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Surfacing and Honing in 

Key Questions for The Progressive Media Landscape

Denver, May 5-6 2008

The Media Consortium Member Meeting

Strategic Collaborations/Multi-purposing Content group:

How does the TMC band together to foster, promote, leverage social media? 

1. Why

· if we don’t do it, someone else will (or are doing it)

· opportunity to reach new audiences with new communication habits

· threat of quality loss as professional vs. “amateur” reporting/content creators (maintaining editorial integrity/distinct voice

· facebook, widgits, rss aggregators, delicious, dig, etc., survey of TMC exp tactics, talk to people/project in this arena (boing boing, huffpost, etc.)


2. List of sub-questions to answer

· How to maintain identity/uniqueness of individual outlets?

· Could we develop a consortium Facebook App/social widgets

· How do we make money/ROI in using this medium?

· How do we retain integrity as professionals in a world of social, one-to-one media?

· How to incorporate new voices/thoughts/perspectives?

· How can this intersect with other TMC projects, esp wires, journos?

· Where’s the balance of meeting people where they are, vs. ultimately bring them to us?

· How can we use this opportunity to diversify/democratize TMC readership/landscape? (ethnic, age, etc.)

· How can we share what we’ve already learned/done?


The Big Game Changer
Can TMC produce or facilitate the production of game-changing (disruptive) media? Increase the impact of our work by an order or two of magnitude?

1. Why

· One of the founding premises of TMC “We can get more impact by working together.” Let’s test that. (Frustration case: winter soldier learnings)

· Have seen some modest success with Wal-Mart film release.

· Evidence of impact by PNS on political attitudes on the western slope.


2. List of subquestions to answer

a. How to pitch issues (the ruthlessness issue)

b. Tension between moving fast and lead time required for fundraising and coordinated reporting.

c. How to divvy up the money

d. How to adequately provide for communications needs

e. How to include a sense of hopefulness – “how do we move through this crisis?”

· Should we try to do specific media campaigns?

· How are we defining “impact”?

· Alternative strategies for achieving same?

Online Advertising Opportunities:
How do we commercially monetize to support our common and disparate causes?
1. Why?

· Power in numbers and outwards
· Power and numbers inwards assisting each other
· Power across all media platforms
 
2. List of subquestions to answer

· Who is our audience?  Collective? (Demographics)
· What is our traffic?  (volume)
· Can we attract troublemakers being the troublemakers we are?
· Do we practice self-censorship of advertisers?
· Should members be able to deselect advertisers?
· Can we?
· Is it one-size-fits-all?
· Can members de-select advertisers?
· What defines a “good/worthy” advertiser? 
· How can we integrate donations around issue-based campaigns?
· Do we really understand ad network technology and issues w/privacy w/audience?
· Resource requirements—collectively and individually
· Should form a committee?
· What are the resource requiremens?
· Ad exchange internally?  (Get back to that?)
· How to scale?
· How to pay for it?
· Who is part of it?
· How we work together?
Threats and Opportunities of New Demographics

How can the media consortium insure its viability and engage democracy by effecting structural change in its membership that is in line with the now unavoidable demographic reality? 

1. Why?

Survival/viability:  median age of print readership and audience is getting older.  Demographic topography of US is not that.   Right wing media investing billions to capture these markets.  (But what about online? younger.)  IF we do survive, we would be like a gated community with present demographics.

Relevance   In politics:  potential progressive majority needs to include the  black/latino/Asian population.   New Politics Institute says someone is going to define the new post southern strategy (racial) politics, and we'd like to be the ones to do it.

Democracy :  A democracy requires everyone to be heard  and understood.       A free and representative press is necessary for a vibrant democracy.  

 

2. List of subquestions to answer

· Research question:  What is the audience we are talking about?

· How will the potential new audience access information?

· How can the media consortium define and understand this market?  

· What is the demographics going to look like for 2012? 

· What are the best practices within the consortium already?  Who's doing what right already?

· We have a track record of reaching certain consumers, the epicenter is our current overlap. Is there a matchup with some of the communities?  What does the progressive non-white consumer look like?  What stories work for them?  (Where is the coverage of immigration issues?)

· What steps do we need to take to develop trust relationships with media that reaches these audiences, such as the Latino community?
· What are the barriers to entry for this market that face the consortium and its members?  

· We have external barriers:

· Where will that voice get expressed?  Will corporate media channel it?  Everyone (including the military) will be competing for this new majority 

· What about the technology (digital divide, access to broadband)

· We have internal barriers

· Given our budgetary constraints, what do we do?  We need more writers and editors of color, the editorial problem, why pick one story over the other, what should we be reporting?
· How does progressivism translate to the ethnic communities, is it targeted niche markets that we could serve well and adapt to?
