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AGENDA

• Public engagement overview

• Tips and tools

• Keeping the public informed

• Q&A



PUBLIC  
ENGAGEMENT

WHY SHOULD WE CARE?







“I’m from the government, 

and I’m here to help.”

– Ronald Reagan
The 9 most terrifying words in the English language



Edelman Trust Barometer, 2026

PUBLIC TRUST 2005 TO 2025



Declining Trust Why?

• Government

• Media

• Charities/Non-profits

• Each other

• Less honesty

• Less fairness

• Less competence

• Less connection

• More automation

Slightly Improving Trust Why?

• Businesses • Direct role in daily lives

• Take social responsibility

• Transparency



STRONG PREDICTORS OF TRUST

• Transparency

• Engagement

• Fairness

• Local project manager 

• Consistency



• Communicate early

• Use plain language

• Explain trade-offs honestly

• Lean on data

• Maintain communications and 

engagement throughout

• Show how feedback changed 

something tangible

BUILDING TRUST



THE BEST  LA ID  
PLANS



Understand the context of your project

✓ How long has the project been studied?

✓ How have local municipalities 
collaborated?

✓ What has been communicated 
previously?

✓ How does the public feel about it? 

✓ What media stories have been 
published?

✓ What are the existing relationships with 
client leadership?

PUBLIC ENGAGEMENT PLANNING



PROJECT GOALS

Goals and objectives should fit the context of the situation

Example:

“To strengthen local and regional audiences’ understanding 
about the purpose and need for the project, as well as efforts 
being taken to identify and evaluate all possible solutions.”



STAKEHOLDER IDENTIFICATION

Tiered Approach

✓Based on volume of 
traffic each drives to 
central business districts

✓Second tier based on 
large regional 
businesses, economic 
development, freight and 
logistics companies, etc. 



OVERALL MESSAGE: The Brent Spence Bridge Corridor Project represents a one-in-a-generation investment in the region 
and will address critical transportation issues, reducing congestion, improving safety, and better connecting communities along 
I-71 and I-75 in Ohio and Kentucky.

MESSAGE TRACK

15

SUPPORTING MESSAGE #1 SUPPORTING MESSAGE #2 SUPPORTING MESSAGE #3

SERVING CRITICAL 

TRANSPORTATION NEEDS

The BSBC Project will address

safety, mobility, and key regional connections 

along one of the nation’s most important 

corridors for commerce and freight.

WORKFORCE & SMALL BUSINESS 

OPPORTUNITIES

The BSBC Project is an historic opportunity 

to invest in local businesses and grow our 

workforce and economy.

CONNECTING COMMUNITIES & 

ENHANCING NEIGHBORHOODS

The project’s features and enhancements will bring 

benefits and connections to local communities.

Supporting Facts: 

Project is designed to address transportation purpose and 

needs:

•Improve traffic flow and level of service;

•Improve safety;

•Correct geometric deficiencies;

•Maintain connections to key regional and national 

transportation corridors.

Supporting Facts:
•Project encourages participation by SBE certified firms 

in Ohio and Kentucky.

•Tremendous workforce development opportunities for 

the region across many categories.

•700+ workers needed during peak construction.

Supporting Facts:

•The BSBC Project will add a new street grid to connect 

communities across the highway in Ohio and add better 

bike and pedestrian access throughout with new or 

improved sidewalks and shared use paths throughout.

•Aesthetic treatments will be incorporated throughout the 

corridor to create an urban design and feel.

•Public comments have been incorporated, including the 

proposed Ezzard Charles Bridge widening as discussed 

with the City of Cincinnati.



COMMUNICATIONS TACTICS

• Project website

• Social media platforms

• Media relations

• Email newsletters

• Direct mail

• Signage, flyers and handouts in 
the project area

• Public meetings, workshops 
and hearings (when warranted)

• Pop-up stands at local events

• Neighborhood and HOA 
presentations

• Surveys

• Paid ads, boosted posts

Depends on size and scope of project



SURVEYS

Why do you ride Metro?• Public surveys, unless using a market research 
field house with random sampling, are directional, 
not statistically representative

• Include demographic questions to understand 
who you’re capturing

• Structure your questions so you don’t lead 
participants to a specific response; be sure you 
don’t make the participant culpable

• Closed-ended vs. open-ended; gather data and 
then hold public meetings to dive deeper on 
topics in conversation 



PUBLIC MEETINGS



PUBLIC WORKSHOPS



A  FEW T IPS



BUILDING PROJECT AWARENESS
WHEN TO CREATE A PROJECT BRAND IDENTITY

• Projects with a long-term outlook 

• Public awareness and input is critical to success



SIMPLIFY MAPS



SURVEY TOOLS
MAPPING TOOL

• Drop a pin and comment 

on specific areas

• I-75/71 and I-275 in 

Kentucky study received 

2,363 pins and 1,418 

comments



TALKING TO MEDIA



• Timely news

• Great soundbites and visuals

• Quotes from industry resources

• Expert commentary

• Background information

• Confirmation of information from other sources

REPORTERS WANT



THE ELEVATOR SPEECH:

A concise explanation of the news 
that could be given during the 
course of an elevator ride. 

“The Brent Spence Bridge Corridor 
project is a once-in-a-generation, 
investment that will transform the 
Greater Cincinnati region with a 
safer, less congested I-75/71 
corridor and create numerous 
community enhancements and job 
opportunities.”

SPOKESPERSON TRAINING



DON’T LET YOUR INTERVIEW GO OFF THE RAILS!

• Give concise answers to questions.

• Don’t be afraid of silence. When you finish your answer, 
simply wait for the next question. 

• Don’t be afraid to say, “Let me get back to you.”  

• Don’t speculate or answer “what if” questions. Stick to 
the facts. 

• Don’t dwell on the negative — acknowledge when 
appropriate, but focus on solutions.

• Use analogies to simplify complex points.

• Don’t be afraid to ask for a do-over on camera.

• Never go off the record. If you don’t want to see it in 
or on the news, DON’T SAY IT.

INTERVIEW BASICS



K E E P I N G  T H E  
P U B L I C  I N F O R M E D



BRENT SPENCE BRIDGE 

EMERGENCY REPAIR 
CRASH TO COMPLETION

NOV. 11 – DEC. 22, 2020



OPENING DAY! DEC. 22 
– ONE DAY EARLY

A truck on the road

Description automatically generated with low confidence

COMMUNICATIONS GOALS

• Assure the public the bridge is 
structurally sound 

• Provide real-time updates on 
construction progress

– Weekly virtual press conferences 

– Regular video updates

– Time lapse cameras of progress

– Project website

– Social media updates

• Correct misinformation

https://www.youtube.com/watch?v=2rYG5GGJ1ck&list=PLFou1OwtHzfQzQ6pimM2amaCLWYsWOG9p&index=5
https://www.youtube.com/watch?v=Oi8F016kxRs&list=PLFou1OwtHzfQzQ6pimM2amaCLWYsWOG9p&index=4
https://www.youtube.com/watch?v=tFzlFWGTy_I&list=PLFou1OwtHzfQzQ6pimM2amaCLWYsWOG9p&index=9


RESULTS

• Nearly 20 million people reached by media coverage of Opening Day 

• More than 250 pieces of coverage by TV, radio, print and online 
publications 

• More than 4,700 total media mentions over the course of the project 

• More than 135 million media impressions, based on media 
viewership/ circulation (Nov. 12 - Dec. 28)

• Dozens of positive social media posts on opening day.



https://www.youtube.com/watch?v=CMWLc-VGyLc


THANK YOU!
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