On the phone: Jim Gilliam reporting, plus Steve Katz from Mother Jones, Don H., Tracy, a few others…

Jim: 

Need to be upfront about collaboration

Debate has taken on its own life; has become a national story, which was a goal

Last year Wal-Mart didn't have good growth: seen as a misstep

This time they were totally prepared—exclusive deal with Garth brooks to be released on Black Friday

Half a million box sets in one day 5% of the visitors bought it

Opening earlier

Up 4.3 percent: they trumpeted it as a victory, but it's far from the target

SAM's club: first time they were included in holiday promotions

Adbusters latched onto the film: Wal-Mart takedown action center for buy nothing day

Churches & family businesses: target into communities

Lisa SK did a lot of work with religious community—very successful, thousands of churches

Left Behind series premiered in 3000 churches; charged a lot for churches to show it

Narnia movie: Rick Warren—pastor—20,000 tickets at $10 bucks/pop

Big backers behind the film

Rural/suburban vs. city showings—local press in towns with Wal-Mart

Showed it the day before the city council

Media strategy:

3 pieces: bloggers, independent media, mainstream media

need all three to create an echo; set out to seed each of these with stories

Press agent: NYT, USA today, etc; to independent media; providing materials to the bloggers—affliate program

Overriding thing; trying to figure out how to get Wal-Mart to attack us

Operating in two worlds: if they didn't attack, it'd be hard to get attention

If we got them to attack, a completely different level of media attention

Obviously it worked, but it didn't happen the way that we thought

They were going to bait them by releasing first 6 minutes of the film, which seemed to present an incomplete story

But instead it told the story of how Wal-Mart shut competition off even before the story came into town

But they issued 10 pages of attacks based on the trailer, including personal attacks on Robert

Landed them on the front page of the NYT the day the film premiered there; and they've been issuing attacks ever since

No lawsuits yet; even more of a story

One sector doesn't drive the other completely: for example, would send a mainstream media story to bloggers, and they would blog about it. There always needs to be something that makes the story seem to be important

Mainstream press: all stories that are placed, that's what press agents are for—any fantasy that people have that this isn't happening is just that—a fantasy

The snowball effect is that reporters will come to you once the story is launched

Collaboration within independent media was innovative, but it wasn't clear who the point person was

Tracy: who was the point person

Started with Robert & Don—fell to Kabira

They dropped the ball because they were overwhelmed

Successful for In These Times

Collaboration got picked up in the Chronicle, Michael Miner

Brave New Films: looking at distributing a film tied into the '06 election

Mostly a distribution thing; currently still off the record

Timing of it will be trying to figure out how to time things with campaign events

Jim: the really amazing thing about the Wal-Mart thing is that we totally manufactured an event—made it an issue by sheer force of will . We're starting to look at that as "This is what you do in off years"—pick an issue that has strategic implications at a time when there isn't an overt political story—and in election years, focus on framing issues around the election: Republican cronyism etc 

The right aggressively started to respond: with the other film—able to get out eventually from that frame. Then classic right-wing echo chamber started to come out: GOP USA, the New York Post, Byron York(Tucker Carlson, Brit Hume, and then Tierney from NYT

War room—had people from the right wing media who were very skilled at working within this sphere

Right wing had people to comment on this stuff on TV & the radio—could have put writers from different independent outlets on TV & radio to continue the story

Outcome:

Box touting "the best of the rest" with links to related stories from The Nation, Mother Jones, Air America, etc.

Enriched experience, and sense of community of independent media

Consulting work

Jim: what's happening now is this concept of tags—the way to implement something like this is through del.i.cious—progressive equivalent of delicious

Could integrate into current infrastructures; could be most recent 

Social networking & ranking: Commonkinds.org

RSS feed

Don Hazen: Hard to get PR person to promote a stack of pubs

Jess: may need to focus on particular topic areas

Jim: Blog love—they would prominently feature blogs that posted stuff on them…would link to blog posts

Like an enhanced blogroll

People seemed to latch onto evil smily—liked it, wanted to post it

Big ones interested in mainstream stories…

Smaller blogs were more responsive to the story earlier on

Virtually impossible to get the big blogs to link to something unless it's in the news cycle

Intensive one-on-one relationships with bloggers work but take a lot of time

Local press also very driven by national press: 7000 local angles because of the screening

Huffington Post has been doing a lot of Wal-Mart stuff

