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Campaign Strategy

@ Educate
| key target audiences:

1.  Media
| 2. Road agencies

@ 3. Business community
' 4. Driving public




Accessing & Using

Campaign Resources
For use by coalition members on NCPP/TSP2 websites

Campaign Strategy

= National/Regional campaign plans
= Background on partnerships
= Coalition members

Issue Background
=  Cost comparisons

= Charts

= Legislative history

= Research reports

Recent Media Coverage

=  Editorials
= | etters to the editor
= Relevant news articles

Campalgn Toolkit

= Spokesperson Training Guide
=  Spokesperson talking points
= Media fact sheet
= News release template
= QOpinion column template
= |etter to editor template
= Article for trade publications
= Campaign brochure
= Speech/PowerPoint presentation
= Campaign video



Campaign Toolkit

For use by coalition members on NCPP/TSP2 websites

= Spokesperson Training Guide

= Spokesperson talking points

= Media fact sheet

= News release template

= Template for opinion columns

= Template for letters to the editor

= Article for trade publications

= Campaign brochure - In production

= Speech/Powerpoint presentation — TBD

=Campaign video - In production



ccess Campaign Toolkit
on NCPP Website
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Introduction

You have been asked to consider
serving as a spokesperson for the
media campaign to educate the
public on the benefits of pavement
preservation. Thank you for taking
time to review the Spokesperson
Training Guide, developed to help
ensure a consistent message is
delivered to media that cover
transportation infrastructure news
and will influence public education
on the topic of pavement
preservation.

The campaign is being launched on
the national, regional and state
levels to educate key target
audiences who make decisions that
impact highway, road and bridge

construction, maintenance and
preservation.

The following guide is designed to
help campaign leaders maximize
opportunities to educate the media
and gain visibility for the pavement
preservation approach. Because a
clear, consistent message is critical
to obtaining media coverage, all
designated spokespersons, as well
as anyone speaking informally on
the issue, need to deliver the same
message. The precise wording may
vary somewhat from spokesperson
to spokesperson, however, the
message should be essentially the
same.

The Spokesperson Training Guide will help campaign leaders maximize
opportunities fo educate the media and gain visibilify.




Establishing

campaign credibility

Convincing the media to pay
attention to the pavement
preservation campaign will be an
uphill battle dependent on the
credibility of the organization, its
message and its spokespeople. The
media’s first responsibility is to
screen out unreliable sources of
information or those with self-serving
agendas. Although there is no
doubt the pavement preservation
campaign warrants national attention
and has a valid message of
importance to public officials and
taxpayers across the country, the
campaign cannot afford missteps as

it begins to communicate with the
media.

Although the campaign may be led
by a variety of groups working
together, they need to work under
one umbrella organization and
present a unified face in all public
and media communication.

For example, a spokesperson may
work for and represent one of the
campaign stakeholders, but if
speaking for the campaign, he or
she should be identified as “John
Smith, spokesperson for the National
Center for Pavement Preservation.”

The campaign’s message must be clear and spokespeople should be
perceived as authorities on the issue.




Understanding

today’s media

As we rely on the media to cover
and report the pavement
precervation message, we need to
understand the climate wathin
which reporters and editors operate
and work to meet their needs and
deadlines. The more we can serve
as a recource that helps the media
deliver accurate, relevant
information, the more easily will we
be able to get our message out.

News staffs and news

space shrink

Mewsrooms aren't what they were
200 years ago. The size of news
taffs has diminished markedly as
each media outlet tnes to operate
within severe budget cuthacks. The
handful of reporters and editors who
remain at prnt and broadcast media
outlete are left with the respansibility
for turning out factually accurate,
balanced content. Under difficult
time constraints, they attempt to gain
in-depth knowledge of the topic and
industry and present opposing
VIEWE.

That fact that many reporters are
often young and mexpenenced
hasn't changed. The more
complex the issues, the greater
will be the challenge to attain
accuracy in news reporting.

News cycle much quicker
Technology bombards reporters and
editors with by-the-second newswire

reports, email alerts and urgent
faxes — which are in addition to the
phone calls from anyone who wants
to suggest a story idea or complain
about yesterday's news coverage.
Print reporters, who in the past
might have had the luxury of
covering one “beat” or news area
exclusively, now spread
themselves over several and try
not to sacrifice quality in the
process. When they do, they nsk
loging readers, who now have many
other choices for keeping up with the
NEWS.

Competition drives news
decisions

Mewspaper editors are making
congtant judgments about what will
gtill be “news” when the paper
arrives on the doorstep the next
mormning. If the story breaks at 2
p.m. and is on the Intemet by 2:05,
on radio by 2:30 and TV news at &
p.m., should the paper include it in
tomorrow's edition? Newepaper
readership has been on the decline
each year, along with advertising
revenue. The need for newsrooms
to do more with less will continue.




Working effectively
with reporters/editors

Proactive approach
essential

More than ever, reporters and
editors appreciate help from news
sources for story sugoestions and
background information.  They no
longer have sufficient ime or staffto
investigate story ideas or conduct
extensive research. The change in
how the media operates presents
both a challenge and an cpportunity
for organizations that need to
educate the public on Esues.

Connecting with the media iz a
challenge, given reporters’ and
editors” time constraints and inability
to cover every worthwhile story. The
media’s lack of time, however,
provides an opportunity to bring
stories to their attention that they
might otherwize not dizcover. When
the stories are newsworthy and
relevant to the particular media
outlet's focus, editors and reporters
are grateful for the azzistance.

Outside experts provide

valuable insight

Although they will contimue to be
selective, the media gatekeepers
have become more willing to allow
reliable news sources to assist in the
news-gathenng process. They are
more open to story ideas and more
likely to review backaround
information offered by outside
sources. Many are even uzing
photos, llustrations or video from
outside sources, which was
universally taboo in the past.

Creating a give-and-take relationship
with the media is possible when
would-be news sources recognize
the media's challenges and strive to
help meet them. Bulding strong
relationships with key media outlets
can pay valuable dhadends, but
does require an mvestment of time
and resources.




What the media want

1. News as they define it

2. A credible news source they can
trust

3. A source who responds in time to
meet their deadlines

4. Answers to their questions: Not
“No Comment™

5. For radio: a spokesperson who
can summarize and speak in “sound
bites”

6. For TV: a visual background,
preferably with action

7. A quick, smooth response to
questions and answers in complete
sentences (Nof a lot of reporter
prodding required)

8. Layperson terminology that
doesn't require translation

9. A contact person who really is
available and accessible

10. To know when they've made a
mistake and a chance to make it

right.

The media needs a source they can trust, who will answer guesfions and
respond in time to meet their deadiines.




Understanding
what’s "newsworthy”

As much as we might like to control
the media and determine which
issues will make headlines from day
to day, that authority and “gate
keeping” role rests solely in the
hands of newspaper editors and
broadcast newe directors.
Unfortunately, as media outlets
struggle to remain viable in a new
era of ever-increasing information
sources, the definibon of
‘neweworthiness™ becomes more
narrow and can vary markedly from
newspaper to magazine to broadcast
station. lesues that contain a
controversial or sensational element
may make the grade even though
they don’t meet the criteria in other
Ways.

Qur roke, as business people and
representatives of our industry,
needs to be that of resource to
those decizion makers who deem
one issue ‘newsworthy” and another
one not. Media people in such
positions of influence, however,
often gauge their decizions about
which isues warrant coverage on
the information provided by industry
experis and credible sources. They
take into congideration their
particular audience's interests,
geography and perhaps political
makeup.

Measures of newsworthiness:
*  Size of populaton™umber of
people mpacted by the issue

= Current or potential impact on
the economy or jobs

*  Controversial or polarizing
glement

®  Senzational aspect

*  Local impact on a community

An issue that gets a lot of play in an
urban news market, for example,
may matter little in a rural community
and vice versa. Media gatekeepers
aleo consider the scope of an Bsue,
how many people it potentially
impacts and the long-term effect it
may have on a population or
community. A television station may
cover an issue because it has visual
appedl, while a newspaper ignores it
completely.

In other words, the fact that we
believe, as pavement preservation
advocates, that pavement
preservation should be a top media
izsue decerving of major media
coverage will not neceszanly
guarantee the issue receives
attention. To convince the media
that pavement preservation is worthy
of coverage, we need to make a
convincing case that it impacts the
broad population, the economy,
jobs, the environment, etc. [tis truly
an issue in ‘the public’s nterest.”




Speaking in the

public interest

Unlike so many issues that affect
only narrow segments of the
population, sustainable highways
and bridges truly impact quality of
Iife for all Americans. Certain
industries, such as trucking or
tourism, may rely more on our
transportation infrastructure than
others, but it's safe to say that nearly
every ndustry has a stake in the
surface quality and longevity of
roads, highways and interstates.

The fact that sustainable highways
are an obvious necessity for all types
of commerce and thus jobs, makes
the campaign message an easier
sell, as long as spokespeople
effectively connect the dots. It will
be relatively easy to make the case
for good roads. What will be more
difficult is explaining why the
pavement preservation approach
is in the public’s best interest.

The pavement preservation
philosophy asks the public to forgo
short-term gain (new roads or
reconstructed roads) and instead
accept short-term pain (spend
money on treatment for roads that
don't seem to need it).

When asked to fund long-term gain
(longer-lasting roads that cost less),
the request is often met with
opposition. The campaign's
challenge will be to convince the
public and public officials to forgo a
certain percentage of reconstruction
(short-term gain) in order to be able
to fund necessary mamntenance and
treatment (short-term pain and long-
term gain).

As spokespeople communicate with
the media, they should emphasze
why pavement preservation
benefits the larger population or
community in terms of tax savings,
public safety, environmental




Delivering the Pavement
Preservation message

Overall

Qur nation's highways and bridaes
are facing senous deterioration and
we can't afford to rebuild them all.
Funding problems are due to ill-
advized policies that are primanly
reactive, rather than proactive.

Highways and bridges must be
protected and maintained to ensure
the economic strength of our
country, mdividual states and local
municipalities.

The current *worst first” spending
approach is bankrupting state and
local budgets and debilitating roads
and bridges. Short-term policies
need fo be replaced with sustaining
long-term approaches involving
asset management and pavement
preservation.

Highway and bridge maintenance
has largely been an afterthought,
rather than a planned budgeted
expense. Inattention fo preservation
has skyrocketed the need for
reconstruction.

A Pavement Preservation program
consists of three components:
preventive mantenance, minor
rehabilitation (non structural) and
20me routing maintenance activitiez.

Sub-Messages
Cost savings — Pavement
preservation stretches the

transporiation infrastructure budget
and extends the remaining service
life of roads and bridges.

Economic competitiveness —
Preserving the highway system is
vital to our country's future.
Commerce depends on a viable
infragtructure. Spending money to
keep good roads m good condition is
the most cost-effective way to save
Amenca's highways.

Safefy — Proper preservation
treatments create safer roads and
reduce accidents.

Employment — Taking a proactive
preservation approach to sustaining
our infrastructure creates more
employment n the road construction
industry than does the reactive
“worst first” reconstruction approach.

Sustainability/Conservation — A
proactive preservation approach
causes less environmental
destruction, fewer CO: emisgions
and zignificantly leez waste of non-
renewakle resources.

Traffic Congestion — A preservation
approach is significantly less
dizruptive to the flow of commerce
and commuters. Motonsts
expenence far less frustration and
los= of time due to road construction.

10




Media questions/
Mock interview

1. Pavement preservation seems
to advocate for letting our roads
detenorate even more. Why would
we want to create more potholes
than we already have?

2. If pavement preservation is the
right approach, why hasn't it been
done all along?

3. Our [city, county, state) i
already losing business because of
our bad roads. How can we afford to
neglect some roads and drive more
busineszes away?

4. It's obvious that our roads are in
a crisis state, but won't a pavement
preservation approach take longer to
bring them back than just rebuilding
them?

5. Ifwe asa (city, county, state)
adopt a "pavement preservation
philosophy”™ how long will it take to
reverse our funding problems so that
we can afford to do regular
maintenance? When will we sze a
return on our investment?

6. lzit possible that some
govemment officials favor
reconstruction because it makes
political sense to do s0? Perhaps
the companies that rebuild roads are
influencing those decsions?

. The miles of roads and bridges
in the US have quadrupled (7) over
the past 5 years when the highway
system was developed. Doesn't that
mean that every year we should be
increaeing our budgets in order to
take care of them?

8. Ifour roads and bridoes were
built 60 or 70 years ago, isn't it about
time to rebuild anyway?

8. Can you quantify how much
cheaper it is in the long run to

preserve pavement as opposed fo
entirely resurfacing a road?

10. Who stands to gain from a
pavement preservation approach?
Does it drive construction business
to one segment of the industry over
another?




The "quotability”
quotient: Crafting

the sound bite

Whether it's print or broadcast
media, the reporter is looking for a
good quote, a statement that sums
up the story in a nutchell and helps
the reader or viewer get the point.
Spokespeople for the pavement
preservation campaign need to
use or develop short “sound
bites” that get the reporter's
attention and therefore have a betier
chance of making it mto the
published or broadcast story.

For television and radio ezpecially,
chort concise statements are
essential. Assume the story will be
short and your comments may be
edited down to about 18 seconds or
less. In most mteniews, your tack
will not be to tell the enfire pavement
preservation story, but to draw
attention to the issue and generate
more interest in it.

to consider:
‘Roads don't need fo be rebui as
offen as we're rebwilding them. The
money fo rebuld 10 miles of
highway cowld fund the construction
of XX new schools.”

“The ‘worst first' approach isn't
working. In fact, it's bankrupting us.”

“A sound highway investment policy
starts with keeping our good roads
good. Once we take care of that

responsibility we can use the
remaining budget fo rebuid those
that have excesded their senice
life.”

“We're prachcimg umplanned
obsolescence. When we don'
budget for road and bridge
maintenance, we're freating them
ke disposable commodibes, but
they are extremely expensive fo
replace.”

“All rogds will evenfually die 2
natural death and need to be rebwi,
butt by withholding mainfenance and
reqular necessary freafments we are
accelerating their deferoration and
Jjeopardizing public safefy in the
process.”

“If we expect this country fo confinue
fo be a word power, a sfrong
franspartation infrastructure is
critical. We neglect owr roads and
bndges today and we will pay six
tmes as much fo fix them tomorrow.”




Spokesperson checklist

1. Prepared -- You have taken the
time to dizcem the interview
direchion and know how you wall
respond to all anticipated questions.
You have identrfied the left-field
questions and are ready to answer
or deflect those as well. You have
prepared one “key message” which
you will be certain to convey, no
matter the direction of the questions.
You have practiced out loud and are
cerain it represents the posiion of
your organization positively and
accurately. If you are truly prepared
according to the above crtena, give
yourself 10 points.

2. Credible - You have developed
a style that conveys honesty, trust
and believability. When you speak,
people who don’t know you will tend
to take what you say at “face value”
Nine points_

3. Calm —You have developed the
ability to relax and control your
nerves prior fo an interview.
Although you may be prepared and
credible, it's easy to blow the
interview by allowing insecunties to
wisibly surface. Stumbling,
stammernng, nenvous movements,
efc. tell viewers that you may have
something to hide, even though
you're teliing the absolute truth. It's
normal to be nervous about a media
interview, but you don't have to show
it. Eight points if you can perform
well under prezsure.

4. Confident — You are able to
take your calm demeanar to the next

level and express your positive take
on the izsues at hand. You are able
to convey convichion and faith in your
organization and reassure viewers
about uncertainties. Your
confidence tends to dispel doubis
and hesitation. Seven points.

5. Concise — You are able to
OIGENIZE YOUr message into
appropnate sound bites that don't
bore the viewer with too much detail
or unimportant facts. You shick to
the izzue and don't veer off on
tangents. Six points.

6. FriendlylLikable --\iewers
tend to trust you because you exude
an appropriate level of warmth and
concem for other people. You seem
approachable, a person who would
take the time to answer their
guestions, if asked. Four points.

7. Understandable — You have
taken the trouble to franslate your
message into laymen's terms that
the general public will be able to
understand. You have left the
industry jargon back at the office and
replaced it with general but accurate
terminology. Three points.

8. Acceasible - You are readily
available and help the interviewer
meet the deadling, once you are
totally prepared, that is. Two
points.




9. Quotable - You can deliver that
short sound bite that is too
irresistible for the reporter to ignore.
A memorable, on-point comment is
your goal. To achieve the honor
badge of “quotability,” your comment
should be fairly oniginal, perhaps
colorful or with an astute analogy
that illustrates a key point cleverly. If
you've mastered the quotable quote
for most interviews, give yourself
ONE MOre point.

10. Expert in your field — You know
your zubject inside and out and are
ready to answer even the most
complex guestions in excrucating
detail. Although reporters
occasionally request such an in-
depth interview, In most cases they
only have time for the immediate
issue at hand. They'd prefer you
don't overwhelm them with your
incredible learming and expertize.
Zero pointa.

Score Results

1 to 20 points: You may be takng
a risk representing your organization
without sufficient experience.
|dentify the areas where you need
improvement and seek help through
internal or outside traming.

#1-30 points — You have developed
zome adequate interview skills that
will allow you to tackle “nendly”
interviews on non-controversial or
complex topics. Determine where
you can improve and whether you
need help to make yourself a better
spokesperson for your organization.

H to 40 points — You have a high
level of capability, which may only
need a little more practice and
attention to weaknesses to take it to
the next level. Take some low-ngk
opporiunities to speak on behalf of
your organization, especially when
guestion-and-answer formats are
poseible. Ask for feedback from
trusted colleagues. Before talang on
a high-risk interview, take advantage
of @ mock interview fraining session
and be sure you're the best person
for the job.

41 to 50 points — Your organization
is fortunate to have you as its media
representative. You probably do
well on camera, even in crisis
situahions when the questions are
difficutt and the reputation of the
organization is at stake.
Congratulations on honing your
spokesperzon abiliies to such a
proficient level.
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Media interview checklist

Before you start answering
questions, ask a few of your own:

Who is conducting the interview?
Know the reporter’s interview
style and the kind of stories he or
she usually covers. (A public
relations professional can often
provide insight, based on past
expenence with the reporter,
editor or columnist.)

What is the focus of the
interview? Ask what the
reporter trying to accomplish with
the particular piece. Consider
whether the focus is appropriate
or whether you can guide the
reporter to a more interesting and
helpful angle.

What is the deadline? In most
cases, you don't need to respond
on the spot. Make the timeframe
work for you. Find out when the
reporter needs a response and
when the story is scheduled for
publication or to air. Buy some
time for preparation, as long as
it's not at the reporter’'s expense.

What is the best location for the
interview? [f if's a live, rather
than a telephone interview,
assess the pros and cons of
having it on your turf or theirs.
If yours, consider the setting
carefully. The right location can
help the reporter learn more
about your organization. For
TV, offer an interesting
background if possible.

What are your key messages? If
you could ensure that readers,
listeners or viewers came away
with only three key points, what
would they be?

15




Interview guidelines

= |dentify your audience. (It's not
the reporter.)

= What is your communication’s
goal? Remember your airtime is
limited. Stick to key messages.

= Speak in terms of benefits to the
audience.

= (et to your key message
quickly. Make your point and
support it with details.

= Keep it simple. Avoid jargon.
Speak directly to your audience in
terms they can understand and
relate to.

= Stick to the subject of the
interview.

* Repeat your key messages.
Remember your interview will be
edited to fit into the news format.
Provide the news editor ample
opportunity to air your key message.

= Don’t exaggerate or stretch the
facts.

*  Anticipate the most likely
questions. Mentally structure
effective answers.

= Practice answers to tough
questions, especially those that
may cause you to be defensive.

*  When asked a negative
question or one containing offensive
language, don't repeat the question
or language.

Identify your audience and communicafion goal. Get fo your key
message quickly.

16




Fine-tuning

spokesperson capabilities

Consider every media interview an
opportunity to reach an important
broadcast or print audience with the
campaign’s message. Before
agreeing to media mtervews,
however, conzider several factors
and make an informed decizion,
perhaps in concert with a PR
professional or campaign
colleagues.

= s the interview in the best
interest of the organization?

» g it good tming in terme of the
campaign?

= Are you the best person to do
the interview or would another

spokesperson be more appropriate
in termes of the focus or topic?

» Do you have the necessary
Imowledge and expertize to ancwer
the expected and unexpected

questions?

= Wil you have adequate time to
prepare and rehearse?

Types of media
interviews

Interviews may be either scheduled
(planned days or weeks in advance)
or spontaneous (requested on-site
at an event or with ittle or no
waming).

Advance Notice

An advance-notice interview may
allow days, weeks or a few hours
notice. Determine during the nitial
contact precizely what the reporter is
seeking.

Aszuming you are the right person
for the interview, try to get as much
information az possible from the
reporter about the focus of the
interview. ou may alzo be able to
dizcover any bias the reporter has
about the subject matter. If tme

allows, review the reporter's recent
stories to gain an idea of his or her

knowledge baze or specihic bias.

Mutually agree on the tme and the
place of the interview. Allow yourself
adequate time both before and after
the mterview. Youneedto beina
proper frame of mind going in with
az few mental distrachons az
paossible.

[f ime allows, prepare a list of
guestions you can expect to be
asked. Involve lnowledgeable
colleagues in brainstorming potential
guestions. What about that tough
guestion you hope won't be acked?
Azzume it will be one of the first and
be ready for it.

Research any data or facts you
might need and practice

17




incorporating them into your
answers. Have a colleague fre the
tough questions at you. Record your
responses if possible, play them
back and critique your answers.
Using several people to fire
questions at you will produce a
surprising variety of questions.

Once you are comfortable with the
facts and reasonably confident of
your ability, you are ready for the
interview.

Spontaneous

A spontaneous interview often
occurs as a follow-up to a
newsworthy event. You may be
approached on-site or contacted and
interviewed over the telephone
following a news event.

Have a fact sheet or backgrounder
available and provide it to the
reporter. Review it with the reporter
briefly if there's time. If not,
reference it after the interview to
encourage the reporter to review it

Before granting the interview, ask
the reporter the nature of the
information he or she is seeking.
Based on the answer, you can
determine whether you have the
expertise and authonity to proceed
with the interview. If you want to
recommend another spokesperson,
assist the reporter in reaching that
person as quickly as possible.

Don't feel obligated to respond to a
reporter’s questions the instant a
microphone or camera is set up.
Take time to collect your thoughts.
Tell the reporter you need to make a
quick phone call or, if it's a telephone
interview, that you'll call back in a
few minutes. Use the time to think
about what you'll say and how you'll
say it

Consider every media inferview an opporfuniy fo defiver the
campaign’s message fo an important broadcast or print
audience.

18




Projecting confidence
in TV interviews

1. Carry your three key points on a
business size card in your pocket.
Study them beforehand until you can
zee them in your mind's eye.

2. Smile, take a good deep breath
and relax. Strive to look pleasant
and relaxed. Unless you're in the
midst of a crisiz, you should not look
stern or too severe.

3. Greet your interviewer with a
firm handehake (but don't be a
“crusher”). Use your title when you
introduce yourself; it helps establish
your credibility right from the: start.

4_ Stand andlor sit up straight
with shoulders back and chin up.

5. Practice good eye contact.
Look directly into the eyes of your
interviewer, but don't stare.

6. Use both hands for easy,
relaxed gestures that convey
animation and enengy.

T. Maintain positive thoughts._
Focus on the positive opportunity the
interview offers to educate and
enlighten. Expect it to go well.

8. Mever admit that you are
nervous. (If senves no positive
purpose.)

9. Remember that most stand-up
TV interviews only use a very small
portion of what is actually recorded,
uzually 10 seconds or less.

10. Be your own pep coach.
Before you begin, remind yourself:
You look great, you know your stuff
and this interview is going to be one
to look back on with safisfaction.

11. Be sure to leave the reporter
with your business card. |t
provides him or her with the correct
spelling of your name, your title and
contact information.

11. Send ahead or bring any
informational materials, such as
brochure or fact sheet, that would
help the reporter with the story.
Background materials help ensure

19




Dressing for
TV interviews

Men

Dress to represent your profession
at its best. If you're being
interviewed in your office, dress as
you normally would for a day of
work. For an on-site interview, such
as a highway or bridge construction
site, dress for the environment and
weather conditions.

For in-studio interviews, dassic style
projects the most credibility and
authority. Suits carry more authonity
than sports coats and sport coats
carry more authonty than a shirt and
tie.

Darker colors convey greatest
authority, although black is too
somber.

When asked by a television reporter
for a spontaneous interview, take a
moment to check your appearance.
Straighten your tie and suit and
remove sunglasses or other
paraphemnalia from your person.

Classic style projects the most
credibifity and authority.
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Dressing for

TV interviews

Women

Dress to represent your profession Everyone

atits best. If you're being Turn off your cell phone. You don't
interviewed in your office, dress as want it going off on camera.

you normally would for a day of
work. For an on-site interview, such
as a highway or bndge construction
site, dress for the environment and
weather conditions.

Women have slightly more latitude
with color and style than men, but a
conservative approach is still best.

For in-studio interviews, a well-fitting
suit gives the most professional look.
A jacket or blazer with coordinating
skirt or pants works well also.

How you look should not distract How you look should not distract viewers, but
viewers, but rather confirm your rather confirm your credibility as a spokesperson.
credibility as a spokesperson.

Showing cleavage or bare ams is

not appropriate. Hair, makeup and
jewelry should be understated and
blend with the total look.

Wear colors that flatter you;
however, darker colors convey more
authority. Pastels tend to diminish

a .

When asked by a television reporter
for a spontaneous interview, take a
moment to check your appearance.
Remove sunglasses, handbags or
other paraphemalia from your
person.

2




Media coverage tracking

One of the challenges of a national
campaign is to track media coverage
and continue to build our database
of informed reporters and editors
and supportive articles and
editonals. Campaign spokespeople
canassisthﬁ\etaskbyalenhg
campaign coordinators when
interviews are scheduled or have
been conducted.

Although print news coverage is
relatively easy to find and add to our
media coverage list thanks to
Intemet archives, broadcast
interviews sometimes present a
greater challenge. Radio and TV

interviews are often deleted from
stations’ websites within days or
weeks of the interview, making it
imperative to obtain transcripts,
audio or video as soon as possible.

Alerting campaign coordmnators in
advance of an interview also allows
our public relations team to offer
assisfance to spokespeople, with
recent data or other information that

may be helpful.
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Tracking media coverage helps build the database of supportive
articles, editorials and media.




Spokesperson
Training Guide

For more informafion, please visit wew pavementoreservation.org and click on Campaign Tookt
(You will need an access code fo obtain campaign materials.)




Spokesperson
Talking Points (General)

Outline the issues in terms of public interest:

= Qur nation’s public road systems are reaching crisis state with serious deterioration and
funding problems due to ill-advised policies that are primarily reactive rather than proactive. More
than half of U.S. major roads are in “fair” or “poor” condition as of 2008, according to FHWA.

= Qur transportation infrastructure must be protected and maintained as an essential component of
the economic strength of our country, individual states and local municipalities.

= State and local budgets are being
bankrupted. Ruinous short-term, “worst first” policies
need to be replaced with sustaining

long-term approaches involving asset
management and pavement preservation. % '




Spokesperson
Talking Points (specific)

Cost savings/Budget relief — Pavement preservation stretches the transportation infrastructure budget
and extends the remaining service life of roads and bridges.

Economic competitiveness — Preserving the highway system is vital to our future.
Commerce depends on a viable infrastructure. Spending money to keep good roads in good condition
is the most cost-effective way to save America’s highways.

Safety — Proper preservation treatments create safer roads and reduce accidents.

Employment - Taking a proactive preservation approach to sustaining our infrastructure creates
more employment than does the reactive “worst first” reconstruction approach.

Sustainability/Conservation — A proactive preservation approach causes less environmental
destruction, fewer CO, emissions and significantly less waste of non-renewable resources.

Traffic Congestion — Motorists experience far less loss of time and frustration due to road construction.
A preservation approach is significantly less disruptive to the flow of commerce and commuters.



Media Fact Sheet rtempiate
-————————

“Our nation’s public road systems are
Preserve America’s Roads Campaign facing serious de.terlor.atlon apql funding
Fact Sheet problems due to ill-advised policies that

Our nation’s public road systems are facing serious deterioration and funding problems due to
ill-advized policies that are primarily reactive, rather than proacive.

R are primarily reactive, rather than

Society of Civil E graded the nation’s roads a D-, down froma D in 2005.
'
Public officials charged with the responsibility for our roads and bridges need to change course, roactlve
ctop wasting road assets and use road budgets responsibly, fo preserve our long-term investment. .

States i devote ion budgets to roads, rather
than o prwenhvemamna nce that would preserve ndmdlhelﬂeufmad and save
money in the long run,

e e e ettt s oo As a result of misplaced spending

According fo the American Association of State Highway and Transportation Officials (AASHTO),

eyt s e 104 i el priorities, the nation’s roads are getting

i —— worse. In 2009, the American Society of

T b e Civil Engineers graded the nation’s roads

State and federal leaders can encourage fiscal responsibility and stretch tax dollars by

allocating more mone! y to pavement preservation and policies that focus on sustainability. . "
T —— a D-, down from a D in 2005.
minar and some routing mame ance activities. )

For additional information, please confact Lary Galehouse, Director, Nafional Center for Pavement
Freservation, 517-432-6220 or galehou3@msu.edu.




News Release T emplate

For Immediate Release Contact: John Smith
Qctober, 25, 2011 1234567

Coalition urges county to preserve roads

The nation's vast highway system, a vital component of U.S. economic strength, is steadily
deteriorating and a national coalition is urging a change in policy fo reverse transporiation system
failure nationwide. The Coalition to Preserve America's Roads (CPAR), an organization of
highway groups working to stop the decline and spiraling reconstruction costs, urges a signficant

change geared to preserve the system.

“States and icipalities are di ionately devoting their transportation budgets to
expanding or rebuikding roads rather than on preventive maintenance that would preserve and
extend their life and save money in the long run,” explains Larry Galehouse, CPAR president and
director of the National Center for Pavement Preservation (NCPP). “Preserving the highway
zystem i vital to our country's future but we need to change course now.”

CPAR was formed in 2011 to promote road, bridge and highway sustainability. Organizing
groups include NCPP and the American Association of State Highway and Transportation Officials
(AASHTQ), along with many industry and related groups concerned about the highway system and
its impact on commerce.

As a result of misplaced spending priorities, the nation’s roads decline every year, the
Federal Highway Administration charges. In 2009, the American Society of Civil Engineers
(ASCE) graded the nation's roads a D-, down from a D in 2005. According to FHWA, more than

half of US major roads are rated in "fair” or “poor” condifion as of 2008.

“The nation's vast highway system, a vital
component of U.S. economic strength, is
steadily deteriorating and a national
coalition is urging a change in policy to
reverse transportation system failure
nationwide. The Coalition to Preserve
America’s Roads (CPAR), an
organization of highway groups working
to stop the decline and spiraling
reconstruction costs, urges a significant
change geared to preserve the system.”



Letter to the Editor Template

Letter to the tditor
(292 words)

A simple, yet significant, change in fransportation policy would reduce deteriorafion of our roads
and bridges and begin to bring a halt to spiraling, taxpayer-unded reconstruction costs.

For decades, elected officials have cut ribbons to new roads and bridges with much fanfare and
then placed them on the back budget bumer. Years of neglect prematurely shorten their [fespan and force
them info an expensive and disruptive rebuild or major rehabilitation, causing budget shortfalls and more
neglecied maintenance on other roads. Such a “worst first” approach is bankrupting state and local road
budgets and kesping tax dollars from stretching as far as they should to ensure a safe, smooth ride for
drivers. Instead, officials should plan ahead fo responsibly maintain and preserve a road's service life, a
process that ideally beging soon after the ribbon cuiting. The longer road agencies defer essential
preservation treatments, the greater the cost burden shouldered by taxpayers and the less likely
governments will k= able to afford o fix the ever-escalating miles that need repair.

Like major surgery compared io preveniive medicine, road rehabilitation costs exponentially mol re
than preventive maintenance. The American Associafion of Siate Highway and Transporiation Officials
says every dollar spent on maintenance avoids $6 fo $14 spent later for reconsiruction, ensuring lese

disrupfion of fraffic and commesce across cities and sfates.

g dollars to rebuild L ignota il sirategy. At
some paint, the numiber of miles to repair will escalate beyond a governmental unit's ablity fo pay. The
smarter sirategy, alfhough it provides no “photo opp” for public officials, is to budget first for proactive
preservation and maintenance and keep good roads off the rehab list.

John Smith
(Coalifion to Preserve America's Roads

‘A simple, yet significant, change
In transportation policy would
reduce deterioration of our roads
and bridges and begin to bring a
halt to spiraling, taxpayer-funded
reconstruction costs.”



Letter to the Editor exampie

CRAINSDETROIT BUSINESS

LETTERS

Preserve, don’t just patch, roads

Editor:

Thanksfor Eeith Crain’s July 18
column, *“Maybe we just dom'
have the money.” regarding the
gtate of our roads snd your ques-
tions as to why we can't seem to
match the world-class quality of
Germany’s roads.

Althongh thers are many fac-
tors, one reason is key. Here in
the 11.5.. we have not sufficiently
embraced “pavement preserva-
tion,” which assures roads are
properly maintained and treated
for longevity. Instead. when bud-
gets are tight many cities, towns
and munieipalities, as well as
states, forgo essential proactive
maintenance because they can't
afford it.

Michigam, to its credit and de-
gpite our difficult economy for the
past decade, has managed to kesp
a majority of its roads in good con-
dition, in part through a pavement
preservation approach. In order to
restore all of our roads to good con-
dition, Michigmn would essentially
nead twice the current road bud get
every year, and it is already owver
#1 billicn.

To use a health care analogy.
not doing regular maintenances is
lilee waiting until most of the pa-
tients are nearly dead (full of pot-
holes) smd then trying to sawe a
paltry few with the most expen-
sive surgery or treatment (road

Crain's Detrolt Business
welcomes lethers to the edror.
All lattars will be considensd for
publication, prowided they ars
and oo not defama
ndivikduals Wﬂlﬂﬂﬂllﬂ'ﬂﬂl’lﬂ.
Lethers may be adited far langth
and clarlty.
Write: Editor, Crai's Detralt
Busingss, 1155 Gratiot Ava.,
Detrolt, Ml 48207-2557.

E-mall: cgocdakenteraln com

reconstruction). Meglected roads
have shorter lives and must be re-
constructed much sooner than
those that receive the proper reg-
ular crack filling and surface
treatments. For every $1 we spend
on regular maintenance, we will
save 38 to $14 in costly reconstrue-
tiom.

Governments at any lewel that
forgo maintenance as a way to
sireteh their budgets actually cost
taxpayers more money in the long
run, not to mention sacrificing
raoad quality from year to year.

Our highways. moads and
bridges will contimie to deterie-
rate and the financial hols wdill
despen. It is a crisis that impacts
commerce nationwide, as well as
1.5, global competitivensss.

Larry Galehouse

Direcior
Fxtional Center far Pevenent Presenvatin

Wichi fen Sinie Linhersiy

Roads plan coming
Editor:

Regarding Eeith Crain's July 18
colomn, “Maybe we just don't
hawve the money ™ You're right. We
don’t have the money. At least,
Michigsm road agenciss don't hawve
enough to keep Michigan roads in
soumd condition

The condition of Michigan local
roads has been declining steadily
for the past seven years (sinece the
current system of record-lesping
begem). While the condition of
Michigan's state highways is as
good now &= ever, with 80 percent
of highway miles rated “good.”
this lewel of quality cannot be sus-
tained with current revennes.
Without dramatic champges in the
funding structure, fewer than 50
percent of our highway miles will

greatly reduce the nomber of
tourists flocking to experience
Michigan's beautiful nabaral won-
ders, other indnstries would suffer,
too. Infrastruchare is vital to mam-
facturing, agriculture and the ser-
viee sactor. Buch a decline would
alsn diminish cur quality of Life.
An average Michigan auto dri-
wer pays about 2.4 cents in state
and federal road-user fess (fusl
and wehiele taxes) for every mile

See Letiers, Poge T




Opinion Column rempiate

By Larry Galehouse, President, Coalition to Preserve America’s Roads
For the US to retain its economic strength, we need to change course o stop the decline

of our vast highway system and begin to reverse spiraling reconstruction costs. Deterioration of

our roads and bridges worsens each year, resulting in escalating and unaffordable costs for repair.

To reverse fransportation system failure nationwide, a significant change in policy is urgently
needed.

States and fies are i devoting their budgets to

expanding or rebuilding roads once they reach crisis stage rather than on preventive mainienance
that will preserve and extend their life and save money in the long run.

In 2009, the American Society of Civil Engineers (ASCE) graded the nation's roads a
“D-," down from a *D"in 2005 According to Federal Highway Admmistration, more than half of
U.S. major roads are rated in *fair’ or “poor” condition as of 2008.

CPAR urges support of legislation infroduced in June to require the U.S. establich “state
of good repair” standards to serve as benchmarks for states to achieve. States would be required
to use an “asset management approach” to develop state system preservation and renewal plans.
The American Society of Civil Engineers’ 2009 Report Card for America’s Infrastructure wae
impetus for the legislation, sponsored by Sen. Barry Cardin (D-Maryland).

The nation's highways are valued at more than §1.75 trillion As responsible stewards of

the system, present and future generations should not allow the investment to deterioraie.

— e

“For the US to retain its economic strength,
we need to change course to stop the decline
of our vast highway system and begin to
reverse spiraling reconstruction costs.
Deterioration of our roads and bridges
worsens each year, resulting in escalating
and unaffordable costs for repair. To reverse
transportation system failure nationwide, a
significant change in policy is urgently
needed.”



Trade Publication Article rempiate

Commerce depends in large part on highways, roads and bridges, but the current
approach to maintaining them is actually resulting in greater deterioration, charges the Coalition to
Preserve America's Roads (CPAR), which is launching a campaign to educate the public and
change current policies. (Name of frade group) has joined the coalition, and is encouraging
trangportation officiale to focus funding on preventive maintenance, rather than deferring
maintenance until the only option is reconstruction.

“The current approach fo cur highways, roads and bridges — often promoted by those who
benefit financially from road construction — iz bankrupting state and local budgets and debilitating a

major: of our ion inf " contends Larry Galehouse, president of

CPAR and direcior of the National Center for Pavement Preservation. “Ruinous short-term, ‘worst-

firet’ policies need to be replaced with sustaining, long-term approaches involving asset

and Over the course of just a couple of years a state ora
municipality can begin to reverse the cosfly cycle of rebuilding roads and bridges, which through
yeare of neglect have no other option than total reconstruction to remain viable. Such ill-advised
policies cost taxpayers too much money and are inefficent and wasteful *

The coalition was formed by the National Center for Pavement Pregervation, the American
Agsociation of State Highway and Transportation Officials (AASHTO), the Foundation for
Pavement Preservation (FP2) and other groups whose members depend on a sustainable highway
network.

(Add quate from specific frade group whose publication this will appear in about why it
supports the effort. include some stafs if possible.)

“Commerce depends in large part on
highways, roads and bridges, but the
current approach to maintaining them is
actually resulting in greater deterioration,
charges the Coalition to Preserve
America’s Roads (CPAR), which is
launching a campaign to educate the
public and change current policies.”



Campaign Brochure

course to
preserve
America’s
roads

To reverse transportation system
failure nationwide, a significant

change in policy is urgently needed.

Pavement preservation
uses fewer natural resources,
reduces traffic congestion

IPSvEame nt preservation also uses considerably less natural resources —

{8tbrie, gravel and sand - than does reconstruction. From a motorist
Perspective, preservation significantly cuts down on road closures
and the resulting traffic congestion.

2857 Jolly Road
Okemos, Michigan 48864

www: preserveroads.com

CPAR calls for change at all
levels of road ownership

Here in the US, we have come to accept a reactive system as “normal”
for our roads, in which we wait until road deficiencies become evident
even to the untrained eye and major rehabilitation

or complete reconstruction are the only options.

CPAR urges public officials charged with the responsibility for our roads
and bridges to change course, stop wasting road assets and use road
budgets responsibly - to protect our long-term investment.




Campaign brochure (continued

Crumbling roads
put US on path
to economic
decline

Our transportation infrastructure is an
essential component for the security and
economic strength of our country, individual
states and local municipalities. Infrastructure
is, however, at serious risk and must be
protected and maintained.

Commerce depends in large part on high-
ways, roads and bridges, but ironically the
current approach to maintaining them is
actually resulting in greater deterioration.

‘We must change course to stop the decline

of our vast highway system and begin to reverse
spiraling reconstruction costs and retain US
economic strength.

The Coalition to Preserve America’s Roads (CPAR)
is coordinating a campaign to educate public
officials, the media and all stakeholders, in an
effort to change current policies.

The nation’s highways are valued at more than
$3 trillion. As responsible stewards of the system,
present and future generations should not allow
the investment to deteriorate.

Spending money to keep

ood roads in good condition
s the most cost-effective
way to save America’s
highways.

We're not talking pothole
filling, but pothole prevention.
Preservation is proactive,

not reactive.

Widespread road
deterioration,
inadequate budgets
threaten system

Deterioration of our roads and bridges worsens
each year, resulting in escalating and unaffordable
costs for repair. To reverse transportation system
deterioration nationwide, a significant change in
policy is urgently needed.

As a result of misplaced spending priorities,

the nation’s roads are getting worse.

In 2009, the American Society of Civil
Engineers graded the nations roads

a D-, down from a D in 2005.

Spending on capital projects (new
roads) continues to exceed spending on
operations and maintenance. In 2008,
all levels of government spent more
than twice as much on capital projects
as on operations and maintenance.

We continue to build new miles of roads
butwe are not making the necessary
investment in preserving them.

The current approach to our highways, road
and bridges - is bankrupting state and local
budgets and debilitating a major col
of our transportation infrastructure

Preservation helps
stretch tight road
budgets

Unfortunately, federal, state and local transportation
agencies for too long have been reactive, rather than
pi live, in funding y mai . Asa
result, too many roads are entirely rebuilt far sooner
than would have been necessary if they had received
regular, proper maintenance — the most efficient use
of tax dollars. Rehabilitating a road that has fallen
into disrepair costs substantially more than keeping
the road in good condition in the first place.

The cost of keeping a mile of road in good condition
is less than half over time of letting a road deteriorate
and then making major repairs. According to the
American Association of State Highway and Transpor-
tation Officials (AASHTO), every dollar spent on road
maintanance avoids $6 to $14 needed later to rebuild
a road that has irreparably deteriorated.

State and federal leaders
can encourage fiscal
responsibility and stretch
tax dollars by allocating
more money to pavement
preservation and policies
that focus on sustainability.

“Worst first”
not best policy

States, counties and municipalities are disproportion-
ately devoting their transportation budgets to
addressing the worst roads too late, rather than on
preventive maintenance that would preserve and
extend the life of roads and save money in the

long run. By focusing on the worst roads, agencies
are waiting until their roads have bacome the most
expensive to fix before taking action.

Preservation
approach puts more
people to work

Taking a pi ive pi to

our roads and bridges creates more employment

in the road construction industry than does the
reactive “worst first” recon-
struction approach. More
people are smployed ina
preservation approach than
a reconstruction approach,
because preservation requires
more frequent, although less
costly, and disruptive road
treatments.




Speech/Power Point
Presentation

-

Changing Course to Preserve America’s Roads

AT

A campaign to educate

public officials, the media and
all stakeholders on the need
for pavement preservation.




Campaign Video




Coalition Website

For use by media, other external audiences

— e

Issue Background Media Newsroom

= General position papers = Coalition news release

= Spokesperson bios = Relevant media coverage

=  Cost comparisons = Supportive media editorials

= Charts = Media fact sheet

= Legislative history = “At the Crossroads” PDF

= Key facts = Cartoons/artwork for media use
= TRIP data = |nformational video

= Research

Coalition Background
= Regional partnerships
= Supportive organizations
= Supportive statements



Attracting Media Coverage

Obtain editorial
support

Generate news and
feature articles

Respond to related
news coverage

Create news
opportunities




Today’s media has changed
e

News staffs and news space have shrunk
Focused on crises, controversy, conflict
Competition drives news decisions
Proactive approach essential

Outside experts provide valuable insight



Media needs to hear
coalition’s message

-

Tampa Tribune 9-18-2011
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Campaign Goals
-

Create a “chorus of voices” for pavement preservation
Educate media to carry our message
Educate stakeholders who can influence others

Educate the public to hold road agencies accountable



Im

LEZOTTE
MILLER

Public Relations Inc.




