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Abstract 

 This report is a social media campaign for the Best Damn Race, a race series in Florida that began 

in 2013 in Safety Harbor. An overview of the race and their social media practices is provided, followed 

by a brief critique of current practices. Then, an overview of a new social media campaign with the focus 

being on the Jacksonville based race page is provided. Within the details of the new social media 

campaign, a discussion on target audiences within an oversaturated market is discussed, goals and 

objectives of the campaign are provided, and appropriate uses for each social media platform including 

tools to track analytics and engagement are highlighted. The Best Damn Race (BDR) utilizes Facebook, 

Twitter, Instagram as well as a website. When using Facebook, BDR has individual pages for each of the 

locations that it has races including a main page for the race brand itself: Safety Harbor, Florida; Cape 

Coral, Florida; Orlando, Florida; Jacksonville, Florida; and New Orleans, Louisiana. It does not, however, 

have individual Twitter or Instagram accounts for each race. It is my recommendation that if BDR chooses 

to not consolidate their Facebook pages to one solitary account to promote all races as they do on Twitter, 

Instagram, and their website, that they focus each race site specifically on their host city and race sponsors 

for that host city. Based on the recommendations in this report, I anticipate race registration and brand 

recognition to increase 20% within the next four months, brand awareness will increase by a Facebook 

customer base increase of 20 per month and a 40 percent increase in engagement score via Facebook 

Insights. With Twitter and Instagram, I anticipate a customer base increase of 15 per month and a 10 

percent increase in engagement score via Twitter Analytics and Instagram Analytics respectively. Plans 

will also be put into place Sprout Social to track analytics and engagement as well. 

 

 



SOCIAL MEDIA CAMPAIGN DESIGN FOR BEST DAMN RACE                 3 

 

Overview of the Best Damn Race 

 The Best Damn Race is a race series that was created for runners by runners with the goal of 

putting on a big race experience with a local race price. According to BDR, “it doesn’t matter if you are an 

elite runner, first timer, walker, or using a baby jogger, we want you to have the best DAMN race 

experience” (2017). The race utilizes a unique experience for each runner who registers: every race entry 

includes a race shirt, a finisher medal, a bib, a goodie bag, free food and beer at the post-race party, and 

much more. The race directors encourage everyone of every fitness level to come out and enjoy the race.  

 BDR started in Safety Harbor, Florida, in 2013, but soon grew to include other locations. In 2014, 

Cape Coral and Orlando were added. In 2015, Jacksonville was added. Then, in 2017, BDR branched out 

and went out of state and launched a successful race in New Orleans, Louisiana. Most all race locations 

offer a 5k (3.1 miles), a 10k (6.2 miles), or a half marathon (13.1) option for the runners. Two race locations 

offer a challenge (5k and 10k back to back) and New Orleans does not offer the 10k option.  

 Medals and shirts are designed by runners who are tapped with being Race Ambassadors. While 

the main designing is done by the race director, each ambassador has a chance to vote and have a say on 

what works and what doesn’t. This also goes for all the other merchandise that is sold at the event, food 

and alcohol that is presented to finishers after the race, goodies put in the bags, and so forth. 

Ambassadors are also given codes that offer discounts to runners who use it when registering for the race 

for a discount. This allows the race director to track who is working on advertising the race and who isn’t.  
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Overview of the Best Damn Race’s Social Media & Practices 

 BDR currently utilizes Facebook, Twitter, and Instagram along with their website. They said they 

also had a blog, but I was unable to locate it on their website. Along with their main Facebook page, I 

found a page  

dedicated to each of the race locations, totaling to 6 active Facebook pages. They also had one Twitter 

account (1,364 followers) and one Instagram account (1,631 followers). Here is a review of the Facebook 

pages:  

1. Best Damn Race   6,127 likes 
2. Best Damn Race – Orlando  4,397 likes 
3. Best Damn Race – Cape Coral   2,474 likes 
4. Best Damn Race – Safety Harbor 4,216 likes 
5. Best Damn Race – Jacksonville  2,986 likes 
6. Best Damn Race – New Orleans  4,242 likes 

Each of the pages are current and active, showing posts that target the audiences in their locations 

along with sharing posts from the BDR brand. Those brand posts are of the same language across all 6 

pages. Engagement on the posts are limited unless a call to action is made in the language, but the photos 

are bright and lively, and the hashtags used are spot on.  

As for Twitter, BDR tries to tweet at least once a day although many of their tweets look like replicas 

of what is on their Facebook page. The same goes for some of their Instagram posts. While the language 

and hashtags are still very viable and useful with the photos, it is identical to the ones they had published 

before on a different platform.  
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Critique 

Facebook, Twitter, and Instagram are three separate platforms with three separate voices and to 

understand how to use each of them, you need to first understand the demographics of each platform. 

Facebook is more popular with middle-aged adults than other social networks, whereas Twitter and 

Instagram’s most active users are between the ages of 18 and 29 (Walton, 2015).  

 Speak their Language. Knowing that, BDR should change up how they post on the various 

platforms, so they can speak to those specific audiences. The same language that is being used for 

Facebook is not going to work for Twitter, and the language that will work for Twitter and Facebook may 

not work for Instagram. Changing up the language is key, and don’t hesitate to use some of their slang if 

you can use it appropriately. 

 Catch their Eye. Using different photos and/or graphics across the platforms will be helpful as 

well. The photos on Facebook of the older ages are perfect, but finding something younger for Instagram 

would get better engagement and increase followers from the younger runners in hopes of them seeing 

their photos pop up on the page as well.  

 Don’t forget to watermark the photos posted. Using apps like iWatermark allows you to put your 

logo on images or video. That way, if someone shares it, they know where it all came from. I highly 

recommend watermarking all images and video so when they are shared others can see that and go find 

the page it came from to learn more. 

 Support your Sponsors. Now that the race series is so close to starting, I think it would be key for 

each page to start talking about their race sponsors as well. Speaking about local sponsors on the local 

pages can help boost engagement, and if the business is tagged in the post also increase new likes. People  
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who follow the business may want to know more about the programs that business is sponsoring which 

in turn could increase engagement, likes, and even race entries for BDR.  

 Know Where Your Audience Is. Florida is a runner’s state, and an oversaturated one at that. There 

are specialty races all over the state vying for the attention (and the money) of the runner. You have to 

know where to go in order to get the most eyes on your brand that will do the most good. If you know 

that there is a race on the east coast of Florida, make a post with that hashtag and ask them to come to 

Safety Harbor and do a race on the west coast of Florida. Or, Orlando is the home of Mickey Mouse. So, 

tease Orlando Runners by saying before they head over to the big castle, run through a scenic part of 

Orlando that is sans tourists. Do the research on where the audiences are and pull them to you. 

 

BDR Jacksonville Race Campaign Proposal 

It’s no secret now that everyone uses social media in one way or another. In fact, according to 

Guzman (2016), it’s estimated that by 2018, 2.44 billion people will be using social networks, up from 

970,000 in 2010. With that many eyes on social media, standing out and making your brand eye-catching 

is key to making it successful. Growing your brand’s digital footprint will no longer be a job brushed aside 

to an intern or added on as an additional responsibility to an already overworked employee. “Social media 

skills are no longer considered niche…. Instead social media affects the way the whole organization runs” 

(Guzman, 2016). 

The idea that social media has taken over for what traditional media has always had their hand 

on could be a turning point for marketing and branding all together. Social media could allow a company 

to leapfrog traditional media and forge relationships directly with customers through digital posts and  

http://www.statista.com/statistics/278414/number-of-worldwide-social-network-users/
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conversations (Holt, 2016). If done correctly, a brand could use nothing but social and digital media to 

grow and thrive. It’s with that in mind that the following goals have been created: 

Goal 1: The BDR Jacksonville Facebook page will be optimized to show an 20% increase in race 

registrations within four months prior to race date. 

Goal 2:  Brand awareness will increase by a Facebook customer base increase of 20 per month 

and a 40 percent increase in engagement score via Facebook Insights.  

Goal 3: With the main BDR Twitter and Instagram, I anticipate a customer base increase of 15 per 

month and a 10 percent increase in engagement score via Twitter Analytics and Instagram 

Analytics respectively. 

Goal 4: Sales of BDR merchandise will increase 20% due to advertising of the availability of the 

merchandise at the event during race day on the social media platforms. 

Goal 5: Incorporate Sprout Social to measure and report analytics, monitor and engage with social 

conversations, as well as schedule posts across all active social platforms. 

 In consideration of these goals, approximately three hours a day will be dedicated to social media 

content planning and responding, with one additional hour broken up into fifteen-minute increments 

throughout the afternoon and evening to respond to any questions or concerns that may come in through 

out the day. BDR must schedule who among their three employees will be doing the majority if not all 

their social media work and plan around that. We will focus on Facebook initially, then move to the main 

Twitter and Instagram if necessary.  
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First and foremost, before any changes are made to the normal posting style, a discussion must 

be had on who the Jacksonville Runner is and what it is that runner would want to see on their page. 

Currently, the page is not very “Jax-friendly” so here are my suggestions:  

1. With the new route announced, photos from the route itself, including the Riverwalk 

since that will now be part of it. Include parking arrangements as the new location does 

not have the large parking lot originally provided in previous years. 

2. Showcase local sponsors and see if they would be willing to give a discount to runners 

who arrive after the race with their medal or their bib. If they will, let the runners know 

that with a social media post. A free beer or appetizer after the race if you walk in with 

your bib or medal could make a very engaging post.  

3. If there are people who are coming into Jacksonville for the race, offer hotel suggestions 

for them to stay at so they don’t have to do a lot of research.  

4. Does the race have a benefactor? A local charity perhaps? Talk about it on the page, and 

showcase them. There may be some runners who have personal stories with that charity 

who might be willing to share them with you and with others. 

5. If there is BDR Jax gear from previous years available, don’t hesitate to do giveaways on 

your page so long as it goes along with the Facebook Terms of Service.  

6. When you are close to race day, use Call to Actions and ask runners to share their “getting 

ready” photos on the page and create video montages. Then, on race day, ask them to 

share their finisher photos. Use these photos to create a video to share. These videos will 

be shared by the runners.  
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BDR should seriously consider in investing in the video option for both Facebook and Twitter. 

According to Lee (2017), videos are getting the most engagement on Facebook almost twice as much as 

images, and they are almost six times as likely to be retweeted on Twitter. That being said, there are 

plenty of apps available on both iPhone and Android that can do videos that are social media ready and 

don’t require a lot of work.  

When it comes to frequency of posting, BDR needs to be able to have a variety of posts and 

content available because with the up rise of social media compared to traditional media the frequency 

of posting has increased as well. Below are suggestions from Lee (2017) however, I suggest BDR study 

their own insights to determine when their audience is most active and post then:  

• Facebook 
o 8 – 15 times per week 
o Between 1 – 4pm, 2 – 5pm 

• Twitter 
o 21 – 70 times per week 
o 1 – 3pm 

• Instagram 
o 5 – 10 posts per week, 2 stories per week 
o 5 – 6pm 

Setting BDR up with Sprout Social will give them the ability to track engagement on their posts 

and analyze whether any changes that are being made are showing any positive or negative movement 

at all. Sprout Social also offers a Google Analytics report, a Twitter trends report, a Facebook pages report, 

a Competitors report, an Instagram Profile and Competitors report, and a tag report (Sprout Social). 

Having these reports in one spot for BDR is essential given how active and spaced out the races are. It will 

also allow them to compare the various BDR pages to each other, along with any other competitors that 

they may want to watch such as the Rock n Roll Race series.  
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Sprout Social will also allow them to monitor hashtags, keywords, and filter messages as needed 

in the engagement section. That way, they can see how many people are talking about them and are using 

their hashtags, and how many people are messaging them directly on the social media platforms as 

opposed to emailing them through their website whose sole purpose is to house registrations and finish 

times. Sprout Social can help BDR set benchmarks for improvement and monitor sentiments (both positive 

and negative) to continue in the right direction. 

Starting the Campaign: Social Media Tools 

 Facebook: BDR Jacksonville is our primary focus. It currently only has 2,986 likes on it’s page. The 

icon for the page (180x180) is the BDR logo, while the cover art (820x462) is a white rectangle with 

polaroid photos from previous Jacksonville races on it. The 2018 race date is in the left-hand corner. The 

star review is at a 4.9 which is amazing considering the low number of likes the page has.  

 Facebook is meant to be used as a place for conversations, so here is where the more detailed 

and longer posts will go with the longer videos. With posts going to Facebook two times a day, images will 

be critical, but videos will be the better option. BDR must make sure that they are responding to all 

comments and questions that are posted on the page; engagement is key here. Even a simple like of a 

comment is enough to show that you are engaging with your audience.  

 Twitter: Now that Twitter has extended its character limit to 280, BDR has a chance to have a 

little bit of a conversation with it’s Twitter followers. However, Twitter is still meant for short bursts of 

information, short one-minute videos, and photos. BDR needs to tweet at least 3-5 times a day and each 

post must have a photo attached to it and a video once a day, with plans to showcase the individual races 

as they got closer. Remember: Their Twitter is of the main brand, not the individual races. 
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The Twitter icon is their logo, but the cover photo (1500x500) is busy. I’d make it a less busy photo 

and make it showcase all the races, but be prepared to showcase each individual race as they got closer.  

Instagram: Their Instagram following is mainly runners and running companies so BDR needs to 

stick to running related photos and stories here, but the photos need to be the best of the best photos as 

well. A photo blog like Instagram deserves to showcase amazing photos of all things BDR: the medals, the 

shirts, the swag in the goodie bags, everything. Keeping the focus on the brand is key. When each race 

gets closer, start showcasing the locations as well.  

Starting the Campaign: Social Media Analytics Tools 

 Sprout Social. BDR needs to set up Sprout Social and incorporate all their social media platforms 

into it and start tracking their engagement immediately. That way they can see how their pages are doing, 

where they need to improve and where they are succeeding. They also need to be able to analyze what 

key words and hashtags are working, where people are coming to their pages from, and how many are 

going to the website to register to the race based on what is posted on the social media platforms. 

 

Conclusion 

 It is my hope that with the previously mentioned plans, that BDR will see an increase of 

engagement in their social media sites overall but especially on the BDR Jacksonville Facebook page. That 

will hopefully turn out to be an increase in race registrations as well. Learning how to use social media 

accurately and effectively is key to social media success and takes some research and planning, but with  
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a little work I firmly believe that any brand can find success. Tracking analytics and watching the trends, 

knowing when to make the necessary changes to the message and continuing to see improvement can 

show Best Damn Race that they can grow and take their race anywhere and continue to gain momentum. 
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