
FWS Social Media Strategy 2025
Building authority, trust, and reach 

across platforms

1 Introduction

Social media is one of the most powerful tools available to support FWS’s 
business goals. This strategy document outlines how our social presence can 
drive meaningful engagement, strengthen our brand, support lead 
generation, and reflect the values and culture of our company. Our 
approach prioritizes purposeful storytelling, strategic targeting, and long-
term value creation over chasing the latest trends.

What We Post

Real stories of projects, 
teams, and innovation

Insights that reinforce 
our role as industry 
leaders

Strategic content that 
supports business 
development, recruiting, 
and client trust

What We 
Avoid

Fluff content that doesn’t 
support a goal

Generic stock graphics or 
templated holiday posts

Trendy memes, dancing videos, 
overtly political messaging

“With Lean construction principles at our 
core, we streamline workflows, minimize 
waste, and maximize value, setting new 

standards in safety, efficiency and 
performance.”

Wise, Confident 
but calm

“We design systems prioritizing safety, 
reliability, and regulatory compliance, 
with expertise in solutions that support 
continuous and efficient operations.”

Thoughtful and 
analytical

“Full lifecycle planning & management 
with a focus on risk assessment, 

quality control, budget alignment and 
seamless execution across delivery 

models.”

Precise, 
professional, and 

intentional

2 Brand Positioning on Social

With different departments at FWS having varying priorities for social media 
content, the key to a successful strategy is to create a content mix that 
meets all of their needs while maintaining a cohesive brand presence. Here's 
how we could structure the social media strategy to accommodate each 
department's objectives.

Tone & Voice
FWS blends the Sage and Ruler 
brand archetypes. Our tone is:

3 Primary Goals of Social Media at FWS

Generate qualified leads 
and support sales team

Attract and retain top 
talent

Reinforce our reputation 
for excellence and 
expertise

Build long-term brand 
awareness among 
stakeholders

Drive traffic to the FWS 
website and build an 
ecosystem for retargeting

4 Content Framework: A Balanced 
Departmental Mix

With different departments at FWS having varying priorities for social media 
content, the key to a successful strategy is to create a content mix that 
meets all of their needs while maintaining a cohesive brand presence. Here's 
how we could structure the social media strategy to accommodate each 
department's objectives.

Sales-Focused Content

40%
 Business Development 

& Corporate

30%

HR & Recruitment

20%
 Engagement & Brand 

Personality

10%

40%
Sales-Focused Content

Project & Innovation 
Spotlights:

Regularly share posts about ongoing 
or completed projects with a focus on 
how they solve client problems, 
achieve high standards, and 
demonstrate FWS’s unique selling 
points.

Case Studies/Testimonials:

Include stories from satisfied clients 
and success metrics from key projects.

Promotions & Service 
Highlights:

Short videos or graphics promoting 
specific services (e.g., projects or 
specialized construction methods, 
PRODUCTS etc)

30%
Business Development & Corporate 

Initiatives

Indigenous Relations & 
Partnerships:

Stories about FWS’s ongoing work with 
Indigenous communities, including 
project updates, success stories, and 
how these initiatives align with broader 
company values.

Sustainability & Social 
Responsibility:

Posts on corporate social responsibility 
initiatives like environmentally friendly 
building practices, community 
engagement, and charitable 
contributions.

Industry Insights & Thought 
Leadership:

Educational content about 
construction industry trends, 
technology integration, and FWS's 
leadership in these areas.

20%
HR & Recruitment

Employee Spotlights:

Showcase team members across 
departments to highlight the positive 
work environment and opportunities 
for growth at FWS.

Recruitment Campaigns:

Use posts to advertise open positions, 
internships, and opportunities, focusing 
on the benefits of working with FWS 
(e.g., culture, benefits, career 
advancement).

Company Culture:

Share behind-the-scenes content like 
day-in-the-life videos, team-building 
events, and office culture to attract 
potential employees.

10%
Engagement & Brand Personality

Company Milestones & 
Achievements:

Celebrate project completions, 
awards, anniversaries, or key company 
milestones.

Celebratory Posts:

Include some holiday or light-hearted 
posts, but make sure they're relevant 
to the industry or to FWS’s brand 
values!!!

Community Involvement:

Feature FWS’s involvement in local 
events, partnerships with 
organizations, or volunteering efforts 
to build goodwill and brand 
awareness.

5 Weekly Posting Rhythm

Cadence: 2–3 posts per week
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6 Monthly Content Pillars

Expertise in Execution

Highlights FWS’s ability to deliver complex 
projects with precision, discipline, and confidence.

Human Side of FWS

Focuses on the people who drive our 
success.

Knowledge & Innovation

Demonstrates how we apply critical thinking, 
deep expertise, and forward-looking tools to stay 
at the forefront of our industry.

Strategic Partnerships

It emphasizes alignment, transparency, and the 
long-term value created through working in step 
with strong partners.

Culture & Responsibility

This pillar reflects how our internal culture and 
sense of responsibility guide how we operate, 
both on-site and within our communities.

7 Use of Days of Significance

FWS has a meaningful tie-in 
(e.g., Indigenous Relations 

Content)

There is original, high-
quality content to share

Only included when:

National Engineering 
Month

Truth & 
Reconciliation Day

Women in 
Construction Week

Safety Week

8 Tradeshow & Event Strategy

� Encourage team members to share 
real-time updates to internal social 
media posting teams.

� Use hashtags, location tags, and 
tag FWS accounts

� Post live stories, booth tours, 
behind-the-scenes content

� Reinforce with geo-targeted ad 
campaigns



9 Best Practices for Creating Posts

� Always include a clear CTA ("Read more on our site" / "Apply now"�
� Choose real, high-quality visual�
� Avoid corporate jargo�
� Keep captions concise but meaningful

photo

Hight quality photo

photo

Hight quality photo

Blur

Whole image

Intensity: 35

if the photo is 
too light

Add black element with

Opacity: 20%

photo

Hight quality photo

photo

Hight quality photo

Gradient

1 stop: #000 opacity 100%

2 stop: #000 opacity 0%

Gradient

1 stop: #000 opacity 100%



2 stop: #000 opacity 0% 
position 50%

Gradient

the same element 
transform 180 C

Gradient

the same element 
transform -90 C

photo

Content

Typography (Canva Editor)

� Tagline: 

Gotham Regular 20px, CAPSLOCK, white

� Header

Gotham Black 60px, CAPSLOCK, white + 
corporate color (#E64B22) 

� Paragraph

Gotham Regular 25px, white

Padding

� Tagline and Header

40px - 60 px 

� Header and Paragraph

30px

40px - 60 px 

30 px 

Work Space (Canva Editor)

weight: 864px

height: 1 134px



these are shown automatically in the 
canvas

category 
post

Gotham Black

CAPSLOCK

Font: 90 - 130px

Color: #fff

Opacity: 30%

Transform: 90 

Logo

Weight: 255px

Height: 111px

Numbers

Gotham Black

Size: 150px

Style: Italic


Elements

Logo + Website

Place it at the bottom of the desktop. 
Logo on the left, website name on the 
right.



Logo size - w:194, h:85 



Website - Gotham Regular, 25 px, italic

Button

Width: 1370

Height: 98



Text - Gotham Bold, 
CAPSLOCK, 21px, Italic

project name (Canva Editor)

Gotham Bold

Size: 50px

Opacity: 30%

CAPSLOCK 

Project details

Gotham Black

Size: 40px

CAPSLOCK 

Style: Italic

Color: white

SUBHEADER

Gotham Light

Size: 25px

CAPSLOCK 

Color: white

Opacity: 60%

Tradeshow

company logo

Right position

Same logo size as FWS 

Tradeshow logo

Place the logo across the entire width of 
the work area. The best position is in 
the center, but if the logo covers a large 
part of the background image, it is 
better to place it closer to the call to 
action.

call to action

Join Us - Gotham Black, 96px, CAPSLOCK, 
white + accent color, italic



Subheader - Gotham Bold, 27px, white, italic

10 Why a Balanced Content Mix 
Drives Engagement

Boost your reach and grow your following with the right mix of 
visuals, videos, and interactive content.

To keep your audience engaged and encourage steady growth, your content 
strategy should be both consistent and diverse. Based on industry insights 
and social media trends, the optimal posting breakdown is as follows:

40% short videos

These typically gain the most 
reach and engagement due to 
algorithm preferences and users’ 
attention spans.

25% high-quality photos

Showcase your brand personality, 
products, or team with polished, 
authentic imagery.

20% carousels

Great for tutorials, product 
features, or storytelling that 
encourages swiping and longer 
engagement.

15% branded graphics

 Ideal for quick tips, statistics, or 
updates that are easy to digest 
and share.

11 Evergreen Content is the 
Long-Term Strategy

Posts about projects, 
people, and process remain 
relevant

1

Better for retargeting, ads, 
and recruitment later2
Builds a library of assets 
aligned with our tone and 
objectives3

12 Platform-Specific Tips

LinkedIn

Best for B2B, recruiting, 
thought leadership

Professional tone and 
formatting

Instagram

Use Reels, Stories, and 
carousel posts

Visual storytelling, 
culture, behind-the-scenes

Facebook

Share milestones, articles, 
and team events

Good for community 
engagement and job posts

13 Internal Guidelines for Employees

No separate 
personal accounts 
branded as FWS

1 All branded 
accounts must be 
accessible to HR/
Marketing

2

Content should be 
submitted to 
Marketing for posting3 Avoid over-sharing 

company content 
without context

4

Key KPIs:

Website traffic 
from social

Engagement rate 
(likes, shares, 

comments, DM’s)

Applications from 
recruitment posts

Conversions via 
UTM tracking

Follower growth

Precise, 
professional, and 

intentional

Analytics from these 
metrics will guide 

future optimization.

14 Measurement & Performance

15 Post With Purpose: The FWS 
Approach

This strategy isn’t about checking boxes or keeping up with what everyone 
else is doing online. At FWS, we believe social media is a powerful storytelling 
tool—not a performative calendar of trends or expected moments.

It’s not about waiting for Safety Week to talk about safety, or Women in 
Construction Week to celebrate the contributions of our team. It’s about 
showing the world who we are all the time—what we value, how we work, 
and the real people behind the builds.

Our job isn’t to entertain. It’s to earn trust, share insights, and reflect the 
care, expertise, and leadership that define the FWS brand.

When done right, our social media presence isn’t a highlight reel—it’s a 
window into our world. Authentic. Strategic. Relentlessly focused on building 
beyond.


