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The Media Consortium’s Digital Innovation Studio

New Strategies for Revenue Generation
Meeting Notes
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Experiments and Next Steps 

Based on the afternoon break out session, meeting attendees developed two experiment ideas that will be explored further, by committees, for a March 1 report back to TMC. We’ll reconvene to see what costs will be for each to decide how to divvy up $10-12,000 in TMC money available.

 These experiment ideas are:
1.) Collaborative Fundraiser/Webathon

2.) SEO Vertical: The Real Story on Real Jobs 
Collaborative Fundraiser/Webathon

Description: A one-to-two day fundraiser for Media Consortium Members that would be facilitated using Razoo. The event would potentially be tied to the TMC member meeting in September, and would feature:

· A live video feed of interviews/commentary from leading staff, reporters, champions. Interviewees would discuss media org’s contribution to community and quality of content, 
· Friendly, gaming-driven competitions to see who can bring in most donors/leaderboards
· Matching gifts from board members, top donors, etc.
Benefits:

· Cross-pollinate lists, all ships rise
· Net new first-time donors
· Each group activates list to bring in huge donor/advocate pool
Concerns/Considerations:

· Do organizations have the capacity to develop?

· How to ensure that all orgs are on equal footing to raise money? Some have smaller audiences. 

Next Steps: 

· Exploratory committee will decide whether this experiment is possible by March 1st. (Members: Hanaa, Maya, Jason, Paris, Miles, Someone from ColorLines) Exploratory Committee’s tasks include:

· Develop memo to illustrate concept, required time commitment/costs for other orgs to opt in.
· Draft a budget for the event.

· Reach out to 10-12 other members for a yea/nay (if these orgs are in, reach out to tmc list)

· Organize planning call with Razoo and members
· Develop event goals and logistics. (goals for # of first time donors, overall amount for fundraiser, incentives for recurring donors, incentives for advocates who promote fundraiser)

· Identify best spokespeople, high profile representatives for video stream
SEO Vertical: The Real Story on Real Jobs 

Description: The Real Story on Real Jobs brings together content from TMC members on labor issues, workplace issues, employment/unemployment, women’s issues, lgbtq issues and cross-pollinates traffic across a range of orgs and platforms. The platform would generate evenue through sponsorship and advertising, with the potential for syndication as well. Could potentially be used as a vehicle for job seekers with a focus on solutions and highlighting fair employers. Product components include: e-newsletter, mobile app, or feed. 

Benefits:
· Important for political debate through advocating for progressive issues
· Cross-pollinates audiences, builds lists
Concerns/Considerations:

· If thinking about a website, make sure we aren’t just publishing an RSS feed. There will need to be editorial management. 

· How to distribute income? Advertising revenue could be distributed to orgs based either on amount of content contributed or traffic brought to site. 

· Possibly need to create LLC and create company to easily manage project

Next Steps:
· First stage/tasks for all these groups will be research, with the goal of coming back to TMC with an initial investment cost by March 1st. 
· Researching editorial content –how much employment related content does everyone produce? What would we need to populate channel? - Jeremy, Susan and ITT intern.

· Marketing/positioning group – mission language, social media and marketing strategy – Kavita and Joe. 
· Revenue group – researching advertising and sponsorship potential– Jessica, Annie (advertisers) and Matt (unions).

· Technical group – researching platforms, innovation, and overall cost – Dan and Jeremy. This should include figuring out whether we want to involve Publish2. Could their set of tools support everything we want to do?
Questions to Consider as you develop these concepts. 
· What are startup costs associated with both projects?

· What are the potential returns on investment?

· How would these projects be managed on a continuing basis?

· Is it scalable and replicable? 

· What are the potential long-term benefits?

Asset Catalog Workshop. For the morning session, meeting participants broke into groups to catalog their internal assets to help identify shared, concrete needs and opportunities to generate revenue via either skills-sharing/B-to-B partnerships or niche editorial processes. Attendees came up with the below list of potential projects. We will revisit the B-to-B ideas in the time between the March 1st deadline for niche experiment ideas.
B-to-B opportunities:

· Donor education campaign. In progressive movement, money is siloed into issue-based fundraising. A collaborative donor education campaign could be a long-term effort to aggressively appealing to foundations and potentially create a progressive media endowment. 
· Needs to accomplish: Map out landscape of funders for progressive media, targeting large individual donors, and collaborating around research for members.

· Would TMC coordinate?

· Headline Writing to increase Traffic. Create a training to help organizations improve their headline writing skills, then implement a listserv for folks to test headlines on each other.
· Provide on demand research (datasets, graphs) based on reporting and expertise to individual clients for premium price.
· Share best practices, challenges of implementing mobile sites.
Niche Experiments:

· Action Widget for shared content, info on specific actions related to content for readers to become involved with. Organizations could package action hub sites w/content, but is very similar to Change.org/Care2.

· Cluster content from several organizations in internal SEO verticals around specific issues
· E-Digest that aggregates content from different sites and is designed for specific audiences. Leverages materials already offered, driving readers back to org web pages, potential for small subscription price for weekly digest in form of email.

· Sample product: eNewsletter for Women in Labor (Ms, ITT, IPS)

Presentation Notes/Top Findings

Unleash Your Niche. This session mapped out some of the many possibilities to niche content that we’ve discovered in this lab, such as platforms, audience, and internal resources. Please review the attached presentation for more details.
-Working with SEO Vertical

ex. Pipe info on current news story w data, photos, vids, w/ tagging so stories come early in searches, require tech infrastrcture, creates ad opportunities

-pool much content, optimize it for search, sponsor and ads

Con: Alienate consumers, short shelf life  

Pro: Infrastructure in place allows it to run itself

-Hard vs Soft revenue generation, un-monetized, shares/swaps require strategizing

-Partnerships/Barter relationships can be put through accounting system, costs and intangible political aspects, must convey worth of relationships to clients


Creating, Distributing, and Selling Niche Content Packages: What Does it Take?

Scott Karp is the co-founder and CEO of Publish2, a content distribution platform. He is also Editor & Publisher of Publishing 2.0 (publishing2.com), a widely-read and respected blog that takes an incisive look at how technology is transforming media. Folio: magazine named Scott one of the 40 most influential people in publishing for 2007. Scott was previously the Director of Digital Strategy for Atlantic Media, publisher of The Atlantic. Before joining Atlantic Media, he was a consultant with the D.C. strategic research firm, The Advisory Board.

Content Packaging

Web de-aggregated, atomized content->portals->funneled through search engines->pushed into social networking sites->editorial producers offering content packaging

Tremendous opportunity out of chaos of this process

Content from platforms can be repackaged, expand based on interest of readers, create content both on platform and designed toward niche 

Curation already exists within newsrooms to be packaged

Brands are assets as well as combination of brands

Existing audiences, content, etc.

What do we want to package and for whom?

Publish2 can take in content and redesign it, liscence content and display sponsor content all through a number of platforms, apps, fb, twit, email, websites

Content consumption experience for audience very important

Creates great amount of data

Can promote to org specific audiences-inform what is done over time

Steps can be made very simple 

Question of business model

Ex. Fully Integrated apps to work on tablets, browsers, mobile

Market potential?

-Women in Labor

New audience involved in niche but not current audience for progressive media

As well as current readers of certain publications (ITT, Ms, IPS)

Promotion from labor unions

Model=underwriting

Find foundation that would want to support this

Advertising sponsorship

Org that wants to reach audience/see issue better served 

Issue of possible conflict of interest w/ labor union support (sexist practices)

Revenue built in from start in foundation support vs grant 

B to B model: Lead generation by trade publishers 

-Possibility of Community Building 

Through social media? Facebook?

Goal is to bring value back to underwriting

Issue of Professional Audience

Creating info product creates new set of expectations vs syndication model is much more complicated 

Building Successful Collaborative Fundraisers

Justin Wredberg works as Community Builder at Razoo - a website that enables individuals to donate and fundraise for nonprofits online. At Razoo, Justin is focused on building and inspiring communities of generous givers. Since 2005, Justin has been on staff with two different non-profit organizations. He has experienced the frustrations and joys of fundraising, and is well-equipped to serve non-profits with Razoo. If there's one thing you should know about Justin, it's this: he loves people.

Razoo- Online Giving Platform: over 42 mil donated to 7000 nonprofits from 150000 donors

3 Types

Micro Campaign: Individual

Medium Campaign: Team

Mega Campaign: Team

Give to the Max Day:

2009-2010

2010 goal: more donors than dollars

-Online Campaign

Sponsor: subsidize costs

Promotion: PR Media Buzz

Outreach: Enlist/Inform Nonprofits and Individuals

Platform: Secure, scalable reliable-Razoo

Return on Investment: Up front costs to org important to raise profile, incentivize community (matching grants, covering CC fess, etc)

Expect 10 to 20 times return on investment through Razoo

-Share ownership of fundraising

-Rewards your ambassadors

-Tightens community

-Makes campaigns easy, fun, social

Questions:

What is baseline on initial investment?

Much of GiveMN investment was spending on building community, could be bypassed with TMC as community already exists in many ways

Could be very small depending on organization’s budget 

Prizes can be added throughout the day

Randomized matching grants

Can people give to umbrella fund benefiting all nonprofits?

Depends on whether org is 501©3 but is possible, distributed afterwards by org 

Are payments Processed through Paypal?

All through Razoo including outside US

How does Razoo make $$?

They don’t make much

Started by rich philanthropist to change the way people give  

Some minimal fees charged, labor costs, negotiated w/ orgs

How many people on Razoo give to orgs they haven’t heard of? Do they shop around on Razoo?

Not many, but connections can be made through ambassadors advertising fundraiser and benefits, gaming dynamics

Does nonprofit already need page on Razoo to do fundraiser?

Not neccesarilly, charitable orgs already documented on Razoo

Can Razoo be used to empower ambassadors w/out major campaign?

Yes they can raise awareness, start off matching gift campaign

Donate anywhere widget, Give Razoo function, website donate

All gifts go through Razoo foundation and then are distributed to nonprofits

Is Razoo similar to Groundspring?

Makes it social experience, great at getting money for nonprofits

Razoo is not constituent management program but rather geared towards fundraising, not only tools but also partner 

Do orgs get email contacts from givers?

Yes so Razoo doubles as list builder as well, provides database

Is there an effective timeframe for using Razoo?

You set timeline, depends on how you phrase it and work toward it

How are ambassadors recruited?

Board members, those most heavily involved 

Search donor list for those who gave most often-created matching fund through that list, engaged them

Those who are tweeting, involved in social networking

Way to build bridges w passionate supporters

Gifts such as personal Twitter chats=innovative
Meeting Evaluation

Plusses:

-Appreciate face-to-face meeting

-Organization and time-keeping 

-Brevity of presentations 
-Experiment Ideas IDed ahead of time

Deltas:

-Long worksheets for AM session could have been done beforehand
-Two day meetings preferable—one day feels too jam packed

