Suggestions for a Successful Highway and Transit Bill Media Event
What:   Push for Surface Transportation Reauthorization event
When:   Late morning or early afternoon are the times of day media are most likely to be able to cover, generally between 9:30 to 11:00 a.m. or between 1:00 and 2:00 p.m.  An ideal media event should run between 30 and 45 minutes (maximum) and include some talking and an opportunity for media to capture relevant video images
Who:   Local Association Executives, member companies, federal and state/local officials if available and willing.  
Where:
  The event should take place somewhere that is both visually appealing and relevant to the story line.  Find a site where traffic is notoriously bad, or a site where a crumbling bridge is clearly visible in the background.  Or if you are placing one of the template billboard ads provided in the campaign kit, find a spot where the billboard can be “unveiled” behind the speakers.  

Timeline:  The member host and/or chapter president can conduct a brief walking tour of the site.  If you’ve picked a congested area, walk over and talk to the reporters about how and why the road backs up.  If it is decaying infrastructure, walk up to the crumbling concrete or rusting steel and talk about why that’s a problem.   This would last at most, 5 to 10 minutes.  

Following the tour, lead everyone to the news conference site, where a podium and (if available) audio system and a mult box will be set up (a mult box is a device that allows multiple microphones to plug into a box that is connected to a single podium mic.  This offers better sound quality and doesn’t force reporters to litter a podium with multiple microphones).  Be sure to set up podium so the selected backdrop can clearly be seen behind, and slightly above speakers’ shoulders.  Speakers (ideally no more than 2 or 3) will each deliver a brief (2 to 3 minutes) message based on the provided talking points.  (If the event coincides with the launch of a new billboard ad, one of the speakers should announce the launch of the advertising campaign and unveil the ad to the media.)  
***Please provide press staff contacts from your association for anyone interested in doing a media event for help drafting media advisories, news releases, and talking points.   
