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Indigenous People of the US



Understanding the who we are.



What we are familiar with:



Reality is there are 574 Distinct 

Federally recognized nations



Points to remember

u Tribal sovereignty pre -dates the formation of the United States.

u The sovereignty afforded to tribes is recognized through the US 
Constitution, numerous federal statutes and court cases. 

u Tribal governments are equal with state government and have a 
government-to-government relationship with the federal government.

u States and tribes have adjacent jurisdictions with tribal lands crossing 
into the boundaries of the states.

u Tribal citizens are also citizens of the state in which they reside.

u The health and well being of tribal citizens and communities 
contributes to the overall health of a state. 

Source: National Conference of State Legislators



Issues to overcome for productive 

partnerships between governments.

u The belief partners should go to 

them.

u Treating partners as 

subcontractors.

u Wonõt travel to due to distance.

u The belief that email and phone 

call is sufficient.

u Lack of two -way communication.

u The request to be dealt with as 

one jurisdiction.

u Turn over in government officials. 

u Lack of understanding of allowable 

budget monies and deliverables. 

u Lack of personal relationships 

among the partners.

u Historical mistrust.



How do we communicate with the tribal 

nations?

1. Understand the history of the Indigenous people in your service area. 

1. Recognize there may be deep rooted and complex histories of the tribes that are in 

your area.

2. Recognize the tribes may have a different structure of governmental 

operations.

1. The structures and decision-making processes among the tribal nations differ from 

nation to nation. Some are modern democratic processes, and some are solely 

based in traditional ways that have never changed for generations. 

3. Acknowledge that tribal communities are different.

1. Tribal communities share similar values and ways of life, but every tribe is 

different, accepting this and making an effort to understand will help efforts to 

foster a good relationship.



How do we communicate with the tribal 

nations?

4. Establish trust with tribal members and their communities.

1. To work effectively, itõs important to build relationships and maintain trust within 

each tribe. 

5. Develop effective communications with the tribal communities.

4. Maintaining communication skills and patterns that are relevant to each tribe is a 

crucial step to continued working relationship(s). 

6. Solicit tribal consultation.

4. Ensure there is a process in place to seek, discuss and consider the views of the 

tribes. 

7. Understand key definitions that apply to the tribes youõre working with. 

4. Know the concepts, terms, and definitions that are specific to your tribes. 



Establish the partnership

u Once the relationship has been established, project partnerships will become 

the focus. 

u The tribes will welcome the assistance and provide ideas moving forward.

u Some tribes have media contacts/contracts that can be utilized.

u Some tribes will have to start from the beginning; that is where the expertise 

of your agency can have the greatest impact in providing guidance in 

projects. 

u Always keep in mindéthings can change quickly due to circumstances beyond 

your control.



Tribal partnership campaigns



Tribal partnership campaigns



Questions?
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Upcoming Campaigns



NHTSAôs Upcoming Campaigns

17

ÅNHTSA Campaigns coming -2023 and 2024

ÅHow to get notified

ÅFREE resources



NHTSAôs Upcoming Campaigns
Calendar Year 2023

ÅImpaired Driving: August 15 ·September 4

ÅChild Passenger Safety Week:  September 17 ·23
ÅIllegal School Bus Passing Week: October 16 ·20
ÅThanksgiving Belts and Impaired Driving:  November
ÅImpaired Driving:  December 13 ·January 1, 2024
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NHTSAôs Upcoming Campaigns
Calendar First Half of Year 2024

ÅSuper Bowl LVIII ·Impaired Driving 

ÅU Drive. U Text. U Pay.:  April 8 -15

ÅClick it or Ticket:  May 13 ·June 2

ÅHeatstroke:  May ·August

ÅRecall Safety Week:  March 7th
Å U Text. U Pay.:  April 8 -15

Å Connect to Disconnect

Å Click it or Ticket:  May 13 ·June 2

Å New Video

Å Heatstroke:  May ·August

Å Recalls:  March 7th
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Sign Up For Updates
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TrafficSafetyMarketing.gov (TSM)
Campaign Resources
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TSM Vehicle Safety Resources
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TSM Share Idea Exchange
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TSM Calendars
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NHTSA Communication Calendars
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2023 Strategic 
Communications 

Forum



2023 Strategic Communications Forum
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2023 Communications Forum

ÅJointly hosted by NHTSA and GHSA

ÅLearn and understand the changings in the ever-changing
communication world

ÅFREE for all participants

ÅRegister by September 12, 2023
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NEW 
Native Americans 

Communication 
Assets



NHTSAôs Image Library
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Next Year

Consumer 
Research
Alcohol 

Segmentation



Alcohol Segmentation Study

Å2017 Topline Notes
Å2,201 surveyed (ages 21-54): 
ÅDrinking and driving behaviors

ÅAttitudes on impaired driving

ÅExisting advertising

ÅFour Segments appeared:
ÅNegligents (heavy drinkers, didnôt care about consequences)

ÅCautious Copers (emotional drinkers who made poor decisions)

ÅOblivious Regulars (risk takers who did not understand the consequences)

ÅOccasional Over-Indulgers (proactive drinkers but one mistake is all it takes)
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Alcohol Segmentation Study

Å2017 Topline Notes (cont.)
ÅFinal recommendation was to target the Occasional Over-Indulgers with 

messaging.
ÅRepresented 35% of all impaired drivers.

ÅAlthough this group was not considered at immediate risk, they were still capable of 
slipping occasionally.

ÅMessages should praise positive behavior and emphasize that no matter 
how proactive they are against impaired driving on a regular basis, it only 
takes one poor decision to have dire consequences. 
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Alcohol Segmentation Study

ÅCurrent NHTSA Study:
ÅTarget research and report in 2024.
ÅProposed Methodology:

ÅWebcam Interviews

ÅOnline quantitative survey

ÅTotal participants ï5,400 (ages 21-54)

ÅEnglish and Spanish

ÅObjectives:
ÅGain better understanding of behaviors and attitudes related to operating a motor 

vehicle (cars and motorcycles) after consuming alcohol. 

ÅThe results will be applied to develop the agencyôs impaired driving 
messages that resonate with target audiences.
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Coming Soon 



NEW Campaign Resources 

¶Drive Sober or Get Pulled Over
¶NEW TV ad 

¶Ride Sober or Get Pulled Over
¶NEW TV ad 

¶Distracted Driving 
¶Ad Council NEW TV ad

¶Heatstroke
¶NEW Video ad and assets

¶Child Car Safety
¶Ad Council NEW TV and assets

¶CIOT Rural
¶New TV ad
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TSM Future Enhancements

Phase 1:
¶Sitemap/Navigation
¶Campaign Pages

Phase 2:
¶Homepage
¶Calendar
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Email: susan.mcmeen@dot.gov
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