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 The Usual Social Media Landscape 
Conversations: 
 Twitter 
 Facebook 
 LinkedIn 
 YouTube 
 SlideShare, etc, etc 

 Web 2.0 
 Tech Advancement = Wider Participation = 

More Sharing = More Knowledge = 
Knowledge-Based Decision/Civic 
Participation Among Citizens 

 Gov2.0 – Unleash the Power of Data 
 Engaging the Citizens in Governance 

 



The days of searching long 
and hard for data are over… 

 ..Data is now brought 
to you 

and more easily 
available.. 

…To let people make 
more informed 

decisions every day! 

5 Source: Joey Hutcherson,Data.gov on SlideShare 

http://www.slideshare.net/zemogogog/datagov-ala-ceu-2010-0629-mod-06�
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T I M E Source: Joey Hutcherson, Data.gov on SlideShare 

http://www.slideshare.net/zemogogog/datagov-ala-ceu-2010-0629-mod-06�


 Public Involvement and Transportation 
Decisions 
 A few examples: 
 High-Speed Rail Investment & political battles (R vs. D) 
 Cutting down bus routes 

 Decisions are not just made in the traditional ways 
 Traditional vs. Modern  

 Lobbying 
 Empowerment of Citizens  
 Got a voice beyond the K Street 

 



 in·flu·ence - [in-floo-uhns]   noun, verb 
 the capacity or power of persons or things to be a 

compelling  force on or produce effects on the actions, 
behavior, opinions, etc., of others 

 to move or impel to some action 
 



 DC Mayor (then Council Chairman)Vince Gray calls for funding 
cuts to proposed DC Street Cars (~2AM on Wednesday, May 26, 
2010 just a few hours before the council voted) 

 By 9 AM, transit advocates in DC, spearheaded by Greater Greater 
Washington (@ggwash) & other local blogs (DCist, We Love 
DC, Prince of Petworth, Frozen Tropics, The Hill is Home, H 
Street Great Street, Life in Mount Vernon Square, the Sierra 
Club's Streetcars4DC), jumped into action: 
 Generated ~1000 calls from citizens to Council office 
 388 clicks and 70 "shares" on Facebook  
 Several hundred tweets and retweets 

 Owing to community reaction, the decision was 
reversed (3PM May 26, 2011) 

 This is near-impossible with traditional media 

http://greatergreaterwashington.org/dcist.com/2010/05/streetcar_funds_in_jeopardy.php�
http://www.welovedc.com/2010/05/26/proposed-fy11-budget-kills-streetcars/�
http://www.welovedc.com/2010/05/26/proposed-fy11-budget-kills-streetcars/�
http://www.princeofpetworth.com/2010/05/ggw-reports-streetcars-could-be-cut/�
http://frozentropics.blogspot.com/2010/05/ggw-gray-cuts-streetcar.html�
http://frozentropics.blogspot.com/2010/05/more-on-streetcar-cut.html�
http://www.thehillishome.com/2010/05/chairman-gray-cuts-streetcar-funding-overnight/�
http://hstreetgreatstreet.blogspot.com/2010/05/vince-gray-attempts-to-cut-streetcar.html�
http://hstreetgreatstreet.blogspot.com/2010/05/vince-gray-attempts-to-cut-streetcar.html�
http://lifein.mvsna.org/index.cfm/2010/5/26/Tell-the-DC-Council-to-Support-Streetcar-Funding�
http://streetcars4dc.org/?p=123�


 I-405 in Los Angeles, CA 
 ~500,000 vehicles/weekend 
 Proposed repairs on a 10-mile 

stretch in ~36-48 hrs 
 City officials – with the help of 

celebs – took to social media and 
urged motorists to stay home 
 Multiple public agencies and government 

officials were involved in communicating 
this effort to the public: 

 Word gets out via Social media 
– FB & Twitter play a vital role 
along with traditional media 
(TV, newspapers, etc) 

 Community reacts 
 Smooth ending with a lot of love 

from community 



Source: http://asmarterplanet.com/blog/2011/07/carmageddon-tale-of-the-tweet.html 

IBM’s Naveen Lamba: Negative sentiment starts 
out higher than positive sentiment at the start of 
the weekend. By Sunday positive Tweets begin 
an upsurge, as negative Tweets decline. By 
Monday morning, positive comments (like “no 
traffic!”) out number negative (like 
“Carmageddon stinks!”) 

http://asmarterplanet.com/blog/2011/07/carmageddon-tale-of-the-tweet.html�


 USDOT’s leadership 
mounts a nationwide 
campaign against a 
deadly problem 

 Social Media plays a 
vital role 

 Targeted teen drivers,  
who are much more 
prone to digital 
distractions and 
careless driving 

 Result = A very 
successful campaign 



 WMATA & Unsuckdcmetro.com 
 Lack of coordinated response 
 Lack of interest on the agency’s part 

 Community’s desire to 
express/share avenues to vent 

 WMATA reactions/wakeup 
 Beefed up Outreach/PR activities 
 New Leadership,  New Hires 
 @wmata goes live 

 Reverse influence - If you don’t 
listen, someone will be willing to 
listen and community will find a 
way to make you listen. 
 
 



http://thedailypothole.tumblr.com/ 

http://thedailypothole.tumblr.com/�


 SeeClickFix 
 Crowdsourced community input about broken 

infrastructure (i.e,  pothole) 
 ITS JPO/USDOT  Innovative Public 

Engagement Campaigns 
 ITS Video Challenge 
 Communities around US encouraged to submit 

best ITS solutions; Submissions showcased in 
YouTube Channel 

 Connected Vehicle Challenge 
 New national competition seeking ideas for using 

wireless connectivity between vehicles to make 
transportation safer, greener and easier – 
Challenge.gov 

 Digital Technology Exchange (DTE) 
 Connect citizens, business, governments, 

industry, entrepreneurs, and investors – creating 
a thriving online marketplace for transportation 
solutions 

 
 

http://www.challenge.gov/�


 If you don’t talk about it, someone else will 
 Individual users on social media influence network 
 Social media’s role as an influencer will continue to rise with 

proliferation of mobile devices 
 Twitter  and other social media outlets break news before TV 

gets it (Trending Topics) 
 Unleash the power of data - Data.gov & Apps.gov  
 Twitter Followers and Facebook Likes are like social currency 

 Divided school of thought 
 Some say Klout score as  important as your credit score 

 Social media offers great return on investment (ROI); but hard 
to measure 
 Very useful, especially in lean budget climates 

Investment Action Reaction/Interaction 
IMPACT 

($$Financial + 
Non-Financial) 



A new century is at hand, and a fast 
spreading technology promises to 
change society forever. It will let 

people live and work wherever they 
please, and create dynamic new 

communities linked by electronics, 
improve the lot of the poor, and 

reinvent government . . .” 
 



 Profile: www.about.me/Transportgooru 
  

Transportgooru 

http://www.about.me/Transportgooru�
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