
2016 Social Media 
Annual Report

A review of the city’s 
social media impact 
By the Office of Citizen Engagement

Published: Jan. 5, 2017



THE NUMBERS 

53 Social Media Pages 

25
TOTAL REACH

*This number only includes reach from 
the city’s Facebook pages. 

Million*

171,000 Followers
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Main                                      76,216 9,484         5,343 502 1,888
Police                    15,055 4,319            947            0 0
Sheriff                     2,088   312              0            0 0
Fire-EMS                     11,668 3,296            613          245            0
Emergency Mgnt.   2,219           2,295     0            0            0
911                               1,567    37              0            0            0
Libraries                      2,323   101            173            0            0
Neighborhoods              830    0              0            0            0
Play Roanoke            11,129          3,035           1,827            0            0
Volunteers                       497             171              0            0            0
Human Resources     633     0              0            0            0
H/S Services              434     0              0            0            0
Economic Dev.              1,212     0              0            0            0
Stormwater              1,596   643              0            0            0
Transportation               866     0              0            0            0
Solid Waste              1,339   428              0            0            0
Clean and Green                 898     0              0            0            0
Planning                                   530     0              0            0            0
Purchasing                        231              0               0            0            0
Lead Safe                       485             42              0            0            0
GIS                                  84              0              0            0            0
City Clerk                        128             24              0              0            0
Treasurer                        242     0              0            0            0
City Manager                0             571              0            0            0
Roanoke Star              2,681    28              0            0            0

Total                                      134,951      24,786        8,903         747           1,888

PAGE BY PAGE
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City Main Page on FB

16,000 +
New Page Likes in 2016

1.5 Million
Total Video Views in 2016

2.9 Million
Likes, Comments, and Shares in 2016

23 Million
Total Reach on All Posts in 2016
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TOP PHOTO POST

In 2016, thousands of photos were submitted to the city’s main 
Facebook page. Photos continue to be a driving factor in the 
city’s success on social media. 

Photos help showcase the beauty of the city to followers near 
and far.  Photos also help engage citizens and create 
conversations.
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TOP VIDEO POST

Videos played a big role on the city’s main Facebook page, particulary during 
the second half of 2016. The launch of Facebook LIVE allowed the city to 
attract thousands of new followers from all over the world. 

The city’s Facebook page had its biggest month ever in July, thanks to the 
incorporation of live video.  The monthly page reach topped 2.3 million. 

The city used live video to feature press conferences, downtown events, and 
breaking news. 
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CAMPAIGNS

7



WINTER WEATHER CAMPAIGN

Roanoke began 2016 with a record month on 
Facebook. The Office of Citizen Engagement 
provided around the clock coverage during 
a major snow storm. Staff posted dozens of 
updates and hundreds of snow photos. 

During the storm, the city’s weekly reach 
topped one million for the first time. 
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OLYMPIC FOOLS CAMPAIGN

On April 1, 2016, the city announced plans 
to bid for the 2026 Winter Olympic Games. 
The prank, which included various posts over 
an eight-hour period had people buzzing all 
over the city. 

The city’s reach hit 400,000 during the 
prank. 
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AHS CAMPAIGN

The fall season of American Horror Story was titled “My Roanoke Nightmare.” 
It was based on the lost colony of Roanoke in North Carolina. During the 
show’s premier, a writer from Entertainment Weekly confused the lost colony 
with the Star City. 

During the season finale, the city held a #MyRealRoanokeNightmare contest, 
posting photos and videos from citizens, depicting their Roanoke nightmares. 
The top entries won prize packs. 
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FALL IN THE CITY CAMPAIGN

In October and November, hundreds of fall photos were submitted on the city’s 
Facebook page by citizens. The photos generated thousands of likes, 
comments, and shares. 

The photos helped to showcase the beautiful fall colors in Roanoke to people 
near and far. 
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ELF ON THE SHELF CAMPAIGN

In early December, the city’s elf, Starry, arrived. Each morning throughout the 
month, a photo was posted tracking Starry’s adventure. Unfortunately, the little 
elf got into some trouble along the way. The photos created laughter and buzz 
from thousands of followers. 
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HOLIDAY CAMPAIGN

Throughout the entire month of December, the city’s Facebook page had a 
holiday theme. Staff posted live video of the city Christmas tree arrival and 
lighting, the Christmas parade, ice skating at Elmwood Park, and holiday lights 
from a number of neighborhoods in Roanoke. 

The success of the campaign can be seen in the numbers. The monthly reach 
for December topped 2.1 million. Posts on the city’s Facebook page 
received more than 300,000 likes, comments and shares. The various holiday 
videos were viewed nearly 200,000 times. 
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OTHER PLATFORMS

2,131
New Followers in 2016

1.8 Million
Total Impressions in 2016

3,179
New Followers in 2016
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MEDIA MENTIONS

15



AWARDS AND RECOGNITIONS

Issuer Award Title Category Name

Government Social 
Media

Golden Post Top Social Media 
Advocate in 
Government

Timothy Martin

3CMA Award of Excellence Best Use of 
Facebook

Olympic Fools

3CMA Award of Excellence Social Media - 
General

Roanoke’s Social 
Media Model
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