








































people. That evening, the count was up to 15,000. Today, it has been seen by over 
36,000 people and it's been shared by over 360 people. It also convinced nearly 300 
new people to follow our page. 

The final turn out for the event was good enough to allow us to sell out of t-shirts, which 
goes a long way to deferring the cost of the event. Without the Facebook campaign, you 
could have seen tumbleweeds blowing across the parking lot. 

Next year, we are still going to use traditional media to advertise the event, but we'll 
definitely use Facebook, too.
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FACEBOOK SAVES THE DAY - by Scott McClurg

I don't have a personal Facebook 
account. I never really saw the 
point. But about six years ago, I 
created a page for Warbirds Over 
Delaware at the suggestion of 
Fast Eddie, the announcer for 
Warbirds Over Delaware. 

A few hundred people followed us 
the first year and it's grown ever 
since. We found pretty quickly that 
Facebook let us reach people 
faster than any other medium we 
used. If we posted something to 
Facebook, people would look at it 
within minutes. If they liked it, 
they'd share the info with their 
contacts, and we'd reach even 
more people.

We used Facebook to build 
excitement around the event and 
to share last minute details, like 
the design of that year's t-shirt, but 
we still relied on traditional media, 
like newspapers, TV and radio, to 
get the word out to spectators. 

This year, we weren't as successful as we usually are in getting the media to cover us. 
Days before the event, we realized how little coverage we had and we were afraid that 
the general public weren't aware of the event. We needed to get the word out fast. 
Traditional media typically want a lot of notice. Usually at least a month.

We tried something new. I posted a note to Facebook saying, “We haven't had as much 
publicity this year as we'd like. Help us get the word out! Tell your friends & family.” I 
included a snazzy photo with event details.

The response was far beyond our expectations. The post went up on the Sunday before 
the event around 3:00 in the afternoon. By 9:00 the next morning, we'd reached 11,000 
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Your Event Here
date xx/xx/xxxx

location

We want to help you promote your club’s next RC event. 
Send your flyer to roger@mcclurgstudios.com and we’ll 
put it in our newsletter. Free. 

roger@mcclurgstudios.com

NEXT ISSUE

If you’re looking for iMAC, it’s coming next month. We wanted to give each of our big 
flying events an issue of its own this year.
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