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Iowa DOT Case Study:  Overview

 Slowly evolved Iowa DOT’s presence since 2008
□ 1 Twitter account -> 12 Twitter, 6 Facebook (511/traveler 

information accounts)
 Early December 2012 purchased Radian6 to monitor and engage
 December 2012 everything changed with 1 winter storm
 Started actively monitoring & engaging during normal business 

hours (Public Affairs office & Traveler Information coordinator) while 
ramping up for 24/7 coverage during bad storms.
 January 2014 started monitoring & engaging 24/7 with the help of 

our Statewide TOC. 
 Twitter: 11,638 (511), 22,800 (IowaDOT) 
 Facebook: 9,746 (511), 4,579 (IowaDOT)

Monitoring Data & Engagement w/Social Media
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Iowa DOT Twitter Feed Example

Source:  Iowa DOT Website, 2014 
https://twitter.com/statewideia511
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Iowa DOT Case Study: Opportunity

Needs
□ Another way to get traffic related information out to the public
□ Easy way to share with others
□ Help break down the stigma of big old gray conservative 

government – humanizing the DOT.
□ Tool to make engaging with public easier than the websites
□ Tool for internal communication during major events

Opportunity
□ Social Media (Facebook and Twitter) filled those needs.
□ Radian6 software was selected to help with monitoring and 

engaging. Also has listening feature for those not talking directly 
to us so we can listen to the chatter.

□ Yammer (internal social media) selected to use during major 
events
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Iowa DOT Case Study: Strengths & Weaknesses

Strengths
□ Worked with Social Media since 2008
□ Good communication between the TOC and Public Affairs.
□ Support from upper management (now).

Weaknesses to Overcome
□ Having trained staff comfortable with responding to the public
□ Staff availability with other work responsibilities
□ Management that didn’t see the value in social media
▪ Only wanted to listen
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Iowa DOT Case Study: Barriers/Threats

 Continually rising public expectations
□ Immediacy of response (fuel the expectations)
□ Amount of info we’re pushing out & responding to
 Frequent changes to technology and platforms
 Negative public perception of using taxpayer $ to do social media.
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Iowa DOT Case Study: Value Proposition

 Regularly report # of followers during big events like winter storms.

 Regularly gather positive “kudos” comments and distribute to appropriate 
staff on Yammer and email.

 Biggest lesson learned – Engage. Engage. Engage. (and do it in a timely 
manner) Social media is a 2-way street.
□ This drove us to a 24/7 monitoring and engagement environment.


