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Rail Safety Social Media Ad Campaign

• Platforms: Facebook and Instagram
• Targeted to North Carolina residents, ages 18 – 65 +
• Campaign timeline:

– January 13 – April 22, 2022
• Budget: $800



Linked to Rail Crash Cost Tool (go.ncs.edu/rail)



Linked to Rail Crash Cost Tool (go.ncs.edu/rail)



Results
• Campaign reached 266,658 Facebook and Instagram 

users in North Carolina 
• 339 people clicked on the ad and visited the Rail Cost 

Tool site
• 7 people reacted to ads by leaving a “like” or “care”
• 70% men vs 30% women



Results: Ad 1 (See Track Stay Back)



Results: Ad 1 (See Track Stay Back)



Results: Ad 1 (See Track Stay Back)



Results: Ad 2 (Not a Shortcut)



Results: Ad 2 (Not a Shortcut)
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