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The Media Consortium is a national network of over 50 independent crossplatform news-based media outlets. To create more impact around an issue, to broaden and deepen member audiences, and to strengthen the independent media sector, the Media Consortium organizes editorial collaborations among its member media outlets. 
Media Consortium outlets range in size from influential but small outlets like feministing.com, Free Speech Radio News (an offshoot of Pacifica), and Campus Progress (a project of Think Progress) to well-known national players including The Nation, Mother Jones, AlterNet, Grist, Care2, the Thom Hartmann Show, Ms. Magazine and Democracy Now! A 2009 Catalyst study verified that these outlets have very little audience overlap; together, Media Consortium outlets reach a combined audience of close to 100 million unique readers, viewers and listeners per week.

In an editorial collaboration, as few as 5 and as many as 20 member media outlets commit to reporting on a key issue within a set period of time. The Media Consortium arranges press briefings and gathers sources to help members report on the issue, and then assists members in promoting the issue.  In the past 18 months, the Media Consortium has organized editorial collaborations around the Citizens United ruling, the Wisconsin capitol protests, media policy and coal extraction.
Creating Impact:
Media Consortium members are news outlets dedicated to engaged journalism. We are journalists first, going after the truth, telling the stories mainstream media often does not dare to tell. In a democracy, it matters that citizens be informed, and also that they act on that information. So we encourage our audience to engage in action as a result of the story, whether that action is sharing the story via social media or email, commenting on the story, donating to the outlet, signing a petition, buying a book about the issue, or joining a cause. It is these actions that indicate the impact of a story. 

The theory behind editorial collaborations is that impact can grow when Media Consortium outlets work together. The reasons behind this theory are multiple:

1) By collaborating, Media Consortium members reach a much larger audience than they would individually, and reach that audience via a greater number of platforms. This increases the chances that an individual will see or hear the story at least once.

2) Because a number of media outlets are pushing the same story via social media to a significantly sized audience within a limited time frame, the chances are greater for that story to go viral. Those chances are magnified by the fact that Media Consortium audiences are engaged audiences and are more likely to share such stories via social media than more the more passive audiences of other media.

3) By integrating nonprofit advocacy organizations as both sources for issues and as subsequent promoters of the reporting produced, the Media Consortium extends the opportunities for audience reach and engagement.

Measuring Impact:

We have qualitative evidence that our collaborations make an impact:

1) Our Citizens United collaboration introduced the #campaigncash hashtag, which now has become a shorthand for money and politics.

2) Our media policy collaboration produced a series on LPTV that brought new FCC regulations to the attention of activists in ethnic communities most impacted by the changes.

3) Our Wisconsin collaboration, turning out 800 stories in just 3 weeks, forced the mainstream media to return to the state capitol, sparking what turned into the Occupy movement. Here’s a summary of some of the stories.
Quantitative measurements of impact are more difficult, since that requires going beyond a simple count of eyeballs to counting and tracking actions users take after viewing or listening to a story. We are embarking on an in-depth metrics study run by Gary King, a professor at Harvard and Founder/CEO  of Crimson Hexagon, to more accurately measure impact. King’s experiment is designed specifically to test our theory of impact. We expect results in 2014. 

How Collaborations Work:

1) Pick an Issue. The Media Consortium picks an issue for collaboration based on member interest and input. Collaborations will not succeed if member outlets are not already invested in reporting on a particular topic.
2) Fund the collaboration. The Media Consortium generally requires a grant to create the infrastructure for a collaboration, including support for project management and social media curation, as well as the cost of hiring a pr firm to manage external promotions.  Cost for most collaborations ranges from $10-$50,000, depending on size, complexity and duration.

3) Fund incentives. The Media Consortium seeks foundation grants to provide a pool of money to regrant to member outlets. These regrants incentivize member participation in the editorial collaborations and allow the Media Consortium to create formal contracts with members specifying the timing of their reporting, for example. The Media Consortium never requires members to specify the nature or direction of reporting. Regrants to members generally range from $250-$1500 per piece.  Grant pool size could range from a minimum of $15,000 to upwards of $150,000.

4) Time Frame.  Reporters generally need at least three to six weeks to create an in-depth report on a story. The Media Consortium likewise requires time to locate non-profit advocacy resources, create briefings, and supervise a grant application process for members.  The shortest collaboration thus takes at least six weeks to manage. Collaborations can be much longer, of course. 
5) Reporting. As part of its project management, The Media Consortium furnishes funders reports on how many pieces were produced, when they ran, how many views they received and a qualitative narrative of impact. 
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