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Social Media and 
Public Safety



Why Social Media
 Filter-free communication

 Fast, direct, efficient

 Engage public

 Amplify messages

 Streamline communication to media



How We Use
 Build calendar

 Media relations

 Aim to be constant, relevant

 Timed with campaigns

 Fun, engaging



Challenges
 Building fan base

 Reaching the right audience?

 Pushing the envelope

 Response to questions/comments



Paid Media
 Superb at hyper targeting

 Boost fan-base







Alcohol and Gambling Enforcement





Metrics
 19,000 Facebook Likes — average reach of 

3,000 per post.

 More than half are 18-34 demo.

 3,000 Twitter followers — 642 re-tweets in May.



Thank You!

@MnDPS_OTS

Facebook.com/DPSTrafficSafety



New channels, new challenges 





 Safety Soapbox 



 Social Media helps us tell our story, and 
drives people to our website 
◦ Sometimes we engage our audience 



 “One thing the humanitarian world doesn’t do 
well is marketing. As a journalist, I get 
pitched every day by companies that have 
new products. Meanwhile, you have issues 
like clean water, literacy for girls, female 
empowerment. People flinch at the idea of 
marketing these because marketing sounds 
like something only companies do.” — 
Nicholas Kristof, New York Times columnist 



Cable Median Barriers—A Case Study 





 Organizational tool--Groups





 http://www.change.org/petitions/mndot-
minnesota-department-of-transportation-
install-cable-median-barriers-on-i-94-
between-miles-96-106-this-fall 



 This is where we really get to tell our story 
and reinforce safety messages 
(http://www.youtube.com/watch?v=JKoLkzDWUCM) 

◦ Additional safety messages 
(http://youtu.be/wmJex-iPtvo) 



 There is no substitute for good content 
(http://youtu.be/h-8PBx7isoM) 

 Want to make a viral video? 
(http://youtu.be/b7Nxyqi4WK0) 

 What is an infographic?  
 
 





 How to get an audience 
 What to do with them once you’ve got them 
 Tone 





Residents prefer a friendly tone combined with professional, detailed and relevant information for 
potential Facebook/Twitter posts from MnDOT 

Please take a look at a series of following posts and tell us which one out of the three you think MnDOT should 
put on their future potential Facebook or Twitter page? (n=255)  

“It strikes a balance between being 
professionally informative and 
slightly casual which is appropriate 
for social media.” 

“[Communications should be] 
casual enough to sound friendly 
and real.” 

“Offer real and helpful information in 
a manner that is casual, but not 
silly.” 

36% 
47% 

17% 

Least Formal post  Informal post    Formal Post 



Formal MnDOT Facebook post 
Motorists travelling I-94 between the Twin Cities Metro Area and St. Cloud should expect major 
delays in both directions of the interstate between Clearwater and St. Cloud. Traffic forecasts 
show initial backups could extend five to seven miles, with summertime backups of 20 miles or 
more possible during peak travel periods. The longest backups are expected for weekend 
travelers. 

Informal MnDOT Facebook post 
If you’re headed north this weekend, there is going to be construction 
slowdowns and backups on I-94 between Clearwater and St. Cloud. Our 
estimates say there could be five-mile backups Friday and Sunday 
afternoons in the spring, and 20-mile backups in the summer. Until 
then, think about alternate routes-Hwy 10 and Hwy 55. 

Least formal MnDOT Facebook post  
Plug that War and Peace audiobook into your stereo if you are driving 
north on I-94 this weekend. The construction between Clearwater and 
St. Cloud could result in traffic jams 5 miles long (add one hour to your 
travel time) to 20 miles (add five hours to your travel time). Check out 
alternate routes, highway 10 and 55 are beautiful this time of year we 
hear! 





 Robert.filipczak@state.mn.us  
 651-216-5754 


