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Three years ago, The Media Consortium was born due to the energy (and frustration) of key leaders within the progressive media landscape.  And within its short lifetime it has accomplished significant victories.  It has broken down many of the historical barriers in communication and collaboration between members of the progressive media.  It has acted as a hub for member coordination to engage in projects that fill holes around editorial efforts and identify new market analysis and financial sustainability opportunities that benefit both the individual organizations and the sector as whole.  In selected areas, it has also started to make a case to a larger audience of funders, allies and policy makers about the role and import of the progressive media.   Throughout this time, it has also raised a significant amount of money and employed staff overseeing these efforts.  

Three years into the project, The Media Consortium is at the point where it must analyze its past efforts, identify how it must develop in terms of organizational infrastructure and last but not least, reevaluate and move forward in the role and support it plays for both its members and in the larger political arena.  This document contains three sections to help explore those areas:

· The Media Consortium: Analysis of current and future infrastructure

· The Media Consortium: Vision for the future

· The Media Consortium: Suggestions for future scope of projects

In each section, suggested next steps and questions are outlined.  Some of these questions might have been answered or discussed in individual conversations or documents, but have not been coherently brought together in the setting of a strategic planning discussion.  

The Media Consortium has the opportunity to grow into a powerful and dynamic organization that could support ongoing and future journalistic endeavors, create a viable progressive media system and ultimately, help shift the direction of this country.  I’m excited to add my thoughts to this process.


1) The Media Consortium: Analysis of current and future infrastructure

a. What we’ve accomplished

i. This is important for two reasons. As we continue to add new members and keep (or build) the engagement levels of our members, we must continually find ways to inform our members on a broad scale of how The Media Consortium is benefiting them. We must also find ways to explain this to our larger “audience” of allies, funders and policymakers as we identify how our sector is organizing, what it is accomplishing, and how it fits into building the larger progressive movement.


b. Evaluation of current projects

i. What’s working and why?  

ii. What’s not working and why? 

iii. Are there a set of principles that we want to identify that will help guide what projects The MC takes on? 

iv. Are there opportunities, besides member-driven projects that The MC can engage in to build the scope of the progressive media landscape?


c. Member involvement and recruitment

i. How many of the current members are actively involved?  Why or why not?  What are the implications of member involvement as we move forward?

ii. Do members think about how The MC can strategically benefit them both individually and the sector as a whole?

iii. Current projects revolve mostly around individual organizations setting aside staff time to work w/MC staff to identify, develop and drive projects.  MC staff has found that there are inconsistencies in energy, response and follow-through on some projects from individual members.  Why is this and what can we do to improve? 

iv. How have we done in recruiting a diverse set of media organizations in term of platform, audience and editorial focus?  How do we want to continue to move? What are the implications for moving The MC forward?  Do prospective members identify barriers to joining?


d. Fundraising

i. How has fundraising for The MC been done in the past?  How has the role and future political/market opportunities of The MC been framed?  

ii. What are fundraising goals for The MC for the next five years?

iii. As we all know, relying on grants from foundations alone can be tricky and uncertain business.  Are there creative/alternative ideas for bringing funds into The MC?


e. Infrastructure

i. Staying a part of NFP? Or becoming own organization? We need to identify pros/cons of both options and decide upon next steps.  

ii. Building upon what we know of legal limits, what formal guidelines does The MC have to establish in terms of membership, project engagement and collaborations with allies?


f. Staffing

i. How has staffing worked so far?  What’s worked?

ii. In lieu of a change in project management, what staffing roles will need to be filled?

iii. As we develop The MC, what future staffing positions can we identify?


g. Power analysis of the progressive media landscape---finances/fundraising, market share, impact, community/audience building

2) The Media Consortium: Vision for the future 

Within the context of planning and long-range visioning for both this organization and its sector, I think it is key to identify the strategic role that the MC plays both in the coordination, development and capacity building of its members along with the outlining its vision for what the progressive media will look like in the future and its role in the larger infrastructure/movement building of the progressive political movement.  With those thoughts in mind, below are some of my questions regarding the role/vision of The MC.  Answering these questions will also influence the foundation and direction of The MC’s public persona, its engagement in the larger political/social movement and the projects it develops and oversees.


a. Building projects coordinated with The MC members:

i. Editorial 

1. After analyzing current projects (and past ideas for projects that didn’t get off the ground), how can we deepen these projects or brainstorm about future projects that will benefit MC members and the sector as a whole? 

2. Meta-analysis.  Are there conversations/critiques we can engage in that analyze what roles individual members play in political/social movements and what holes should be filled?  For example, we tried this with the conversation/presentation in LA around racial justice coverage and philosophy.  For many reasons, the conversation didn’t move far.  But there is room for self-critique, both in terms of progressive philosophy and potential market inroads.  Within this analysis—The MC might be an obvious place to explore/identify those critiques and move into project development that helps fill in those gaps.


ii. Business Projects

1. After analyzing current projects (and past ideas for projects that didn’t get off the ground), how can we deepen these projects or brainstorm about future projects that will benefit MC members and the sector as a whole?


b. Capacity Building for The MC members

i. How can The MC keep members up to date on technological, business, and journalistic changes on a regular basis?  Should The MC become a resource in helping members strategically cope/adapt with these changes? 


c. Developing infrastructure for progressive media landscape

i. Where do we envision the progressive media landscape to be in 5 years? 10? 20?

1. Revisit previous meeting notes, specifically Philly, and build from there.

ii. What is the population, geographic and political arenas that we want to build the power/influence of the progressive media?  

1. How do we work to envision the 21st century progressive media landscape?  

a. If we had more resources/opportunities, what specific changes/impact do we want the progressive media to have on the political/social impact of this country/world?  

b. Are there more research driven projects that The MC can produce that can continue to inform our analysis of current and potential financial and political market opportunities for the progressive media?  

c. Are there new ideas we want to develop in terms of how the progressive media landscape will need to change/adapt/build to be effective?

iii. How deep do we want to go in working w/other progressive movement members to shape a cohesive/collaborative/coordinated powerhouse progressive political and social movement?


d. Building the public profile and influence of The MC’s members
Should The MC work as a profile builder for MC members and the progressive media landscape, individual members, leaders/reporters among progressive audiences, the mainstream media, political honchos and allies?  

The right has done an incredibly successful job in doing this for their own members and has been successful in overwhelmingly placing right wing frames, stories, and personalities that influence both mainstream media coverage and the political/social direction of this country. This is important for both a fundraising strategy (for both individual members and The MC) and for how we start to effect real change in this country.


e. Making the case for the progressive media

i. Should The MC become the organization that makes the case for the progressive media among targeted audiences?  Should it represent the progressive media on a broad scale?  What are the implications/benefits/drawbacks?

3) The MC: Suggestions for future scope of projects
As outlined above, there are many decisions to be made for The MC’s internal infrastructure development, zeroing in on the long term vision of the progressive media landscape, and The MC’s role in working with members, on behalf of members and within the larger political and movement building arena.  As we engage in both strategic review and planning of The MC, here are some suggestions on how to frame the initiatives that The MC engages: Member-Driven Projects, Capacity Building, Power Brokering and Internal Infrastructure. 
 
Member-Driven Projects
This is currently the primary aspect of The MC’s organizing focus.  This organizing structure has jumpstarted coordination and conversation among The MC members and helped launch a few high profile and successful projects. The downside of focusing only on these projects is that if the members aren’t high energy (for any number of reasons) the success and ongoing stability of the project is highly questionable. Successful member-driven projects will overlap with power brokering projects. The benefits of member-driven projects include:

i. Providing a “better together” analysis (i.e. co-op database project) or impact (i.e. Poll) rather than individual orgs going it alone based on financial resources, editorial benefits and market analysis and development. 

ii. Discovering and implementing innovative projects that fill news/issue holes (i.e. DC Reporting Project), marketing/advertising opportunities (i.e. Advertising Barter, Cross-link) and financial/structural opportunities for members

Capacity Building
There are multiple prospective projects that aren’t driven solely by the high energy and involvement of its members.  Capacity building projects can be used to benefit members and in selected cases, to engage in strategic public and power building opportunities.  Ideas include:
b. Resource sharing around media landscape changes that could effect progressive media

i. How does change within the larger media landscape effect/impact the progressive media?  Can The MC provide/distribute regular comprehensive research (that is easily digestible) and resource materials that will benefit members as they continue to cope with rapid technological, journalistic and business changes. 

c. Peer-to-Peer learning 

i. The MC has brought the “techies” of our member organizations together twice—once in NY and once in SF.   How can we build this coordination to share information and resources and brainstorm potential coordinated projects? How can this be a model for other “expert” gatherings, i.e. advertising, marketing, fundraising, circulation, video/audio producers, etc?

ii. One big area that everyone is struggling with is the idea of “building a community.”  How does this take shape for journalism organizations?  What are the current opportunities, projects, ideas that members have?  Are there ways to build collective “community building” projects?

d. Engaging outside experts/resources

i. At the regular gatherings, The MC has brought outside resources and experts to the table to discuss political and financial trends and implications for The MC and its members.  Are there opportunities to engage outside experts on a regular basis that is informative for our members? 
 

Power Brokering
The MC also has the opportunity to become the organizing hub that builds the public profile of the progressive media.  It could also engage in projects that will assert the power/impact of the progressive media within the larger progressive landscape.   

e. Profile builder for members and the progressive media landscape. I have some specific ideas around The MC and specific projects laid out already.
i. Communications and marketing projects that build the profile of individual orgs among our members (i.e. cross-link project) as multiple audience targets (current and potential audiences, allies, media, politicos).  

1. How can we use The MC websites (.org and .com/reporting) for public profile raising of its members?  How can we use these spots to release reports, highlight 

2. Can The MC act as an organizing space for identifying and promoting experts within our own field to media, allies and more?  Is there a database we can create that’s search-friendly if people are looking for experts?

3. Are there opportunities to use new 2.0 tools to highlight the stories, productions, experts to our own audiences and potential audiences?

4. Are there MC coordinated editorial projects (i.e. Brave New Films and Wal-Mart, Main Street Project) that we can identify for promotion/communications opportunities?

5. How can we strategically promote existing projects to increase their level of influence (i.e. DC Reporting Project)? 

f. Research/reports

i. Produce and distribute research/reports/tools that identify market and editorial opportunities for internal use by members. This is both a capacity building opportunity and a power brokering/development opportunity.

ii. Identify select public opportunities to release reports/research/tools that could build the power of the progressive media in terms of influence and impact of its work.  

iii. Publicly distributed analysis of “impact” of progressive media around selected issues and political movements

g. Relationship/Influence building

i. Continue to develop work on building relationships with members of Congress and allies within administration through targeted projects

ii. Using communications tools/projects to build awareness/influence of the work of the progressive media among allies and political honchos

iii. Get The MC staff and progressive media leaders at the table for large-scale infrastructure discussions.

Infrastructure building
These are the other internal areas that need to be attended to make sure The MC is running smoothly and effectively.

a. Membership recruitment, engagement and ongoing communications

b. Budget development and oversight

c. Fundraising

d. Staff oversight, management and development and human resources

e. Individual project management

f. Board/Coordinating management

g. Ongoing strategic development of The MC

