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CASE STUDY 

SOCIAL MEDIA OBJECTIVES: 

1. Engage users with interactive content focusing
on DWI-prevention messages. 

2. Entice visitors to pass along DWI-prevention
messages to their friends. 

CASE STUDY 

SOCIAL MEDIA STRATEGY: 

Provide seasonal and entertaining content 
that users can engage with, personalize and 
share with their friends. 
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CASE STUDY 

RESULTS: 

•9,000+ friend requests/“likes” 

•380,000+ user interactions 

•40,000+ “shared” impressions 

CASE STUDY  
facebook.com/knowwhentopass 
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CASE STUDY 

SOCIAL MEDIA OBJECTIVES 

1. Provide ongoing engagement with visitors 
(year-long messaging) 

1. Utilize interactive features to encourage 
social behavior changes 

CASE STUDY 

SOCIAL MEDIA STRATEGY 

Provide ongoing and relevant content that 
users can engage with, personalize and share 
with their friends. 
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CASE STUDY 

RESULTS 

• 87,000 user interactions 

• 574 “Likes” 

• 7,400 monthly average users 

LESSONS LEARNED 

• Evaluate your audience and messages 

• Plan ahead 

• Create and engaging content strategy 

• Measure your success 

• Adapt to your surroundings 
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 THANK YOU!
THANK YOU!
 
Tracie Mendez
 

Texas Department of Transportation

Tracie.Mendez@txdot.gov
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