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INTRODUCTIONS+

Education
Integrated Media 

Communications, M.A.
Social Media + PR, Grad Certificate 

Certifications
Social Media Marketing

Social Media Management
Community Based Social Marketing 

Specialties 
Social Strategy 

Audience Segmentation
Digital Insights 
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INTRODUCTIONS+

Education
Master of Business Administration

Negotiation and Conflict Resolution, MS

Certifications
Mediation, State of Nebraska / 

Nebraska Mediation Association

Specialties 
Project Management

Outreach Strategy
FacilitationKristen Veldhouse

Sr. Strategic Comm.
Coordinator
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01
IMPORTANCE OF 
COMMUNICATIONS

 Stakeholder expectations

 If it affects their commute…



“The single biggest 
problem in 

communication is 
the illusion that it 
has taken place.”

George Bernard Shaw
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STAKEHOLDER EXPECTATIONS+
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Your stakeholders expect consistent and transparent communication, 
which in turn builds trust



… THEY NEED (AND WANT) TO KNOW!

IF IT AFFECTS THEIR COMMUTE…+

Construction Incident 
Management

Special Event 
Management

Weather

+ more!
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02
EFFECTIVE TOOLS

 Traditional

 Unique

 Digital

 Why social media?

 Project highlights

 Partnership
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TRADITIONAL+

• Meetings

• Hotline

• TV/Radio Press Releases

• Billboards

• Direct Mail/Magnets



• Rest areas and transit stops

UNIQUE+

• Business toolkits • Stakeholder partnerships
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• Website, 511

• Social Media

DIGITAL+

• Email

• Virtual Meetings



WHY SOCIAL MEDIA +

People have come to expect individualized and immediate 
communications.

Social media is the #1 online activity. It 
crosses geographic boundaries, reaches 
across demographics and provides two-
way, real-time communication. 
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2.4M impressions

111k engagements

15.6k links clicked
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PARTNERSHIP+

While often overlooked, other agencies, emergency 
responders, and media can be your friend S
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SPEEDING AWARENESS WEEK+

As traffic volumes rebounded from the 
pandemic, speeding remained a serious issue. 
These two factors, speeding and high volumes, 
resulted in a staggering number of speeding 
tickets and speed-related crashes in the 
Omaha-Council Bluffs metro area.

Area agencies aimed to combat the problem with an educational 
campaign emphasizing speed limits and the consequences of 
speeding for all roadway users.

S
t

r
a

t
e

g
ic

 C
o

m
m

u
n

ic
a

t
io

n
s



SPEEDING AWARENESS WEEK+
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MOVING THE METRO+

Omaha-Council Bluffs metro area agencies put together a 
one-stop-shop for construction updates



03
AUDIENCE 
CONSIDERATIONS

 Reaching younger audiences

 Reaching older audiences

 Inclusive outreach

 511 & resources



REACHING YOUNGER AUDIENCES+

• Make it visual and utilize video as often as possible

• Keep up with trends on various platforms to 

develop relevant content in real time

• However, DO NOT join a trend just to join it.

• Extend your reach to multiple formats (TikTok, 

Instagram Reels)

• Engage influencers popular with younger audiences

• Make it interactive
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REACHING OLDER AUDIENCES+

• Facebook and YouTube

• Local news and traditional media

• Television

• Print
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5,844 impressions

301 engagements

75 reactions/votes S
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INCLUSIVE OUTREACH+

• ADA compliance – alt text, colors, fonts

• Other languages (social media, web)

• Accessible language (no jargon, not technical) 

• Screen readers
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INCLUSIVE OUTREACH+

S
t

r
a

t
e

g
ic

 C
o

m
m

u
n

ic
a

t
io

n
s

⛔

⛔

Las Vegas residents who are seeking 
assistance in the process of reviewing 
and submitting a comment about the 

recommended alternative may 
contact Nevada DOT’s office at the 

telephone number listed below.

If you need help submitting your 
comment, call our office using the 

number below.

Using plain language
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511 VS. OTHER RESOURCES+

While 511 is a good resource, it may not be a go-to for all audiences – we 
need to supplement 511 with other communication tools



04
BEST PRACTICES

 Integrating road ops into 
content

 Best practices & other 
considerations



INTEGRATING ROAD OPS INTO CONTENT+

• Ride-along

• Behind-the-scenes

• Feature employees to cover 

content topics like:

• Quick Clearance 

• Move over, slow down

• Secondary crashes

• Weather 
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BEST PRACTICES

• No jargon

• Clean, easy to understand 

graphics

• Succinct messages

• Caveat everything

• Be willing to listen and learn

• Maximize audience reach by 

using multiple tools that 

stakeholders already use S
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OTHER 
CONSIDERATIONS

• Nearby projects led by others

• The public does not care 

whose cone it is

• Take the win on milestone 

achievements

• Work in partnership with 

contractors



THANK YOU
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