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Background

• Technological innovation has increasingly become a driving force in 
modern society, and the need for engineers – across the many 
specialized areas of study within the field – has never been greater 

• The U.S. Department of Labor’s Bureau of Labor Statistics anticipates 
the demand for skilled workers of several engineering disciplines to 
far outpace current supply over the next several years 

• Unfortunately, not enough K-12 students have expressed an active 
interest in engineering 



Communication 
Challenge
• ExxonMobil recognized that the next generation of workers needs 

inspiration to pursue careers in engineering and launched the Be An 
Engineer

• The initiative highlighted the meaningful contributions that engineers 
make to the world, as well as provide resources to assist young 
people interested in pursuing the profession



Strategy

• The multifaceted initiative focused on telling the stories of engineers and 
revealing the human face of the people behind the products and services that 
touch every aspect of day-to-day life
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Results

• Objective: 
1.4 million page views to BeAnEngineer.com in the first six weeks of 
the program
• Results: 

o1,261,852 unique visitors and 2,417,334 total page views during that six-week 
period

o1.4 million page views achieved in the first week alone
o Several awards
o5% increase in applications to select engineering programs



Coming 
Up

• Exercise: Dissect a Campaign


