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ENTRY INFORMATION 

	Division No.
	9. Web sites/Technology  

	Category No.
	9d – Use of Social Media

	Title of Entry
	Washington State Department of Transportation Social Media Tool


CONTACT INFORMATION

	Entrant/Organization Name
	Washington State Department of Transportation

	Contact Name
	Lloyd Brown

	Title
	Communications Director

	Street Address
	310 Maple Park Ave. SE 

	City
	Olympia

	State
	WA

	ZIP/Postal Code
	98501

	Phone
	360-705-7076

	E-mail
	BrownL@wsdot.wa.gov


ENTRY PROFILE (this page contains links to Social Media used by WSDOT)
1) Situation, goals and objectives of public relations activity

WSDOT is committed to providing coordinated information that is relevant, consistent and up-to-the-minute to all users of our transportation system. With that in mind, WSDOT began its social media experiment with a blog in November 2006, as a way to begin two-way communications with drivers after a freak snowstorm literally froze rush hour traffic in the Puget Sound region. The agency quickly realized this was a powerful tool to engage the public on transportation issues and to hear their concerns and frustrations. Since then, WSDOT Communications has actively pursued the use of social media in order to interact with the public, the media and others, and to provide an open dialogue on agency events, projects, travel conditions, and emergency issues. Today, social media at WSDOT is intricately woven into our agency’s communication culture.

In 2008-09, WSDOT has expanded its use of social media to include Twitter, Flickr, YouTube, Friendfeed, Facebook, Posterous, Slideshare, Linkedin, Delicious and GovDelivery. We re-organized our Web site to incorporate a newsroom as a one-stop shop for our most popular tools. WSDOT’s news is no longer just text on a Web page describing an event; it is a video, a series of photos, a blog story with a personal touch, and instant messages or tweets that comment on the current status of business or traffic conditions. Each allows for a daily exchange of comments with our citizens, shareholders and agency counterparts across the country. 

WSDOT was presented with an opportunity to put these tools to the ultimate test during the winter of 2008-09. On Dec. 17, a huge snowstorm moved into the state affecting commuters and freight movement throughout Washington. Conditions changed rapidly in mountain passes, Seattle was slammed with uncharacteristic snowfall, and the eastern side of the state was reporting 18 to 20-inch accumulations. WSDOT’s Web site had difficulty keeping up with the demand, serving a new record of 5.8 million page views in one day. We began to refer people to our blog and Twitter, both hosted off site, to report on statewide conditions. We posted up to the minute road reports to Twitter, reported conditions and challenges through the blog, and  posted images and videos from employees in the field to Flickr and YouTube. We even used our Twitter audience to get feedback on the Internet issues they experienced with our Web site, which helped us to resolve the slow downloads and error messages. 

High winds and storms continued through the holidays and our followers grew as word spread on our use of social media. The public contributed to our tweets and added their own weather observations and experiences. We utilized YouTube to tell the stories of the work we do and to help educate the public.

Ringing in the New Year brought new difficulties as snows melted. Our EOC was activated and WSDOT staff messaged 24 hours a day using the entire arsenal of social media tools to relay information on more than 135 incidents involving road closures due to flooding, wind damage, avalanches and mudslides. Twitter and Gov Delivery proved invaluable in providing up to the minute news on our progress of re-opening roads that had turned the Puget Sound Region into an isolated island. This provided a critical communications link to the freight community and holiday travelers looking to reach their destination. 

Since WSDOT began using social media tools our following has grown, and not just in Washington. WSDOT communications has been asked to consult with multiple state departments of transportation, state and local agencies, non-profit organizations and the Washington State Governor’s Office on social media usage and policies. The agency has accepted more than 25 speaking engagements since 2007 on WSDOT’s use of social media. WSDOT earned AASHTO’s 2009 Francis Francois Award for Innovation for its development and use of social media to transform WSDOT’s relationship with the public.

2)
Target audience

Our target audience is comprised of all commuters, truck drivers, transit providers, emergency responders and anyone else who depends on the transportation system to conduct business, get to work, school, and retail centers in addition to other shareholders with an interest in the operation of Washington State’s transportation system.

3)
Measurable results

Twitter - WSDOT’s Twitter account grew from 200 followers in November 2008 to more than 4,000 in April 2009, a 2,000% increase (as of August 11, 2009 - 5,864 followers). WSDOT also began additional accounts: Puget Sound traffic, Tacoma traffic, and Mountain Pass conditions. The Twitter account also offers additional services to keep followers informed via DM (http://www.wsdot.wa.gov/Inform/twitter.htm):

Blog - published more than 185 stories and has consistently seen on average an increase of 66 percent new visits since implementation and over 110,000 unique visitors. Its popularity has been so successful we experimented with other topic specific blogs, the Hood Canal Bridge Blog started in Feb. of 2009.

Flickr  - More than 6,800 photos uploaded as of April 30, 2009. During times of adverse weather, major projects and unexpected traffic delays, WSDOT utilizes Flickr as a way to show the public exactly what is happening, and provides a brief description of the photographic subject.
YouTube – More than 80 videos have been uploaded as of April 2009. This site is well suited for posting the simulated drive through of a future project. We have used it to demonstrate some of the extreme conditions in which WSDOT employees work, especially when public access provides a safety concern. The news media frequently uses our postings to supplement their TV broadcasts.

GovDelivery - As of April 2009 WSDOT has used GovDelivery to deliver more than 2.5 million messages to 33,000 subscribers on a range of over 150 transportation topics. Prior to this we maintained more than 70 independent e-mail distribution lists on an in-house system that was labor intensive and slow. During the winter storms of 2009, WSDOT communicators distributed 77,000 e-mails in a single day. 
Facebook - The page currently has more than 150 fans. WSDOT began using Facebook in June 2008 as a way to attract new talent to the agency. The fan page offers information on featured employees and their responsibilities with the state, open positions and open dialogs with our followers.

