
 

 
 
Welcome to Advance Camp! We are blown away by the number of people that are 
attending and are excited to help train the next generation of presidential campaign 
advance staff for the 2020 election cycle — as well as share insight and valuable 
experience on how the skills learned advancing a presidential campaign can be applied to 
your career, whether in politics, government, or beyond.  
 
This guide is provided as a resource to all attendees of Advance Camp; however, it is 
lengthy, and you are by no means expected to internalize all the information contained 
before the conference itself. Instead, use it as a resource and reference as you are learning 
the art and skills of presidential advance. 
 
It begins with one page of easy and readily-applicable tips to help you improve any event 
— basic pointers that will likely apply to any candidate or cause — no matter the size or 
scale of the event. 
 
The second section covers national presidential campaign advance and the types of 
events you might encounter in a the first part of a primary election, such as we are likely to 
see for the rest of 2019.  
 
Then there’s a glossary of commonly used advance terms and then multiple checklists for 
site/press crowd advance — these are based on general election use, so they are 
intended to be an exhaustive resource for you to refer back to in the future. 
 
At the very end, there’s some information about the additional challenges and processes 
encountered when a campaign begins operating in partnership with the U.S. Secret 
Service for the protection of their candidate. This usually begins later in the primary 
election for the winnowed candidate field and on through the general election when there 
is a much higher operational tempo, so we have purposefully avoided including this 
information in this edition as it’s not relevant currently.  
 
The guide relies very heavily upon source material that has been collated and edited for 
literally a generation — but updated constantly throughout. It particularly relies on the 
2008 Obama for America and the 2016 Hillary for America advance manuals. Enormous 
credit goes to the largely unnamed advance staff and leadership that put those 
documents together. 
 
Just as we are relying upon those efforts in the public domain, this guide is made freely 
available without any proprietary information, copyright or distribution restrictions and is 
designed to be shared widely without citation or credit necessary.  
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If you have any suggestions to improve it, questions about usage rights of this manual or 
Advance Camp events this year or in the future, please don’t hesitate to get in touch.  
 
We are providing this guide for the same reasons we are organizing Advance Camp 2019: 
to improve the quality of Democratic events in this presidential campaign cycle, to recruit 
the next generation of Democratic political leadership, and to support our eventual 
nominee and take back the White House. Thank you being an integral part to these 
efforts. 
 
Good luck out on the road and onward to victory in 2020! 
 
Doug Landry 
Advance Camp  
www.advancecamp.org 
dblandry@gmail.com 
March 2019  
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Quick & Dirty: Tips You Can Use Immediately At Any Event 
 

● As an advance person, conduct yourself at all times with integrity, a spirit of 
cooperation, and with the knowledge that you are an ambassador for your 
campaign or office. 

 

● A great “look” of your event and “the shot” are the ultimate goal of an advance 
person, but remember that nothing will get you in trouble with your principal faster 
than sloppy work backstage -- advance is about people, not just logistics.  

 

● A great podium sign can make any small event pay off on TV or in the newspaper -- 
make sure that the sign is higher than you’d normally think in the shot to account 
for cable TV news tickers covering the bottom third of the screen. If there’s a URL or 
hashtag in the design, put it on top so it has the best chance of being prominently 
seen. White podium signs don’t look great on TV.  

 

● Have a “mult box” for the press to plug into to capture clean audio from one single 
microphone -- this helps minimize distractions on your speaker’s podium.  

 

● Label things! Seats for VIP guests, seats for your principals, etc.  

 

● Try not to use vinyl/plastic banners -- they’re shiny on camera.  Avoid wrinkles as 
much as possible. 

 

● Be mindful of flag protocol -- if in doubt, google it! 
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Welcome to the world of campaign advance! The 2008 and 2016 campaign cycles were 
unlike any others in recent history and, as an advancer, you will have the opportunity to be 
a part of history in 2020.  

In the role of an advance person, you will be more than a front row observer: you will be 
challenged, rewarded and exhausted as you help define the moments, snapshots and 
stories that unfold each day on the campaign trail.  

No advance manual can hope to capture all of the details that go into coordinating a 
successful event or visit.  The most important tools – creativity, common sense and good 
judgment – cannot be taught in a manual. Nonetheless, every effort has been made to 
make these pages as comprehensive as possible. It is a textbook for those who have never 
done advance, a resource for those who will, and a refresher for those who have.  

This manual is segmented into sections for each type of advance function. An informed 
advance person knows the methodology of each of his or her colleagues’ roles and you 
are encouraged to read all sections regardless of your “specialty.” In reality, every role is 
cross-functional and an integral part of the advance team. An understanding of the full 
spectrum of roles will help you be a better advancer.  

Please know that the policies and rules regarding your conduct, ethics and financial 
responsibilities will vary by campaign, but are laid out here as a guidepost for what you 
should expect. Other portions are offered as less formal rules of thumb. Each advance trip 
presents its own unique challenges and no two events, principals, or campaigns are 
exactly alike. Every trip will offer its own scenarios around which you will need to prepare 
and, ultimately, react. Be creative, innovative, make suggestions to your team, and, in the 
end, learn at every step.  

Remember that you will never be criticized for asking a question. You will, though, be held 
accountable for making uninformed decisions or making assumptions. As such, if you are 
ever not sure how, why, when or where you are supposed to act — ask.  

Finally — have fun. Advance is the last great job in American politics. Savor 
every moment.  
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What is Advance? 

Those unfamiliar with the role of 
an advance person may think 
that great events just happen, or 
that a trip with hundreds of 
moving parts will naturally run 
itself. For a campaign visit to go 
smoothly, literally dozens of 
details must be accounted for 
and accomplished in a 
diplomatic and politically-astute 
manner. President Obama didn’t 
find himself chatting in this corn 
field on his own.  

Each member of the advance 
team is a representative of a political campaign in any city or at any event which its 
principals visit. The strength of the campaign’s message, the ability to convey that 
message through the media, the ability of the traveling party to function efficiently while 
on the road, and the public’s perception of the effectiveness and professionalism of the 
campaign staff all center on the ability and performance of the advance team. With the 
number of candidates expected in the 2020 cycle, you may be the only representative of 
the campaign your local contacts ever meet.  

As you go about your work, remember that the way you conduct yourself will have as 
much bearing on the authority and respect you are given as the responsibilities with which 
you will be entrusted. Moreover, the way you treat your hosts and those with whom you 
work can have a lasting impact beyond what the candidate says and does on any given 
visit.  A smoothly-run visit with compelling pictures is only part of achieving a successful 
advance trip. How you conduct yourself as a representative of the principal before, during 
and after the event is equally as important.  

Advance work involves more than just transporting the principal to a location and 
coordinating an appearance. In representing the campaign, the advance team must 
handle all of the pertinent logistics flawlessly, AND: 

• Provide the principal with an opportunity to communicate the best and most 
appropriate message in a setting that is well-suited to (and helps amplify) the 
message.  
 

• Ensure that the media is able to report the message to those not physically present 
and to the largest possible audience. 
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• Guarantee that local hosts, officials and citizens are left with a favorable impression 

of the campaign, the principal and the character of the organization. Your work 
should strengthen the relationship between the principal and the community he or 
she visits.  

 

(Obama-Biden advance staff watch President Obama’s last speech in Chicago, Jan 2017) 

The Qualities of an Advance Person 

Understanding how advance fits into the campaign and how an advance team integrates 
into the community is a first step in doing your job. Understanding the characteristics and 
demeanors of a successful advance person will also help you approach your work with the 
right mentality. Advance people come from a wide variety of backgrounds and there is no 
single profile for the job. However, there are qualities that the best advance people share: 

• Good judgment and common sense.  

• Imagination, inventiveness and creativity.  

• Thoroughness and attention to detail. 

• The foresight to expect the unexpected and the flexibility and confidence to handle 
the unexpected. The versatility to plan for every contingency and the ability to react 
quickly and effectively when plans change on short notice — because they will. 

• The ability to communicate the ideas and messages of the principal in a logical, 
coherent, professional and visual manner where, and when appropriate, and to 
people from all walks of life.  

• The ability to reconcile the sometimes competing interests of local hosts, other 
event participants and the campaign itself in a diplomatic manner. 
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• The ability to be a good manager and organizer and to recruit, train and use 

volunteers respectfully.  

• The ability to delegate duties to able volunteers and thus keep your workload 
manageable.  

• The ability and willingness to help in ANY capacity for the good of the team. 

• A pleasant and polite demeanor shown to everyone — even as stressors increase 
on event day.  

As you perform your job with the above qualities in mind, the end result is hopefully an 
impression left of you and your team that includes: 

A courteous guest: Having left the hosts and local community/staff so happy and satisfied 
with the visit, they would gladly welcome you back again. That does not mean that 
everybody got 100% of what they wanted, or that they were happy with every detail of the 
visit, but they did feel that they were sufficiently consulted, their views respected and their 
concerns factored into the decision making process.  

Invisible: You were invisible to the camera. Your work was done just outside the four 
corners of the picture frame. You and your advance team colleagues were not the story, 
the candidate's visit was. To the public and guests, the events ran themselves smoothly 
and without problems and chaos.  

Calm: You not only remained calm in your own right, but your composure helped keep all 
situations under control. Stress is contagious and can cause many negative subconscious 
interpretations of the campaign and event. You ensured that your guests and the media 
were able to relax and focus on the principal and the content.  

Prepared & Focused: You thought through every minute and movement of everyone 
involved in the visit. At any given moment you were be able to identify where any part of 
the traveling party would be, where they were headed next and how they would get 
there. There were no inquiries or requests which you could not have handled. You kept 
asking yourself, “what happens next?”  

Confident and Composed: You spoke clearly and communicated efficiently.  

Aware of the Big Picture: While you were concerned with having every detail of the visit 
go perfectly and as planned, you did not get hung up on minor issues and lose sight of 
the broader goals of the trip or event. While your goal was perfection, it might not have 
been attained. Nonetheless, you did not let it distract you from achieving the main 
big-picture goals of the event and from your role.  

Discretion: You did not share your campaign’s proprietary or sensitive information beyond 
those with a genuine need to know, and made sure that all of your written and electronic 
communications during the visit were secure.  
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The Typical Advance Process 

Knowing the philosophical approaches of your role, it is now important to delve into what 
advance actually entails. In its simplest terms, you are traveling in “advance” of the 
principal to set up the nuts and bolts of their visit.  

There are myriad factors that go into determining when and where a principal will visit and 
what he or she will do. Rather than attempt to describe this very fluid and dynamic 
process, we will instead describe the process that has been developed to plan and 
execute the trips after scheduling decisions are reached.  

Planning/Scheduling 

Once a visit has been decided on for a particular date and principal, the advance office at 
a campaign’s headquarters will begin assembling a team suited to the varying needs of 
the visit. The degree to which the plans for the visit will be defined at this stage in the 
process can vary widely. A schedule and associated event format(s) may be in only their 
roughest form when the schedule is approved and a team is deployed. Further, 
depending upon how far in advance the schedule is developed, the team may travel 
anywhere from 48 hours to six days in advance of the event.  

The first piece of communication that an advance traveler will likely receive will be the 
“slate” – the team list and assignments determined by the advance office. Depending on 
the size of a campaign, this will be sent by the director of advance themselves, or an 
advance “desk”  on larger operations. Either way, this person is the point of contact for 
the logistical travels of the advance team on the trip.  

(Tip: immediately save your full team’s contact details in your phone. And then during the 
trip, save the contact details for everyone you meet — this will become  VERY useful!) 

In addition to the slate, you’ll usually find arrival dates, vehicle assignments, basic event 
descriptions, advance team hotel information and template forms needed for every trip. 
While the slate will typically assign each individual to a particular role, the trip lead may 
make adjustments to the staffing plan on the ground as the schedule is finalized.  

Hitting the Ground 

Once on the ground in your destination city, the advance begins! In the days ahead you 
will work with your team and local campaign staff  to start assembling the visit. You can 
expect to participate in site scouting; and, following the selection of a venue, 
“walkthroughs,” which will help lay out a plan. You’ll quickly meet all of your counterparts 
and need to make contacts as fast as possible. Preparations will grow from procurement 
of standard production elements to coordination of the finest details. Within days, the 
skeletal schedule and vague format descriptions will begin to have body and definition.  

As potential sites are selected, they will be circulated with HQ to have them “vetted” and 
“approved” – a process ensuring that the entire campaign is in agreement with choosing 
a particular site. Once both the campaign and the venue owners (if applicable) are 100% 
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certain the event is confirmed to take place there and all contracts are in-line, the event is 
considered “locked” and appropriate next-steps begin. How rigid this “locking in” 
process is will vary by campaign.  

In constant communication with HQ, the team lead will be gathering direction and 
offering feedback on what the team has learned first-hand. Typically, you will participate 
in a daily trip call where the entire schedule will be reviewed minute by minute with 
scheduling, advance, communications and local/state campaign staff all on the line. 
Additionally, as a team, you’ll likely participate in a daily “countdown” meeting where the 
schedule is reviewed and you discuss the trip with your colleagues in great detail. At all 
steps, be prepared, regardless of your role, to offer feedback, raise potential concerns 
and communicate EVERYTHING. Leave nothing unsaid.  

Post-Event 

Later, after you’ve executed all of your planning and the principal has left, your work is not 
yet done. Make efforts to leave the venue and the community cleaner and better than 
when you found it, ensure that there will be no unpaid bills or questions about financial 
obligations and make efforts to personally thank those with whom you worked.  With the 
nature of campaigning, especially in early states, you’ll be back soon enough, so it’s best 
to leave a great impression.  

Finally, if you’re able, make sure to pick up the local newspaper and watch the news to 
review how the event was portrayed and to reflect and appreciate the work you did. What 
went well and what could you have done better? Discuss observations and ideas with your 
advance team colleagues. Every trip provides a few more scenarios which will serve as an 
education for the next time a similar situation arises. The more you can share these 
experiences the more you’re helping the whole campaign advance operation. While a few 
trips may give the initial feeling of having seen it all, new challenges and opportunities to 
learn will forever present themselves.  

The Structure of an Advance Team 

As mentioned, the size of an advance team will differ depending upon the principal, the 
type of event, the length of the visit and other factors. In general, a typical team might 
include the following:  

Lead: The team captain. This person is responsible for coordinating all aspects of the 
advance operation for the trip and across several days if applicable. He or she is a conduit 
for communication to HQ and a central point of contact for the team’s questions. 
Additionally, he or she is responsible for maintaining the trip’s budget, handling 
contracting and paperwork for venue rental and ensuring that the team’s communication 
is flowing both internally and with headquarters. He or she is responsible for setting the 
team’s work schedule, planning meetings and designating assignments. During the trip, 
the lead will “lead” the principal from arrival to departure  
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Press Lead: This person is responsible for ensuring that the campaign's message is 
presented in the most appropriate way and for overseeing all logistical press actions 
including executing local and national interviews. Press advance is also responsible for 
facilitating local and traveling press (press that travel with the campaign itself will come 
later in the process) attendance at all events where press will be present. The press lead 
will generally travel with the press from arrival to departure.  

P2: An assistant to the press lead, the P2 will typically represent press advance at a 
specific site, ensuring that the press logistics are handled properly at the site.  

Site: This person is responsible for everything that happens at an event. He or she will 
deal with the organizers of the event, the management of the venue and vendors to 
ensure that an event is executed smoothly. If a trip has more than one site, there will often 
be more than one site advance person. Additionally, one site advance person may handle 
more than one site per trip. 

S2: An assistant to the site person. Delegation of responsibilities to an S2 varies greatly 
and can be broken down by the physical layout of the site, by the timeline of an extended 
build, by vendor relationships or by other sectioning of tasks.  

Crowd: In cases where a crowd event is part of the schedule and the advance budget 
allows, a crowd advance person will be assigned. This person coordinates all publicity, 
crowd building, liaising with the field office, volunteer recruitment, printing (tickets, 
signage, etc.), ticket distribution, crowd count, crowd control and ingress/egress issues. 

Motorcade: This role will not be relevant to most campaigns early on and its function will 
likely be handled by the lead when a candidate’s “motorcade” is 1 or 2 vehicles. Later on, 
as a campaign’s traveling size grows, or when U.S. Secret Service protection is involved, 
the role is very important. It includes booking and picking up rented vehicles and 
arranging volunteer drivers.  They are also often responsible for handling on-the-road 
meals for the traveling party. Motorcade advance staff should be familiar with each site’s 
arrival, departure and parking plans, as well as knowing the area’s roads, distances and 
routes of the trip.  

RON: Again, smaller campaigns will not have a separate person to do this job, early on, so 
it will be handled part-time by someone else on the advance team. If the principal stays in 
a city overnight, there will be a RON (The name comes from “Remain Overnight,” a 
scheduling term) on the advance team. This person is in charge of the staff rooming 
arrangements, liaising with the hotel management with respect to arrivals, departures, 
staff vehicle parking and overall billing, luggage storage, staff and  printing the 
candidate’s briefing materials. Basically, anything to do with overnight  lodging  — the 
RON is in charge.  
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Event Types 

As you can imagine, the types of activities in which your principal will partake will vary 
greatly. Keeping that in mind, there are a few common types of campaign events. The 
terminology below has been used the last couple of cycles, but have been called other 
names in the past.  

Rallies: Nothing says campaign event like a rally. Typically an event geared toward a 
standing crowd with music, banners, hand-held signs and enthusiasm, a rally usually aims 
to draw as large a crowd as possible. Stages are bigger, lights are brighter and the 
enormity of the logistical task can easily follow.  

 

 

Town Halls: An opportunity for the principal to discuss policy with those attending from 
the community, a town hall is typically a seated crowd all around the candidate, centers 
on discourse and avoids the rally atmosphere. Town halls may involve a limited-capacity 
audience and focus on a specific issue, with specific signage to match.  
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Organizing Events: smaller gatherings, usually early on in a campaign during the primary, 
in which a candidate meets with voters that might be persuaded to become super 
volunteers for them, county chairs, etc. Traditional house parties fall into this category.  
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Message Events: Otherwise known as a “speech,” a message event revolves around the 
principal giving prepared remarks about a specific subject or message. The degree of 
formality and the number of stage participants for a message event varies from those 
involving a full dais and a large crowd to those involving a single speaker and an audience 
of mainly press.  
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Roundtables: Like a town hall, a roundtable focuses on discourse among a selected group 
of individuals. Unlike a town hall, the discourse takes place on the stage and not between 
and among the attendees. Roundtables do not necessarily involve a table but are largely 
defined by the intimacy of a conversation involving several individuals.  

 

 

Tours: In a factory, a hospital, a school, a warehouse or a bakery, a tour is just as it sounds. 
Going day-to-day in a campaign bubble, a tour offers the principal the opportunity to 
interact with individuals where they live, study and work. Tours are often combined with 
message events.  
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Third party organized functions: Not every event you advance will be produced by your 
campaign. On many occasions, your principal will be a guest at an event organized by 
another entity, like a county Democratic club, etc. In such cases, the degree to which 
advance conducts its traditional roles will vary from that of light advisement to heavy 
production to merely delivering the principal to the front door.  

 

Finance Events (fundraisers): As you can imagine, the principal’s attendance at fundraisers 
is an integral part of continuing to finance the campaign. While advance is involved in a 
principal’s attendance at a fundraiser, it is important to note that the cost and contracting 
for such events is generally borne by a non-advance department and advance serves as a 
logistical advisor. Advance generally remains responsible for the principal’s movements 
and media logistics, if necessary. Most finance events are closed press. 
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OTR: An event or drop-by which is not listed on the formal schedule and is generally not 
advised to the press or public ahead of time is considered an “off the record” stop or 
“OTR.” Also sometimes called a “retail” stop. These allow for a principal’s spontaneous 
involvement or visit — these are the pop-ins to coffee shops, bookstores, ice cream 
parlors, etc. that make for such great photos and  video of your candidate interacting with 
the public. FYI: when/if your candidate gets U.S. Secret Service protection, handling OTRs 
becomes delicate so that they remain under wraps ahead of time. 

 

 

“Open,” “Closed” or “Pooled” Press: A common additional descriptor for all of the 
above is whether the event is open, closed or pooled press. Just as not every event in 
which the principal partakes will involve public attendance, not every event will involve an 
open invitation to the media. When considering the logistical efforts required for an event, 
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the presence of press is a significant factor. In the simplest terms, open press allows for 
any accredited media to attend, closed allows none to attend, and pools are used to 
share coverage among press outlets when space is limited.  

Who Advance Works With 

Scheduling  

One of the most important ingredients of a successful advance operation is the level of 
communication between the advance team and headquarters. A scheduler will be closely 
working with you to organize the schedule for the activities on your trip. In some 
campaigns, a single scheduler will handle every day, and in larger operations, a couple 
schedulers will alternate days. Either way, this person is the primary conduit for 
trip-related information (remember that the advance director or advance desk handles the 
advance team’s details).  

Generally, the scheduler will work with communications, the political operation, local and 
state campaign offices, host organizations and also act as the supervisor for any conflicting 
goals which arise between the many entities. The relationship between the scheduler and 
the advance team is a very important one and one which involves a significant amount of 
communication.  

In the end, the scheduler does much much more than simply type the schedule up. Much 
like the trip lead is assembling the many puzzle pieces that are the events, the scheduler is 
taking the many trips of one day as well as the many groups involved and ensuring they 
coincide with each other and flow smoothly.  

Advance Desk  

As mentioned, in larger campaigns, the advance desk is the advance team’s 
headquarters-based point of contact for its administrative and travel-related needs. This 
may include booking airfare, hotel and car rental reservations and also coordinating 
shipping materials to and from headquarters and between advance teams (banners, 
credentials, placards, etc). Additionally, the advance desk assists the lead in the 
production of venue rental documents (contracts, insurance) and in the approval and 
routing of budgetary items.  

Along those lines, your advance desk may assist in paying invoices (via check, credit card, 
etc.) once they have been approved via your lead. Given the multi-pronged 
communication revolving around bills and payment,  be sure to copy both your lead and 
your desk on items of this matter.  

Organizing & State Staff  

Most places you will travel, your campaign will likely have at least one local staffer, and in 
early primary states, many. You will  encounter individuals (full-time, part-time and 
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volunteer) working diligently on behalf of your candidate day-in and day-out in that 
location.  

Be unfailingly polite and respectful to local staff — and it will pay dividends for your team 
both during the trip and far after.  

Already ingrained in the local community long before your team has arrived, these staff 
members are an invaluable resource in the search for venues, local knowledge, political 
contacts, volunteers and general support. At the same time, be aware that while the 
advance operation is in place to execute a trip in this locale, the political decisions with 
respect to the format and invitees for all events follows a protocol through HQ. In short, 
do not allow your proximity to state and local staff to disrupt the chain of communication 
for the actions you should take in your role. Likewise, be aware that not all staff members - 
even those employed by the campaign - will require knowledge of the details of the 
principal’s actions and movements.  

When you encounter a challenge, always ask yourself if a colleague in a local office may 
be able to liaise to help solve it and remember the common ultimate goal that the entire 
campaign shares. 

Traveling Staff  

The staff traveling with the candidate may have seen the schedule for the visit but they are 
not nearly as familiar with the intricacies of the trip as you are. From the moment they 
arrive until they leave, the traveling party relies upon the advance team to direct, explain, 
warn and guide.  

While the arrival of the traveling party indicates to you that it is time to perform, be 
reminded that for this group of staff every day is “game day” and any excitability or 
high-strung behavior adds to an already exhausting existence on the road. Do anything 
you can to make your event space a calm, organized and relaxing one.  

Taking care of the needs of the traveling staff should not be an afterthought for a 
well-prepared advance team. Water, food, good directional signage, accessible 
bathrooms, and a discrete but easy to find place for them to watch the event are all 
necessary for traveling staff, whenever possible.  

Traveling staff may include advisors, communications staff, a trip director, a “body 
person” or personal aide, and press wranglers. The number and roles of the traveling 
party will vary based on principal and trip length. Check with your lead and colleagues on 
who you should expect off the plane in order to prepare to accommodate them at your 
site and in your role.  

Vendors  

Our events would not be possible were it not for locally-hired vendors. While the term 
“vendor” is most commonly used to refer to the sound or lighting vendor, it is not unusual 
for the advance team to turn to separate local vendors to procure items including staging, 
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drapery, chairs, tables, rope and  stanchion and  many other physical elements that make 
up our sites.  

Finding a vendor you can trust and who is affordable is arguably one of the more stressful 
parts of advance. In the end, the success of an event is often  a reflection on their ability 
to perform. For a site person or an S2, identifying vendor options is often a first step upon 
arriving on the advance trip 

Whenever possible, perform a full walkthrough with your vendor before building the site 
to avoid last-minute surprises. Always double-check your vendor’s list of components and 
proactively ensure there will be no equipment substitutions without your consent. And if 
the venue, budget, and schedule allow, building the site out the day before the event is 
always preferable. As with other entities, developing a good working relationship with 
your vendor can be critical.  

United States Secret Service  

Eventually, if your presidential campaign lasts long enough, or the threat level posed to 
your candidate is judged to be high enough, the U.S. Secret Service will “pick up” your 
principal and begin providing security protection — which results in a multitude of 
changes for how your advance team operates.  

For the purposes of this guide, we have moved the section regarding advance alongside 
USSS protection to the end of the document as it won’t be relevant until much later in the 
campaign.  

Communication  

You’ll quickly learn that the flow of communication between the advance team and other 
campaign departments (field, comms, fundraising, etc.) as well as local and state political 
officials and various agencies or entities can be very confusing.  A successful 
communication flow which follows the chain of command and established protocols will 
mitigate challenges in the organization of your event.  

In summary, communicate regularly! Haphazard communication is naturally a detriment to 
planning an event and in the world of a campaign, there can be the added sensitivities of 
politics and operational security with which to contend. Once again, if you are in doubt 
about when and where to speak-up, don’t assume – ask!  

As is emphasized elsewhere, the advisement of a principal’s schedule to the public and 
media is a carefully managed process. Please defer to your lead, your advance desk or the 
advance office if you have questions about the process of revealing details about the 
campaign schedule or possible events 

Operational Security 

While traveling with any campaign, you may be privy to details, schedules and information 
which, if known to individuals with bad intentions, could be used in harmful ways. 
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Operational security, or “OPSEC”, is the term referring to the collective practices which 
help ensure the safety of the principals, their movements and events. This includes proper 
handling of printed materials, care in verbal discussions and consistent monitoring of 
environment and intelligence before, during and after trips.  

Bear in mind that operational security does not end at the conclusion of a meeting. 
Discussions relating to the trip and your role as a member of the advance team follow you 
to extracurricular activities while on the road. Please always be aware of your 
surroundings, what you say, and your handling of information.  

Some OPSEC tips:  

• The less you print, the better. Having less paper around means less opportunity to leave 
it behind. Make sure to always sweep your hotel rooms prior to departure for any 
sensitive materials. If you can’t shred discarded paper, at least tear it up a few times. Be 
careful when using hotel computers to print -- delete all files afterwards.  

• A rule of thumb that never goes out of style: never put in an email or text anything you 
wouldn’t want to read on the cover of The New York Times. Sensitive subjects do arise, 
so try to address them in a phone call whenever possible.  

• Turn on two factor authentication on all of your email accounts, as well as social media 
accounts. Ask yourself: if a rival campaign or a member of the press found my 
smartphone, would it be useful to them? Do not share passwords among accounts — 
install a password manager app like LastPass or 1Password.  

• Many of you might have the opportunity to work for multiple campaigns early in the 
primary — be respectful of any NDAs you signed with individual campaigns and do not 
share proprietary information between campaigns (even if you have not signed a formal 
NDA).  

• Each campaign will have its own style when it comes to advance staff and social media 
posts. In past cycles, posts of the team socializing after hours ,of the event site prior to 
the candidate arriving or any backstage or otherwise non-public spaces were frowned 
upon. The 2020 cycle may be more relaxed in this regard, but in general, look to your 
lead or HQ staff for guidance.  And when in doubt...err on the side of not posting! 

This is serious business and can lead to ugly headlines. Lock down your email: 
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A Week in the Life  

No two trips are alike and while every advance – 2 days or 7 days – presents its own 
challenges, there is a general tempo that develops. A sample of what you might 
experience and need to accomplish includes;  

Before You 
Leave 

• Receive slate, save contact details 

• Research your site options online  

• Research vendors online 

• Research local media outlets, universities and the 
community in general 
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Day 1 

• Schedule is in rough form  

• Public and community may not be aware of pending 
visit  

• Scout sites per the parameters provided, report back  

• Tentatively identify vendors for all assets  

• Determine source for visuals (banner, flags, 
credentials) 

Day 2 

• Identify union printer if necessary  

• Integrate with field counterparts 

• Vet, approve and lock (finalize rental of) venue  

• Share information with all counterparts and contacts  

• Report all scheduling details, room names, numbers 
and format to HQ  

• Order all assets from chosen vendors – request quote 
or bid  

• Request volunteers  

• Assist in media advisory details/advisory is released 
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Day 3 

• Schedule takes shape with finer details included 

• Public, community and media may have been advised 
of visit by this time (trip-by-trip basis)  

• Draw diagrams of sites  

• Develop volunteer plan  

• Crowd build/distribute tickets  

• Approve vendor quotes/bids  

• Review site plan and all operational schedules, type 
up run-of- show 

Day 4 

• Build site 

• Conclude crowd building  

• Reconfirm billing and payment as necessary  

• Ensure all scheduling, briefing and written operational 
details are correct and known by all counterparts and 
HQ  

• Inspect site from camera’s perspective, guest’s 
perspective and principal’s perspective  

• Conduct volunteer meeting 

Gameday 

• Inspect site again 

• Take a moment by yourself to visualize the day from 
start to finish 

• Once underway, think ahead of what is going on at 
present — always ask yourself, “what’s next? And is it 
ready?” 
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What to bring  

The nature of advance is such that you never know what you might need – knee-high 
fishing waders or key lime pies. Most of the crazier items you’ll only realize once your trip 
develops, but in the meantime, here are useful items to pack in your bags for every trip:  

● A laptop  
● A notebook and pen  
● Your smartphone — campaigns may reimburse you for a portion of your plan, but 

separate campaign phones aren’t given out anymore.  
● black Sharpie markers (for signing autographs, photos, etc.). Can’t have enough. 
● A measuring tape (it will come in handy -- we promise) 

Expenditures, reimbursements and budgetary obligations  

Every campaign will do budgets, spending, and reimbursements in a different manner. 
Here are some general guidelines: 

Multiple vendor bids: There is always time to get multiple bids and to review quotes 
provided by more than one vendor.  In the past, campaigns have saved literally millions of 
dollars by simply being a diligent, money-conscious customer. It does take extra effort but 
taking the time to receive multiple bids can offer the possibility of saving a significant 
amount of money. Similarly, reviewing a quote can reveal both equipment or services you 
don’t want and also overpriced items.  

Spend wisely: Remember that you may be indirectly responsible for the $5 donation sent 
in by a supporter who could barely afford to offer it. Spend their money wisely.  

Get it approved first: Be mindful of accidentally committing the campaign to a financial 
obligation. Venues and host staff will always be quick to respond to your simplest request 
-- be conscientious of potential costs which may be billed later for that extra table or use 
of an adjacent room, for example. Every campaign expenditure, regardless of amount, 
must be pre-approved. Advance staff are generally not authorized to commit a campaign 
to any financial obligation without the consent of the lead or the advance office.  

Be especially cognizant if local security (campus police, the local police department, etc.) 
are expecting to be paid for their presence, if it’s offered.  

Share payment info and process with vendor and advance desk: Finally, with respect to 
financial obligations, ensure both your advance desk and the payee are aware of how, 
when and where payment will be handled. Getting invoices paid timely is usually a 
function of if they’re presented in a standard format with clear payment instructions for 
your HQ. 
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Site Advance — The Moment  

 

While advance expends a great deal of effort on ensuring that the event’s attendees can 
see and hear the principal comfortably and guaranteeing that our hosts and the 
community are accommodated, we must also take into account the millions who were not 
able to be there and may have only a few minutes to absorb through the media what 
happened. So, after the introductions are done and the remarks are made—the one 
action that, visually, tells the story of why the trip was undertaken in the first place is “the 
moment.” Media organizations need this moment to encapsulate the event. It will be rare 
that a newspaper will carry the complete transcript of a candidate’s remarks and equally 
rare that a local resident would watch the entire event if it were broadcast live.  

We accomplish this by focusing on the moment—the 10-seconds of uplifting video that 
plays while the reporter talks about the event or that full-color top-of-the-fold newspaper 
that every citizen in town sees when they walk past the newspaper box on the sidewalk or 
glance at the headlines on their favorite website. 

The moment is what you make of it. Even the most routine events have the potential to 
tell a visual story. From a small descriptive banner to chatting with local factory workers, 
from visiting the town community center to the festive atmosphere of the rally, go over 
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the trip or event in your mind and find the most creative and logistically feasible way to 
leave the city with a positive visual image of the principal.  

Site Advance  

An advance team’s entire focus is ultimately driven toward delivering a principal to a site 
and having that site work effectively in the eyes of the crowd, press and principal to 
further the campaign’s mission.  In that light, this section is intended for you regardless of 
the official title you may hold on an advance team. In the end, a good site happens 
because of teamwork, not because of the work of one site person.  

The security needs to function properly but not intrusively. The crowd needs to flow in 
smoothly and be comfortable. The invited guests and stage participants need to have 
direction. The media need to be well attended to and have well-prepared working 
conditions. The principal and staff, well rested, need to glide to the site and onto the 
stage. And, of course, the stage set has to look appropriate – it has to send a message in 
itself, even without the principal present. The site then finally comes alive as the event 
takes place, displaying the culmination of the advance team’s collective efforts.  

On each trip there will usually be one site person designated for each location the 
principal will visit. The site advance person is the point person for producing and 
managing all aspects of the principal’s visit to that specific site. He or she is responsible 
for determining and arranging all physical assets required to hold the event, acting as the 
primary point of contact for the venue or host staff, producing the event from a stage 
management perspective and, in many respects, leading the functioning of the trip during 
the time the principal is on site.  

Immerse Yourself: The key to a good site begins with immersing yourself in the chosen 
venue. What does that mean? Start by sitting there for a while, looking at it from every 
direction. What is its potential? What are its limitations? Are there any existing elements or 
signage which could be misconstrued and should be removed? How will the elements 
(clouds, rain, sun, heat, cold) impact the outcome? What are the needs of security? What 
are the needs of the crowd? How big a crowd can be accommodated? How will the 
principal be able to enter, interact and exit? What about the media’s needs?  

The answers will often not come immediately, and you should avoid rushing to 
conclusions if you can. Also, while some layouts may seem self evident immediately and 
the physical layout may limit your options, there is some truth to the notion that three 
advance people could spend two weeks in a square room debating about the placement 
of a press riser – and still never reach conclusion.  

A rough site diagram can be a very useful first step for planning out an event and its 
layout. Although you will not have much to draw into the diagram yet, the exercise will 
familiarize you with the site better than anything else you can do.  

Site Layout 101 
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Every event and every venue will be different and while one high school gymnasium will 
start to look like the next, savor the character of each space. You should use and 
emphasize the unique, regional features of your site and when appropriate provide 
identifiers as to where the event is being held and by whom.  

Approach a site by thinking about it in three parts: 

1) The principal and “backstage” areas which include hold room(s) and restroom(s) 

2) The public areas for attendees  

3) The media areas for accredited local press and those who travel  

 

 
In an ideal world, each of the three groups should have their own entrance and exit, 
parking area, restrooms and hallways. Ideally, each group can  come and go without 
crossing paths-- but in packed venues, you may need to get creative.  

Peripheral Spaces: What other spaces facility amenities will you need? Is a press file area 
necessary and, if so, how much space will this require? Will there be the need for a room 
for an interview? Where would you hold a last-minute press conference if one arose? Is 
wifi available? Air conditioning/heat?  

Barriers/Drape: Always think about the barriers you will use to physically divide these 
worlds and the spaces which constitute your site. Around the principal, the area is known 
as the “buffer” and from the audience’s side it’s known as the ropeline. Enclosing the 
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press areas with sturdy materials keeps the audience out of and off the press workspace. 
This reminds the press that they are invited to witness this event, not participate in it. 
Press areas should be enclosed on all four sides, if possible 

Type of Barrier  Description 

Rope (Soft)  Rope connected to whatever you have available, for situations 
where minimal constraint is appropriate and only a visual 
deterrent is necessary.  

 

Velvet Rope & 
Stanchion (Soft) 

For more formal functions, rope & stanchion also offers minimal 
constraint and is more attractive 
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Tensa-Barrier 
(Soft) 

Metal uprights with seatbelt-like strips of fabric elastically 
connecting the uprights. Usually best for most small to medium 
events.  
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3’ Pipe & Drape 
(semi-Hard)  

Aluminum uprights with 6’-8’ aluminum crossbars and drapery if 
preferred  

A mid-range solution providing a more physical deterrent 
without the intrusion of bike rack. Best to “black them out” with 
gaff tape -- it makes them less visible to the camera.  

 

Bike Rack (Hard)  A 6’-8’ metal barricade that offers a very strong barrier for large 
crowds. Usually required for larger events when US Secret 
Service is providing protection. Try to cover it with drape & 
bunting to make it disappear/more attractive.  
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In addition to this basic site layout philosophy, there are other movements and groups to 
take into consideration. What are the potential needs for VIP entries – groups which may 
need to come in an entry other than the public but not via the backstage? What about any 
routes the press may need to take to get to and from a press file space? Will the press 
need to run cable from a satellite truck parking area onto the press riser. The list goes on 
and on.  

Access for Disabled Guests 

At all sites it is important to ensure guests with disabilities, especially those utilizing a 
wheelchair, can access the site. A common-sense approach to making this possible is to 
walk the site from the guest/attendee point of arrival to the event area and the reverse 
route, including access to the restrooms and any service areas. In all cases:  

Make sure that all seating for people with disabilities (including wheelchair seating) has a 
clear line of site to the principal, never behind a standing crowd. You will usually need 
more space than you think. Plan for more, then shrink the disabled seating section if it 
doesn’t fill.  

Post signage to all restrooms and entrances/exits that are accessible for people with 
disabilities.  

For wheelchair areas, or designated seating areas, try to identify an area with easy ingress 
and egress that also provides a good view of the stage and podium.  

Use your best judgment and make ensure the plan for disabled guests is communicated 
to the entire team.  

NOTE: Be advised that “ADA” refers to the law protecting the rights of disabled 
Americans and is should not be used to refer to people, places or areas — not everyone 
knows what it is, anyway. Use the above generally recognized symbol to mark your 
disabled seating areas and routes.  

Sign Language Interpreter 

Not all of our attendees will be able to hear the spoken word. As a general rule, you 
should have a sign language interpreter at all events that are open to the public, and 
definitely all of them with more than 100 guests or when you have been advised a hearing 
impaired guest is expected. Be sure that the interpreter is dressed professionally and 
situated at the spot where the audience that needs them can easily see them AND the 
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interpreter can clearly see and hear the principal. The interpreter will always want to be 
closer than is feasible in most sites, so work this out ahead of time.  

Shots, Angles and Entrances  

Perhaps the most important aspect to the design of a site is the creation of compelling 
shots for television cameras and still photographers. While you certainly want to create a 
site that looks good for the people in the immediate audience, never forget that a much 
larger audience will be watching at home. Shots which cameras may use include: 

Tight Shot: The tight shot is the picture of the principal from the head down to the top of 
the podium. This is the very small area that is most commonly seen on television when the 
principal is speaking.  

 

Medium Shot: Often used to break-up parts of the principal’s remarks, the medium shot is 
close enough to provide a good view of the principal but wide enough to send a broader 
message about why he or she has come to a location.  
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Wide Shot: The wide shot is the picture created when the camera zooms out from the 
tight shot. This usually encompasses the entire stage or a wide context of the site. Just as 
we have included the principal’s message in the tight shot, it is important to do the same 
with the wide shot.  

 

Buffer Shot: Often taken from a crouching position between the ropeline and the stage, 
the buffer gives a camera an upward view of the speaker and any visual elements included 
above the stage or in that vicinity.  
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Reverse/High Shot: You won’t always have a chance to create a high shot but when large 
crowds are an expected part of the story, there’s no better way to reinforce that fact than 
with a bird’s eye view. The easiest way to create a high shot is with a rented scissor lift 
behind the cut-away riser. Additionally, nearby buildings, when used with permission, can 
provide a different perspective.  

 

The Entry Shot: Just as the energy of the crowd culminates, the entry shot is often used to 
capture the momentum in the room as the principal first sees the crowd and cameras. 
Ensure this shot is equally lit and visually dynamic. 
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The Cut Shot: Finally, the 90 degree angle from the head-on shot is called the cut shot, 
short for cutaway, for when television producers want to “cut away” from the main visual 
for another option. Most of your sites should have a visual element in the cut for both still 
and video photographers to capture.  

 

Framing Your Shot  

Throughout the construction of your site, always stand on the press riser and take a look 
at the podium position or the area where the principal is going to be. Consider the 
following:  

Think about the tight shot and make sure that your visual will fall into the picture. Make 
sure that the tight shot is good from every position on the riser.  

Think about the wide shot and make sure you have utilized the entire space appropriately.  

If at all possible, try to look through a camera and fill in the blank spots (Ask your Press 
Lead & S2s for input, too!)  

Site Diagrams 

Now that you’ve thought through your layout and discussed it with the team, it’s time to 
put your thoughts into a format which you can share with everyone (those who need to 
know – think OPSEC!). Every good event starts with a good site diagram and every great 
event starts with a great site diagram. 

You should plan on drawing two diagrams – an overview (showing movements for the 
crowd, press and principal) and a head-on, showing what the cameras will see when they 
aim at the stage.  
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First, check with the venue, they may have a general diagram they can email you and from 
which you can add your elements. If you can’t find an existing blueprint, you have to make 
one yourself. Scale is critical. An accurate rendering of your site on paper ensures that all 
the components (stage, press risers, crowd area, lighting and sound instruments) will fit 
into the available space. Once you have the boundaries, add the components and 
ropelines or other barriers (this may help you estimate how much barricade or rope you 
will need).  

Basically, every diagram should contain: 

● Outline of what the site looks like – entrances, exits, rooms, hallways and restrooms  
● Where the stage is and where the main and cutaway press risers will be located.  
● Where the motorcade and satellite trucks will park.  
● Directions of the principal, traveling staff, and press movements.  
● Dimensions/distances (throws, heights, etc.).  
● Estimated capacity (what could fit – not what the campaign expects)  
● A bullet-point summary of the event and format including your name, contact 

details,  and the location and date of the event.  

 
You will likely continue to update your diagram during the course of the advance as 
various site elements and components are decided upon. As you do, add a date or 
version number to the document and continue to share this diagram with your colleagues, 
headquarters, and your vendor(s). You may be surprised how many missteps are avoided 
in advance by discussing the plan over a diagram.  
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Staging  

This is the stuff your candidate, the press, and sometimes crowd stand on during an event 
— and there are a wide variety of staging options. These range from high-tech staging 
systems like you would see at a rock concert to wooden platforms built by the local 
carpenters union, to a flat bed truck borrowed from the fairgrounds you are visiting. Some 
staging brands are more solid (and consequently, more expensive) than others. Make sure 
you know what you are getting when you order it.  

As with all site preparations, there are no absolute rules on how staging should be 
situated or ordered. Before you start building a site, be sure to consult in detail with the 
lead and press advance to be sure that all concerns are represented. Some general 
guidelines, however, regarding staging should be kept in mind:  

Press Riser Height: The height of the press riser should normally be about the same height 
or slightly higher than the height of the front of the speaking stage. However, there will be 
circumstances in which you may wish to have the cameras shoot at a slight upward or 
downward angle to capture an unusual backdrop.  

Stage Height: Be sure that the height of the stage is sufficient to allow cameras on the 
press riser to get a clear picture of the speaker, the backdrop and the entry. If the event 
features hand held signs or placards (which must be two sided to avoid pictures of blank 
poster board) be sure that the height of the podium and the front row of cameras will be 

39 



 
high enough to give an un-obscured view of the speaker from the chest up, while still 
showing the placards' messages in the foreground of the picture.  

Space on Stage: Be sure you have taken into account the potential need for other items 
on or attached to the stage. You may need chairs/stools, a teleprompter, etc. You will also 
likely need more than one set of steps. These all take up space.  

Guardrails: The candidate’s stage should have no railing at all, so make sure it’s large 
enough with the edges well lit and well marked with a strip of bright tape. Railings detract 
from the “open” feel of the stage and a line of tape on the edge will allow the speaker to 
avoid accidents. When placing handrails on stairs, only use one instead of two, and place 
the single rail on the up-stage side (further from the cameras) to avoid them being 
between the camera and the speaker during entry and exit.  

When appropriate, carpet and skirt your stage to make sure it looks professional  

The stage height should generally be about two to six feet high. The proper height of the 
stage will be determined by the nature of an event (i.e. for a 5,000 person outdoor speech 
it probably should be at least 5-6 feet, whereas at a 200 person intimate discussion, it 
might make more sense to keep the principal at only 6” high)  

If you are unsure, err on the side of slightly too tall rather than too short, but stage height 
MATTERS, so give it a lot of thought. Having your candidate perfectly hovering just above 
a sea of supporters will be a better picture than one where he/she is removed from them 
too high or blocked by them too low.  

Suggested Stage Height 

Event Style  Audience Situation  Suggested Stage Height 

Medium Rally with signs 
removed from crowd 
between cameras and 
candidate 

Standing Crowd, average 
height 5’10” 

3.5 to 4 feet 

Big Rally with Waving 
Handheld Flags & Placards 

Standing crowd, average 
height 5’10” 
plus 3’ for arms waving 
flags and placards.  

4.5 to 6 feet 

Formal speech or large 
Town Hall Meeting  
 

Crowd seated, like a 2’ to 
4’ commencement. 
Avg. head height = 
4’  

2 to 3.5 feet 
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Small Town Hall Meeting   Small Seated Crowd  Nothing (floor only) to 

6-12” stage.  

 

Other staging techniques  

Catwalks: Catwalks are another staging concept which can be used to elevate the 
principal during his or her entry and exit as the principal’s entrance into a room and/or 
onto the stage can be the most dramatic part of the event (and used by the media). 
Participants introduced with the principal should be very familiar with the plan for their 
introduction onto the stage and you should walk through it with all to ensure that the 
participants end and the program takes place at the spot you designated and not at 
another comfortable yet less-than-ideal spot on the stage.  

Thrusts: To further highlight the speaker, consider using thrusts, usually an 8’ by 8’ square 
at stage height jutting in front of the main stage. You can raise the height of the thrust 
6”-12” above the main stage to highlight the speaker even more — but make sure the 
step up is extremely well marked.  

In general, the size of the stage is based on the number of people that need to be on 
stage. The format discussed with the team and with HQ will determine who will be on 
stage and if chairs are needed. When incorporating participants who will remain on stage 
throughout the program, take into consideration where the chair(s) will go with respect to 
the cameras. Avoid a position which would block a view of the principal. If there are 
multiple stage participants, try to use a “hot seat” - provide one seat fewer than the 
numbers of people on stage so that all the seats are filled, even when someone is 
speaking.  

In all cases, ensure you have enough – but not too much – room for stage activities to take 
place. When appropriate, allow room for the principal to walk around or, at the least, step 
in front of the podium (and teleprompter) for a few photos.  

Bleachers and crowd risers  

As is discussed later in this section, you will occasionally need to accommodate people in 
the head-on of your build or need to design a site by bringing a seating section closer to 
the stage. In such cases, temporary bleachers or staging built to seat multiple tiers of 
people may be necessary. Local parks departments, fairgrounds and school districts are 
an excellent place to start in this hunt and may be significantly less expensive than 
standard rental.  

On-the-stage: Podiums and teleprompters  

Technically, a “podium” is any raised platform a speaker stands on to speak and a 
“lectern” is the slant-topped bit of stage furniture that holds their notes and microphone 
that they speak from -- but in practice you’ll see them used interchangeably to mean the 
latter. You will quickly learn that one of the more challenging tasks when procuring items 
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for your site is finding the right lectern. Beware of versions which are too large, are 
carpeted or are made of clear plexiglass or black lacquer. Be equally cautious of music 
stands, podiums with large speakers on the front, large university emblems or built-in 
reading lamps. In short, there are a LOT of bad podiums/lecterns out there. Take your 
time and look at the options (or ask your vendor for photos) before game day!  

You should be looking for a podium that does not stand out, has no detracting seals or 
affixations, offers sufficient height for your principal, allows the mics to be attached easily 
and discreetly and allows ample space for remarks to be placed atop. At the end of the 
event, nobody should say, “did you see that podium?!”.  

When the event format calls for it, you may be responsible for hiring a teleprompter and 
teleprompter operator. Your advance desk will let you know whether a campaign 
contracted operator is available for your event.  

In general, campaigns should use an “Executive Speech Prompter/Presidential Prompter” 
with an operator (with computer, software, and hardware) and two prompters (floor 
monitors and mirrors/panels – try to ask them to bring an extra in case one breaks). The 
key is that you want to be using either 15” or 19” LCD monitors – which should only be 
about 5” high and matte black. They are much more subtle than the boxier/older versions. 
As for the adjustable mirrors/panels – you want one of the two standard sizes - 12.75” x 
15.5” (preferred) or 13” x 14” . Smaller sizes are not as ideal. If it’s an outdoor event in the 
daylight, make sure they are using panels designed for outdoor use.  

Press Risers  

Riser is another name for a staging platform and while we differentiate between the 
“stage” (where the principal will be) and the press risers, they are almost always of the 
same equipment. Their physical set-up and specifications, however, are drastically 
different as they are serving a different purpose.  
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By default, there are usually two press risers. The main press riser is the primary area 
where cameras will be positioned to cover the event. The cutaway riser is a secondary 
platform for the press that is usually located stage-left or stage-right. It provides an 
opportunity for the press to get another angle on the principal and to pan across the 
crowd for reaction shots. Ideally, the cutaway gives the press a profile of the principal 
along with some additional form of message beyond what the head-on shot provides. The 
term “cutaway" comes from the world of TV production — when putting together their 
pieces for broadcast, producers need footage other than just the "head on” picture in 
order to create an interesting story with smooth segues from one portion of the report to 
another, so they use additional footage from the cutaway riser. Still photographers also 
love the cutaway shot as well.  

It is best to position the cut-away after the stage has been set as even the most detailed 
diagram can be off. Remember when placing the main and cut-away risers that cameras 
should NEVER be shooting into other cameras.  

A third press riser element that is provided at the largest events is the pool pod - an 
isolated piece of riser or staging provided to select member(s) of the media to ensure a 
unique angle or guaranteed stability. A pod is occasionally provided for the pool 
camera(s) and should also include a dedicated audio feed from the sound board for pool 
cameras to receive the cleanest possible audio signal and bypass the multi-box.  

Press riser dimensions vary based on the size of the press corps covering the event and 
the number of local media expected. While the press advance will be the best source for 
suggestions, the press riser is usually 24’-36’ long and two tiers high. The first tier of the 
riser should generally be the same height as that of the stage, and the second tier at least 
18” higher than that of the first to allow rear cameras an unobstructed view. You should 
have at least 4’ of depth on each tier, and 8’ of depth on the first tier whenever possible. 
When of any significant height, press risers should always have rear railings on the upper 
tier. Also, ensure that there are ample stairs at both ends as, once cameras are in place, it 
is very difficult to navigate from one end to the other.  

The structure of the press riser should always be very sturdy. Stress this with your vendors, 
and ask for cross-bracings or ratchet straps to be added to increase stability. Always test 
the riser to make sure it does not shake. A shaky press riser can ruin a beautiful picture.  

The number of cameras you expect determines the length of the riser. Allotting 3’-4’ per 
camera is a good estimate. Therefore, a 24’ press riser would accommodate six to eight 
cameras per tier. Again, your press advance will work with the team on these needs.  

The Throw  

The throw is the distance from the camera lenses on the riser to the principal’s speaking 
position on stage and its ideal length is based on lighting, crowd size and the venue in 
which you’re working. As the throw increases, the amount of light necessary for the 
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camera increases (longer distances require longer lenses, which require more light) and 
the risk of an unstable camera shot increases (smaller movement results in greater shake).  

Your average throw will land somewhere between 40’ and 50’. At a rally, the ideal throw is 
around 65’ to 70’. The purpose of a rally is to create a loud, crowded show of support, not 
a cozy atmosphere. A longer throw allows you to put more people between the riser and 
the stage. At an indoor town hall or other smaller function, the throw should be 
approximately 40’ depending on the size of the room. Particularly in events in which the 
goal is to create an intimate atmosphere, the extremely bright lights required for longer 
throws could ruin this. 

 

Finally, know that not all events will require a press riser and a cut-away riser. This is the 
norm but press avails, factory tours, events organized by other entities and a myriad of 
other functions may not be conducive to this standard set-up.  

Lighting  

Do not underestimate how important lighting can be to a successful event, it can be the 
difference between a good site and an excellent one — when in doubt, try to add 
lighting. 

The best lighting comes directly from Mother Nature. However, even in the best outdoor 
sunlight at just the right hour or in a white, brightly-lit convention center, you will likely 
need some light - if only to brighten the principal’s features and give the cameras 
something on which to focus. While you are not expected to be a lighting expert, 
understanding the basics will make your job much easier  

Lighting intensity is measured in “foot candles”—a term in physics that measures the 
amount that a surface is lit. You will see and hear this term often when dealing with 
lighting vendors, and they will be able to measure and recommend the “candlepower” of 
your lights for you.  
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Though all of the light that you will use at event sites appears to be white, there are 
important degrees off differences in “white” light. For your purposes, these can be broken 
down into three lighting types:  

HMI: The lighting that mimics the color and intensity of sunlight and is therefore intended 
for outdoor use. HMI’s can be helpful in supplementing and offsetting sunlight and to 
avoid shadowing. HMI’s should be used on the side opposite the sun to balance the 
lighting. HMI lights are often large and require ample power.  

 

Tungsten: tungsten lights are for indoor use. They are the lighting “cans” with traditional 
bulbs that you typically find on the lighting trees or trusses hung by vendors at indoor 
events. Tungsten usually casts a warm, reddish glow on the subject. Often a room’s 
existing light will be inappropriate for use with tungsten lights and may be better if turned 
off.  

 

LED: light emitting diode fixtures are highly efficient, with low power draw and heat 
generation, which is great for venues with less power supply available. Large strides have 
been made in LED technology in recent years, resulting in more and more powerful fixtures, 
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with better color rendition. In the 2020 cycle, you will see more and more LEDs offered as the 
best option from your vendors.  

 

It is important to remember that most event sites have some kind of “ambient light”—the 
natural or pre-existing light provided by the sun or built-in electric lights, so your vendor 
may have to provide only a fraction of the light necessary. The pre-existing light available 
might be the wrong type or color (resulting in green skin or other unflattering 
appearances), so check with your vendor before assuming that the light at your site is 
enough.  

In placing an outdoor event, the first item that MUST be taken into account is the location 
of the sun. During your initial walkthrough, it is important to note the time of the event 
and where the sun is at that time. In an ideal world, the placement of the stage should be 
facing the sun. NEVER set your site in a fashion that causes the sun to face your press riser 
during the program. This will blind the cameras, cast bad shadows, and ruin your picture.  

A few other items to keep in mind when approaching lighting: 

For indoor sites, aim for 110-120 foot candles across the stage. This is also your goal for 
outdoor sites at night.  
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Outdoor events can vary wildly depending on the time of day, weather and position of the 
sun. Light levels during the day can range from hundreds to thousands of foot candles and 
the relative brightness between elements becomes much more important than achieving a 
specific foot candle reading -- dark sun shadows are your enemy! 

Front and backlighting on the principal should be considered to avoid shadows, as should 
small amounts of upward lighting. Backlighting will give depth of field and avoid shadows.  

Light your crowd if it is also to be highlighted to the camera. You don’t want it to appear 
that your principal is speaking to a dark abyss.  

Always keep a lookout for shadows which can be caused by anything – another speaker, a 
teleprompter screen, a chandelier.  Keep in mind that lighting for each event will be 
different and these are general concepts. Many vendors you work with will have done 
similar events in the past. Avoid accepting a “cookie cutter” lighting package but also 
utilize your vendor’s experience.  

Power  

Always check the electrical capabilities of your venue to make sure it can handle the 
electrical load needed for all the lighting, sound and other electrically-operated 
equipment that may be necessary. If you are unsure, check with the building manager or 
ask the lighting expert to conduct a walk-thru with you. Ask them about similar events 
held in the past — were there any power issues? In many cases, your venue will have the 
number of circuits and amps that you need, in others, you may need to rent a generator 
as your primary power source, or as a backup to have on hand  

In some cases, everything will be fine with your power needs until all the press plug in 
their equipment, then sending you over the edge into power failure. Work with your 
vendor to isolate press power onto its own circuit! 

Requirements will vary, but electrical services can be extremely expensive. Whenever 
electricity is discussed (boosting, installing, generating, wiring, etc.), be very clear what 
the costs are and discuss with your lead. Important things to remember when setting up 
power:  

Your lighting/sound vendor may need to speak with an electrician at your site to ensure 
that there is enough power on site to meet the needs of the press.  
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Sound equipment (including your mult box) should NEVER draw power from the same 
source as your lights. If the sound and the power are on the same circuit, this could cause 
static on the audio feed, and the press will go nuts.  

If you feel you need to procure a generator for outdoor events, try using existing power 
(e.g. from a nearby building) before you spend thousands of dollars on this very expensive 
equipment.  

Pay close attention to lighting on your backdrop or cut-away visuals and also on the entry 
and exit route of your principal. Wash the stage with light. 

Before show time, test the power with ALL components (sound, lighting and other) on at 
the same time, all turned up to the highest level.  

Lastly, with respect to power, remember the unique and extremely important needs of 
providing power to the press work areas, file space and risers. This will be discussed in the 
press section but should be taken into account when configuring site power needs.  

Sound  

A good sound system is essential for a successful event. A poor sound system can render 
an otherwise great event a disaster. Further, when we discuss “sound” it encompasses 
everything aural and includes both the music and remarks heard by the audience and the 
ability to get the same audio to the media and beyond.  

In short, every member in every row of the audience should hear the principal and 
participants clearly, the press should hear the principal and participants clearly (through a 
non-buzzing mult box and in the press work area) and the principal should hear himself or 
herself clearly (through a monitor on the stage). If any of these elements fail, the entire 
event has the potential to fail as well.  

With respect to standard speech microphone preparation, the options and guidelines are 
fairly simple. 

Based upon the format of your event and your principal’s preferences, you will learn 
whether a hand-held wireless, a hard-wired podium microphone or a “lav” (short for 
lavaliere -a mic clipped to the lapel) microphone is the best option for your podium 
microphone.  

The tradition over the years has been double-barreled “Presidential-style” wired 
microphones, which yields a very clean appearance, but thinner “gooseneck” 
microphones have also become popular.  

Dual wired mics with outdoor windscreens: 
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Dual wired gooseneck mics: 

 

Wireless mic with clip holder: 
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 Regardless of the set-up: 

● Order enough mult boxes for the number of press expected (check with press 
advance) and test them well before the event.  

● Check integration with house sound system, scoreboards or video boards if 
applicable  

● Think if you will need a few wireless handheld microphones for a last-minute 
decision to include audience participation  

● Always have a backup, wired microphone and know where it is stashed. Any 
wireless mic can fail. 

● Always remember to turn off a lav mic when it is not intended to be in use — 
otherwise it might catch unintended audio backstage.  

ALWAYS TEST THE MICROPHONES in all parts of the room to prevent feedback 
(sometimes when a microphone moves beyond a certain plane, feedback can be 
generated). Another round of mic checks after all the press has arrived and plugged in 
may also be helpful as sometimes gear arriving last-minute has a tendency to interfere 
and cause issues.   

Outside of the standard stage program – at an event such as a factory tour or one-on-one 
interaction – where verbal interaction between the principal and a participant is crucial, 
there are many creative audio options to consider. Among the most common: 

• Bring the individual audio techs from the press close enough so that they can 
pick-up the conversation using their boom mics. The downside is that the multiple 
crews can become difficult to wrangle and the physical intrusion of a boom mic may 
not work well with the format.  

• Wire the principal or host with a wireless lav microphone which feeds a mult box 
near the press area. This lets the media get clear audio without each needing to use 
their own microphone.  

• Place a unidirectional microphone (table or conference mic) at the point where the 
conversation is expected to occur and feed that to a mult box. This is especially 
good for small roundtable discussions where large standard mics for each person 
may be distracting.  

 
Mult boxes  

Short for “multiple”, a mult box allows one single audio line to be split and provide 
multiple outputs from which media outlets can receive audio. A mult box prevents the 
need for dozens of microphones to be attached to the podium and presents a clean 
appearance and high quality sound for all outlets.  
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Mult boxes are one of the most important components of accommodating the media at 
an event and the press advance person should be consulted to ensure there are an 
adequate number of outlets and that they are distributed to proper points at the site. 
Running out of mult outlets is very bad.  

Music 

Appropriate music is essential for producing a good event as it adds to the tempo and 
atmosphere but as always, just use common sense. Your campaign probably will give you 
a suggested or required playlist, but it may not always be appropriate for all situations. 
Just as the stage set-up and microphone needs will vary, the use of music or live 
entertainment will be determined based upon your event. If it’s the right kind of event, 
these are the major three times music is best used: 

• Before the program begins: the time during which the audience is entering 
and waiting for the program sets the tone — fairly loud, upbeat music is best 
for rallies, a little softer for town halls, etc.  

• During the candidate’s walk-on. Your candidate will likely have a specific 
song they walk out to every time — just ask your HQ if you are unsure of the 
song or the exact cue point in the song to start 

• The first song when the candidate finishes their speech and starts a rope line 
is just as important as their walk-on music. Make sure your vendor is ready 
with it and does not play it one second too early or too late! Again, ask HQ 
what the best song is, then make sure other songs follow after as the rope 
line continues.  
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With all music, ensure you have had it approved via your lead and always rehearse to 
ensure you and the soundboard operator have the songs cued to the right point and 
know when to play them. Remember, you don’t have to start the song at the beginning if 
there is a better point. Tip: if you do have a cue point, it’s easier to slice the file to that 
point permanently than rely on your audio vendor to get it right! 

Live bands and other live entertainment also present an option for entertainment: if you 
can find the right local cover band or high school marching band, it can create an 
incredible additional bump to the buzz in the room, nothing beats live music.  

Program Announcement 

The “announce” is the first official signal that a program has begun and, as such, should 
be crisp and clear. It should come out of nowhere (thus is commonly known as a “VOG” 
or “voice of God”) and clearly indicate to the audience that the program is starting.  

Your lead, in conjunction with HQ, will determine if and how an announce will be handled 
as it is dependent upon the format of the program in general. In some cases, the principal 
will be announced by another participant from the stage and, in others, the participants 
may simply enter the room unannounced. If you will be handling an announce, take the 
time to rehearse and find a confident voice to assist you — always, ALWAYS, write down 
the script, along with pronunciations, for the announce, even if it’s simple — the brain can 
sometimes go blank, even when you think you’re prepared.  

Visuals, Backdrops and Flags  

Of all the elements of a site about which the team obsesses, the backdrop gets the most 
attention. “Backdrop” itself is a fairly ambiguous term and lends itself to input and 
criticism from so many players. It can refer to the message or words included in a head-on 
banner, the buildings or landscape in the wide-shot or the mere concept of a crowd of 
people or mountain as the “backdrop” of a cut-away. Let us, then, discuss the various 
visual elements which could comprise a backdrop and how best to use each one as there 
are advance guidelines to know about banners and visuals. Any element in your site has 
the potential to be a very prominently displayed and discussed component.  

The Message  

You have undoubtedly seen the “Change” banners for Barack Obama in 2008 and 
“Stronger Together” for Hillary Clinton in 2016 and likely a few other messages on signs 
attached to the podiums behind which principals speak. These messages are not 
designated by the advance team. There is a process to developing any language visible 
near the principal and it typically comes from the campaign headquarters.  

Regardless of how a message is determined, you will likely be on the receiving end and 
be responsible for the logistical displaying and installing it at your site.  

Banners & Signs: 
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The most common method of including a message at a site is via a pre-printed 
professional banner and these look best when attached to a wooden frame and well-lit by 
your vendor — but can be quite expensive.  

 

Homemade banners: 

While the majority of the campaign’s head-on banners are standard across the country, it 
is a common practice for the advance team to produce homemade (hand-painted) 
banners tailored to the town or event in which the principal is speaking. Using butcher 
paper, volunteers and supporters, paint words such as “Des Moines Welcomes Hillary” or 
“NH for Obama” onto large strips, which can be affixed to the walls of your event, usually 
in the cutaway shot, giving a good sense of place to images captured at your event. While 
they do offer a creative outlet for the advance team, even the language in these 
home-made’s must be approved via your lead and/or HQ.  
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Homemade signs: 

Along the same lines as homemade banners, hand-held signs are also very useful for 
rallies. Just like a homemade banner, these are hand-painted. Hand-held signage should 
be produced with words on both sides to ensure nobody ever sees a blank side! When 
distributing handheld signage, consider where it will be most visible to the audience and 
press yet, at the same time, not block cameras or the line of site of those in wheelchairs or 
other guests.  

 

Placards:  
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Placards generally refer to the professionally-printed, hand-held signs distributed to 
attendees at rallies. Again, be aware of who in the audience has placards to ensure they 
reinforce the rally atmosphere without obstructing views -- especially making sure not to 
obstruct the head-on press shot -- it’s best not to hand them out in between the camera 
lenses and your speaker.  

 

Cut-outs: 

These are giant letters (“B-I-D-E-N” etc.) cut out of foam board or plastic that your crowd 
can hold up in unison to form a message -- they can be very effective, as long as eveyrone 
holding them agrees to do it the whole time! 
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Colors: No matter what type of visual element you are including in your site, be mindful of 
the colors involved. In the instances where you are approved to produce visual elements, 
remember the colors of the campaign. Further, note that vibrant white, while great in 
person, can be shocking to the camera lens and offers an image that does not translate 
well to the screen.  

Materials: Always attempt to use a hard material to mount any type of a 
message—foamcore, gatorboard, or coro-plast are just some of the many substances that 
work. The end product should be a sturdy, crisp backdrop that does not shine. Never use 
a shiny vinyl banner as your backdrop. On occasion, you may find that screen-printed 
fabric messages can be used if installed to avoid wrinkles.  

Size: The size of your banners or backdrops will vary but should be proportionate to the 
site – visible to attendees and those only catching a glimpse via the TV, computer screen 
or newspaper. Bear in mind that a small space may require a smaller banner to give the 
camera enough depth to include the entire message.  

Placement: Strive for banner and message placement that ensures the message is seen by 
cameras that are off-center as well as the one or two that are dead center on the riser. 
Further, consider that the walk to the stage may also be covered by cameras and include 
visual elements there as appropriate. Strive for distance between the speaker and the 
backdrop -- 16-25 feet works great, but under no circumstances should the backdrop be 
closer than 8 feet. This distance will put the verbiage on the backdrop slightly out of focus 
and soften it in the video or printed image. Most pre-printed banners are designed for 
wide shots only and should be hung above any tight shot.  

People: 

The American people will undoubtedly be a common backdrop as they will more often 
than not be in attendance at your event. While the nature of the event and the remarks 
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may not always be conducive to having people in the backdrop, when you do, strive for 
diversity to ensure that those behind the stage are an accurate sampling of all the 
attendees of the event.  

 

Avoid placing people on stage too far in advance of the candidate's arrival. They will grow 
weary of being on stage under the lights by the time the speaking program actually 
begins. A better idea may be to introduce them onto the stage 5-10 minutes before the 
principal and other members of the speaking program will be introduced. That way they 
make a "grand entrance" which will help energize them and the crowd as the program 
nears.  

As with anything that appears in the background of the picture, you should try to achieve 
some distance between the speaker and the people behind him or her. Your goal is to 
convey visually the support of those literally standing behind or with the speaker, but the 
speaker should be the focal point, both literally and figuratively. Try to keep any people at 
least 10 feet behind the speaker when possible. Of course, try to ensure the principal is 
elevated such that he or she does not appear to be standing in front of a row of 
head-tops or a row of faceless chests. Further discussion is included in the Crowd section 
further on in this guide.  

What doesn’t work with people;  

• Disorganized groups with freedom of movement behind the principal. 

• Small children who will become distracted or fall asleep. 

• Those with cameras or video cameras. Brief them to take ONE photo then put their 
phones away. (you’ll never get them to agree to zero photos!) 
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• Asking anyone who is unable to stand for an extended period to stand or asking 

anyone to stand during a hot day. 

Flags  

The creative use of flags can be an integral part of a variety of different types of events. 
Flags can be used to add color, fill in empty spaces behind the speaker, establish the 
location or nature of the event (by using state flags), or add stature to the speaker (as with 
two flags directly behind the speaker).  

 

If you use two flags to frame the speaker, the flags should be placed just off the speakers 
shoulders, with the American flag to the speaker’s right and the next-ranking flag to the 
speaker’s left -- make sure they are close enough together to be in the tight shot!  

Be sure to “dress” flags on flag poles -- they make purpose-built flag spreaders, but a 
coat hanger taped to the flagpole, then letting the flag drape over it works well too.  

Giant flags (20’x30’, 30’x50’ etc) are good ways to add color, shrink a site or highlight an 
otherwise bland area of a site.  
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Flag etiquette is not subject to creativity. Whenever using flags, it is mandatory that the 
US flag code be observed in its entirety. If you have any question about the proper use of 
flags, address them with your HQ before it is too late.  

Exhaustive flag code guidelines exist online, however, a brief synopsis of proper flag 
usage includes;  

• The flag should not touch the ground during the event build or breakdown or 
during the event itself, or even appear to touch the ground.  

• The flag should not be used as a drapery, for covering a speaker’s desk, draping a 
platform or for any decoration in general. Bunting of blue, white and red stripes is 
available for these purposes. The blue stripe of the bunting should be on the top, if 
used.  

• The flag should never have placed on it, or attached to it, any logo, mark, insignia, 
letter, word, number, figure, or drawing of any kind.  

Flags Inside  

When on display, the flag is accorded the place of honor - always 
positioned to its own right. Place it to the right of the speaker or staging 
area or sanctuary. Other flags should be to the left. 

If there are multiple heights to fly flags available, the flag of the United 
States of America should be at the center and at the highest point of the 
group when a number of flags of states, localities, or societies are 
grouped for display.  

When draped from a flagpole, the stripes should flow from the upper left 
to the lower right as you are looking at the flag, as shown to the right. 

These are the correct way to display flags indoors in various situations: 
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Directional Signage  

The last visual element at your site takes place behind the scenes. Your site should have 
very visible, easy-to-read and clean-looking (no visible tape) directional signs pointing the 
way to all staff and press holding, working, and seating areas, as well as to and from the 
motorcade. Remember that the people coming out of the motorcade will have no 
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familiarity with your site. The more signs that you have directing the way, the easier and 
more smoothly people will be able to get around. Of course, be respectful of your venue 
and ask permission before decorating their walls, use non-marking tape, and remove 
everything you install afterwards.  

Press Advance  

Whenever the candidate appears publicly, no matter how large or small the event, there 
are two audiences for whatever he or she says or does: those present at the site and those 
that will hear or read what he or she had to say via the media. It is imperative that the 
candidate's message gets to both audiences in a clear and engaging fashion.  

Press advance falls into two general categories, which must function hand-in-hand:  

• Ensuring that the candidate’s message is presented to the press the way the 
campaign intends.  

• Making sure the press can do its job. It is impossible to put all the components of 
good press advance into writing. The guidelines below are general rules. As the 
character of each event differs, so will the requirements of press advance. Use the 
information below as a guide, but use skill, creativity, thoughtful judgment and 
common sense to make an event a success. 

While the entire team is responsible for communicating the message on a trip, it is press 
advance who is tasked with making sure that message gets through to the press and the 
press can get it through to the public.  

Traveling Press  

Most campaigns will not have traveling press — dedicated members of the media that 
follow a particular candidate everywhere he or she goes, within the campaign bubble — 
until much later in the process, so we are mostly skipping over their needs for now, but 
the transport, care, and feeding of an assigned traveling press corps is the responsibility 
of press advance, when it becomes relevant.  

Identifying Local Press 

• Generally, all members of the local media requesting access to an event’s press 
area must sign in or be checked against a press RSVP list kept by HQ and present 
outlet credentials to confirm their identity.  

• At a minimum, media must present a business card or official letter from their 
organization cross checked with a photo ID. 

• Common sense should be your guide if a member of their organization or your 
campaign’s communications staff can vouch for their legitimacy. The goal is to keep 
troublemakers out, not make it difficult for media. 
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• Access to the buffer (the area immediately around the stage) should be even more 

carefully restricted to members of established media organizations and press 
advance should enforce who gets buffer access. 

Logistical Support for the Press  

The precision with which the media facilities are prepared can make or break the media’s 
ability to cover your event effectively. If they can’t work in reasonable surroundings, your 
candidate’s message may not be seen by the wider public. 

Don’t just assume the press “will figure it out” — try to proactively identify and alleviate 
any logistical hurdles to their ability to properly cover your event.  

The long hours preparing a great picture will not matter if a wire service cannot file the 
photos or a reporter doesn’t have power for their computer. The stage you carefully 
crafted never happened if it is poorly lit or the camera riser is so shaky that the video is 
unusable — take the press into consideration in all phases of preparing the site.  

Relationship of Press Advance with the Press Corps  

The relationship between press advance and the press corps is a professional one. At the 
end of the day, they’ve got their job to do, and we’ve got ours.  

The media know how to cover the news and do it daily at other events without advance 
people present. They know how to get to and from an event and they know what to do 
when they get there. But when the media are working within the specialized world 
surrounding a candidate, special arrangements are necessary, especially when higher 
security comes later in the process.  

Remember that the news industry is a fiercely competitive business driven by 
profit-oriented market forces. The media will not accept a poorly-planned or 
poorly-executed advance getting between them and their job or competitors. If a logical 
plan has not been well prepared for them, they will fend for themselves and chaos ensues.  

Not a Spokesperson  

• Advance should never go on the record with the press.  

• No matter what experience from any professional life you bring to an advance 
team, your HQ or state comms staff are the only campaign representatives who 
may speak to or answer questions from the media on the record.   

• The exception to this policy is for press advance to communicate logistical 
information after an event has been publicly announced. 

• You may be approached by a member of the media interested in doing a story 
about you or about the advance team, or, for example, by your college’s alumni 
magazine or hometown newspaper. You should get prior approval from the director 
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of advance before participating.  
 

Pooled Events 

A press pool is a smaller group of reporters, representative of the press corps as a whole. 
Pools can be required by a campaign (when a site is too small to accommodate an “open 
press” (come one, come all) situation) or pools can be created by the media voluntarily to 
share costs.  Pool reporters will share their material completely with the other members of 
the press corps & only work when all the media affected have agreed to the terms. Don’t 
form a pool or plan for pool coverage without specific authorization from HQ.  

Later, during the general election, a “protective pool” will be formed — this pool is 
formed by the press to cover each nominee and their running mate on each day, 
start-to-finish. The phrase “protective” comes from the intent that the press is always 
nearby just in case news breaks.  

The Build for Press Advance 

• Press advance must be onsite, engaged and working during the entire site build. 
No matter how well-planned, decisions and adjustments are always made during 
the build. As an integral, hardworking member of the team, press advance 
contributes their input to visual decisions and general manpower during a build.  

• During site scouting and in the early stages of working with site contacts, press 
advance should be thinking ahead of the requirements for the press: space, power, 
bathrooms, wifi, seating, etc.  

• Site advance is the main point of contact with the vendor — try to funnel your 
specific press a/v needs through them. 

• Pay close attention to the placement of the main and cut risers in relationship to the 
stage, and the rigging of the visuals. Make sure that the picture the team is creating 
supports the message, and is the best that it can be.  

• Once complete, stand on each press riser. If it wiggles when you walk on it, even a 
little, do what is necessary to make it as solid as a rock – braces, straps, tape, etc. If 
somebody walking on the press riser causes it to shake while a TV camera is 
shooting, the TV shot will be ruined.  

• Once complete, look at the lighting in “show lights.” Have a teammate walk all of 
the paths of the principal, and make sure that the lighting is consistent and even, 
with no drop-offs. Make sure both the backdrop and cut shot are well lit.  
 

• Make sure there are press riser stairs and railings as necessary.  
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• Clearly mark off the main and cut riser, using the media RSVP list from the press 

advance desk, allowing an average of 3’-4’ per camera tripod. Make sure to save a 
great spot for your campaign’s videographer.  

• Make sure to mark off a blank spot on both the main and cut riser for “rotating 
stills” so that multiple still photographers can take a moment to use that perch to 
get a great shot.  

• Signage is important – as familiar as you are to the site, the press has never seen it 
before, and needs your signs to find their way around.  

• Some sites benefit from additional signage – “to buffer”, “no entry”, or special 
instructions to access wifi.  

• Set up a few folding tables & chairs for the press, depending on your RSVP. The 
less press that are required to work up on the riser the better it will be for 
preventing it from shaking.   

• Power strips should be accessible to each table and throughout the riser. 

• Help with the rest of the build. Everyone carries bike rack. Everyone sets chairs. 
Advance is a team effort. 

Gameday Timeline for Press Advance  

• Greet press arriving, check them off the RSVP list (or designate a volunteer to do 
this).  Be available to trouble-shoot as they set up on the riser.  

• Keep an eye out for live trucks – more and more press are using cellular-based 
“LiveU” backpacks to broadcast live, but satellite trucks will still sometimes show 
up, especially for the pool camera, if applicable. Park the first sat truck that arrives 
where you have reserved space, and walk him/her exactly where you’d like their 
cable to go, then make sure s/he lays it where you’ve asked. The others should 
follow suit, but keep an eye out and guide as needed.  

• Check the mults: ask sound vendor to check each box before press arrives, then ask 
a tv audio technician how it sounds once they’re plugged in to each box. 

• Monitor the riser and workspace, and make sure that locals mind the reserved spots 
for national media.  

• Again, ask one tv sound technician who’s plugged into each mult box how it sounds 
– bring any concerns to the audio vendor  

• Identify major local photographers, and encourage them to take advantage of the 
rotating stills spots on the main and cut, the buffer, and any other good 
opportunities. They may not be accustomed to covering campaign events, so a few 
minutes of your time can go a long way towards them making a great photo for the 
local paper.  

64 



 
• Shortly prior to motorcade arrival, work with the site advance to perform a final 

sound check and a white balance check (you hold up a piece of white material, a 
blank posterboard etc, at the podium for the press to adjust their cameras to 
match) 

• During the event, be visible for press to find you with issues and vigilant to 
proactively deal with issues on your own.  

• During the ropeline, your campaign will have a specific preference for whether 
press are allowed to approach — so there’s no guidance we can give for that.  

Crowd Advance  

Crowds of any size do not occur by themselves. They require organization, publicity, 
coordination with state/local field staff and, most of all, a lot of hard work. While your 
principal may be popular and many people might like to come and see him or her, the 
advance team can leave nothing to chance. It is the responsibility of the crowd person to 
manage the experience of the attendee from the moment he or she learns about the 
event until he or she leaves the venue.  

The crowd person is often the primary liaison between field staff and the rest of the 
advance team. As the advance team as a whole serves to implement the needs and goals 
of the political, field, and communications departments, the crowd person in particular 
serves to implement the needs and goals of field staff. To achieve this, an effective and 
respected crowd person will rely on partnerships he or she has developed and on clear, 
constant communication among all parties involved - from State Director to volunteer.  

Good campaigns take great pride in their ability to draw crowds, manage crowds and turn 
those crowds into supporters.  

Communication with State & Local Staff  

Work with your lead and headquarters to identify who the most appropriate state or field 
staff contact is. Work with that contact to determine size, message and general scheme for 
building the crowd. Get the “when” and “how” nailed down ASAP. The more firm those 
details, the more effectively you can choose a site. The sooner an appropriate site gets 
locked in, the sooner you can begin to build your crowd.  

Getting field staff involved in volunteer management will be incredibly helpful to you on 
game day as well as at your volunteer meeting. Field staff already have a strong 
relationship with their volunteers and giving them ownership over a section of the event 
provides them the opportunity to strengthen that. Have a field staff meeting in advance of 
your volunteer meeting to assign “captain” roles to the field staff so they may lead their 
section of the volunteer meeting and be fully prepared to be in charge of this task during 
the event. This allows you to be in several places at once, giving you a pyramid for 
communication - volunteers call field staff with problems and field staff call you.  
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Call Times and Advising  

Early on in a campaign, the “call time” — the published time the public sees for an event, 
will closely mirror the actual time your candidate goes on stage, since there will be less 
time necessary for security processing.  

Some campaigns choose to list two times: a “doors open” time as well as a later 
“program begins” time.  Regardless, with light security, the call time can closely 
approximate the time the program is scheduled to actually start.   

However, if your campaign later gets US Secret Service protection along with metal 
detector style security at its events, you will need a call time of up to two hours prior to 
the stage time to allow time for the crowd to be processed into the venue. This level of 
security is an enormous undertaking for your advance team to manage and can make or 
break the success of an event — but good news, if you have to worry about it, your 
campaign’s probably doing pretty well! 

Site Selection  

Crowd advance does NOT select the site however he or she should express an opinion 
during the selection process based on prior discussions with state/local staff and HQ.  

You should advocate for a site that suits the type of event, the size of the crowd you 
expect and the message you need to convey. If at all possible, the site should have a 
“built-in” crowd (i.e. natural pedestrian traffic or a large workforce or student body on the 
grounds), good crowd access, parking and the ability to “own” 100% of the space from a 
crowd control perspective. 

Select a site large enough to hold the number of people you expect, but not larger than 
you can fill. It is always better to overflow a smaller room than have a large but half-filled 
hall. You can always use an overflow area (with piped-in sound or video of the event) to 
accommodate the people who can't get into the main area.  

“Flake Rate” 

The percentage of people who indicate they’re coming to your event -- whether checking 
a box online, answering yes on a phone call, or picking up a ticket -- and then not showing 
up is your “flake rate.” It can vary wildly depending on the type of event and is not a 
precise science -- but in general, you can expect to have between 30-50% of your 
expected guests not show up.  

Tickets  

Not all events require tickets and not all campaigns will choose to use tickets at all. It may 
make sense to have online tickets for some and online + hard tickets for others.  
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Over the past two cycles, getting the word out about events has moved primarily online 
to digital tools rather than paper tickets.  

If paper ticketing makes sense, devise a plan and make sure that all parties involved 
understand both the process and reasoning behind the process. 

Printing 

Find a union printer who can work under your timeframe and print tickets at odd hours or 
over the weekend. Make sure all printed materials have a “union bug,” the symbol that it 
was printed by a union shop. Print on card-weight stock (typically 65 lb or higher); 
perforation is preferable, and numbering is preferable but not necessary if it drives up 
cost. Even if you don’t think you will need a printer, line one up for last-minute needs as 
you may also be responsible for the other printing needs of the team.  

In estimating the number of people you'll need to fill an area, you should allow 3.5 square 
feet per standing person in areas not used for staging, press risers, buffer areas, or chutes. 
For seated crowds allow 5 square feet per seat person (2 square feet per chair + 2 square 
feet in front of each chair + 1 square foot per chair that at the end of the row makes up 
the aisle).  

• “VIP” tickets or access to an event for any subgroup can involve extended 
conversations. Know that at even the simplest event there will ultimately be requests (by 
HQ, state staff, friends or other groups) for reserved seats or special accommodation.  

• While “VIP” is a common (and often over-used) term, be aware of the added logistical 
challenge of promising a different level of customer service. Be cautious of the 
terminology used to refer to any subgroup and always remember our goal of welcoming 
all attendees graciously. Many campaigns don’t use the phrase “VIP” at all — but 
instead use the term “Group A” and advise those guests to check in at the “Group A 
Table” as their will call operation. 

• Public tickets should be distributed at one or several locations (field offices, campaign 
offices, supportive/high traffic businesses like coffee shops, etc.) throughout town or in 
several counties - the broader the better. Instructions for people handling the tickets 
should be typed and very specific. You and the field contact should decide how many 
tickets one person may pick up; campaigns usually limit this to 2 or 4 tickets. Talk to 
your local contacts to see what places make the most sense for ticket distribution. 

• Tickets for any reserved or subgroup may be distributed differently as these tickets will 
allow admittance to a specific area. Work with the site person on where this predefined 
group will be located.  

• Ticket Distribution: This is possibly the most important thing you will do to build a big 
and supportive crowd. Ticketing is both a crowd building and crowd-limiting tool. If you 
have a space that only holds a finite amount of people, careful ticketing can ensure a full 
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and happy crowd. Handled poorly, it can foster a bad sentiment from those who were not 
able to get in.  

In the end, make everyone check out tickets in a countable fashion - even “VIP” groups 
and your advance colleagues. You must know how many tickets of each type have been 
distributed. Do not underestimate the amount of logistical planning that goes into a 
ticketing operation.  

Building the Crowd  

In building the crowd for a public event, the goal of the crowd person should always be to 
create a wave of public energy culminating in the event itself. This means saturation of 
accurate information in the days leading up to the event. 

The following techniques vary in their effectiveness depending on your location. Solicit 
and discuss all of the options thoroughly with your lead, your contacts at your HQ, and 
your local staff.  

While printing tickets, knowing the venue’s capacity and monitoring expected crowd 
attendance are integral parts of the advance team’s preparations, these figures are not 
generally discussed externally. If you receive an outside inquiry on these topics, please 
consult your lead. 

In selecting the techniques to be used, keep in mind local custom and temperament, the 
nature of the event, the resources at your command (money, workers, facilities) and the 
amount of lead-time before the event. Some communities do arrive at the last minute and 
some tend to be more accustomed to tickets. In some areas, the newspaper may be the 
more relied upon source for event information and in others the TV news is the best 
source.  

Phones  

As part of a pre-existing plan for voter contact, a pitch with an event invite and details 
should always be added to call scripts. In the event that there is no field office or 
pre-existing plan, phone banks and phone trees can be set up by unions and other 
groups (see “Groups” below for more). Use every list you can think of; anyone who may 
be interested in hearing the candidate should be contacted.  

In either case, each telephone should have a written script that is clear and brief. The 
responses to these calls should be tracked and included in your nightly “crowd update.”  

Robocalls:  

Under certain circumstances, an “auto-dial” or “robocall” may be warranted. These are 
pre-recorded messages left en masse, usually in the middle of the day. If appropriate, 
work with your lead and appropriate field staff to determine a sensible universe, script, 
and person to record. On average, the cost is $.05/call for 30 seconds.  
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Groups: 

Groups and organizations are indispensable to a crowd-building effort. Large 
organizations can invite their members or help you reach out to the general public. Using 
these groups saves time and helps you reach many people. The larger the group, the 
more they can turn out. Do not blindly believe that if a group has 500 members that you’ll 
get 500 people at your event. Work with the group to identify a list of actual confirmed 
attendees.  

Unions, student groups, local Democratic committees, veterans groups, women’s groups, 
and environmental organizations are your best first stops to find local groups of potential 
attendees.  

For students, urge civics and government teachers, both for high school and college, to 
encourage their classes to attend your event.  

Flyers and Posters: 

Remember when considering printing that you shouldn’t spend money unless authorized 
by your lead and the advance office at HQ.  

Flyers: Print more than you need. 1,000 sheets of paper will give you 4,000 flyers if you 
print on 8 1/2" x 11" paper at 4/page (4-up). Use colorful paper. Make sure flyers include 
all the salient details: who, what, when, where, URL/office phone #, union bug, disclaimer 
(and any other helpful info).  

Posters: Posters are typically 11" x 17" in size and can be printed on either card stock or 
paper stock. The same printer can usually do the flyers and the posters using the same 
layout. Again, make sure posters include all the salient details: who, what, when, where, 
URL/office phone #, union bug, disclaimer (and any other helpful info).  

You can’t do too much flyering/postering - particularly for events that can accommodate 
any crowd size or are in locations where the campaign email universe is not robust.  

Distribute flyers at locations and at times where groups of people can be found who 
might constitute an appropriate audience (e.g. churches, shift changes, sporting events, 
etc.). It’s probably not worth the effort to distribute flyers in unfriendly or sparsely 
populated areas or in areas from which it is not convenient to get to the event.  

If there is a canvass going on, make sure your flyers go out with the canvassers and are 
dropped at doors or handed to voters.  

Media for Crowd Advance  

Media strategies should never be done without prior authorization from your campaign’s 
communications staff and your lead — but they can be quite effective at times.  
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Earned Media: Work with the press advance and the communications shop on an earned 
media campaign that includes TV, radio and print  

• Have a press conference on site with a local spokesperson – have press cover volunteer 
efforts, leafleting, phone baking, etc. State or HQ Communications will need to handle 
this! 
• Hold “sign-making parties” with local volunteers. Media like to cover such events and 
they demonstrate volunteer involvement in the event, not to mention they’re a great 
way to create a large number of homemade double-sided signs. 
• Arrange live shots from the site during set-up/before the event. Work with press 
advance to coordinate this. 
• Notify the press of where the public will be picking up tickets or where volunteers are 
canvassing. 
• Work with your desk to arrange for surrogate calls into radio shows to discuss the 
event, tickets, etc.  

Paid Media: This is less relevant in the modern era, but paid radio-advertising spots, 
newspaper ads, college newspaper ads and local cable TV community announcement 
channels are a few paid media opportunities for building crowds. Check on cost 
effectiveness, and talk to your lead before you do this.  

Email  

Work with your campaign to determine how widely you will want to circulate an email 
blast regarding the event. Even before you arrive in the event city, you can ask how large 
the email universe for that area is. He or she will most likely give you several numbers, 
depending on the kind of city or town in which you are working. In rural areas, for 
instance, your desk might reply with a larger radius than for a city. He might also be able 
to give you universe sizes for city limits or, if traveling to a smaller state, for the entire 
state. Keeping in mind the crowd size for which you are building and any desire state staff 
may have to include certain areas, determine the radius for your email blast and 
communicate this to your desk. Email blasts can be timed to coincide with media release 
of event details but should not be sent without HQ approval. 

Note: the larger the radius of the email blast, the higher your “flake rate” will be.  

Volunteers  

Volunteers are a necessity and you can never have too many. They are the most important 
part of any event you will execute and should be treated like the valuable  resource that 
they are. Make them feel that the success of the event for the candidate is on their 
shoulders (as, in many ways, it is). When possible, try to work with your lead to coordinate 
a volunteer photo with the principal after the event.  

Volunteer Meeting  

• Have a volunteer meeting the day before the event, if possible. Assign everyone their 
jobs, physically walk them to the spot where they will be working and make sure they 
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understand their responsibilities. Be sure to arrange a location for everyone to gather on 
game day so that you can check them in and get them started. Having seen where they’ll 
work, they can then go directly there. 

• Determine when the volunteer meeting will be. Large rallies with early call times should 
have their meeting the night before, otherwise meetings can generally be held before the 
event starts. Make sure that field staff provides a list of who will be volunteering to avoid 
anyone claiming to be a volunteer to get into the event or avoid a line.  

• Make sure that volunteers are wearing nametags/badges that identify them as 
volunteers so that guests/staff will be able to turn to them for assistance.  

Filling the Site  

On game day, you are in charge of managing the flow of people into your site. You have 
to make sure your guests, no matter how many, get into your site in an orderly fashion and 
have a wonderful experience.  

Fire Marshal 

Usually a local official known as the Fire Marshal is in charge of enforcing local fire code 
for venues, which includes total capacity.  Whenever possible, you will want a positive 
relationship with the Fire Marshal. Introduce yourself ahead of time and be honest about 
the number of people coming and where you are planning on seating them and where 
standing room will be. Fire marshals will be more likely to accommodate your needs on 
game day if they don’t feel like you are trying to circumvent them.  

Opening Doors  

Doors should open as close to the advertised time as possible. In advance of game day, 
discuss a plan with your venue host, security, vendor, and full advance team so you can 
make a decision together to open doors. Doors should not open until all of you have 
agreed that you are ready.  

Reserved/ VIP  

As mentioned, a seating section reserved for a subgroup will have its own logistical 
concerns. When you are first determining how many seats are at the event you should ask 
the staff member responsible for political outreach (usually the local or state political 
director, depending on the state) how many seats they may need to meet their political 
goals. For example a 800 person town hall may have around 50 reserved seats. Determine 
what privileges reserved seating members will have (better seat, separate line, closer to 
ropeline etc.).  

For a crowd that is un-ticketed or when there was not enough time to distribute tickets, 
wristbands are a good way to easily identify a reserved section and can be quickly passed 
out at a will call table — these can be found at PartyCity or significantly cheaper online.  
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If it is too hard to separate a reserved section from the rest of the seating with a simple 
rope or barricade, printed “reserved” signs taped to chairs works very well. Make sure 
when you are determining the section’s location that “reserved” does not encompass the 
entire rope line. There should be seats on the rope line available to anyone attending the 
event willing to wait in line early.  

Will Call  

No matter how hard you try to avoid it, if there are reserved tickets there will be some 
form of will call. State staff should drive this operation, print lists and provide staff to 
execute its operation. Will call tables should be identifiable but out of the way to avoid 
issues with the line.  

People in the Head-on 

The head-on is the area behind the principal. If this area is made-up of people, it is crowd 
advance person’s job to fill this section with attendees just as it is the crowd advancer’s 
job to fill the rest of the venue.  

You want your head-on to be fully aware that they are about to be on TV — and give 
them the option to bow out if they are uncomfortable. Remind them of what it looked like 
the last time they saw a politician speak and there was a person behind them taking 
pictures. They are there to enjoy the event just like everyone else so ensure that standing 
in their position is a privilege and not a punishment. Help by telling them good times to 
take pictures (such as when the principal is on the ropeline or arriving on the stage). 

REMINDER: Ask them to take ONE photo while behind your candidate (you’ll never get 
them to agree to zero) — then put their cameras/phones away.  

Handheld Signage  

Some campaigns may decide that regardless of positive or negative message, no outside 
signs should be allowed into an event. Outside message may distract from the event and 
it allows you to not make it necessary to make judgement calls on what is an acceptable 
sign — but this policy decision will be specific to each campaign. 

Check with your lead and desk to determine what kind of event you are doing and 
hopefully your headquarters will supply you with pre-printed “placards” to hand out to 
your crowd. Plus, your team should be able to make some handmade signs of various 
sizes to hand out to the crowd and place in the shot(s).  

Water Distribution  

If it is not hot, an emergency stash of water will be sufficient. If the weather or venue itself 
is warm, a more substantial water plan is a must. Work with your lead, your site person, 
and any local contacts to ensure a sensible, cost-effective solution for even the worst 
possible scenario.  
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Emergency Medical Services (EMS)  

For larger events, you should plan to arrange to have emergency medical services on site. 
Additionally make sure that your volunteers and staff captains are briefed on whom to call 
if they spot an emergency so it can be dealt with as quickly as possible. The health and 
safety of our guests is a top priority.  

Hecklers/Protestors  

At all events, it is important to protect the First Amendment rights of those who oppose 
the views of the candidate, while making sure those individuals don’t also disrupt the right 
of others to enjoy the event. 

If someone is being disruptive, in general, the advance staff should quickly but calmly 
approach them and ask them to quiet down or leave. If they choose to leave, walk with 
them (again, calmly, without touching them) to the exit. If they refuse to leave, engage 
your host or security/law enforcement to compel them to leave. It’s best to draw as little 
attention as possible to a protestor so use your best judgment here. 
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Motorcade Advance  

The responsibility of the motorcade advance person is to coordinate and arrange all 
ground transportation for the principal, staff and, if applicable, support groups during the 
course of the advance and the visit. 

When the USSS are involved, the motorcade advance person also works closely with the 
Secret Service Transportation Agent as well.  

In most cases, vehicles that need to be rented should be procured from a standard rental 
car agency and your headquarters will make those arrangements. 

The rest of this section applies mainly to once the US Secret Service gets involved: 

A list of a default motorcade line-up follows. The length and number of vehicles in a 
motorcade will change depending upon the stage of the campaign and various factors at 
each stop. Law enforcement (county, State Highway Patrol, city) may require a presence. 
Please check with your lead to determine how many vehicles will be included.  

How is the Motorcade Set Up?  

Again, while every trip and principal will vary, a default layout might include;  

1. Lead (police vehicle, driven by officer and carrying Lead USSS Agent and Advance 
Lead)  
 

2. Limo (Limousine or Suburban, driven by USSS, carrying principal)  
 

3. Follow-up (Limo or Suburban, driven by USSS, carrying USSS)  
 

4. ID (police intelligence vehicle, driven by law officer)  
 

5. Staff van #1 (volunteer driver, carrying staff)  
 

6. Tail (police vehicle, driven by officer – to assist in indicating end of motorcade)  
 

Staff Vehicles  

Vehicles in the motorcade should be American-made vehicles whenever possible. 
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On occasion, the motorcade advance person will drive a staff vehicle. For instance, if the 
candidate arrives late at night and drives straight to the hotel, it may be easier for the 
motorcade advance person to drive. 

RON Advance  

“RON”, one of the many acronyms you will come to know, stands for “remain over night.” 
As a RON, you will be responsible for hotel logistics and all things associated with the 
hotel. 

Being a good RON is all about anticipation and problem solving. Often times in this role 
you will interact with the candidate’s personal life, so efficiency and discretion is an 
absolute must.  

Each trip is unique and you will encounter challenges not mentioned here, but there are 
general guidelines common to most trips. 

Getting Started  

• The hotel is your “site” and you will learn all aspects of the hotel. A few days prior to 
your trip you will be given the hotel name, phone number, number of rooms reserved 
and contact information. 

• Once that happens, reach out to the hotel contact and touch base about the trip with an 
introduction and let them know when you will be arriving and work on a general 
timeline. 

• If you have time it’s always good to check out the hotel’s website to get a general sense 
of the hotel prior to your arrival.  

Hotel Management  

• Talk to the hotel about appointing a point person for you to work with. Oftentimes hotel 
staff is pulled in many directions and this will help you as well as them streamline the 
communication process. 
• Make sure you introduce yourself to the duty manager and director of security and thank 
them for their hard work and extra effort they are putting into your visit. They will also be 
the folks you will be turning to if you need something in the late hours, etc.  
• Touch base with the concierge of the hotel. They know about the hotel and the 
surrounding area and can really help you out.  

• Check with the hotel to see if any other large events or groups are staying at the hotel 
— or any other candidates! 

• Make sure you have 24 hour access to a copier/printer/internet in the hotel. 

• Check on hotel’s capability to do laundry/dry cleaning overnight.  
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• Check on newspapers the hotel has access to and times they are delivered. 

• Type up a Room List for each of the traveling staff and place in each room  

• Type up a RON memo for each of the traveling staff and place in each room  

• Make sure all room keys work for each room and the bed count is equal to the people in 
the room. i.e. if there are two people in the room make sure there are two beds.  

• Know the options and hours for food at the hotel and nearby, and include that in the 
RON memo.  

Afterwards 

• “Toss” the rooms your staff and principal used — go into the rooms and check for 
anything that may have been left. Phone chargers, old schedules, etc. are popular items 
left behind.  
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GLOSSARY 

Advance has a LOT of lingo and acronyms -- you may find yourself a little lost on your first 
trip in conversation with more experienced colleagues. Many of the common terms are 
outlined below -- but just ask them if you are confused about something! 

 

3'   Pipe and drape also comes in shorter, 3' high heights. This height is 
often recognized by its use at trade shows to divide booths. The 
upright poles themselves are 3'. Cross-bars of 6'-10', from which 
the drapery hangs, connect the uprights. In certain crowd 
circumstances, 3' pipe and drape can be used as a 
crowd/sectioning barrier 

Acknowledgment  Those individuals, groups or organizations which the principal 
should acknowledge in his remarks. Advance often produces an 
acknowledgment card for such purposes. This is produced in 
collaboration with political and local staff. 

ADA  The "Americans with Disabilities Act". This is the federal 
lawrequiring that sites be accessible to those persons with 
disabilities. It does not refer to a person, a seating section or an 
entrance but is rather the act requiring that our sites be made 
accessible.  

Advisory  Your headquarters, in conjunction with advance, assembles 
language to notify the local and national media and the public of 
the principal’s travels and activities. This advisory will contain 
details including title of the event, date and time, press logistical 
details and contacts and, if a public event, information for 
interested attendees. Language used in the advisory is tailored for 
each event (tickets/no tickets, pooled/open press, doors open 
time). 

ASL  American Sign Language, typically used in the context of an an ASL 
ASL interpreter, which you should have for medium and larger 
events.  

Avail  Slang for "press avail(ability)". An avail is an opportunity for the 
principal to speak to and take questions from the media in a 
(sometimes) more casual setting. Advance will often prepare the 
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assets for an avail even when none is planned in the event a need 
arises.  

Banjo  Polyester fabric commonly used on pipe and drape. Has a "cheap" 
appearance. 

Barrier  General term for items used to delineate space - bike rack, 3' pipe 
and drape, rope & stanchion and tensaberrier are all forms of 
barriers  

Bike rack  

 

A "hard" barricade used to control crowds. Named for the vertical 
slats which appear to be ideal for locking bicycles. Around 8' long 
and approximately 4' tall, bike racks can be locked together to 
provide a secure barrier.  

Bottom  The end. At the bottom of the event would indicate at the 
conclusion of the event.  

Brief  A written memo used to brief the principal on an event or situation. 
Also  

the term for the action of briefing the principal on activities or 
set-up of an event  

 

Buffer  The area between the main stage and the crowd or audience 
barrier. The space allows the principal to shake hands along the 
ropeline and also provides the space for the USSS to protect the 
principal, if applicable.  

Also the physical distance between the two - "an 8' buffer"  

Buffer shot   A camera angle from the buffer. Often taken looking upward 
toward the speaker/podium.  

Build  The physical construction of a site or event  

78 



 

Bug  The union label or marking added to printed products which are 
printed or designed using union labor. The mark, from afar, can 
resemble a small insect  

Bunting  A half-circle or moon-shaped red, white and blue decorative 
element. Also called a “pleated fan.” Bunting can also come in 
long rolls that can be used around a stage.  

Cable run  The distance from a satellite truck’s parking spot to the network’s 
camera on the riser. 

It is measured in the running feet the cable must be run in order to 
carry the signal for broadcast from the truck  

Cameras  Still photographers and video/TV operators are collectively often 
referred to as cameras 

Catwalk  An elongated extension of a stage used as a walkway to enter/exit 
rather than as a standing platform. Similar to the runway of a 
fashion show. 

Certificate of 
insurance  

A certificate provided by a campaign showing that it carries 
adequate insurance to host an event. The certificate of insurance is 
typically produced by an insurance agency and provided to host 
venues if required.  

Chute  Aisles through which groups (press, guests etc.) can pass, generally 
enclosed/protected with a barrier.  

Classroom set-up   A set-up in which seats are arranged with tables in front of each, all 
facing the same direction  

Clean  The status of a location, person or group indicating it or they have 
been checked by security personnel  

Clutch  Slang term. A meet-and-greet or informal gathering attended by 
the principal. "Finance clutch" would be a group of guests invited 
by the finance department and gathered for a short, generally 
stand-up, meeting.  
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Comfort memo   A document or list of hospitality items which are preferred by a 
principal or guest ("grapes and carbonated water", as an example 
only). Also known as comfort riders, they are provided to inform 
hosts of the type of items which are preferred by guests. Comfort 
memos are generally not widely distributed and should be treated 
with utmost discretion.  

Countdown  A daily meeting of the advance team (It is called by the advance 
team lead and allows group conversation about the trip as a whole. 
General advance policies are covered, the schedule is reviewed 
and logistical planning is confirmed to ensure all parties are in 
agreement. Team members should be prepared to give a general 
report of their areas of responsibility.  

Credentials  Badges or other means of identity produced to show the role of 
individuals at an event. "Press", "Staff" and "Volunteer" 
credentials are commonly used at events.  

Cut  Also referred to as "cut away". The cut is a secondary camera angle 
from which photographers and cameraman can have a profile or 
over-the- shoulder shot of the stage and speaker. Advance 
commonly builds one cut riser however a cut shot could be taken 
from several different vantage points if layout allows.  

Desk  Depends by campaign: a desk is a team’s contact in HQ 
responsible for a particular advance trip.  This person serves as a 
central conduit of information and primary support between the 
advance team and headquarters and is responsible for items 
included but not limited to advance team travel, budget and 
invoice payment, press advisory collation, production or approval 
of visual elements. In some terms, this person handles the "desk 
job" tasks of the team.  

Dirty  The status of a location, person or group indicating it or they have 
not yet been checked by security personnel and may present a 
security concern  

Doors Open  The time announced to the public or ticket-holders that they may 
begin to enter an event site. 
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Downtime  Time in which the principal has no formal engagements scheduled. 
Free time.  

Dress  The act of decorating or attending to the visual elements of a site. 
One could "dress" a flag to ensure it looks appropriate  

Earned media  Publicity or press coverage gained through promotional efforts 
other than paid advertising. News agencies attending a sign 
painting party or covering the build of an event site would 
constitute earned media  

 

FBO  Fixed base operator or fixed base operation. An aviation term 
referring to the location at an airport for private or "general" 
aviation. The FBO is the company hired to service an airplane and 
prepare for its arrival and departure. Services provided by an FBO 
include coordinating landing slots, refueling, catering, provision of 
stairs and baggage belts, deicing and general maintenance. FBO's 
commonly also contain lounge, meeting and restroom facilities. 
Some national FBO companies include Signature, Landmark, 
Atlantic and Million Air  

File  Area set aside for press to do their work, usually at a large site. 
Advance is responsible for preparing the physical room or space in 
which this occurs. A file space would be set in a classroom set-up 
and offer desks, power, & wifi.  

Gaff  Short for gaffer's tape. A strong, fabric-like tape used in theater 
and production for its versatile adhesion, non damaging, and ease 
of removal qualities. Often used to cover cables, mark positions or 
affix items. Usually black, it can also be found in others colors. 
Named after the "gaffer" - the head of the lighting department on 
tv/film productions.  

Gameday  The day of your principal’s visit. 

Gel(s)   Colored film (like cellophane) used to give lighting a general hue. 
Care should be used whenever implementing gels as injecting 
color into lighting can have unintended effects on the camera lens.  
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Gobo  A template or pattern cut into a plate or "printed" in color on glass 
in order to project a pattern or shape with light. Batman's bat sign 
may be the most famous use of a gobo  

Grommet    

The metal reinforcement of a hole in a banner or flag, used for 
hanging the item  

Hands  Stagehands. Individuals hired to assist in the physical preparation 
of a venue or stage set-up.  

 

Hanger  To use a (shirt) hanger to dress a flag and make it appear more full  

Hold  A room in which a principal or group (staff, guest) could use to 
"hold" - to be briefed, make phone calls, eat or just generally relax. 
Essentially a green room.  

House Staff  The staff which are permanently (or contractually) employed by a 
venue (not volunteers or temporarily provided by the campaign).  

HMI  A hydrargyrum medium-arc iodide lamp. In laymen terms - a large 
bulb with a high lumen-per-kilowat ratio (very bright). More 
expensive than the commonplace par bulb and useful for outdoor 
lighting as it closely replicates the color temperature of the sun.  

IATSE  The International Alliance of Theatrical Stage Employes(, Moving 
Picture Technicians, Artists and Allied Crafts). The union called 
upon in certain production and advance situations to provide labor 
and expertise in the preparation of sites. Some venues have strict 
parameters in which IATSE hands are used.  

IFB  The term more commonly is used to refer to the earpiece your 
principal wears during interviews. Technically it’s: "Interruptible 
Fold-back" or "Interruptible Frequency Broadcast,” the way audio 
is fed during a satellite broadcast. Audio and video travel over 
satellite at different speeds so a separate line - called an IFB - is 
used to feed audio.  
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IMAG  Image magnification. An acronym commonly used in conjunction 
with the use of a jumbotron or scoreboard where a camera is set on 
a speaker and magnified for the larger audience. An IMAG 
operator would handle the camera or facilitate the use of the 
screen.  

Lav  Short for lavalier microphone. A small microphone worn on the 
lapel, connected to a small pack usually worn on the belt provides 
an inobtrusive way to provide audio from a speaker without a 
podium or wired microphone. Lav mics are most commonly 
wireless.  

Leko  A focused elliptical spotlight. Lekos are lighting instruments 
identified by their lens diameter and barrel length. Unlike PAR cans, 
they can be focused to shine light on a specific spot.  

Line level  A way of describing the quality, level and intensity of sound 
feeding a tape recorder, video recorder or live broadcast. It does 
not refer to the audible sound speakers - only to the sound feeding 
a recording device. Line levels can be adjusted with the help of 
broadcast audio technicians to ensure that the output from the 
sound board is optimal for broadcast or recording.  

Local Press  A local media outlet, network or affiliate. Can also be used to 
loosely describe all press who arrive a site unilaterally, even if they 
are not local outlets, differentiating them from "traveling press" 
who arrive in the motorcade (later in the campaign cycle) 

Lock  The status of a venue or site at which point it is guaranteed that the 
event can and will take place there. Per campaign advance 
practice, "locking" a site is the final stage in determining an event 
location. This follows vetting and approving the site. The site is 
considered locked when both the host venue and advance team 
are 100% certain that it is confirmed.  

Magnetometer  The metal detector through which individuals pass and after which 
time they are "clean". Sometimes called "Walk-through mag". 
Operated by US Secret Service once they “pick up” a principal.  
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Main  The main riser. Sometimes used to refer to the main stage and 
other times to the main press riser. Clarification should always be 
given.  

Manifest  List of names to be included in a movement from A to B, whether 
that’s by elevator, motorcade or airplane. 

Mix & mingle   Generic term for an informal, generally stand-up, gathering. Also 
the action of circulating, without barriers, through a crowd  

Monitor  A speaker or amplifier. A stage monitor would be a speaker set on 
stage such that stage participants are able to hear amplified audio  

Movement  Physical movement (usually defined as in a vehicular movement) 
from one site to another. A movement of any distance typically 
adds a significant amount of time to the schedule. 

Mult (box)   Short for multiple, a mult box allows one single audio line to be 
split and provide multiple outputs from which media outlets can 
receive audio. A mult box prevents the need for dozens of 
microphones to be attached to the podium and presents a clean 
appearance and high quality sound for all outlets. Can also be 
called a “press box.” 

 

Open press  A classification of an event allowing any accredited member of the 
media to cover. 

OPSEC  Acronym for Operational Security. The collective behavioral 
practices which help ensure the safety of the principals, their 
movements and events. includes proper handling of printed 
materials, care in verbal discussions and consistent monitoring of 
environment and intelligence before, during and after trips.  

 

OTR  "Off the Record". An event, movement or activity not listed on the 
formal schedule and, as such, not on the record. OTR's are 
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generally not discussed under the premise that they remain more 
secure with public not having knowledge of the event.  

Usually used to describe a smaller retail stop such as a diner visit or 
bookstore. 

Par (lamp or can)   Lighting term for a Parabolic Aluminized Reflector lamp, or the 
instrument that uses that lamp (can). Similar in production to an 
automobile headlight, Par cans are low-cost, require little 
maintenance and cast a wide and somewhat unpredictable beam of 
light. They can be focused only roughly and can be colored with 
gels. Typically, they are set together in large banks or trusses of par 
cans to provide massive swaths of light. 

Pencils  Informal term for print reporters (newspaper, magazine or other) 
that do not usually require space up on the riser itself - generally 
used internally only.  

Pin  An access lapel pin distributed by the USSS to allow members of 
the staff or other individuals acess to certain USSS-restricted areas 
of an event. Pins may be "soft"/"tin pins" or be "hard" or 
permanent. A soft is only valid for that particular trip while a hard 
pin is permanently held by the bearer for multiple trips.  

Pipe and drape  Temporary drape fixtures most commonly used to mask existing 
walls, partition space or block hallways. Pipe and drape comes in a 
variety of fabric, colors and height. Widths generally start at 6' and, 
aside from the 3' tall sets, start at 6' tall and can reach heights of 
12'-16'. Drape is either velour or banjo-weight.  

Placard  Term used in the campaign to refer to hand-held, 
professionally-produced campaign signage - mostly used at rallies.  

Pod  An isolated piece of riser or staging provided to select member(s) 
of the media to ensure a unique angle or guaranteed stability. A 
pod is occasionally provided for the pool camera.  

Pool  A subset of the full press corps that covers an event when space or 
other limiting factors prevent an "open press" event. The pool 
shares their coverage with the press not in the pool.  
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Prepared remarks  Remarks that are written in advance - typically for a specific event.  

Press time  A period in a principal's schedule which allows for individual 
interviews in any number of formats (sit-down or stand-up, 
in-person or via phone or satellite, TV, print or radio). Press time is 
often a good opportunity to give local media outlets a few minutes 
with the principal  

Print  Reporters working in a newspaper or magazine capacity, not 
carrying cameras  

Push and pull  

 

Slang term for the logistical execution of a photo line. So called for 
the "push" of the individual toward the principal and the "pull" of 
the individual after the photo  

Real person  An individual without political or celebrity notoriety; a person noted 
by their real-life experiences rather than a noteworthy affiliation. 
Generally not a term used externally by campaign staff.   

Road Show   Nickname for the group of individuals who comprise the traveling 
party of the campaign  

Robo  Also known as Robocall. Essentially a telephone call performed 
robotically. A robo call is a call delivered automatically to a 
pre-specified group of numbers and offering a recorded message. 
Robo calls are a sometimes effective means of broadcasting 
information to a target audience who would otherwise be 
unreachable via other forms of media 

RON  Remain(ing) overnight. An scheduling term used to indicate an 
overnight stay. The term "RON" refers to the verb of "RON'ing" as 
in sleeping in a location and also to the "RON's" - the hotel at 
which the party is sleeping and the advance team member 
responsible for coordinating the overnight stay.  

Rope and 
stanchion 

A "soft barricade" made up of a form of rope (usually velour) linked 
to upright stanchions. Rope and stanchion typically stretches no 
more than 8'.  
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Ropeline  The area of an audience most immediately adjacent to the stage 
and with whom the principal can shake hands. This customary 
event practice takes place after remarks and is termed "working the 
ropeline"  

Running feet  The combined lengths of multiple components - most often used 
to describe the combined lengths of each tier of a multiple-tier 
press riser. For example, a two-tiered press riser in which each tier 
is 36' long would offer "72 running feet".  

Sat trucks  Satellite trucks. The trucks (vans or other) responsible for 
broadcasting via satellite the coverage of an event. To reach the 
satellite, most trucks will need a clear view of the southwestern sky. 
While microwave trucks operate with a different technology and 
have different logistical needs, they are often lumped into the 
discussion of sat truck parking. 

Shot  General term for what a camera “sees” and broadcasts 

Sign-painting 
party  

An activity coordinated by the advance team to produce 
home-made rally signage for an event. Sign painting parties also 
provide a good earned media opportunity. Volunteers are invited 
to a sign-painting party to share their enthusiasm for an upcoming 
an event and to help prepare for the event via painting signs.  

Slate  The listing of the members of a specific trip's advance team. 

Soft barricade  A form of crowd barrier or audience demarcation which offers less 
protection than hard barricade. Rope and stanchion or tensabarrier 
are two forms of soft barricade. 

Soft opening  The opening of a venue to allow ingress of volunteers, staff and 
those who must be in-place to prepare for the ingress of the 
general public, prior to the announced "doors open" time.  

Spray  A brief opportunity for still photographers (and, sometimes, TV) to 
take a round of photos in an otherwise-closed press event such a 
meeting.  
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Stage (motorcade)   To set the motorcade in order such that it is prepared for a 
movement.  

Stick flag  A flag hung on an upright pole. Often used behind a speaker. 

Stills  Photojournalists 

Stump  A "standard" speech which enables a candidate to deliver a similar 
set of remarks multiple times over the course of the week. Per 
Wikipedia, the term derives from the custom in 19th century 
America for political candidates campaigning from town to town to 
stand upon a sawed off tree stump to deliver a standard speech.  

Surrogate  An individual or supporter acting on behalf of the campaign. One 
who travels or participates in events to propel the campaign and, 
on occasion, does so in the stead of a principal  

Teleprompter  Or "prompter". The glass screen(s) on which a speech is displayed 
and from which the principal can read remarks in a comfortable, 
natural fashion. Another type is a "camera mount teleprompter" 
which is used when the principal is delivering remarks straight to a 
camera, instead of a live audience.  

Tensabarrier  A soft barrier characterized by seatbelt-like bands which, when not 
connecting one upright to another, recoil into the stanchion  

Throw  The physical distance between the camera and the principal 
speaking - not the distance from the press riser to the stage but 
rather the first lens to the principal's nose  

Tight Shot  The picture that is formed when cameras focus on the speaker from 
approximately mid-chest to just above the head. The tight shot and 
the wide shot must be balanced to ensure they complement each 
other. 

Truss  An elongated rectangular structural frame, commonly fashioned of 
aluminum and used to hang stage production elements including 
lights and sound.  
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Toast  A more informal podium often characterized by a stem-like base 
and tray top. Also known as a toast lectern  

 

Top  The beginning. At the top of the event would indicate at the 
beginning or upon arrival to an event.  

Velour  A higher quality fabric drape used with pipe and drape, usually 
available in “Presidential blue” or black.  

Vet  To appraise, check and verify the appropriateness for association 
with the campaign. Individuals, groups, businesses and locations 
are vetted to ensure their involvement does not conflict with the 
principles and beliefs of the campaign. Per campaign advance 
practice, "vetting" a site is the first stage in determining an event 
location. This precedes approval and locking the site. Vetting is 
usually handled by dedicated staff for this task at your HQ.  

Video  Any camera not acting in a "still" capacity. TV crews are collectively 
"video"  

Visuals  The visual elements of a site which include banners, bunting, flags, 
home-made banners and signs, podium signs etc.  

VOG  Voice of God. Slang term for an announcement made without the 
announcer being visible so the voice or announcement appears to 
come from above. Also an “offstage announce” 

Wheels up/down  Terminology indicating the departure of an aircraft and the arrival 
of an aircraft (respectively).  

Walkthough  The practice of visiting and evaluating a site. Can be the first visit to 
a site known to your team or the fifth visit where you rehearse plans 
and movements for gameday in detail.  

Also can refer to a “walkthrough” style magnetometer used by 
security personnel.  
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Wide Shot  The picture that is formed when cameras pull their focus from the 
speaker in an effort to show the context of the event and the areas 
(crowd, banner etc.) surrounding the speaker and the stage. Again, 
the tight shot and the wide shot must be balanced to ensure they 
complement each other and offer a balance of message and 
setting.  
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National Campaign Site Advance Checklist 
 

Contact Information: 
□ Venue (management) 

o Contact:____________________________________________________ 
o Phone:_____________________________________________________ 
o Email:______________________________________________________ 

□ Venue (building maintenance) 
o Contact:____________________________________________________ 
o Phone:_____________________________________________________ 
o Email:______________________________________________________ 

□ Vendor (gameday POC) 
o Contact:____________________________________________________ 
o Phone:_____________________________________________________ 
o Email:______________________________________________________ 

 
Site Details 

□ Site: ____________________________________________________________ 
o Sweep Time:________________________________________________ 
o Doors Soft Open:_____________________________________________ 
o Mags Open:_________________________________________________ 
o Guest Call Time:_____________________________________________ 
o VIP Call Time:_______________________________________________ 
o Pre Program Participant Call Time:_______________________________ 
o Program Begins:_____________________________________________ 
o Principal Speaks:_________________________________________ 
o Event Concludes:_____________________________________________ 

□ Venue Address:___________________________________________________ 
o Driving directions/major intersections:_____________________________ 

□ Program Contacts 
o Greeters:___________________________________________________ 
o Performers:_________________________________________________ 
o Program Participants:__________________________________________ 

 
Contracts 

□ Vendor:__________________________________________________________ 
o Total Cost:__________________________________________________ 

□ Venue:___________________________________________________________ 
o Total Cost:__________________________________________________ 

▪ Rental Fee:____________________________________________ 
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▪ Electrician Fee:_________________________________________ 
▪ Custodial Fee:__________________________________________ 

o Certificate of Insurance required? ________________________________ 
□ ASL Interpreter (needed for events of 300 people or more, or when interpreting is 

known to be required) 
▪ Company:_____________________________________________ 
▪ Name:________________________________________________ 
▪ Phone:________________________________________________ 
▪ Cost:_________________________________________________ 

□ Misc. Expenses 
o Water 
o Sign making party 
o Supplies 
o Principal/traveling staff food 

 
Build 

□ Date of build:______________________________________________________ 
□ Load in time:______________________________________________________ 
□ Load out time:_____________________________________________________ 

 
Venue Details 

□ Venue Capacity 
o Total Capacity (note fire code signs):______________________________ 
o Number of seats (note fixed, tiered, sloped, etc.)____________________ 
o Number of standing crowd:_____________________________________ 
o Wheelchair access and space:__________________________________ 
o Overflow options:_____________________________________________ 

□ Venue Assets (confirm before ordering from vendor) 
o Chairs:_____________________________________________________ 
o Tables:_____________________________________________________ 
o Internet:____________________________________________________ 
o Power:_____________________________________________________ 

▪ Generator needed?______________________________________ 
o House labor:_________________________________________________ 

▪ Union labor needed?_____________________________________ 
o Bathrooms:__________________________________________________ 

▪ Port-o-john’s needed?____________________________________ 
o Floor coverings:______________________________________________ 
o Floorplan or blueprint of space:__________________________________ 
o Parking assets:_______________________________________________ 

▪ Directions from parking lots:_______________________________ 
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▪ Directions from shuttles:__________________________________ 

o Auxiliary Rooms (to identify): 
▪ Principal Hold Room: ____________________________________ 
▪ Principal Restroom: _____________________________________ 
▪ Staff Hold Room: _______________________________________ 
▪ Staff Restroom: ________________________________________ 

o Public Restrooms: 
▪ General Crowd:_________________________________________ 
▪ ADA:_________________________________________________ 
▪ Principal/staff (back of house):_____________________________ 

 
 

Vendor Check List 
□ Audio 

o Microphones 
▪ Wireless:______________________________________________ 
▪ Hard-wired:____________________________________________ 
▪ VOG/backstage intro:____________________________________ 
▪ Q&A:_________________________________________________ 

o Amplification (room specific) 
o Stage Monitors 
o Mult Box (quantity depends on anticipated number of press) 

▪ Power strips on press risers 
□ Lighting 

o Light podium 
o Light head on shot/cut shot 
o Are there windows that need to be covered? 

□ Staging 
o Main stage 
o Press riser 
o Cut riser 
o Carpet and skirt 
o Stairs and railings 

□ Other Assets 
o Bike rack 

▪ Covering for bike rack 
o Rope and stanchion/3 foot pipe and drape 

▪ Chutes 
▪ Press area 
▪ Buffer 

o Pipe and drape 
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▪ Velour for front of house and photoline 
▪ Banjo for back of house 

o Podium/lectern 
▪ Hard-wired mic? 
▪ Podium sign 

o Visuals 
▪ Banner 
▪ Flags 

● Framed or on sticks 
▪ Homemade signs 
▪ Placards 

o Tables and chairs 
▪ Signing 
▪ Check-in 
▪ Press workspace 
▪ Hold rooms 

o Chairs for seated crowd 
o Stools for on stage 
o Bleachers 
o Choral risers 
o Teleprompter 

 
Press 

□ Press Needs 
o Expected number of press:_____________________________________ 
o Number of stills:______________________________________________ 
o Number of cameras:___________________________________________ 
o Expected number of traveling press:______________________________ 
o Mult inputs needed:___________________________________________ 
o Workspace needed:___________________________________________ 
o Internet available:_____________________________________________ 

□ Throw Distance:___________________________________________________ 
□ Satellite Truck Parking:______________________________________________ 

o Preset time:_________________________________________________ 
o Distance of cable run:_________________________________________ 

□ Press Check in: 
o Location:____________________________________________________ 
o Check-in table:_______________________________________________ 

 
Crowd Needs 

□ VIP 
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o Seating Area:________________________________________________ 
o Ushering Plan:_______________________________________________ 
o Guest List:__________________________________________________ 

□ ADA 
o Seating Area:________________________________________________ 
o Ushering Plan:_______________________________________________ 
o Guest List:__________________________________________________ 

□ Credentialing 
o Printed credentials: 

▪ Union Printer Contact:____________________________________ 
▪ Staff (color):____________________________________________ 
▪ Press (color):___________________________________________ 
▪ Volunteers (color):_______________________________________ 

 
To Dos 

□ Planning 
o Create a site diagram 
o Create a volunteer staffing plan with the Advance Crowd Lead and State Staff 

counterpart 
▪ Plan should include all aspects of the event including site, press and 

crowd 
o Create a heckling/protest plan with venue hosts and security 

▪ Relay plan to volunteers 
o Identify greeters:_____________________________________________ 
o Identify speaking program:______________________________________ 
o Identify introducer:____________________________________________ 

▪ Voice of God announcement, person- host, real person, elected, etc. 
o Music 

▪ Prepare approved playlist for walk out song, ropeline music, etc. 
o Print back of house directional signage 

▪ Motorcade, principal hold room, staff hold room, to stage, to crowd 
viewing area, on camera beyond this point, restroom, no entry, reserved 
seating, etc. 

o Prepare acknowledgement card 
□ Day of Event 

o Cue songs and playlist 
o Test mult and microphones 
o Ensure Principal has water on stage or inside podium 
o Brief greeters, pre program participants, speakers, etc. 

▪ Identify their seats in audience 
o Set hold room items (below) 
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□ Post Event 

o Complete reimbursement form with expenses from approved receipts 
o Send emails thanking hosts 
o Submit top tier thank you note requests to HQ 

 
Hold Rooms 

□ Principal 
o Beverages and food, and menus for nearby restaurants 
o Signing table with Sharpies 

□ Staff 
o Beverages and food, and menus for nearby restaurants   
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National Campaign Press Advance Checklist 
 

Trip Logistics Process 

□ Are there multiple open press stops on this trip? Yes / No 

□ Is there enough time for press to get from stop-to-stop? Yes / No 

 

Site Selection Process (Press Advance does not select the site but offers input on site options 

from a press logistics perspective) 

□ Site: ____________________________________________________________ 

o Type of Event: ______________________________________________ 

o Target Press Number: ________________________________________ 

o Is there a message attached to the event? 

o How many members of the press will the site hold? 

▪ Video Cameras:  ______________________ 

▪ Photographers: ______________________ 

▪ “Print” Journalists: ______________________ 

o Is there a second/separate entrance for press to enter? Yes / No 

o What restrooms are available for press to use? ___________________ 

o Is there enough parking for press? Yes / No 

o Is there enough satellite truck parking for press? Yes / No 

▪ Is the satellite truck parking area located in an area that allows the 

satellites (usually pointed south) to hit their mark without obstructions? 

 

Assembling the Press Advisory (to send to your Advance Desk) 

□ Date: _________, 2019 

□ Event Name: _____________________________________________________ 

□ Address: ________________________________________________________ 

□ Live Truck Parking: ________________________________________________ 

□ Throw (Distance from Press Riser to Main Stage): ______________ ft 
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□ Cable Run (Distance from Sat Truck Parking to Press Riser): ____________ ft 

□ Media Entrance: _________________________________________________ 

□ Media Access Time: ______:_______ 

□ Final Media Access: ______:________ 

□ Estimated Time of Remarks: ______:________ 

□ Media Contact for Planning and Logistical Purposes Only: ______:__________ 

 

Site Specific Details 

□ Site Details: 

o Soft Open: ______:________ 

o Room for Volunteer Articles (necessary in the winter): ______________ 

□ Event Setup: 

o Press Entrance 

▪ Is there a second/separate entrance for press to enter? Yes / No 

▪ Is the press entrance large enough to accommodate a table and chairs for 

check in and credential pick up? Yes / No 

▪ What restrooms are available for press to use? ______________ 

▪ Is there a separate/cordoned-off pathway for press from their entrance to 

the main press riser? Yes / No 

▪ Do live trucks need to bring cable ramps for cabling? Yes / No 

o Main Press Riser Size (Total Running Ft): ______________________ ft 

▪ Number of Mult Box Plugs Needed: _____________________ 

▪ Is there power available for press: _____________________ 

▪ Is the riser stable? Yes / No 

▪ Do you need to mark off positions on the riser for different outlets? Yes / 

No 

▪ Is the combined riser/press workspace cordoned off/penned in?  Yes / No 

o Cut Press Riser Size (Total Running Ft): ______________________ ft 
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▪ Number of Mult Box Plugs Needed: _____________________ 

▪ Is there power available for press: Yes / No 

o Is there on-site wireless internet for press? Yes / No 

▪ If yes, what is the Network Name? ________________________ 

▪ If yes, what is the Network Password? _____________________ 

▪ Print Access Information Handouts for Press Yes / No 

o Is there on-site wired/hardline internet/ISDN line availability? Yes / No 

▪ Often important for livestreaming or live radio broadcasts 

o Press File/Work Space 

▪ Size of Press File/Work Space _____________________ 

▪ Number of Tables Needed: _____________________ 

▪ Number of Mult Box Plugs Needed: _____________________ 

▪ Is there power available for Press: Yes / No 

o Is there buffer access via a chute and/or break in the bike rack?            Yes / No 
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National Campaign Crowd Advance Checklist 
 
 

Site Selection Process 
□ Site: ____________________________________________________________ 

o Type of Event: _______________________________________________ 
o Target Crowd Number:_________________________________________ 
o Is there a message attached to the event?_________________________ 
o How many people will the site hold?______________________________ 
o Is the entrance large enough for mags/line formation?________________ 
o If not, are there multiple entrances?_______________________________ 
o What restrooms are available for public to use?_____________________ 
o Is there enough parking for crowd size?___________________________ 

 
Crowd Building Process 

□ Public Event With No Tickets 
o Release Information- send to Advance Desk/ Lead/ Press Lead 

▪ Name of Event (if you are unsure, as Advance Desk): 
_____________________________________________________ 

▪ Venue Name: __________________________________________ 
▪ Venue Address: ________________________________________ 
▪ Venue City: ____________________________________________ 
▪ Venue State: ___________________________________________ 
▪ Venue Zip Code: _______________________________________ 
▪ Doors Opening Time: ____________________________________ 
▪ Program Start Time: _____________________________________ 

o Additional Release Information (if applicable) 
▪ Parking Lots: __________________________________________ 
▪ IF Busing, busing locations: _______________________________ 
▪ Handicapped Accessible Entrances: ________________________ 

□ Public Event With Tickets 
o Ticket Numbers: 

▪ Number of Online tickets: _________________________________ 
▪ Number of Hard tickets: __________________________________ 
▪ Number of VIP (Reserved) Tickets: _________________________ 

● What access to VIP tickets have: _____________________ 
o Release Information (same as above)- send to Advance Desk/ Lead/ Press Lead 

▪ Name of Event (if you are unsure, as Advance Desk): 
_____________________________________________________ 

▪ Venue Name: __________________________________________ 
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▪ Venue Address: ________________________________________ 
▪ Venue City: ____________________________________________ 
▪ Venue State: ___________________________________________ 
▪ Venue Zip Code: _______________________________________ 
▪ Doors Opening Time: ____________________________________ 
▪ Program Start Time: _____________________________________ 

o Additional  Release Information: Ticket Distribution Information 
▪ Pick Up Location Name: __________________________________ 
▪ Location Address:  ______________________________________ 
▪ Location City: __________________________________________ 
▪ Location State: _________________________________________ 
▪ Location Zip Code: ______________________________________ 
▪ Hours of Operation: _____________________________________ 

● Note: If you believe you may run out of tickets on the first day, only 
advise the first day that tickets will be available, additionally you 
may want to add only the start time for the tickets: “Tickets will be 
available at 7:00am on a first come first serve basis”. 

o Hard Tickets 
▪ Printer Name: __________________________________________ 
▪ Contact Name: _________________________________________ 
▪ Phone Number: ________________________________________ 
▪ Address: ______________________________________________ 
▪ Email Address: _________________________________________ 
▪ Drop Dead Time for Printing: ______________________________ 
▪ Ticket Classifications: (General/VIP): ________________________ 
▪ Number of Tickets: ______________________________________ 
▪ Colors of Tickets: _______________________________________ 

□ Private Invite Only Event 
o Ticket Numbers (same as above): 

▪ Number of Online tickets: _________________________________ 
▪ Number of Hard tickets: __________________________________ 
▪ Number of VIP (Reserved) Tickets: _________________________ 

● What access to VIP tickets have: _____________________ 
o Plan for ticket distribution: ______________________________________ 

 
Site Specific Details 

□ Assistance from your Advance Desk 
o Place Order for Credentials: 

▪ Volunteer (quantity): _____________________________________ 
▪ Staff (quantity): _________________________________________ 
▪ Press (quantity): ________________________________________ 
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o Place Order for Placards (rallies only): 

▪ Quantity: ______________________________________________ 
□ Site Details: 

o Soft Open: __________________________________________________ 
o Room for Volunteer Articles (necessary in the winter ): _______________ 

□ Event Setup: 
o Line Management 

▪ Location of lines: _______________________________________ 
▪ Garbage Bags/ Boxes for ticket collection: ____________________ 
▪ Buckets/Garbage Cans for umbrellas: _______________________ 
▪ Additional Bike Rack for Line Management: __________________ 

o ADA 
▪ Disability Accessible Line: ________________________________ 
▪ Disability Accessible Section: _____________________________ 
▪ Hearing Impaired Section: ________________________________ 

● Make sure that this section allows participants to see both the 
principals and the interpreter. For large crowds there should be 
two interpreters. 

o Crowd in Head On Shot 
▪ Bike Rack for a secured area; chute for crowd flow 
▪ Necessary Signage 
▪ Identifier (stickers/wrist bands): ____________________________ 

o VIP Tickets 
▪ Where is the section: ____________________________________ 
▪ Is there a Will Call table?__________________________________ 
▪ Location of the Will Call table: _____________________________ 
▪ Identifier (Tickets/wrist bands): _____________________________ 
▪ Necessary Signage: _____________________________________ 

o Water 
▪ What kind of water (jugs/bottles): ___________________________ 
▪ Quantity: ______________________________________________ 
▪ Additional Supplies (cups/tables): __________________________ 

o Organizing/State Staff Resources 
▪ Tables Needed: ________________________________________ 
▪ Check in with Organizing Staff about clipboards and pens. 
▪ Additional Needs: _______________________________________ 

o EMS 
▪ Rent outside services? ___________________________________ 
▪ Company: _____________________________________________ 
▪ Cost: _________________________________________________ 
▪ Method of payment: _____________________________________ 
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o Signage 

▪ Disabled seating signage: __________________________________ 
▪ Any Reserved Ticket Signage: _____________________________ 
▪ Hearing Impaired Signage: ________________________________ 
▪ Will Call Signage: _______________________________________ 

o Restrooms 
▪ What kind of restrooms are available: _______________________ 
▪ Where are they set up: ___________________________________ 
▪ Are restrooms available for the crowd line: ___________________ 
▪ Restrooms available to handicap accessible section and VIP section: 

_______________________________________________ 
o Volunteers 

▪ Total volunteers: ________________________________________ 
▪ Press volunteers: _______________________________________ 

● Time Needed: ____________________________________ 
▪ Motorcade drivers: ______________________________________ 

● Time Needed: ____________________________________ 
● Location: ________________________________________ 

▪ Luggage Volunteers: ____________________________________ 
● Time Needed: ____________________________________ 
● FBO/ Hotel Location: _______________________________ 

▪ Volunteers Needed for Build: ______________________________ 
● Time Needed: ____________________________________ 

▪ Organizing Staff Needed/Available for Event: _________________ 
▪ Staff Walk Thru: ________________________________________ 
▪ Volunteer Call Time: _____________________________________ 
▪ Volunteer Meeting Time: _________________________________ 
▪ Volunteer Meeting Location: _______________________________ 
▪ Check in with Organizing/State Staff that their volunteer needs are met. 
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U.S. Secret Service protection in conjunction with campaign advance:  

No 2020 Democratic candidates have yet been “picked up” by the United States Secret 
Service, a division of the Department of Homeland Security that is tasked with protecting 
the President, Vice President, their families, foreign dignitaries and then, on a case by 
case basis, candidates running for President in the respective party primaries.  

Decisions to initiate USSS coverage for primary candidates are driven by threat level and 
not standing in the polls or fundraising numbers, so the timing is unknown when any 
candidates will start protection this cycle.  

For example, last cycle, Sen. Bernie Sanders started coverage just after the Iowa Caucuses 
in early February of 2016, while Donald Trump and Ben Carson already had it at that point 
(along with Secretary Clinton, who is permanently a USSS protectee) 

Secret Service protection turns the logistics of a campaign on its head -- literally every 
facet of an advance person’s job is changed as a result of receiving USSS protection.  

This guide is not intended to cover all the procedures that are different -- it would not be 
helpful for the vast majority of advance staff who will find that information irrelevant.  

However, we do want to give you a little bit of an idea of what DOES change when USSS 
picks up a candidate in the primary: 

● Advance teams still pick out sites, but USSS will have a ton of input on what site 
they can reasonably secure. Outdoor sites are a lot harder and exposed glass 
indoors is a pain for them. 

● The timeline for a trip is usually longer -- USSS needs a few days to secure most 
public events.  

● They drive your candidate everywhere in an armored vehicle, which is great, except 
that you still need to get a staff vehicle and volunteer driver for it. Movement 
logistics increase a great deal.   

● They operate security checks at all of your public events, which requires your crowd 
to arrive up to two hours ahead of time and is truly a hassle for them to enter easily.  

● Your backstage is far more secure. They’ll issue security credentials to those that 
need access, which helps keeps things organized, but is also requires a lot of 
coordination and can bruise feelings for those that don’t get access, as the number 
allowed is usually limited.  

● They require a “security sweep” of all public sites before you can let the public in -- 
this requires making sure your build is totally done, then clearing the entire space of 
all people for up to 90 minutes while bomb dogs and explosives experts scan the 
whole venue.  

● The buffers around your stage have to be bigger -- like 8-10’ separating your 
candidate and the crowd at town halls and rallies, so it can create a feeling of 
separating your candidate from the voters.  

● Bikerack will start to be required at larger events for crowd control 
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● They usually reach out to the fire marshal -- skating by with a packed crowd will be 

few and far between as a result.  

If you do get to work with USSS, you’ll learn that they’re just normal people doing their 
jobs too. The relationship between advance staff and USSS agents is, in all respects, a 
mutual one and requires the need for constant communication, occasional negotiation 
and a discourse void of any animosity. Nothing will be more likely to cause a breakdown 
in the relationship between you and the agents responsible for a visit than a failure to 
keep them informed. Bring challenges into the open and avoid surprises.  

In most cases, each member of the advance team will have a counterpart on the USSS 
advance team. Your lead will be responsible for informing you of your USSS counterpart. 
Each advance person should relay information through their counterpart in the USSS to 
ensure that you are on the same page. Additionally, the Secret Service has developed 
relationships with many of the local public officials and entities with whom you may work 
or need introduction to in order to accomplish your task. Keep in mind that the Secret 
Service may be able to liaise in order to resolve or prevent problems you confront with 
these groups.  

As the trip progresses, your USSS counterparts will want to know every detail you know. 
While you may wish to allow yourself time to develop a plan for your operation before you 
walk-thru it with your USSS counterpart, be prepared to take the interests of security 
in-mind when developing your design. In time you will come to understand the multitude 
of checklist items the USSS have to consider when protecting the principal. Throughout, 
be prepared to provide details for every movement and action of the event and offer 
samples of all tickets and credentials. Taking a few moments to discuss the plan in detail 
can prevent challenges. Likewise, continue to update your counterpart on changes during 
the event.  

The USSS will also provide identification pins for members of the advance team and those 
who must have access to secure areas during the event. Your lead is responsible for 
collecting and culling this list of pins and it should be kept to a bare minimum. These pins 
are not to be used for friends or anyone other than the cleared individual and should 
never be used for a trip other than that on which it was issued. Secret Service will not 
permit persons into secure areas who are not properly identified or escorted.  

Finally, be aware that the USSS may and will call upon other local law enforcement 
agencies to assist them in their duties on the day of the event. Not all those performing a 
security function will be fully abreast of the arrangements you have made in the preceding 
days and may not know of your role and the access rights of you and your team. Please 
remain polite and patient in explaining and introducing yourself to those officers who are 
simply doing their job. Patient explanation will be much more effective than argument. If 
faced with challenge, turn to the agent with whom you have developed a working 
relationship.  

Within the USSS, the Uniformed Division are tasked with operating the metal detectors at 
events requiring these assets. Metal detector or “mag” operations are discussed in the 
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Crowd section of this document as successful integration with this team is critical to a 
smooth-flowing event.  

In general, the practices, terms and methods of the Secret Service could encompass an 
entire training document in themselves. As such, while having a cursory understanding of 
the USSS practices is essential to peforming advance, the key to success lies in 
maintaining professional working relationship with your counterpart. Again, please always 
maintain proper operational security measures in your behavior.  

Magnetometers (“mags”)  

Magnetometers are metal detectors similar to those used at the airport and other 
buildings requiring heightened security. Some events for your principals will require the 
use of magnetometers. During the average event magnetometers can accommodate 
250-350 people per mag per hour though this number will vary depending upon factors 
including the context of the event and the weather. At most Obama for America events 
the Uniformed Division of the USSS will operate our mags and they will arrive anywhere 
from the night before an event to two hours before “doors opening time”. Make sure you 
have appropriate signage for your accessible areas both inside and in outdoor lines.  

Make sure that you make contact with them at their earliest convenience about the 
placement of the mags and the attendee line. Be flexible - the mag placement and even 
the number of mags can change from your original conversation with the Secret Service. 
Remember that they are making choices for a reason and you will not benefit from a 
negative relationship with officers. Instead, work with them to ensure that your goals 
(number of people and time frame) are still being met. Introduce yourself to the lead 
officer at the mags as this will be your primary contact for the event and will help you with 
line management if necessary in the event that the line is moving slower than needed to 
get all attendees into the event on time.  

In the event that there are not enough Secret Service resources to cover an event, Secret 
Service may contact TSA (Transportation Security Administration) to assist in managing the 
magnetometers. Be aware that TSA operations tend to run slower than USSS operations, 
accommodating less people through the magnetometers per hour. Work with your lead 
ahead of time to make sure that your crowd plan has adequate time to get all attendees 
into the event.  
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Wow, can’t believe you made it this far. You’re ready to advance, good luck out there! 
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