All about ads. This call focused on how news organizations can make money by being smarter and savvier about how they recruit advertisers--and what ad servicers they work with. 
1. Special Guest: David Cho is the publisher of TheAwl.com, a general interest website that has grown exponentially in the last year. It was founded in 2009 and is currently at 500,000-550,000 unique visitors/month. The Awl is doing ground-breaking work in the advertising and sponsorship realm, and David discussed how the publication cultivates community and successful relationships with big brand advertisers without sacrificing editorial integrity. The Awl was recently covered by the New York Times--the article is worth a read. http://wxww.nytimes.com/2010/10/25/business/media/25carr.html
Top Findings:

-David’s three part strategy to launch and develop advertising: Start by optimizing your google ads, then build relationships with multiple remnant networks to push the amount of money you are getting per CPM upwards. The Awl worked with approx 6 different networks because being exclusive with one remnant network meant that they wouldn’t be able to keep growing or be aggressive with negotiating higher prices for ads. Finally, work with media buyers to place advertisements and sponsorships that address their needs in a cooperative way. Focus on building partner-focused relationships with sponsors and be flexible with their needs.

-Making the deal: How to connect with advertisers. As a publisher you need to acknowledge that what you lack in readers you make up in other ways. Justify why people should be spending their money. Be flexible. We offer the chance for brands to offer “advertorial posts”- (example: if a brand is advertising a movie, they would include the trailer in a post in addition to the advertisement).
-If you’re looking to create advertising opportunities, build different “buckets” or categories (ex. Entertainment women, tech) so that you can match a particular brand with content that makes sense for them to sponsor. Or, create a column that targets a particular audience as a means to create brand recognition. Huff Post does a great job of this.

-Knowing your audience is key to selling interesting ads and sponsorships. Make sure you have your demographic info, but go past that. Look into how your audience behaves. Example: The Awl’s content is passed around a lot on Twitter/Facebook. Use that as a leverage point by explaining how you have “quantifiable influence”. People on Twitter have their own, individual, tangible audience which can be shown to sponsors. Critical thing that advertisers will look for is how your audience is interacting with your organization.
-Successful Sponsorships. The Awl uses sponsorships in many ways: they have sponsored posts, sponsored editorial content, and even sponsored sub-brands like the recently launched “Hairpin.” Sponsored editorial and totally sponsored posts are key—both of these components need to exist for a successful campaign. This second way shows that sponsor trusts the editorial content to be successful in tailoring to their needs.
-How far ahead to you tell advertisers about content they could sponsor? It depends on the brand. You should recognize what kind of audience the brand wants to cover.Gillette runs something every 2 to 3 weeks- they want to know the next topic a couple weeks in advance. We tell them our plans for features and if they want it, we hold it for them.
-Keep your audience informed. The Awl makes sure that any sponsored content is clearly noted and they don’t try to “trick anyone” into viewing an ad. “If users feel a sense of affinity with a brand, they tend to be more supportive of it. Our users are supportive and are happy with us and we’re grateful to them.” They have never received negative feedback on something because it was sponsored, but they are also very, very clear about sponsored content: “We put something at top of the post in the form of an image that says ‘Brand X is sponsoring this content, but it has been written without any influence of the brand.’ If the brand wants us to talk about specific things, we clearly mark it “Completely sponsored editorial’.
Other findings

-Don’t overvalue your content. It’s better to make more money over a long period of time as opposed to immediate income. Have to be as flexible as possible. You need to work with THEM. Can’t be making demands. Be flexible and patient with media buyers. 

-Other interesting advertising opportunities: retweets of content from Huffington Post might have an ad attached to. The sponsorship concept isn’t anything different than what’s already happening on TV or magazines. (He gave an examples of the “Miller Lite Man of the Week” on ESPN. ESPN would do a “Man of the Week”, they just receive additional funding by having is sponsored by Miller Lite.)

-Remnant Networks: These are advertising networks that sell content in bulk across multiple sites and generally net more money than straight google ads. At TPM, Andrew Golis made it a part of his job to be continually gaming remnant networks for higher CPMS. There is a time investment that goes into this, so make sure to think about your cost/benefit analysis before you dive in.
-Know your network people and ask them what you can do to make it easier to put ads on your site. Be as accessible as possible to advertisers because you want to help them make the sale. 
- You can have a check system where you can build relationship and have a block on certain content. But be careful about keywords that you block because you might miss a beneficial ad.
-CASE STUDY: AINN works with google ads and 3-4 additional remnant networks. Beth checks in on them a few times a wee. They opt in and out of particular topics, such as adult ads. They can opt in for religious ad etc, or say “I don’t want any pop unders, popups…”

-Political Content: When you’re talking about overt political messaging it can make it difficult for brand advertising. Look at sites you want to be like or have a similar audience you want to target and see how they do it and how they’ve been successful. Always do homework and what people around you are doing. Don’t be ignoring other things that other sites and organizations are doing well. Our best partners in this realm would probably be philanthropic groups. What would it take to set up ad/sponsorship with non profit orgs?
2. Reading: Pages 27-37, 50-56 of Clues in the Rubble: A User-First Framework for Sustaining Local News. (download it here). While this text is focused on local news enterprises, it covers several innovative ideas about the future of advertising and also provides a terrific matrix for evaluating and gauging potential revenue-generating experiments, which will be very valuable for our in-person meeting. Please come to the call prepared to discuss one opportunity you see for your organization based on this reading. 
DIDN’T GET TO DISCUSS READING OR CONVO WITH PUBLISH2 ON THIS CALL
Potential experiments:
Independent media fundraiser/give-a-thon. Jason Barnett recently worked with an organization called Razoo and Giveminnesota.org to do statewide fundraising in one day for non profits in MN. The give-a-thon had an accompanying 14 hour live stream and interviewed 82 non profits throughout the state. They raised $14,000,000 in one day the first year they did it. What if we did something similar with independent media outlets? Everyone on call was very interested in this concept.
Could get a matching grant from a foundation—would definitely contribute to success. A foundation can support the entire thing or a specific organization. Not all MC members are non profits, and Razoo has a work around for non-profit donations. TMC talked with Razoo last week, and they are very interested in pursuing this opportunity with us. Here’s how it works: Razoo provides a campaign page for the drive and manages gaming mechanics, widgets, and the distribution of funds. The participating organizations are in charge of promotions, outreach, and overall strategy, though Razoo can advise. 
Experiments in Advertising:
Making the most of anomalous content: Many organizations probably have certain pages or articles that perform very well in search. This is the kind of evergreen content gets a lot of traffic weeks after it’s put up. How can you make it easier to advertise on those pages that perform incredibly well as entry points to your site?
· Truthout: A page might draw a very specific population. We could draw attention to fundraising. 

Using social network tracking to refresh demographic data and present your audience as more than a set of numbers, but as personalities. There are free to cheap social networking tracking facilities that Colorlines uses and Channing wonders if we could use these services to find out who’s going to our site, what they like, where they are, and present that data to bigger advertisers. Could be a great way to save money on the surveying process for media kits.
Revisit the progressive ad network. Would it be helpful to talk to MoJo about their experiences (good and bad) with Ad Progress, the network that TMC did baseline research in ? Could be helpful when thinking about media buying- how to pool audiences together and get into remnant networks. 

Another research opportunity for niching content: Is there a way to test what kinds of niche content/niche verticals could work best with niche advertising? 
