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Lubbock Economic Development Alliance’s 
Marketing Campaign

Campaign Strategy
In 2019, LEDA wanted to spur economic growth by targeting professionals to 
return to Lubbock to fill needed professional vacancies, encourage college 
and high school graduates to remain in Lubbock and build community 
awareness and pride. There were several campaigns as part of this effort, 
including Return2LBK, StayNLBK, and Here By Choice. Return2LBK’s focus was 
targeting individuals who had previously attended a west Texas college or 
university and encouraging them to relocate to Lubbock. StayNLBK’s focus was 
reaching recent high school graduates and college students who were nearing 
their final year to encourage them to get a job in Lubbock after graduation. 
The strategy for this campaign was to focus on tying 
efforts to Lubbock culture and nightlife. The Here By 
Choice campaign focused on telling the stories of 
entrepreneurs who work in Lubbock as a way of using 
advocacy to encourage others to relocate to the area. 
Lubbock Economic Development Alliance  worked with 
Madden Media to create and execute these campaigns.

View Return2LBK at
LubbockEDA.org/welcome-home

https://lubbockeda.org/welcome-home/
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Lubbock Economic Development Alliance’s 
Marketing Campaign: Targeting and Objectives

Objective
To bring and keep professionals and 
companies in Lubbock in order to 
fuel economic growth.

Target Audience
For Return2LBK, we targeted working 
professionals who went to college in 
West Texas (with a focus on Texas Tech 
alumni), but moved away to work. For 
search and display efforts, we also 
targeted by company size and industry. 
For StayinLBK, we targeted high school 
graduates and soon-to-graduate college 
students currently living in Lubbock. 
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Lubbock Economic Development Alliance’s 
Marketing Campaign: Strategy Execution

Tactics
One of the ways we differentiate our economic development 
efforts is by inserting some qualifity of life elements into the 
campaigns. People want to live somewhere that has a strong 
economy, where they can get a good job, but just as important 
is the destination. When they are not at work, what is there to 
do? Will they enjoy living and exploring their hometown? We 
insert these elements into our marketing efforts because we’ve 
found that when combined with first-person accounts of what it 
is like to live and work in Lubbock, it helps professionals imagine 
themselves living in Lubbock too.

To reach our target audience, we used a combination of many 
tactics. To target active searchers, we used Search Engine 
Marketing. Ads on the LinkedIn platform were used to target 
professionals by alma mater and industry. Ads on the Facebook 
platform were used to extend reach and add additional layers of 
data, while Instagram was used to reach a younger audience of 
18–24 year olds looking for work.
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Lubbock Economic Development Alliance’s 
Marketing Campaign: Strategy Execution, Continued

Outcome
The total cost of this campaign was $212,197. These costs included 
internal production costs for content, design, development, and 
strategy elements of the campaign, as well as media to create 
awareness, inspiration, and consideration. 

•	 LinkedIn Sponsored Posts and InMail campaigns had great 
engagement of 2.75 pages per session, compared to the 
site average of 2.17 pages per session. They also generated 
an average session duration of 1:39, compared to the site 
average of 1:08.

•	 Facebook advertising efforts have delivered a total of 
3,914,940 impressions and 31,120 clicks.

•	 Search Engine Marketing efforts have resulted in 8,731 clicks 
with a 5.01% click-through rates.

•	 The ad group for Economic Development has the best 
engagement with 3.20 pages per session.

This campaign has been such an important effort for Lubbock. 
By tying quality of life elements to our workforce recruitment 
campaigns, we are able to go beyond just advertising job 
opportunities and highlight all the reasons Lubbock is an amazing 
place to work and live. These opportunities include being a great 
place to raise a family, nightlife, music, art, and more. Our efforts in 
economic development have continued to perform very well, and 
indeed has seen a spike in interest, during the COVID-19 situation. 




