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▶ Dominant narrative that “free media” helped Trump win.

▶ Lots of evidence on Fox News effects (DellaVigna and Kaplan
2007; Hopkins and Ladd 2013; Clinton and Enamorado 2014; Martin and
Yurukoglu 2017; D. Broockman and J. Kalla 2022)

▶ Yet, little on the campaign effects of broadcast news (>10x
the nightly viewership of prime‐time Fox News)

▶ Dominant focus in campaigns literature on ad effects (Sides,
Vavreck, and Warshaw 2022; Coppock, Hill, and Vavreck 2020; Spenkuch
and Toniatti 2018) (which may be confounded by highly
correlated earned media).
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Trump's Paid Broadcast Ads (e.g. Local ABC Affiliates)
0 5K 10K

# of broadcast ads
from Trump campaign:
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Trump's Earned Broadcast Media (e.g. Local ABC Affiliates)
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Research Questions about Earned Broadcast Media

▶ Descriptive:

▶ Do Republicans have an advantage?

▶ Do candidates named Donald Trump have an advantage?

▶ Do incumbents have an advantage?

▶ Causal:

▶ What are the vote returns from earned media?

▶ Relative to ads?

▶ What are the returns from different kinds of coverage?

Intro Data/Descriptives Design/Causal Conclusion References Appendix
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.

.

.

.

.

.

.

.

.

.

.

.

.

.

.

.

.

.

.

.

.

.

.

.

.

.

.

.

.

.

.

.

.

.

.

.

.

.

.

.

.

.

.

.

Research Questions about Earned Broadcast Media
▶ Descriptive:

▶ Do Republicans have an advantage?

▶ Do candidates named Donald Trump have an advantage?

▶ Do incumbents have an advantage?

▶ Causal:

▶ What are the vote returns from earned media?

▶ Relative to ads?

▶ What are the returns from different kinds of coverage?

Intro Data/Descriptives Design/Causal Conclusion References Appendix
Soubhik Barari Earned Media Effects 6 / 24



.

.

.

.

.

.

.

.

.

.

.

.

.

.

.

.

.

.

.

.

.

.

.

.

.

.

.

.

.

.

.

.

.

.

.

.

.

.

.

.

.

.

.

.

Research Questions about Earned Broadcast Media
▶ Descriptive:

▶ Do Republicans have an advantage?

▶ Do candidates named Donald Trump have an advantage?

▶ Do incumbents have an advantage?

▶ Causal:

▶ What are the vote returns from earned media?

▶ Relative to ads?

▶ What are the returns from different kinds of coverage?

Intro Data/Descriptives Design/Causal Conclusion References Appendix
Soubhik Barari Earned Media Effects 6 / 24



.

.

.

.

.

.

.

.

.

.

.

.

.

.

.

.

.

.

.

.

.

.

.

.

.

.

.

.

.

.

.

.

.

.

.

.

.

.

.

.

.

.

.

.

Research Questions about Earned Broadcast Media
▶ Descriptive:

▶ Do Republicans have an advantage?

▶ Do candidates named Donald Trump have an advantage?

▶ Do incumbents have an advantage?

▶ Causal:

▶ What are the vote returns from earned media?

▶ Relative to ads?

▶ What are the returns from different kinds of coverage?

Intro Data/Descriptives Design/Causal Conclusion References Appendix
Soubhik Barari Earned Media Effects 6 / 24



.

.

.

.

.

.

.

.

.

.

.

.

.

.

.

.

.

.

.

.

.

.

.

.

.

.

.

.

.

.

.

.

.

.

.

.

.

.

.

.

.

.

.

.

Research Questions about Earned Broadcast Media
▶ Descriptive:

▶ Do Republicans have an advantage?

▶ Do candidates named Donald Trump have an advantage?

▶ Do incumbents have an advantage?

▶ Causal:

▶ What are the vote returns from earned media?

▶ Relative to ads?

▶ What are the returns from different kinds of coverage?

Intro Data/Descriptives Design/Causal Conclusion References Appendix
Soubhik Barari Earned Media Effects 6 / 24



Data & Descriptive Results
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▶ Transcripts of DMA‐level broadcast news mentions:
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Data
▶ Transcripts of DMA‐level broadcast news mentions:

▶ Vote returns at county‐level from ourcampaigns.com.
▶ Tone coded using Lexicoder Sentiment Dictionary.
▶ Categories (e.g. position‐taking) hand‐coded and validated.

▶ Yes, we tried topic modelling. It wasn’t good.
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Joe Biden lost the air waves 
in every single state!
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Causal Identification &
Estimates
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Research Design

▶ We regress county‐level Dem. margin on DMA‐level
earned media margin (following from Sides, Vavreck, and Warshaw
2022):

▶ To deal with:
▶ Time‐invariant county‐level confounders
⇝ county fixed effects.

▶ Time‐varying state‐/national‐level confounders
⇝ state‐year fixed effects.

▶ Unobserved time‐varying county‐level confounders
⇝ separate estimates for counties on DMA borders.

▶ Cluster standard errors at different levels (DMA‐year, border
pair‐year, states).

▶ Additional robustness checks for lag/lead effects.
▶ Control for level of ad spending in that media market.
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Does Earned Media Matter?
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Summary
*Not covered today, but in paper.
▶ Large detectable advantages for Republicans and
incumbents in earned media
▶ Some of this comes from geographic advantages in

district‐market overlaps.
▶ Competitive races have much more earned media overall.*

▶ Small effects of earned media on vote share
▶ But often bigger than ads.
▶ Effects are largely zero at Presidential level.
▶ Returns are lower in the races with lots of earned media
(competitive races).*

▶ Returns are higher from substantive coverage about constituent
service, policy‐making.*

soubhikbarari.com sbarari@g.harvard.edu

Intro Data/Descriptives Design/Causal Conclusion References Appendix
Soubhik Barari Earned Media Effects 24 / 24



.

.

.

.

.

.

.

.

.

.

.

.

.

.

.

.

.

.

.

.

.

.

.

.

.

.

.

.

.

.

.

.

.

.

.

.

.

.

.

.

.

.

.

.

References
Ansolabehere, Stephen, Erik C Snowberg, and James M Snyder Jr (2006).
“Television and the Incumbency Advantage in US Elections”. In: Legislative
Studies Quarterly 31.4, pp. 469–490.
Azari, Julia R (2016). “How the News Media Helped to Nominate Trump”. In:
Political Communication 33.4, pp. 677–680.
Benkler, Yochai, Robert Faris, and Hal Roberts (2018). Network Propaganda:
Manipulation, Disinformation, and Radicalization in American Politics. Oxford
University Press.
Bennett, W Lance and Shanto Iyengar (2008). “A New Era of Minimal Effects?
The Changing Foundations of Political Communication”. In: Journal of
Communication 58.4, pp. 707–731.
Bonica, Adam (2016). “Database on Ideology, Money in Politics, and Elections:
Public Version 2.0”. In: URL: %5Curl%7Bhttps://data.stanford.edu/dime%7D.
Broockman, David and Joshua Kalla (2022). “The Manifold Effects of Partisan
Media on Viewers’ Beliefs and Attitudes: A Field Experiment With Fox News
Viewers”. In: OSF Preprints 1, pp. 1–42.
Clinton, Joshua D and Ted Enamorado (2014). “The National News Media’s
Effect on Congress: How Fox News Affected Elites in Congress”. In: Journal of
Politics 76.4, pp. 928–943.

Intro Data/Descriptives Design/Causal Conclusion References Appendix
Soubhik Barari Earned Media Effects 24 / 24

%5Curl%7Bhttps://data.stanford.edu/dime%7D


.

.

.

.

.

.

.

.

.

.

.

.

.

.

.

.

.

.

.

.

.

.

.

.

.

.

.

.

.

.

.

.

.

.

.

.

.

.

.

.

.

.

.

.

References
Coppock, Alexander, Seth J Hill, and Lynn Vavreck (2020). “The Small Effects of
Political Advertising Are Small Regardless of Context, Message, Sender, or
Receiver: Evidence From 59 Real‐Time Randomized Experiments”. In: Science
Advances 6.36, eabc4046.
DellaVigna, Stefano and Ethan Kaplan (2007). “The Fox News Effect: Media
Bias and Voting”. In: The Quarterly Journal of Economics 122.3, pp. 1187–1234.
Egan, Patrick J (2013). Partisan Priorities: How Issue Ownership Drives and
Distorts American Politics. Cambridge University Press.
Fowler, Erika, Michael Franz, and Travis Ridout (2016). “Political Advertising
Dataset”. In: URL: %5Curl%7Bhttp://mediaproject.wesleyan.edu%7D.
Hopkins, Daniel J and Jonathan McDonald Ladd (2013). “The Consequences of
Broader Media Choice: Evidence From the Expansion of Fox News”. In:
Available at SSRN 2070596.
Huber, Gregory A and Kevin Arceneaux (2007). “Identifying the Persuasive
Effects of Presidential Advertising”. In: American Journal of Political Science 51.4,
pp. 957–977.
Kalla, Joshua L and David E Broockman (2018). “The Minimal Persuasive
Effects of Campaign Contact in General Elections: Evidence From 49 Field
Experiments”. In: American Political Science Review 112.1, pp. 148–166.

Intro Data/Descriptives Design/Causal Conclusion References Appendix
Soubhik Barari Earned Media Effects 24 / 24

%5Curl%7Bhttp://mediaproject.wesleyan.edu%7D


.

.

.

.

.

.

.

.

.

.

.

.

.

.

.

.

.

.

.

.

.

.

.

.

.

.

.

.

.

.

.

.

.

.

.

.

.

.

.

.

.

.

.

.

References

King, Gary, Patrick Lam, and Margaret Roberts (2017). “Computer‐Assisted
Keyword and Document Set Discovery From Unstructured Text”. In: American
Journal of Political Science 61.4. URL:
%5Curl%7Bhttps://doi.org/10.1111/ajps.12291%7D.
Ladd, Jonathan McDonald and Gabriel S Lenz (2009). “Exploiting a Rare
Communication Shift to Document the Persuasive Power of the News Media”.
In: American Journal of Political Science 53.2, pp. 394–410.
Martin, Gregory J and Joshua McCrain (2019). “Local News and National
Politics”. In: American Political Science Review 113.2, pp. 372–384.
Martin, Gregory J and Ali Yurukoglu (2017). “Bias in Cable News: Persuasion
and Polarization”. In: American Economic Review 107.9, pp. 2565–2599.
Matthews, Dylan (2017). “A Stunning New Study Shows That Fox News Is
More Powerful Than We Ever Imagined”. In: Vox News. URL:
%5Curl%7Bhttps://www.vox.com/policy-and-
politics/2017/9/8/16263710/fox-news-presidential-vote-study%7D.
Mayhew, David R. (1974). Congress: The Electoral Connection. Vol. 26. Yale
University Press.

Intro Data/Descriptives Design/Causal Conclusion References Appendix
Soubhik Barari Earned Media Effects 24 / 24

%5Curl%7Bhttps://doi.org/10.1111/ajps.12291%7D
%5Curl%7Bhttps://www.vox.com/policy-and-politics/2017/9/8/16263710/fox-news-presidential-vote-study%7D
%5Curl%7Bhttps://www.vox.com/policy-and-politics/2017/9/8/16263710/fox-news-presidential-vote-study%7D


.

.

.

.

.

.

.

.

.

.

.

.

.

.

.

.

.

.

.

.

.

.

.

.

.

.

.

.

.

.

.

.

.

.

.

.

.

.

.

.

.

.

.

.

References
Pew Research Center (2020).Many Americans Get News on YouTube, Where
News Organizations and Independent Producers Thrive Side by Side. Tech. rep.
URL: %5Curl%7Bhttps://pewrsr.ch/2EFlCA6%7D.
— (2021). Trends and Facts on Network News. Tech. rep. (Accessed on
03/21/2023). URL: %5Curl%7Bhttp://pewrsr.ch/2s8XVXT%7D.
Prior, Markus (2006). “The Incumbent in the Living Room: The Rise of
Television and the Incumbency Advantage in US House Elections”. In: Journal of
Politics 68.3, pp. 657–673.
Sides, John, Lynn Vavreck, and Christopher Warshaw (2022). “The Effect of
Television Advertising in United States Elections”. In: American Political Science
Review 116.2, pp. 702–718.
Skelley, Geoffrey (2019). “Just How Many Swing Voters Are There?” In: URL:
%5Curl%7Bhttps://fivethirtyeight.com/features/just-how-many-swing-
voters-are-there/%7D.
Soroka, Stuart and Stephen McAdams (2015). “News, Politics, and Negativity”.
In: Political Communication 32.1, pp. 1–22.
Spenkuch, Jörg L and David Toniatti (2018). “Political Advertising and Election
Results”. In: The Quarterly Journal of Economics 133.4, pp. 1981–2036.

Intro Data/Descriptives Design/Causal Conclusion References Appendix
Soubhik Barari Earned Media Effects 24 / 24

%5Curl%7Bhttps://pewrsr.ch/2EFlCA6%7D
%5Curl%7Bhttp://pewrsr.ch/2s8XVXT%7D
%5Curl%7Bhttps://fivethirtyeight.com/features/just-how-many-swing-voters-are-there/%7D
%5Curl%7Bhttps://fivethirtyeight.com/features/just-how-many-swing-voters-are-there/%7D


.

.

.

.

.

.

.

.

.

.

.

.

.

.

.

.

.

.

.

.

.

.

.

.

.

.

.

.

.

.

.

.

.

.

.

.

.

.

.

.

.

.

.

.

References

Westwood, Sean Jeremy, Solomon Messing, and Yphtach Lelkes (2020).
“Projecting Confidence: How the Probabilistic Horse Race Confuses and
Demobilizes the Public”. In: The Journal of Politics 82.4, pp. 1530–1544.
Young, Lori and Stuart Soroka (2012). “Affective News: The Automated Coding
of Sentiment in Political Texts”. In: Political Communication 29.2, pp. 205–231.

Intro Data/Descriptives Design/Causal Conclusion References Appendix
Soubhik Barari Earned Media Effects 24 / 24



.

.

.

.

.

.

.

.

.

.

.

.

.

.

.

.

.

.

.

.

.

.

.

.

.

.

.

.

.

.

.

.

.

.

.

.

.

.

.

.

.

.

.

.

Examples of Border Counties Within Media Markets

Albany−Schenectady−Troy, NY

Binghamton, NY

Buffalo, NY

Burlington, VT−Plattsburgh, NY

Elmira, NY

Erie, PA

Harrisburg−Lancaster−Lebanon−York, PA

Johnstown−Altoona, PA
New York, NY

Philadelphia, PA

Pittsburgh, PA

Rochester, NY

Syracuse, NY

Utica, NY

Watertown, NY

Wilkes Barre−Scranton, PA

Notes: Dark lines indicate state boundaries. Dashed lines indicate boundaries between media markets. The counties
shown are those included in the border county sample and are colored according to the media market they belong to.
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Predictors of Candidate Earned Media
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 airingsNotes: Counts of broadcast TV airings are taken in their total in the last two months leading up to election day and are
logged to account for their skewed distribution. The thicker lines correspond to a 95% confidence interval for each
coefficient estimate with HC0 robust standard errors. The thinner confidence intervals reflect BHq corrections
applied to the estimates to account for multiple testing.Dashed lines indicate± 1 standard deviation in the
distribution of the outcome.
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Bigrams Associated with Coverage of Democrats and
Republicans
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Differential association with coverage of Democrats vs. Republicans (χ2)

← Coverage of Democrats                                                         Coverage of Republicans →

Notes: Shown are top 20 stemmed bigrams most associated with Democratic and Republican Congressional
candidates’ media segments respectively (2014‐2020). The measure on the horizontal axis is the simple χ2 measure
of differential counts of each keyword in broadcast media segments mentioning members of the two parties.
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Effects of Earned Media Advantage on County-Level
Vote Margin Across Specification
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Democratic DMA−level advantage in... Broadcast ad airings

(x100)
Broadcast news airings
(x100)

Notes: Counts of broadcast media advantage are taken in the last two months of each race. 95% confidence intervals
are shown with HC0 robust standard errors. The effects of ads and news airing are jointly estimated in the same
model.
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Heterogeneous Effects of Earned Media Advantage
on Vote Margin

House Senate

0% 5% 10% 15% 20% 0% 5% 10% 15% 20%

Competitive Race

Non−Competitive Race

Dem. More Experienced
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Dem. Challenger

Dem. Incumbent

All

Effect of Dem. broadcast TV airings margin (x100) on Dem. county−level vote−margin

S
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Counties: All Counties Border Counties

Notes: Counts of broadcast media advantage are taken in the last two months of each race. 95% confidence intervals
are shown with HC0 robust standard errors. The effects of ads and news airing are jointly estimated in the same
model. Fixed effects for year and county are also included in these regression specifications.
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Earned Media Effects Adjusted for Cluster Standard
Errors

House Senate President

0% 0.5% 1% 1.5% 2% 2.5% 0% 0.5% 1% 1.5% 2% −0.5% 0% 0.5% 1%

County

Year

County x DMA

DMA x Year

No clustering

Effect on Democratic county−level vote−margin
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Democratic DMA−level advantage in broadcast news airings (x100)

Notes: Adjusted estimates are shown here for border counties only. An additional control for broadcast ad airings in
each county’s media market is included as well as fixed effects for year and county.
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