Big questions:

The media and technology world is shifting beneath our feet.  Won’t look the same 6 months from now and it even looks dif. Than 6 months ago.  

Spent a good deal of time yesterday looking how we can impact the here and now and current future with our work, but if we are not continually looking ahead, we’re going to find ourselves once again racing to catch up and it might be too late.

There are amazing changes on the horizon and we can work individually and collectively to be on the cutting edge of those trends to really sustain and benefit our organizations and continue to make a difference in the world.

SLIDE 1: STARTED OFF THIS PROJECT WITH MAJOR WHAT IF?

LIST 

We aimed to do this by looking at potential  “game-changers” around the curve with emphasis on:

Long-term (manifesting after two years)

Surprising and unexpected (reach beyond traditional tactics of progressive media)

Simple & intuitive

Slide 2: We’ve done a lot of things to gather ascertain the future of the media landscape. I won’t go through the whole list—but this process has had multiple stages that started

· with the MC meeting in Denver where you all started laying out some of the big uncertainties, 

· we’ve interviewed dozens of media, biz and tech experts 

· surveys of members

· members doing one-on-one interviews with each other

· in-person day-long coordinating committee meetings and more

First phase outcome is this presentations where hopefully we’re really synthesizing the big hypothesesis that have come out of this research and what it means for you

A final report will be done in march with final synthesis and recommendations.

Slide 3: During our process we really worked to create a working and understandable definition for a “game changer” that would put a stake in the ground for what we were examining.

READ

SLIDE 4: Quote from Clay Shirky.  A) yes there is more than print in the room-but this applies to all mediums.  Basically the point here is: deciding when and how we’re going to move is the key

SLIDE 5: 

Here’s a timeline of future and past that illustrates the directions we can go when looking into the future.

Looking back: Mid-nineties saw a big change in industry dynamics. The model started to change with the rise of the web and easier tools and all the things we know. Strategic inflection: This is the point o dynamics that started the game changing process that we can look at and recognize with reflection. 

NOW: We’re still in the continuing dynamics of the game changing process.

For the future: This leads us with two options.  Either we continue the way we are without adapting or recognizing the big changes now and ahead.  We will go on a downward shift in terms of growth

Or we use this moment to strategically recognize the adaptations we need to make before it becomes too late—before it becomes so entrenched we can’t catch up. We’ll continue losing power to those that do adapt.

A big point when we did interviews about what game changers we could create, a lot of the feedback was “hasn’t the game changed enough?”
So this really led us to think--we aren’t necessarily going to create a game changer like the world wide web, but we can change our strategy and adaptation to the game changers.

So for example: Financial crisis accelerating breakdown of business models

Important Indicator: Online advertising has sustained its growth (despite economic downturn) while advertising for all other media segments has declining

SLIDE 6: Quickly start with summarizing old paradigm—much of what we know—but so we can compare to new paradigm 

LIST

Slide 7: our consultants broke it out this way==after interviews and lots of research

· Old sources of value—exchange of value b/w producers and audience

· Old models that surround value—old models to capture the sources of value and the metrics we use to measure those models

· Old competencies-that we were good and what we provided

· Old basis of competition—structure of the industry—characteristics of how we operated as indivual orgs and competed.

Note that we DON’T have to give up the old paradigm completely, but the key point is where to mesh, adapt and enhance these elements

SLIDE 8: The new paradigm which we referred to yesterday in the impact presentation is based on the network model:

· Mirrors what we have before.

· Producers on the left

· Audience/users on the right

· Producers: Not only do we have institutions we’re popping more individuals and informal groups of indivudals (like a facebook group) who are content producers.  And they are sharing information in a dif. Way, aggregating, in a way.  

· (formerly independent/producer media) more defined parameters to it.  Now it’s blending in and connecting within the whole.  The boundaries b/s mainstream and independent are more porus.

· On the right side:  

· Networked individuals and groups are connecting in ways that we can’t even predict.  Not just receiving the info. It’s not just top-down or bottom-up conversations—a lot of sideways conversations—with each other and without the capturability of the publishers.  On the publisher side—giving up certain control of those conversations.

New value exchange: two-way conversations happening on multiple levels: co-producing, co-sensemaking and co-creating of community.

These new platforms are the forces shaping these different value exchanges.

Slide 9: what does this new environment that we’re painting mean?  New value exchanges, new models and metrics, 

SLIDE 10:  Dozens of interviews done and the big synthesis that’s happened with all these interviews and research are the 4 main strategic recognitions that have emerged. 

This really connects to the strategic dissonance slide: what are the key strategic recognitions that will have implications for our strategic intent. Some of them you might agree with or not agree with, or want to talk more about, or want to think about what this means to your organization not just now but in the future.  This is for the small groups we’ll get into to unpack.  

Slide 11: Line between mainstream and independent media is blurring.

With the growth of network system—independent and mainstream media boundaries are becoming blurred to the consumer.

Many, many alternative voices out there.  The importance of alternative point of view—in the old expertise way not same way.  

Slide 12: The source publisher of news isn’t as relevant as before.  

People don’t look to just one source anymore.  People have hundreds of blogs on their rss recommendations from friends, postings on facebooks.  

Audience—news you get isn’t tied to one media outlet or one source

Slide 13: It’s not just about publishing the content anymore it’s about how people are connecting and using your content with each other and the outside worlds.

Really refers to much of what Chris Hughes was discussing yesterday.

Slide 14: XXX

SMALL GROUPS

PICK WHICH STRATEGIC RECOGNITION ASSUMPTION group you want to join

Have xxx to debate and answer these 3 questions

Must have someone record your notes and give back to erin

Elect one or couple people to be the report back-will have 2 min.

Large group conversation and Q&A

And then-with time—we’re going to distribute and walk through some of our initial game changer ideas/adaptions….

