Bob:

The market is a censor

Postal subsidies: founding fathers

Steve Katz from Mother Jones: moderator

Surdna foundation: supporting this meeting, funder briefing

David Schimke, Utne

Raj Shayadev, Pacific News Service—youth media

Roberto Lovato: New California Media/Pacific News Service (check this out)

Jay Harris: Publisher of Mother Jones

John Schwartz: President of FSTV

Alcie Myatt: mediaworks

Cynthia Samuels: women’s network

Ron Williams: Dragonfly

Brad Degraf: Internet archive

Bob

David ?

John Halperin: Center for American Progress (funder groups)

Josh Silver

Rebecca Wharton

Paul Glastris: Editor-in-Chief of Washington Montly

Woman from Moving Ideas

Robin Hutson: Publisher of American Prospect

Link TV

Paul Jay: Counterspin on CBC/FSTV: Independent World Television 

Sarah from IWT

Peter Rothberg: Nation

Ham Fish: Nation Institute

Richard Landry: IPA

Don Hazen: alternett

Jennifer Nix: Chelsea Green Publishing

What’s been happening since March meeting?

Jay Harris:

Pocantico meeting: How to increase impact/reach of independent media?

Meeting facilitated by Andrew Blau

Scenario planning: matrix—more or less turbulent, more or less favorable to independent media

Developed a lot of ways to collaborate

Created working groups

This is the first reconvening

Want to keep opening the circle out

Other meetings and gatherings: Council on Foundations met—briefing on first thoughts out of Pocantico, focus group of about 20 people/12 funders: Andrew Blau led

Sound out 8-9 ideas: tremendous interest

More funders wanted to be there

“group of consequence”

The next week: Center for American Progress pulled together a session

Editorial//journalistic collaboration

Paul Glastris meeting

Work on bigger ideas

Have to be more aggressive in trying to structure the meeting, bringing in reporters/editors with experts and newsmakers so that writers and editors can walk away with a certain sense of story

Funder gathering: Silimar (?) activist conference/MoveOn type thing

Phoenix: Democracy Alliance—trying to incubate infrastructure—a lot of energy on Communications/PR conglomerate to service progressives/indy media

Blue Box TV: 24-hour internet TV with a lot of direct content

Jamie at NDN?

Campaign for America’s Future meeting: communicators

6 focus groups with Free Press: CAF: Media Matters—enormous concern about quality of today’s media: Philly, Des Moines, Tuscon

Not about liberal/conservative bias; more about corporate media

Community internet very popular

Everybody’s thoroughly disgusted: not political—they want truth, love public broadcasting

“a real opening for independent voices”

Nobody has any idea about what to do

Onlien: generational, work-based—others using dial-up. But everyone understood that the Internet would become a public utility

Love the idea of going around mainstream media to get what they want

Community internet

Ford Foundation: report on alternative financing models—investor’s circle

IPA worked on research for this: financing needs for independent media across several media types

Excellent report on what current models are and what demand for financing: demand is about 10x the amount of $ out there

150 pp: 600 media outlets

Rough draft released in April; maybe out this summer

Mapping the territory

Imagine what we’d like to have in the country

Identify initiatives that show overlap

Need to be fairly transparent in order to collaborate

May want to be cautious about when to go public, rollout strategy, name, leaders, etc.

Open vs. public

Ford foundation: open secret—$50 million into media

Master list report: Jay Harris:

Channeling Becky Bond of Working Assets/Teresa Stack of the Nation

List project: collective reach quite large

Conflicting privacy agreements: online/subscription

Compatible privacy policies along with reader-sensitive policies to move existing lists onto compatible platform

Transparent list use guidelines & revenue sharing

Size: universal de-deduping

Geographical info for promoting tours, local events

Cross-promotion for business & journalism

Voter file matching for civic engagement work

Advertising network

How to move this forward?

Committee to oversee project, engage list professional to design plan, get list of orgs w/nondisclosure agreement to do analysis, look at privacy policies

Create cross-tabs to look at concentration by media entity

Have consultant develop proposal for list use, privacy policies

Plan for hosting and maintenance

As few as 8-10 orgs

Need to get a quote

Internet archives guy:

Lots of things going on that will make this easier and user-centric

IDcommons.net

Berkman center doing “social physics” about opt-in personal data management

Look at overlaps: software developers 

Ham: 

Is this a possible revenue stream for this consortium?

In-kind contribution from participants

Outside rental for a price

What other shared resources have potential for generating annual revenue?

Funders might be more enthusiastic about participating in a hybrid commercial/funded project

Aggregated list for candidates (Hans?)

Paul:
As a small publication, we do make money off of lists

Ham: 

You could be compensated by access to larger pool

Paul:
also a great resource for research; could be appealing to funders

New revenue streams based on sheer numbers of aggregation

Civicactions.org: lots of voter info research

Distribute Becky’s memo?

Robin Hutson: media cross-promotion

Throw in a certain amount of exposure or something, and then get back a certain amount of exposure

“Start thinking like Time-Warner while retaining our independence.”

Web-based database to serve up ads

Start with a pilot project to set up infrastructure

Can specify what medium you want your campaign to run on

Can log empty space that can be grabbed 

Need to start comparing apples to apples: currency would be a person—IP visitors, circulation

Audience quality: people who pay to receive material (subscribers), those who elect to receive media (e-newsletters, etc), and audience numbers for more diffuse media like Air America

Broadcast audiences not comparable to print audiences

Need to commit to it; can’t just be on remnant basis

If you’re in a lucrative ad season, donate less

Have been talking about all of these reasons this won’t work: but really optimistic

Solutions, not just problems

Values of sharing lists

Jump into process

ITT can add more space into pot in order to buy in farther; other ways for small circ magazines to get some share

Eventually there would be a staff person dedicated to managing 

Perfect thing to get funded

Raj: may want to take a look at who the different media serve and how to reach out to new and maybe even not explicitly progressive audiences

Grand awareness of who we are and how big we are

Jay: both in list trade and promotion trade; actively engage smaller publications to get a different response

Tracy volunteering for shared promotion initiative

Next step: manual version, 6 months of beta with 6 orgs

Case studies about point-to-point trade deals that worked: metrics, etc.

Techfolio: nonprofit technology providers

Important to staff project director

Paul: important for us to conceive of all of this as ways to acquire subscribers more cheaply

Research agenda

Steve Katz:

“What is the size of the choir we’re all accused of speaking to?”

Ham: costs to sole operator are prohibitive for direct mail, membership/sub solicitation because response rate begins to decay

Shared cost of prospecting into less productive universe—very beneficial

“The mechanism of communicating with them and securing support from them is the real issue.”

* New topic--Jay: what kind of research can we do to show what the impact/influence of our media into various populations: soccer moms, policymakers, etc.

Brad: huge reservoir of potential in that there are many people who want to support us

John/CAP: communications center project

Long-term planning for communications/PR

Is this sufficient for our purposes; what happens in the short term?

Activist groups, etc.

Hire someone to start servicing independent media: amplification

“There’s a misperception that if we had a good PR person we’d suddenly be booked on cable.”

More complicated than that

John: need to find right staff people: broadcast/independent media/etc.

Don: promoting issues out of independent media different from promoting messages coming out of advocacy groups

How to promote media itself?

Research question: how do people actually use independent media?

*survey?

People read stories forwarded to them, not reading magazines cover-to-cover: Alternet, Buzzflash, etc.

Need to understand how all of this work

CAP: talking points get huge hits: other longer-form stuff not as popular

Editorial collaboration?

Long-term progressive agenda

How can we pool our collective journalistic resources

Amplify existing work

Developing stories

Influencing current debate

Kim: internal communications for cross-promotion of issues

Coordinate timing

Need to keep it under the radar

IWT: counterspin

Debate about who got the story right/wrong

Independent media in debate with big media

Criticize this: 

Investigate this: documentary filmmakers sent out to collaborate on stories that are already being investigated and amplify those

Could fundraise for “investigate this”

Small steps

Ham: could harness the progressive piece of this more aggressively

Orchestrated coverage of particular topics in particular months: torture for example, has a huge amount of public

Public radio collaborative: a good model


Greenwald: Wal-Mart

Talk to Don: week in the fall when all of this will roll out 

Community internet: way to test this out

Story to break out with

I’m in charge of collaboration

May 16-22 globalization: public radio collaborative

Don: Next Gig—Arca and SEIU

Sophisticated technology people

New technology landscape

Downhill battle: how can all kinds of people use video using bittorrent

Air America, Jeff Chester—demonstration for this meeting

Lots of great technology, but infrastructure and independent content still needs to be funded

Independent World Television: drive audience to television via Howard Dean style organizing

Comcast: carriage issues/Time Warner—very concerned about media reform

Marriage of media reform and social movements

Tonight: screening of video to promote network

Brad: Books we Like—bookswelike.net

Amazon Associates revenue model

Progressives spend a lot of money on books; move the revenue stream our way

Want to partner with all of us

24-hour broadband: CAP people

public radio exchange: podcasting device for public radio: prx.org

One of the Ford Cluster Grantees

Moving ideas: new funding and functionality on the table

Roberto: Salvador, MBA, Univision

Has been working on Hispanic media

Salvadorization of U.S.A.

“Chinese crisis”: opportunity & great threat

minority/majority cities

white minority cities

opportunity: billions of dollars being spent to “colonize” Latino mind

Military: major advertiser

Latinos key to staffing military

Major media companies investing in Latino/Asian/African American markets

We’re behind mainstream in terms of reaching market

Politically—the implications are clear, and urgent

Idea: do what LA Times/Tribune, etc have done

How do we “align business process” with voice of new market

Ad buying opportunities: expo on June 9—NYC/Columbia

How to help each of us further tap into emerging markets

Finance/partnerships

Foundations have a critical interest in cities like LA/NYC/Chicago

Racial models: black/white, reproduced by Latinos

Editorial exchanges—already happening with dailies

What we put out needs to get into ethnic media

Translation

Fellowships

*Send Emily?

Kim: organizational discussion

*Roberto as columnist?

Structure: what is this?

Trade organization?

Needs to serve business interests

Need to create resource people want to come into 

How can nonprofits participate in political work?

Models:

AAUP: different membership categories—boring but effective

Bylaws, staff of 7

Primary members: university presses, with associate members

California Newspaper publishers association

Collectivize, share research, do political work, and have legal structures to allow them to have political impact

Documentary organization of Canada

Form should reflect early stage

Let content decide form

Can affiliate with Tides or someone else to become a program of that organization

Planning grant: could be substantial given the level of aspiration

Form less important than content and purpose

Come up with some timelines/goals to get funding

Should ask funders what they see

“trade association” sounds predatory

Film Arts Foundation

CAP: Political funders most interested in editorial funding

Independent media: other side forces politicians to pay attention

Harness latent political force

Echo chamber/cross-platform treatment

Kim/Robin/Steve memo:

Specific activities and projects have resonance: core of effort

Calling it a trade association won’t work; we know what we want & funders want to know what we want

We want to go head-to-head with the right: what’s that going to take?

Surdna:

OK to do project as project at one of the strong partners

Rather than creating something new, evolves

Need to create new model; won’t find model that this actually looks like

“Too many diversities across too many vectors”

CAP: went through this process with religious left—strategic plan, mapping, lay of the land

Faith and Public Policy Center

Strategic Plan for this Group

Name: Independent Media Consortium: name problem

Media Consortium

Putting money into the pot—how to accept $

“Membership dues”

all of our key relationships: funders make many checks out

Share best prospects with group to bring to table

Easier to make cluster of grants

Wal-Mart and Community Media


Can we make a commitment to coordinate around those?

My committee

Kim

Woman from Chealsea publishing: Jennifer

Ron

Paul 

David from Utne

Session on echo effect: Eric

Send notes to Steve Katz

Future gatherings like this: Campaign for America’s Future—meet the day before?

Lead story in this week’s Nation: David Hager who torpedoed plan B—wife accusing him of sexual abuse

Funder’s briefing:

Jay Harris: independent media has done some of the most important stories in the recent time

Also, our businesses have been getting more sophistication

But there is still much influence and reach to be gained

Bring together business and content leaders in independent media about how to collaborate

Opportunities: Broad disaffection w/mainstream media

New technologies and increased sophistication of independent media players in multiple platforms

The question: Are there ways, through joint effort, to increase the reach and sophistication of the sector.

Could we:

Create and “ecoho chamber”

Cross-promote each other’s work for greater reach and stronger business

Realize efficiencies in list-building, PR and back-office functions

Reach new audiences: urban, exurban, youth

Develop research tools

“Could we be in other words, our own media conglomerate?”

List of people initially invited: several of the bigger brands/larger scale projects

Explicit acknowlegement that many important organizations weren’t present

New additions: 

IWT, ITT< Media Venture Collective, Moving Ideas, Utne, etc.

Good representation of different platforms

Key decision-makers

Center of gravity around journalism

Small enough to foster candor & enable full participation

Facilitated by the Global Business Network:

Assessment, Scenarios, Ideas, Working Groups

Working groups: list building, cross-promotion, communications center, editorial collaborations, research, organizing center

“communications center” to place stories/organizing center to keep things moving

Next steps: expand the conversation, create structure for coordination & prodding, secure funding for initial projects, implementation

Flat structure: volunteer steering committee, projects housed in organizations, small staff

Steering committee: prod follow through, advance conversations with funders, and stitch together conversations on media infrastructure

Momentum originally from Mother Jones, The Nation, Prospect

Roberto: Immigrants Rights, did some consulting with Univision

Not here as a token that’s trotted out to speak out as a “brown boy”—more important to look ahead

Not a token because NCM represents serious businesses that represent huge communities

Changing demographics in urban America: capitalists are investing billions of dollars to capture the Latino market, “colonize the Latino mind” with military ads, etc.

Lots of investment: “collatoral cultural effects”—religious discussions, etc.

Marches in NYC vs. LA: NYC march didn’t reflect demographics of NYC—RNC reflected demographics better

“We want to be at the table as equal partners”

Brought out 100,000 people against proposition 187: this provides the visual for want we want to do

“Need to broaden the discussion and broaden the movement…we won’t do media reform without that.”

Head of NCM: Sandy Close

Directory: NCM

Horizontal exchange: Ethnic media offers other perspectives on national stories

Passion and energy at this conference needs to join with ethnic media

Paul Jay: IWT

Media Consortium

IWT a big idea—thinks we need to think 20 years ahead, not just about how to survive today, or about 4-year election cycles

Need to create a plan to raise a lot of money to create a force for independent television news

Fight cheap talking heads, propaganda for corporate interests, 

People have gotten over reluctance to donate

If people feel a sense of urgency, people will support it

The necessity for independent journalism on television is a question of democracy and what kind of future we’re going to have

IWT is a collaborative project; a broad front to create something big enough that’s inclusive, including Mother Jones & the Nation: there’s a way wihin this structure to leverage work in print

Basic plan: rolling out Web site in June EchoDitto (Dean webmaster), video & survey, petition of people of the world: international channel to tap into international sentiment against U.S. imperialism

Heading towards launch of public fundraising campaign around the world

To get there, we need allies & seed money

Meetings with Linda Foley, international trade organizations—looking for foundations and large donors

Talking about his background as a long-form documentarian: was working on a film script about 2020—started imagining what 2020 would look like with an independent news channel that was broadcasting in many countries: “That’s a different world, and we don’t start building it in 2019”

“There is such a sense of urgency that we must think big, and we must think collaboratively.”

Don Hazen:

A lot of us are here because after the election in November, most of us realized we were in dire straits and couldn’t keep repeating the same patterns and strategies

While most of us have been focusing on mainstream media, the conservatives and Christians have built an echo chamber—and we need to build our own infrastructure

Progressive media working together in unpredented ways, and there’s an enormous amount of maturing technology that will allow us to leapfrog over corporate media

Donna Edwards of the ARCA Foudnation and the SEIU sponsored a meeting in Maryland

Christopher: AfroNetizen, Jeff Chester: CMD?

Chris: reaches thousands of “AfroNetizens,” and the communities they touch:

Hungry for diverse and meaningful content

“We need a home, we need a neighborhood, and we need to talk to our neighborhoods—and we don’t. These technologies often amplify cleavages.”

African-Americans  have often led the way into new freedoms and opportunities, and he believes this will happen here.

He’s the descendant of an African-American newspaper founder

Black radio, black journalism—no good: “We need a home, and that’s why we’re here”

Jeff Chester: emerging media trends are an “opportunity and an obligation”—to insert progressive and other content that can “fill in the shameful gaps” in media

Telephone companies will be reaching 10s of billions of homes over the next-five years: our content needs to be there

On-demand model creates new revenue model for both news and entertainment

Television viewership going down; Internet delivery of media going up

Open Network project: grassroots-based community to use technology to bypass mainstream media

Independent creation & distribution of video

Publishers and independent media makers can aggregate audience, cross-promote content, develop specialized search services and collaborate on editorial content and revenue models

Taking lessons of commercial world and applying it in a low-budget open source way

An “alpha” is a prototype

“The Working Group on the New Technology Landscape”

Air America, AlterNet, Center for Rural Strategies, GNN, LinkTV, SEIU

Downhill Battle/participatory politics

Ken Jordan, Deanna Zandt, CivicActions

Put project together over 4 weeks

Objectives: build audience for thoughtful, indpendent voices

Bypass corporate media 

Raise profile of new media makers

Turn membership orgas into media makers

Create media system that reflects our values

Make interactivity central

RSS, podcasating, social software, BitTorrent, TiVo

Blogs and RSS are ubiquitous

Network consists of partner pages: AlterNet, SEIU, LinkTV, Air America

Interactivity of system: get video online, cross promotion, etc.

Did demo: working code

Thousands of independent producers

Open-source tools: civic space


Consumers can see a sampling of content and then visit partner orgs

A meta-Alternet

Uses blogging technology, RSS

Allows you to tag your content that allow anybody else to take your stories and re-present them on their own pages—free syndication system

Applying to video

Yahoo just introduced a “search for video” service with an RSS spec

www.opennetwork.tv
filter so not everyone can put their content up; no piracy, no porn, not a napster problem

allows for quick posting of video feed

video feed to desktop everytime a new video is published to the internet

better than streaming

about 1/3 of all internet traffic is files of this kind: iTunes is a system just like this

shows streaming example: tiny box, download

What they want to do is enable more of a TV-type experience

Every video gets its own page with branding, and users can subscribe to content—will download everthing in queue

Player launched: DTV player

Full-screen experience

Meant to represent TiVo experience

System cost $20 thousand

Every partner gets their own page on their own site

Gives organizations opportunity to become video publisher: BitTorrent used to upload content

Created interface w/Downhill Battle/makes this very simple

Q&A:

Who decides?

Cost of installing open source technology module on partner site is trivial

It’s the MoveOn model: 10 people can reach a million people 

Annenberg school: big cable companies and telephone providers are building “walled garden”—need to confront network neutrality issue

Q: how will this promoted so that users can find it?

“This is an infrastructure that can support participating institutions.”

This respects different communities and attitudes, and doesn’t attempt to create a “party line”

One-click donations within player

Vince from Surdna: an embarrassment of riches

“First story we heard”: 20 different players getting together

4 collaborative projects

encourage funders need to find their way into each or any of these projects

Doug Krieger (guy from Air America film”

What we’re doing here: to give ourselves our own voice

Moving away from dualistic “old media”

Audience is comfortable coming to this voice

Steve Katz: opportunity for collaboration for a community that’s often been known more for its arguments

Initial ideas for editorial collaboration

Ask each of them to send a short bio and one-sentence description of their three most ambitious or successful stories/projects in the past month.

-ID spectrum of audiences for each participating partner, and target audiences that aren’t included in current audiences—what journalistic projects should we reach out to in order to expand diversity: youth, race, gender, religion etc.

-round-robin or potluck model: each segment promotes next segment

-projects should work as fundraising opportunites for all participants, not for consortium

-projects should funnel eyeballs and funding back to content projects

-projects should be tied to local activism: house parties, local congresspeople, actions, art spaces, whatever—both community-building efforts and longer term change projects

-projects should be content friendly for both nonprofit and for-profit outlets, but could maybe be developed in conjunction with one or more elected officials

-they should be cross-media, and some thought should go into which media should debut or refine ideas/terms. Need to consider different pieces of the puzzle and how they link together: benefits talking points, long-form documentary and investigation, punditry, radio/TV placement, comedy, guerilla media, outreach to mainstream media, public radio/TV pitches, campus media  etc.

-we could consider how to partner with nonprofits, and how to add their lists to ours as a condition of participating in our projects

- need to consider consensus/ground up models for determining concerns: example—MoveOn & anti-war movement

- should share/promote/brand experts in conjunction with campaign

-should use as much public domain and funded research as possible in order to highlight those programs and strengths

-for now: glom on to existing projects and interests—community wireless, Supreme Court nominees, WalMart project

-need to leverage existing content and projects, not make more work for everyone. Consortium should strengthen and support partners, not overtax them.

-open source and common license technology and protocols should be used whenever possible, but should be balanced out with the need for funding content providers

-how can we protect the identities and integrity/legitimacy of existing journalistic projects so that this is not characterized as propaganda or some kind of top-down project of the Democratic party

- How to retain diversity of ideas and the power of healthy debate

-Who makes decisions about which stories are collaboration efforts, and who’s under the “big tent”?

-need to provide a range of ways to opt in: from small blog items or PSAs to full-scale cover stories or feature-length films

-how obvious do we want to be? What are the strengths and weaknesses of trying to make it seem organic vs. explicitly referencing connected projects? Examples of previous efforts that have already fostered media coordination: earth day, anniversaries, obvious shit like elections or national disasters, women’s history month, etc.

However, this is not the same as driving an agenda or organizing around values. Compelling content requires points of debate—but not the sort of insane shit-throwing that the cable shows indulge in

-Re-read Moyers speech/skim Navasky book to make argument that what we’re looking for is a way to coordinate the sort of reasoned and “reality-based” debate we crave, and contrasat that to their stupid-ass propaganda

Use WalMart & Supreme court 

NOTE: Sierra Club conference in October

