
A N A L Y Z I N G  
I N F O R M A T I O N

J 2 0 2  M A S S  M E D I A  P R A C T I C E S



T H I S  W E E K  I N  L A B

Work with Excel to write a summary 
of survey data
Talk about analyzing information
Plan media placement for a public 

image campaign

P R A C T I C E  U S I N G  A N D  A N A L Y Z I N G  D A T A
T O  F I N D  S T O R I E S







640 million gallons-380 gallons
640 million gallons

= - 41 percent





T H A T  M E A N S  E F F E C T I V E L Y  
J U D G I N G  W H E R E  W E  G E T  
I N F O R M A T I O N ,  E F F E C T I V E L Y  
A N A L Y Z I N G  T H E  I N F O R M A T I O N  
W E  H A V E  A N D  A V O I D I N G  T R A P S  
T H A T  P R E V E N T  U S  F R O M  
E F F E C T I V E L Y  P R E S E N T I N G  O U R  
I N F O R M A T I O N .



H O W  C A N  W E  U S E  
D A T A  &  N U M B E R S  
T O  T E L L  S T O R I E S ?



D A T A
How can we use it?

It’s evidence that tells a story
F I N D  A  S T O R Y  I N  T H E  N U M B E R S

re_birf/Flickr Creative Commons



S I X  S T E P S  
F O R
U S I N G  D A T A

W O R K I N G  W I T H  D A T A

r2hox/Flickr Creative Commons

• Get
• Clean 
• Interview
• Analyze 
• Tell stories
• Visualize 



I T  S T A R T S  W I T H  
I N F O R M A T I O N  L I T E R A C Y
Y O U  A R E  C O N S I D E R E D  I N F O R M A T I O N  
L I T E R A T E  W H E N  Y O U :

• Know when you need information
• Know where to find it
• Know how to evaluate it
• Know how to use it



“Real journalism is work that goes through a process.”
— Tom Rosenstiel, American Press Institute

I T  S T A R T S  W I T H  
I N F O R M A T I O N  L I T E R A C Y





I N F O R M A T I O N  
F A I L U R E S
• When people accept false 

information as fact
• When something true is not covered
• When importance is given to 

a subject being discussed 
• When information is manipulated



B E  S K E P T I C A L
B U T  N O T  C Y N I C A L

“Skepticism is about asking questions, being 
dubious, being wary, not being gullible.”

— Tom Friedman, New York Times

We have a duty to get things right, but 
we make mistakes.

Just don’t repeat them.



B E  S K E P T I C A L
B U T  N O T  C Y N I C A L
If your mother says she 
loves you, check it out.

N O T H I N G  I S  B E Y O N D  
C O N F I R M A T I O N .



NEVER USE INFORMATION 
WHEN YOU CAN’T TELL 
WHAT THE SOURCE IS

• Authority
• Accuracy
• Objectivity
• Timeliness

David Michalczuk/Flickr Creative Commons





NEVER USE INFORMATION 
WHEN YOU CAN’T TELL 
WHAT THE SOURCE IS

• Authority
• Accuracy
• Objectivity
• Timeliness

David Michalczuk/Flickr Creative Commons
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This map represents 
population by 
distorting the 
size of the states



University of Michigan/Mark Newman

This map represents 
the weight of the 
electoral votes cast by 
each state



University of Michigan/Mark Newman

This map showing the 
county-by-county 
breakdown was circulating 
after the election 



University of Michigan/Mark Newman

This map represents 
the counties resized by 
population, which 
shows the urban 
support for Clinton 
and rural and 
suburban for Trump



University of Michigan/Mark Newman

Here’s another look at the 
counties showing the 
breakdown of votes in 
shades of red, blue and 
purple — demonstrating 
how close the election was



E V I D E N C E
• Use it to support conclusions 

and themes 
• Ensure that it is accurate 
• Analyze it free of bias
• Present it in context



E V I D E N C E
W H A T  K I N D  D O  W E  U S E ?

•Anecdotal
•Scientific 
•Interviews
•Observation



• sampling error
• random samples
• range of error based 

on size
• larger sample = 

smaller range
• results correct +/-

number of 
percentage points

• usually made with 
95% confidence

SURVEYS



•non-sampling error
• poor response rate
• poor questions
• poor answer options
• poor interviewer skills
• poor interviewing 

environment

SURVEYS











B A D  Q U E S T I O N

Do you favor or oppose proposed 
cuts to state funding of the UW and 
the effect they will have on diversity?



B E T T E R  Q U E S T I O N

Do you favor or oppose the proposed $250 
million cut in state funding to the UW?  

(If favor) If the cuts meant a loss of funding 
for diversity efforts, would that strengthen 
your support, weaken your support or not 

change your support



F O C U S  G R O U P S

• test concepts and 
mockups 

• develop questionnaires 

• generate ideas 

• position product 

• assess usability



F O C U S  G R O U P S  T E C H N I Q U E S

• survey 

• in-depth interview 

• product tests 

• ranking exercises 

• comparison games 

• role-playing 

• free-form discussion



C A L C U L AT I O N S  Y O U  
B E T T E R  K N O W

W E  P O L L E D  P E O P L E



M E A S U R E S  O F  C E N T R A L  T E N D E N C Y

• mean (average) = sum/# of items 

• median = middle number of ordered set 

• outliers



PERCENTAGES

• x/y, where x is the portion and y the whole population 

• 43 subjects of 210 in focus group chose Oreos 

• 43/210 = .205 

• 20.5% of subjects chose Oreos



P E R C E N T  C H A N G E D

• percent changed = change/original value 

• consumer recognition of the brand jumped  
from 15% to 25% 

• change of 10 percentage points 

• but percent changed much more 

• 10/15 = .66666666 (67%)



RATES

• percentage with a standard baseline 

• murders last year: Milwaukee = 111, Madison = 3 

• population: Milwaukee = 596,974, Madison = 208,054 

• murder rate per 100,000 residents 

• Milwaukee = 111/(596,974/100,000) = 18.6 

• Madison - 3/(208,054/100,000) = 1.4



CPM

• cost per thousand 

• ad cost/(audience/1000) 

• Sports Illustrated 

• $203,000 for full-page ad 

• 3,212,000 audience 

• CPM = 203,000/(3,212,000/1,000) = $63.20 

• CPP



COUNTS

• instances of 
a variable



A U D I E N C E  C O M P O S I T I O N

• % of an outlet’s audience that fits a characteristic 

• gender, education, income, lifestyle



C O M P O S I T I O N  I N D E X

• compares a comp percentage against expectation for whole 
population (100) 

• TIME magazine:  

• men: 55.5% (116 index) 

• women: 44.5% (86 index)



O T H E R  E N T I T I E S ’  B U D G E T S

• municipal



A N A LY T I C A L  S K I L L S
U S I N G  D ATA  I N  W R I T I N G



Claire Wardle/First Draft News



PERSONAL I ZAT ION

confuse evidence by focusing on self



OVEREST IMAT ION

believe evidence is more extensive



C O R R E L AT I O N  V S .  C A U S AT I O N

things can be related without one 
causing the other



FA U LT Y  R E C O L L E C T I O N

flaws of eye witnesses



CONTEXT

accuracy doesn’t always equal truth



FA L S E  E Q U I VA L E N C E

give misimpression by equalizing 
quality or quantity of evidence for 

opposing sides of an issue



I D E O L O G I C A L  B I A S

swaying information to support a 
particular political, social or economic 

point of view



C O M P O S I T I O N A L  B I A S

tilted information resulting from 
disparities in representation based on 

race, gender, religion, 
socioeconomic status, etc.



MIND -READ ING

infer thoughts, feelings, emotions 
without sufficient evidence


