Traditional Media Outreach
Media outreach and communications will be an important aspect of your voter outreach planning.   Your ability to convey your message to your targeted universe and general public will directly impact the success of your campaign.   Be sure to track and celebrate any media your campaign receives.  
Different types of Traditional Media:
There are two types of Traditional Media:
Earned Media: Earned Media is media that you “earn” from your outreach to media outlets (Press releases, press conferences, events, media pitching, etc) 

Paid Media:  Paid Media is media that you purchase (Print Ads, Radio Time, TV Ads, Billboard Ads)  Paid media is often very expensive, but reaches a large /targeted audience)    

Paid Media Tactics/Action:

· Print ads in local newspapers (Voter Registration Deadline/ Events/ etc)
· Radio spots in urban/youth markets

· Billboard Ads in targeted communities near high traffic locations
· Web Ads on websites with high traffic from your targeted demographic

· Paid Ads in major publications such as: local magazines, college football program books, concert ticket stubs, etc

· Moving billboard ads at major events in targeted communities 

· Paid Ads at local Bus-Stop and on Buses with routes in targeted communities

· Scoreboard ad buys at major colleges and universities
· Television Ads on local stations in targeted media markets
Earned Media Tactics/Actions:

· Press Releases announcing campaign events including but not limited to:  campaign kick-off, major events, office opening, canvass kickoff, phone banks, etc.
· Press Conference to announce campaign goals, release reports, etc.
· Earned Media Events to enhance or emphasize voter outreach efforts ( Voter Registration Parties, Issue Forums, Rallies,  Canvass Kick offs)
· “Pitching” human interest stories to media outlets (ex. First time voters,  volunteers, etc)
· Hosting surrogate events to publicize campaign efforts
· Developing and releasing local Public Service Announcements to local media outlets
· Scheduling Ed-Board Meetings with local newspapers
· Op-Ed Placements by surrogates, principles, and local validators
· Outreach to local bloggers
· Campaign staffers interviewed on local radio/ TV programs
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