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Entry Form
ENTRY TITLE: 

CATEGORY: 
Qualifies for In-House Design? 
Work must be completed by in-house employees to qualify.

NOMINATING FIRM 
(Please list your firm name as you want it to appear in the presentation and on any awards)

Firm Name:  Contact Person:  

Address:  City/State/Zip:  

Phone:   Fax:   Email:  

CREATIVE TEAM
Design Firm:  Contact Person:  

Address:  City/State/Zip:  

Phone:   Fax:   Email:  

Copy Writer:  Firm Name:  

Address:   City/State/Zip:  

Phone:   Fax:   Email:  

Photography/Illustration Firm:  Contact Person:  

Address:  City/State/Zip:  

Phone:   Fax:   Email:  

Other Firm (state role):  Contact Person:  

Address:  City/State/Zip:  

Phone:   Fax:   Email:  

Client (if different from Nominating Firm):  Contact Person:  

Address:  City/State/Zip:  

Phone:   Fax:   Email:  

Print  Digital  Mixed 
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PAYMENT INFORMATION
SMPS Member?    Yes   No

Member Name:    Membership ID Number:  

Number of Entries Submitted:  

Name of Each Entry Payment Covers:    

   

   

Total Entry Fee Enclosed: $ 

 � SMPS Member $135 for the first entry; $110 for each subsequent entry
 � Non-Member $155 for the first entry; $130 for each subsequent entry
 � Late Fee  Add $50 to the above prices if entry submitted after April 7th

Please make your payment online at www.smpsboston.org.  
Payment should be made before or by the date your entry is due.

QUESTIONS?
Contact Andrea Lalinde – Awards Director
CDM Smith
Tel: 617-452-6355 
Email: lalindean@cdmsmith.com
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WRIT TEN SUBMISSION

Creative Brief 

Social media has become essential to CDM Smith’s 
marketing strategy, supporting our brand and global 
engineering and construction operations. Since 2009, 
CDM Smith has used social media to connect with 
our online audience, but in 2016 we enhanced our 
social media strategy to include new tactics. We set 
an ambitious goal to double our engagements and 
increase followers across Facebook, LinkedIn and 
Twitter by 20 percent in 2016 compared to 2015. We 
committed to posting on each account at least once 
a day, launched a third “sub-account” (Exhibit A) on 
Twitter to help us reach niche users and generate 
engagement from notable industry organizations, 
and increased our use of visual content such as GIFs, 
teaser video clips, and engaging photos of our staff and 
projects to create a signature style across accounts. We 
also premiered online advertising campaigns on Twitter, 
LinkedIn and Facebook.

Data analytics played a huge role in measuring our 
progress. Junior staff members created two unique 
tools: 1) an analytics dashboard (Exhibit B) that pulls 
data from all social media accounts to help track results 
and set rich goals, and 2) a custom macro-enabled 
Excel spreadsheet (Exhibit C), adding a richer level of 
analysis to our Twitter data. 

Our results include a 23 percent follower increase  
and a 365 percent increase in overall engagement 
on Facebook, LinkedIn and Twitter. Our most  
successful ad was a Facebook brand awareness 
campaign. It promoted our brand video, Meet CDM 
Smith, which reached more than 50,000 users and 
generated nearly 1,700 views (Exhibit D)—at an 
incredibly reasonable cost. Lastly, our unprecedented 
analytics efforts were highly praised by the firm’s CEO 
and President (Exhibit E).

Marketing Objectives 

Our goals were to increase followers by at least 20 
percent and double engagement across all accounts 
by increasing post volume and adding Twitter “sub-
accounts” (Exhibit A) that link to our firm-wide strategic 
marketing goals, and creating unique shareable 
content. To refine our strategy, we closely monitored 
social media activity and measured progress through 
dashboard visualizations and custom excel reports. Our 
budgets for ad campaigns varied for each account and 
depended on the content (Exhibit F).

Target Audience 

Our target audience includes existing and potential 
clients, employees, professional associations and 
industry enthusiasts on social media. 

Research and Planning 

To determine the best course of action, we tracked and 
analyzed our successes, popular social media trends 
and trending topics to better reach our target audience. 
We developed a plan to launch Twitter sub-accounts, 
expanding our reach to niche audiences that represent 
our work at CDM Smith. Adding three accounts to our 
existing Twitter presence and creating lists helped us 
monitor and target industry publications, organizations, 

clients and enthusiasts more effectively. Observing 
considerable success from posts featuring people and 
portraits, we launched our #FacesofCDMSmith initiative 
(Exhibit G), capturing this engagement. Our research 
also encompassed social video marketing, which has 
since been incorporated into our plans.

Messaging 

As a year of firsts, 2016 saw expanded social media 
outreach and increased success thanks to the 
dedication of our employees and the support we 
gained from upper management. We have shown the 
value that social media adds to CDM Smith’s brand 
and have gained the support of many, including 
Client Service Leaders; using LinkedIn advertising, we 
generated 44 new leads throughout the promotion of a 
branded webinar series (Exhibit F).

Results 

In 2016, our employees took ownership of social media 
and more than doubled engagements, impressions 
and link clicks, growing our following by nearly 10,000 
(Exhibit H). Social media helped promote CDM Smith 
at events like webinars and conferences and became 
a crucial tool for harvesting meaningful engagements 
(Exhibit I). We sent more than 2,600 tweets and nearly 
500 total Facebook and LinkedIn updates in 2016, 
which was a 200 percent increase from 2015. This  
led to well over 40,000 measurable engagements  
across all accounts.

With a new standard set, we have our work cut out for 
us in 2017, but our team is not slowing down.
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EXHIBIT A

CDM Smith Sub-Accounts

To segment and engage our complex target 
audience, we launched sub-accounts related to the 
industrial, transportation and alternative delivery 
markets that we serve. 
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EXHIBIT B

Analytics Dashboard

This Qlik dashboard shows monthly growth for our  
@CDMSmith account on Twitter. Similar dashboards 
exist for each sub-account.
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EXHIBIT C

Top 10 Tweets

Our macro-enabled excel report serves up our top-
performing tweets across our main twitter account 
and sub-accounts and includes the tweet text and 
respective posting information.
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EXHIBIT D

Meet CDM Smith Stats

Promoting our “Meet CDM Smith” video was our 
first attempt at running a strategic brand awareness 
campaign on Facebook. We tested four different video 
teasers and heavily promoted the two that performed 
best—each served to a different audience. With a 
budget of only $1,000, the promotion accounted for 
~1,700 YouTube hits and reached over 50,000 users.
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EXHIBIT E

Emails from Tim and Steve

I want to give you some time to explain some of what you are 

doing to the Executive Leadership team. I want them to see 

some of the cool stuff you are doing to promote our people, how 

we are leveraging it to do more effective advertising, and how 

you two are looking at the data and making recommendations 

on what to do differently. 

 - Julia Forgas, CDM Smith Chief Marketing Officer

To communicate the value of our social media 
channels, two junior staff members presented to 
Stephen Hickox, our firm’s Chairman and CEO and 
Timothy Wall, President and COO. Seeing true value in 
our social media efforts, they were impressed with our 
progress and gave us their blessing to continue and 
expand our efforts into 2017.
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EXHIBIT F

LinkedIn Advertising Results

Results from our LinkedIn sponsored post and InMail 
advertising efforts. We generated 44 registration 
conversions. The InMail resulted in 7 conversions. While 
this wasn’t our biggest total, we believe these represent 
the highest-quality leads we’ve ever generated. We 
began targeting by job role with this ad, helping us 
weed out competitors, students, etc. 
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EXHIBIT G

Faces of CDM Smith

In the last quarter of 2016, we launched an initiative 
called #FacesOfCDMSmith to boost engagement 
and focus attention on our people and web 
content—highlighting one employee every week 
with a branded graphic. As a result, we saw 1,100 
organic engagements and 250 link clicks across 
Facebook, LinkedIn and Twitter. This initiative was 
also met with great success internally.
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EXHIBIT H

2015 vs. 2016 - Social Media 
Comparison

This table showing CDM Smith’s social media progress 
in 2015 vs. 2016, and the change and percent increase 
in various measures.

*Data mentioned in the written submission
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EXHIBIT I

Strong Engagement on Tweets

In 2016 we had a lot of success engaging with 
notable organizations, top clients and decision-
makers on social media—Twitter, in particular. 
These four examples call out engagements from the 
American Planning Association, EPA’s Water Office, 
Water For People and George P. Bush, to name just a 
few. Strategic engagements are a cornerstone of our 
growth strategy.
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