First thoughts about ways in which editorial collaborations might work:

Big Questions:

Who makes the hard and touchy decisions about which stories/topics are collaboration efforts, and who’s under the “big tent”? Or, to take a more ground-up approach—how can the Media Consortium facilitate collaboration among journalism projects that want to work together on a specific topic?

How obvious do we want editorial collaboration to be? What are the strengths and weaknesses of trying to make it seem organic vs. explicitly referencing connected projects?

How can we protect the identities and integrity/legitimacy of existing journalistic projects so that efforts to collaborate are not characterized as propaganda or some kind of top-down project of the Democratic party?

A related question: How might editorial collaboration support and encourage healthy debate and a diversity of viewpoints?

How does editorial collaboration relate to/interact with the connected efforts to shape an agreed-upon set of progressive values and develop associated frames, talking points, PR efforts, etc.?

What is the spectrum of audiences for each participating partner, and how can we most effectively create interlinked but distinct projects on specific topics?  Here’s where the examples of the differences between our most successful editorial projects come in—a hit for Diana builds on providing access to the expertise of the organizations she’s working with, for example, while a hit for Ron builds equally on readers’ lifestyle concerns and their desire to create social change. These two projects can and should work together on certain topics, but have very different forms and appeals. 

First Principles:

Collaboration projects need to provide obvious benefits to participating partners. They should:

- funnel eyeballs and funding back to the media outlets; 

- leverage existing work rather than make more work for everyone; 

- allow for various levels of “opt-in” and investment; 

- be viable for both nonprofit and for-profit media outlets to participate in;

- share/promote/brand appropriate “experts” in conjunction with a campaign.

Collaboration projects should be cross-media, and some thought needs to go into which media should debut or refine ideas/terms/topics. We need to consider how different pieces of the puzzle link together: the relative benefits and influence of talking points, books, long-form documentary and investigation, punditry, magazine articles, radio/TV placement, comedy, guerilla media, P.R. outreach to mainstream media, public radio/TV pitches, campus media, etc. etc.

Collaboration projects should be tied to both local and national activism whenever feasible: house parties, local congresspeople, actions, art spaces, whatever—to serve and support both community-building efforts and longer term change projects.

Collaboration projects should highlight and reinforce public domain and progressive nonprofit and/or foundation-funded research.

Different Models of Collaboration to Discuss:

-Round-robin or potluck model
In this model, each segment/story which appears on a particular topic in one media outlet would the next segment and also promote all of the projects also covering the topic; the emphasis is on building out different aspects of a story, and creating both a sustained “buzz” and a deeper understanding. This model seems powerful, but requires a lot of footwork and negotiation.

-Consensus or ground up models

Projects like MoveOn and ACT are polling their members to determine issues of concern, and basing their research and activism on those results. Should editorial collaboration ideas arise from the grassroots? Would editors and writers accede to such an approach?

-Event-based model

This involves organizing content and research around a particular date or event, like the recent response to the “nuclear option,” or the coverage that pops up around Earth Day. This sort of collaboration has been fairly common on an ad-hoc basis, but has some weaknesses which we could explore—most importantly, the risk that the news-generating event won’t actually generate interest or traction.

-Talking points model

This is a more top-down approach, in which “experts” decide on a progressive agenda and then disseminate messages to media-makers. This has some uses, but seems both undemocratic and limited.

-Content sharing/syndication model
Providing the same story to different audiences has some benefits, but may also prove unattractive to projects that emphasize original content.

