
Strategic External Communication (SEC) Plan
SOUTH DAKOTA DEPARTMENT OF TRANSPORTATI ON

Attachment #3



Our Process to Improve Communication
Development of a Formal Plan

Plan. Do. Check. Act.



Improvements we have made:

- Increase in quality and quantityof 
purposeful interactions

- Increase in clear and consistent
messaging 

-Thoughtfully targetingour messages
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The communications team tripled!

New INTERNAL Communication Tools

Information Interchange, monthly newsletter, and more.

New EXTERNAL Communication Tools

Enterprise stories, virtual public meetings, 
snowplow naming contest, and more.

https://dot.sd.gov/inside-sddot/of-interest/sddot-snowplow-naming-contest


SDDOT Communications Team

Julie Stevenson, Taylor Brusven, and Bret Mattice 
(pictured left to right) 



Let’s look at what we are currently utilizing to communicate.

Implementing the Plan

Strategies and Tactics we currently have in place



Multiple Audiences,
One SDDOT



Strategy 1 Strategy 2 Strategy 3 Strategy 4 Strategy 5 Strategy 6 Strategy 7 Strategy 8
Formalize 

communication 

process and tools

Improve digital 

communication

Improve social 

media 

communication

Improve project 

communication

Improve public 

meeting 

participation

Enhance and 

leverage media 

partnerships

Elicit public 

feedback

Build SDDOT 

communication 

capacity

Establish business 

process

Update 511 app 

and ClearPath511

Content creation 

training

Public speaking 

training

Conduct virtual 

town halls

Publish enterprise 

stories

Create feedback 

email address

Make 

communication 

staffing matrix

Update logo Update website 

based on analytics

Paid ads for 

audience growth

Require project 

microsites

Facebook events 

with targeted ads

Regular media 

communication

Use Google form 

survey

Hold a media 

training

Develop brand 

guidance

Improve e-mail 

distribution

Post boosting Targeted  social  

media posts

Promote recorded 

public meetings 

after-the-fact

Ride alongs/Day in-

the-life story 

opportunities

Conduct bi-yearly 

Customer 

Satisfaction 

Survey

Purchase 

communication 

equipment

Use 

communication 

templates

Create e-mail 

newsletter

Create LinkedIn 

page

Landowner 

communication 

strategies

Create guidance 

for virtual public 

involvement 

Promote annual / 

seasonal stories

Conduct public 

meeting surveys

Acquire 

subscription 

services

Develop campaign 

strategies

Provide opt-in 

text messaging

Use analytics 

reporting

Provide project 

PowerPoint 

template

Pitch research-

related stories

Do skills training

Publish stories 

from all SDDOT 

offices

Use social hub 

software

Hold regular press 

conferences 

Use Google 

analytics 

dashboard

Apply for awards

Create editorial 

calendar 

Publish annual 

report stories

Strategies

Tactics



Strategy 1 –Process & Tools

Tactics Accomplished

- Update Logo

- Develop Brand Guidance

- Use Communication Templates

- Use Google Analytics Dashboard

https://dot.sd.gov/inside-sddot/media/branding-and-identity-guidelines
https://dot.sd.gov/inside-sddot/media/branding-and-identity-guidelines


Strategy 1 Strategy 2 Strategy 3 Strategy 4 Strategy 5 Strategy 6 Strategy 7 Strategy 8
Formalize 

communication 

process and tools

Improve digital 

communication

Improve social 

media 

communication

Improve project 

communication

Improve public 

meeting 

participation

Enhance and 

leverage media 

partnerships

Elicit public 

feedback

Build SDDOT 

communication 

capacity

Establish business 

process

Update 511 app 

and ClearPath511

Content creation 

training

Public speaking 

training

Conduct virtual 

town halls

Publish enterprise 

stories

Create feedback 

email address

Make 

communication 

staffing matrix

Update logo Update website 

based on analytics

Paid ads for 

audience growth

Require project 

microsites

Facebook events 

with targeted ads

Regular media 

communication

Use Google form 

survey

Hold a media 

training

Develop brand 

guidance

Improve e-mail 

distribution

Post boosting Targeted  social  

media posts

Promote recorded 

public meetings 

after-the-fact

Ride alongs/Day in-

the-life story 

opportunities

Conduct bi-yearly 

Customer 

Satisfaction 

Survey

Purchase 

communication 

equipment

Use 

communication 

templates

Create e-mail 

newsletter

Create LinkedIn 

page

Landowner 

communication 

strategies

Create guidance 

for virtual public 

involvement 

Promote annual / 

seasonal stories

Conduct public 

meeting surveys

Acquire 

subscription 

services

Develop campaign 

strategies

Provide opt-in 

text messaging

Use analytics 

reporting

Provide project 

PowerPoint 

template

Pitch research-

related stories

Do skills training

Publish stories 

from all SDDOT 

offices

Use social hub 

software

Hold regular press 

conferences 

Use Google 

analytics 

dashboard

Apply for awards

Create editorial 

calendar 

Publish annual 

report stories

Strategies

Tactics



Strategy 2 –Digital 
Communication

Tactics Accomplished

- Update 511 app and ClearPath511

- Update website based on analytics (on-going effort)

- Improve e-mail distribution

- Create e-mail newsletter

https://www.sd511.org/#zoom=6.4931434177420035&lon=-99.52349999999967&lat=44.385742125701654&road-cond&cams
https://dot.sd.gov/inside-sddot/media/newsletters
https://dot.sd.gov/


Strategy 1 Strategy 2 Strategy 3 Strategy 4 Strategy 5 Strategy 6 Strategy 7 Strategy 8
Formalize 

communication 

process and tools

Improve digital 

communication

Improve social 

media 

communication

Improve project 

communication

Improve public 

meeting 

participation

Enhance and 

leverage media 

partnerships

Elicit public 

feedback

Build SDDOT 

communication 

capacity

Establish business 

process

Update 511 app 

and ClearPath511

Content creation 

training

Public speaking 

training

Conduct virtual 

town halls

Publish enterprise 

stories

Create feedback 

email address

Make 

communication 

staffing matrix

Update logo Update website 

based on analytics

Paid ads for 

audience growth

Require project 

microsites

Facebook events 

with targeted ads

Regular media 

communication

Use Google form 

survey

Hold a media 

training

Develop brand 

guidance

Improve e-mail 

distribution

Post boosting Targeted  social  

media posts

Promote recorded 

public meetings 

after-the-fact

Ride alongs/Day in-

the-life story 

opportunities

Conduct bi-yearly 

Customer 

Satisfaction 

Survey

Purchase 

communication 

equipment

Use 

communication 

templates

Create e-mail 

newsletter

Create LinkedIn 

page

Landowner 

communication 

strategies

Create guidance 

for virtual public 

involvement 

Promote annual / 

seasonal stories

Conduct public 

meeting surveys

Acquire 

subscription 

services

Develop campaign 

strategies

Provide opt-in 

text messaging

Use analytics 

reporting

Provide project 

PowerPoint 

template

Pitch research-

related stories

Do skills training

Publish stories 

from all SDDOT 

offices

Use social hub 

software

Hold regular press 

conferences 

Use Google 

analytics 

dashboard

Apply for awards

Create editorial 

calendar 

Publish annual 

report stories

Strategies

Tactics



Strategy 3 –Social 
Connections

Tactics Accomplished

- Create LinkedIn page

- Use analytics reporting

- Use social hub software

https://www.linkedin.com/company/transportation-south-dakota-department-of


Strategy 1 Strategy 2 Strategy 3 Strategy 4 Strategy 5 Strategy 6 Strategy 7 Strategy 8
Formalize 

communication 

process and tools

Improve digital 

communication

Improve social 

media 

communication

Improve project 

communication

Improve public 

meeting 

participation

Enhance and 

leverage media 

partnerships

Elicit public 

feedback

Build SDDOT 

communication 

capacity

Establish business 

process

Update 511 app 

and ClearPath511

Content creation 

training

Public speaking 

training

Conduct virtual 

town halls

Publish enterprise 

stories

Create feedback 

email address

Make 

communication 

staffing matrix

Update logo Update website 

based on analytics

Paid ads for 

audience growth

Require project 

microsites

Facebook events 

with targeted ads

Regular media 

communication

Use Google form 

survey

Hold a media 

training

Develop brand 

guidance

Improve e-mail 

distribution

Post boosting Targeted  social  

media posts

Promote recorded 

public meetings 

after-the-fact

Ride alongs/Day in-

the-life story 

opportunities

Conduct bi-yearly 

Customer 

Satisfaction 

Survey

Purchase 

communication 

equipment

Use 

communication 

templates

Create e-mail 

newsletter

Create LinkedIn 

page

Landowner 

communication 

strategies

Create guidance 

for virtual public 

involvement 

Promote annual / 

seasonal stories

Conduct public 

meeting surveys

Acquire 

subscription 

services

Develop campaign 

strategies

Provide opt-in 

text messaging

Use analytics 

reporting

Provide project 

PowerPoint 

template

Pitch research-

related stories

Do skills training

Publish stories 

from all SDDOT 

offices

Use social hub 

software

Hold regular press 

conferences 

Use Google 

analytics 

dashboard

Apply for awards

Create editorial 

calendar 

Publish annual 

report stories

Strategies

Tactics



Strategy 4 –Project 
Communication

Tactics Accomplished

- Public Speaking Training

- Provide project PowerPoint template



Strategy 1 Strategy 2 Strategy 3 Strategy 4 Strategy 5 Strategy 6 Strategy 7 Strategy 8
Formalize 

communication 

process and tools

Improve digital 

communication

Improve social 

media 

communication

Improve project 

communication

Improve public 

meeting 

participation

Enhance and 

leverage media 

partnerships

Elicit public 

feedback

Build SDDOT 

communication 

capacity

Establish business 

process

Update 511 app 

and ClearPath511

Content creation 

training

Public speaking 

training

Conduct virtual 

town halls

Publish enterprise 

stories

Create feedback 

email address

Make 

communication 

staffing matrix

Update logo Update website 

based on analytics

Paid ads for 

audience growth

Require project 

microsites

Facebook events 

with targeted ads

Regular media 

communication

Use Google form 

survey

Hold a media 

training

Develop brand 

guidance

Improve e-mail 

distribution

Post boosting Targeted  social  

media posts

Promote recorded 

public meetings 

after-the-fact

Ride alongs/Day in-

the-life story 

opportunities

Conduct bi-yearly 

Customer 

Satisfaction 

Survey

Purchase 

communication 

equipment

Use 

communication 

templates

Create e-mail 

newsletter

Create LinkedIn 

page

Landowner 

communication 

strategies

Create guidance 

for virtual public 

involvement 

Promote annual / 

seasonal stories

Conduct public 

meeting surveys

Acquire 

subscription 

services

Develop campaign 

strategies

Provide opt-in 

text messaging

Use analytics 

reporting

Provide project 

PowerPoint 

template

Pitch research-

related stories

Do skills training

Publish stories 

from all SDDOT 

offices

Use social hub 

software

Hold regular press 

conferences 

Use Google 

analytics 

dashboard

Apply for awards

Create editorial 

calendar 

Publish annual 

report stories

Strategies

Tactics



Strategy 5 - Involvement

Tactics Accomplished

- Conduct Virtual Town Halls

https://dot.sd.gov/projects-studies/projects/public-meetings#listItemLink_1645


Strategy 1 Strategy 2 Strategy 3 Strategy 4 Strategy 5 Strategy 6 Strategy 7 Strategy 8
Formalize 

communication 

process and tools

Improve digital 

communication

Improve social 

media 

communication

Improve project 

communication

Improve public 

meeting 

participation

Enhance and 

leverage media 

partnerships

Elicit public 

feedback

Build SDDOT 

communication 

capacity

Establish business 

process

Update 511 app 

and ClearPath511

Content creation 

training

Public speaking 

training

Conduct virtual 

town halls

Publish enterprise 

stories

Create feedback 

email address

Make 

communication 

staffing matrix

Update logo Update website 

based on analytics

Paid ads for 

audience growth

Require project 

microsites

Facebook events 

with targeted ads

Regular media 

communication

Use Google form 

survey

Hold a media 

training

Develop brand 

guidance

Improve e-mail 

distribution

Post boosting Targeted  social  

media posts

Promote recorded 

public meetings 

after-the-fact

Ride alongs/Day in-

the-life story 

opportunities

Conduct bi-yearly 

Customer 

Satisfaction 

Survey

Purchase 

communication 

equipment

Use 

communication 

templates

Create e-mail 

newsletter

Create LinkedIn 

page

Landowner 

communication 

strategies

Create guidance 

for virtual public 

involvement 

Promote annual / 

seasonal stories

Conduct public 

meeting surveys

Acquire 

subscription 

services

Develop campaign 

strategies

Provide opt-in 

text messaging

Use analytics 

reporting

Provide project 

PowerPoint 

template

Pitch research-

related stories

Do skills training

Publish stories 

from all SDDOT 

offices

Use social hub 

software

Hold regular press 

conferences 

Use Google 

analytics 

dashboard

Apply for awards

Create editorial 

calendar 

Publish annual 

report stories

Strategies

Tactics



Strategy 6 - Partnerships

Tactics Accomplished

- Publish enterprise stories

- Regular media communication

- Promote annual / seasonal stories

- Pitch research-related stories

- Hold regular press conferences 

- Apply for awards

- Publish annual report stories

https://www.dakotanewsnow.com/2021/03/09/south-dakota-dot-snow-plows-receive-new-names-after-statewide-contest/


Strategy 1 Strategy 2 Strategy 3 Strategy 4 Strategy 5 Strategy 6 Strategy 7 Strategy 8
Formalize 

communication 

process and tools

Improve digital 

communication

Improve social 

media 

communication

Improve project 

communication

Improve public 

meeting 

participation

Enhance and 

leverage media 

partnerships

Elicit public 

feedback

Build SDDOT 

communication 

capacity

Establish business 

process

Update 511 app 

and ClearPath511

Content creation 

training

Public speaking 

training

Conduct virtual 

town halls

Publish enterprise 

stories

Create feedback 

email address

Make 

communication 

staffing matrix

Update logo Update website 

based on analytics

Paid ads for 

audience growth

Require project 

microsites

Facebook events 

with targeted ads

Regular media 

communication

Use Google form 

survey

Hold a media 

training

Develop brand 

guidance

Improve e-mail 

distribution

Post boosting Targeted  social  

media posts

Promote recorded 

public meetings 

after-the-fact

Ride alongs/Day in-

the-life story 

opportunities

Conduct bi-yearly 

Customer 

Satisfaction 

Survey

Purchase 

communication 

equipment

Use 

communication 

templates

Create e-mail 

newsletter

Create LinkedIn 

page

Landowner 

communication 

strategies

Create guidance 

for virtual public 

involvement 

Promote annual / 

seasonal stories

Conduct public 

meeting surveys

Acquire 

subscription 

services

Develop campaign 

strategies

Provide opt-in 

text messaging

Use analytics 

reporting

Provide project 

PowerPoint 

template

Pitch research-

related stories

Do skills training

Publish stories 

from all SDDOT 

offices

Use social hub 

software

Hold regular press 

conferences 

Use Google 

analytics 

dashboard

Apply for awards

Create editorial 

calendar 

Publish annual 

report stories

Strategies

Tactics



Strategy 7 - feedback

Tactics Accomplished

- The research office developed the 2022 

customer satisfaction survey



Strategy 1 Strategy 2 Strategy 3 Strategy 4 Strategy 5 Strategy 6 Strategy 7 Strategy 8
Formalize 

communication 

process and tools

Improve digital 

communication

Improve social 

media 

communication

Improve project 

communication

Improve public 

meeting 

participation

Enhance and 

leverage media 

partnerships

Elicit public 

feedback

Build SDDOT 

communication 

capacity

Establish business 

process

Update 511 app 

and ClearPath511

Content creation 

training

Public speaking 

training

Conduct virtual 

town halls

Publish enterprise 

stories

Create feedback 

email address

Make 

communication 

staffing matrix

Update logo Update website 

based on analytics

Paid ads for 

audience growth

Require project 

microsites

Facebook events 

with targeted ads

Regular media 

communication

Use Google form 

survey

Hold a media 

training

Develop brand 

guidance

Improve e-mail 

distribution

Post boosting Targeted  social  

media posts

Promote recorded 

public meetings 

after-the-fact

Ride alongs/Day in-

the-life story 

opportunities

Conduct bi-yearly 

Customer 

Satisfaction 

Survey

Purchase 

communication 

equipment

Use 

communication 

templates

Create e-mail 

newsletter

Create LinkedIn 

page

Landowner 

communication 

strategies

Create guidance 

for virtual public 

involvement 

Promote annual / 

seasonal stories

Conduct public 

meeting surveys

Acquire 

subscription 

services

Develop campaign 

strategies

Provide opt-in 

text messaging

Use analytics 

reporting

Provide project 

PowerPoint 

template

Pitch research-

related stories

Do skills training

Publish stories 

from all SDDOT 

offices

Use social hub 

software

Hold regular press 

conferences 

Use Google 

analytics 

dashboard

Apply for awards

Create editorial 

calendar 

Publish annual 

report stories

Strategies

Tactics



Strategy 8 –Capacity

Tactics Accomplished

- Hold a media training

- Purchase communication equipment

- Do skills training

- Acquire subscription services



A Year of Firsts! • Facebook Live
• Region Engineers Video
• Digital Efforts for Seasonal Hiring



Plan Benefits

The SEC Helps to Organize 
Key Messaging Themes

- Builds positive brand identity

- Two-way communication 
with public

- Allows for no second 
guessing among 
communication staff and 
leadership – A ROADMAP!!

- Energy is focused on most 
effective efforts



PLAN



DO



CHECK



CHECK

• DOT.SD.GOV Analytics
• 22% Increase in traffic to the website in November 

(YOY).
• 13% Increase in organic searches (Google, Bing, etc.)
• 673% Increase to website through social media

• User Device Preference
• 62% visited on mobile
• 34% visited on desktop
• 4% visited on tablet



ACT

2022-2023



Continuous 
Improvement on our 
Journey to Excellence 

- Plan
- Do 
- Check
- Act 



Better Lives Through Better Transportation!

THANK YOU




