting 

shopping local. This car was driven by Zane Smith 
at Dover Speedway.



GO TO MARKET
Launching a new product includes far more than 
just an announcement. As part of a multifaceted 
campaign, for proper branding and positioning, I 

create internal training documents, wholesale 
dealer training documents, and media briefs.

Go to market campaigns include a planned social 
media campaign, earned media, owned media, 

influencer marketing, partnership marketing, and 
more depending on the product. The focus is on 

building not just product awareness but also 
product relevancy.
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