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Introduction  
Paid social media, on Facebook, allows for the target demographic to see your posts.  There are 
more than one billion people son Facebook, which makes it imperative to make sure your 
message isn’t getting lost and that your target audience is seeing your information.  Facebook 
allows you to target posts to certain audiences: age, gender, interests. These targeted posts are 
called boosted posts. Boosted posts will increase engagement and views and interactions. 
 
Blue Ribbon Diner and Village Grill have expressed interest in beginning to boost Facebook 
posts regularly. We are proposing a trial campaign to showcase the capabilities of a paid ad 
spend. 
 
Goal  
Our goal for this campaign is to test out Facebook advertising by boosting one post on each 
restaurant’s Facebook page. 
 
Objective 
Our objective  is to increase engagement on each restaurant’s Facebook page. As of March 2018, 
the average engagement rate on the posts is 4.4%. We would like to increase that engagement 
rate to 8%. As of now, the people are seeing the posts but are not engaging heavily with the 
content. We would like this campaign to encourage followers to interact with content by liking, 
commenting, and sharing.  
 
Budget and Length 
We would like to spend $25 dollars on each restaurant’s Facebook page and run the ads for two 
weeks each.  It is important to note that with the way that Facebook ads work, we will not spend 
more than we “bid” and we will only pay for the results that we receive. In other words, the 
amount you bid for a click is not what you are going to pay, but rather it is the maximum amount 
you’re willing to pay to win the bid. Facebook (and Google AdWords) will always make you pay 
only the lowest amount possible to win the bid and have your ad displayed.  
 
According to Facebook promotions, if you chose to target both genders ages 35-65+ in the city 
of Burlington, North Carolina that were interested in food, this is considered a defined audience 
size that could reach up to 56,000 people. After boosting with a $25 budget, Facebook 
promotions estimates you will reach up to 3,100 of the total 56,000. (This is only an estimate. 
Numbers shown are based on the average performance of ads targeted to your selected 
audience.) 
 
 
 



 

 
Demographics 
The demographic Blue Ribbon Diner and Village Grill intends to reach are community members 
age 35-65. Their interests include local restaurants, family-friendly environments, Southern 
cuisine, and American comfort food. Our demographic lives in the Burlington and Mebane area. 
Some restaurants in the area that share our demographic may include Delancy’s Restaurant, 
Cracker Barrel, Skids, and Carver’s Restaurant.  
 
Posts to be boosted in April 
We’ve created a social media post for each restaurant that could be posted and boosted for this 
social media advertising campaign: 

 
Our Southwestern Chicken Salad is the perfect 
lunch dish. Try it today! 
 
*The Southwestern Chicken Salad would be a great 
post to boost since it highlights a dish not on the 
menu that people may not be familiar with. This 
would encourage new and old customers alike to 
come in and try this appetizing salad. 
 

 
Make Village Grill part of your  
weekend plans - Tag a friend that you would like to join you!  
 
*This would also be a great post to boost as it would make 
Village Grill a consideration for weekend dinner plans. This shot 
shows the relaxing atmosphere of the restaurant, showcasing it as 
an inviting place to dine. 
 
 
 
 
 
 
 

 
 
 



 

 
Next Steps 
Following the decision of what content to boost and the strategy in doing so, it is important that 
next steps are taken. First, Live Oak will either need administrative access to the Facebook page 
or Live Oak will give Ashleigh the content to post. Once access to the page is granted, a budget 
must be approved for boosted content. From this, a posting schedule can be decided based on the 
financial allotment. Furthermore, Facebook requires the input of demographic and payment 
information in order for the content to be boosted. Live Oak must discuss desired demographics 
for the restaurants. This information must be inputted before content can be boosted. Following 
the boosting of content, Live Oak will analyze the results of the boosting and see how this 
content can be improved in the future. 
 


