
UNIVERSITY OF SOUTHERN CALIFORNIA!
Annenberg School for Communication and Journalism!

The Norman Lear Center!
!

Media Impact Project!
!

March 5, 2014!



���2



���3



���4









Phase One:

• Find Factors that predict the likelihood of a subject 
being exposed to the intervention

• Create a model based on those predictors

!

Phase Two:

• Assign propensity scores

• Compare exposed to unexposed
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• Deals with bias in online survey populations

• Can be administered through existing digital channels

• It can be administered well after the media intervention was 

completed

• Much cheaper than a representative sample or a pre-post 

test

• Avoids priming of pre-post testing

• Provides actionable data about audiences



• Relies on a relatively large sample size

• Requires that the exposed and unexposed 

groups mirror one another



Do you have any suggestions about 
what Participant Media or TakePart 

could do to help people get involved 
in efforts to reform agribusiness?
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Role that media play in changing knowledge, attitudes and 
behavior among individuals and communities, large and small, 
around the world.   
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Media Impact Project is a global hub for collecting, developing 
and distributing the  smartest approaches and best tools for 
measuring the impact of media.          
!
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Our research includes all media measurement communities--
domestic and international, news and entertainment--across all 
platforms, spanning commercial, non-profit, academic, activist 
and governmental sectors.   
!
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Jesse M. Unruh Institute of 
Politics 

���23



���24



We will ground our efforts in traditional research techniques…
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DEPRIVATION !
STUDIES  

(New articulations of value and impact)!

LONGITUDINAL (Long-term impact, building audience relationships)!

…we will also deploy non-traditional techniques to explain media’s impact

(Dynamics of social impact)



���27

OPEN  
DATASETS

SENSITIVE 
DATASETS

SAFE 
DATA 

HARBOR



ANALYTICS 
ENGINE
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REPOSITORY

USER DASHBOARD & TOOLS

ANALYTIC METHODS
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Conversations in-person/on the 
phone eclipse online social media 

activity!

Not all content is ‘social’!
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Users are 
exposed 


to the content

!
!
!
!

Reading text, 
watching video, 
viewing photos, 

listening to audio

Users share 
content with 

other people in 
their online and 
offline networks


!
!

E-mailing, liking 
on Facebook, 

sharing, 
tweeting/
retweeting


 

!

Users 
contribute 


and/or augment 
to content


!
!
!

Rating/reviewing, 
posting a photo, 
participating in a 
chat, filling out a 

poll, commenting, 
writing a story


User sign up to 

receive content


!
!
!
!

Subscribing to an 
e-mail newsletter, 
registering, liking a 

Facebook page, 
downloading a 

mobile app

User trades 
money 


or info for 
goods 


or services

!
!

Donating, 

registering for 


an event, 
buying


!
!

----

!
!
!
!
!

----
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TPI (The Participant Index)

Landscape analysis!
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8383 Wilshire Blvd., Suite 620!
Beverly Hills, CA  90211!

!

Todd Cunningham!
todd.cunningham@usc.edu!

323-557-1085!
!

@ToddMIP!
!
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