TMC Social Media Call
March 19, 2012
Abridged and edited Minutes

Present: TMC Staff Kalindi and Jo Ellen

Present:  Margaret Poindexter (Specialty Studios),  Zaineb Mohammed (New America Media), Sarah Gelder (Truthout),  Joe Macare (Truthout), Matt Hemindinger (Public News Service), Cindy Samuels (Care2), Para (Campus Progress), Erik Hoffner (Orion), Jessica Lee (Democracy Now), Irene Florez (Oakland Local, Making Contact), Miles (In These Times), Matt (Free Speech Radio News), Laura Beatty (Brave New Films)
Kalindi: Main purpose is to understand what you would like to see our social media efforts become. I want to tell you what our social media is. 
Facebook: We set up a following, but it’s been hard to repurpose it. We post 1-3 times a day.

Twitter: I’m working on a basic best practices guideline. We gain 5-10 people a day. WE get a lot of retweets, a little interaction, some snarky comments.

Why are you here, and what do you hope to get out of this call in terms of your investment in TMC’s social media efforts?

IDEA ONE:  Promote individual campaigns via Google Docs

Susan M: WE have a lot of like-minded media outlets. It would be exciting and helpful to give people a chance to have a campaign of the week, so that if we knew there was a big project coming up, we could come and publish a series of tweets and promotions with a schedule on a google doc or something similar, so anyone who wanted to participate could push it out. That’s an impactful thing to do. 

Para: Yes, we have done a couple of campaigns, but it would be helpful if we could use this. I think the google doc would be a useful tool.

Joe: We don’t just want to reach other social media people. We also want to reach editors and bookers. 

Jo Ellen: We need to ask the editors/bookers what they want? 

General agreement: For one time only campaigns, send that out to the social media email list with the hashtags, sample tweets, etc.  We encourage everyone to cross-promote. 
Follow-up: Jo Ellen will invite editors/bookers to a call with social media on how best to promote internally to them.
IDEA TWO: Share best practices

Joe: If TMC is an information and best practices gathering tool. There are a lot of metrics and info gathering sites, but not that much reliable guidance on what is the best way to track. There is very little way to track metrics across platforms.  This is info which the Media Consortium could valuably collect. And best practices as well, in terms of social media policy and best practices. Most of the info out there is tailored to traditional non profits. Advice that is given there re: fundraisers and such is not generally applicable to independent media. 

Jessica: I support that idea—a resource for best practices. This stuff is changing so quickly. We may have a different set of best practices than mainstream media. 

Cindy: When there is a technology that is growing quickly, like Pinterest, how could we share specific strategies to use it.

Susan M: We could do a virtual ignite event where once a month or once a quarter, someone could present on a topic, with a virtual learning circle. Facebook timeline, pinterest, 
General agreement  for a  monthly webinar session, people could volunteer in advance about what they want to share,  start with ourselves—if we want to go further, then we could get an expert—but we would benefit from a peer circle. To get introduced to a new platform we might bring in someone from another media outlet that is more involved in TMC, but not some outside expert. 
General agreement: For resources, we should be putting stuff on a google doc or wiki. No agreement on whether to use google doc or wiki. Jo Ellen will research. Appreciate feedback.
Idea:  Create subgroups with each other in terms of differences between print, video, audio. There is a print subgroup already. Jo Ellen will look into creating one around video/audio.

Issues that would be great for the monthly session:
How to balance social media platforms

Erik: How to balance all these social media platforms, esp whether to use Google+, Pinterest, Tumblr. I’m wondering how many platforms people are using with success?

Para: We are only using twitter and facebook. We are using tumblr for specific campaigns, but not for the organization.

Pinterest discussion

Matt H: One use of pinterest: Think Progress tagged all advertisers leaving the Rush Limbaugh show—intersting use.

Joe : They also did luxury hotels of the Romney campaign. It might be easier for an advocacy organization to use than independent media.

Cindy: We use facebook and twitter. Pinterest works for the granola side, but not the issues side. 

Susan: We are looking to use pinterest for style/fashion, but mainly facebook, twitter, youtube.

Joe: The two biggest limitations with pinterest are that it’s not designed for organizations, but for individuals. It’s visual based.

Twitter Metrics
Para: On twitter, we’ve increased our followers but we are not getting clickthrus, so that goes back to best practices around increasing traffic to the site.

Joe: It’s hard to actually track where people are coming from. GA says it’s coming from the url shortener, like bit.ly. Even if you use your own url shortening service, sometimes when it’s retweeted it gets reshortened, so figuring out how to track, like on twitter, is really hard.

Live engagement
Jessica: How to engage in our audience in a more “live” situation?  Trying to build a community around live broadcasts is really important.

Cindy: I’ve tried liveblogs and it doesn’t gather many people the way we’ve done it. 

Jessica: Yes, there’s like “get blue” where they check into a show or topic. There’s others out there. 

Zaineb: Yes, we do a lot of events, media roundtables, it would be great to do that.  

