
Phase 1-3 Recap



Campaign Goals and Overview

• Reach Durham and Triangle area residents multiple times throughout 2020

• Increase brand awareness and maintain engagement with the website 

• Serve ~ 9.6M advertising impressions, with special focus on audiences 
most impacted by virus rates. Through negotiations and added value 
agreements, advertising had ~12.6 million impressions.

• Reflect the RRTF's commitment to equity with audience targeting and 
messaging in English and Spanish

• Supplement messaging with organically owned channels

• Advertising in November and December switched to holiday-specific 
guidance and messaging: https://www.backonthebull.com/post/how-to-
celebrate-the-holidays-safely



Print Media 

• Indy Week

• La Conexion

• Que Pasa

• Durham Herald-Sun

• The Carolinian 

• Triangle Tribune

• Durham Magazine



Social Media Channels

• Facebook (English and 
Spanish)

• Instagram (English and 
Spanish)

• Facebook Video (English and 
Spanish)

• Instagram Video (English and 
Spanish)



Television
• WTVD-TV

• Advertorial interviews
• Website pre-roll and banner ads
• :30 TV spots streaming across ABC11 

and ABC apps

• Univision
• :30 TV spots

• WRAL-TV
• TV ads across WRAL & Fox50
• Website pre-roll and banner ads
• :30 spots streaming across network of 

apps



Video Creative



Radio

• La Ke Buena

• Radio 96.1

• Triangle Traffic 
Network 

• Foxy 107.1

• K97.5

• The Light 103.9

• WCHL-FM

• WNCU-FM

• WRAL-FM

• WUNC-FM



Outdoor/Misc.

• City of Durham bilingual 
water bill insert 

• I-85 billboard

• GoDurham bilingual bus 
advertising

• Printed flyers



Advertising Impressions

Phase 2, 9,250,230 

Phase 3, 12,623,211 
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Organic Outreach Examples


