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  …to make a difference.  

You’re making a film… 

B. Karlin 



Will they come? 

But … if you build it, 

B. Karlin 



Program x� Outcome y�

From Recipes to Models 
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If X, then Y 
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Is it that simple? 
Do we all want the same thing? 

If X, then Y 
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Ingredients Key Activities & Processes Metrics 
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From Dichotomies of  Power 

1.  Opportunity 

2.  Compelling story 

3.  Charismatic leaders 

4.  Infrastructure 

We build on existing theory 

B. Karlin 



Learn from observation 

B. Karlin 



And closer investigation 



To Develop Models of Change 

Storytelling 

- Show and Tell 

Engagement 
-Target and Reach 

Activism 
- Involve and Activate 

Change 
-  Measure and Assess 



Our Agenda 

Storytelling 

- What’s your story? 

Engagement 
- Who cares? 

- Showing and Sharing 

Activism 
- Asks and Wins 

- Events and Experiences 
- Central Command 

Change 
-  Start at the end 
-  How will you know? 



What’s your Story? 

Introduce yourself and your project in 60 seconds or less 



A Tale of Two (or three) Stories 

You 
The Issue 

The Film 
B. Karlin, 



B. Karlin, 

Audience vs. Reach 

(Britdoc, 2007) 
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The best of intentions 

Watch that 
awesome 

documentary I 
heard about �



B. Karlin 

How people listen 

You have 30 seconds�
8 seconds�



B. Karlin 

Dual Process Model 



www.cred.columbia.edu B. Karlin 

Cognitive Domain 



www.cred.columbia.edu B. Karlin 

Affective Domain 



B. Karlin 

Sample Stories 

In the past 200,000 years, humans have upset the balance of planet Earth, a 
balance established by nearly four billion years of evolution. We must act now. It is 
too late to be a pessimist. The price is too high. Humanity has little time to reverse 
the trend and change its patterns of consumption. Through visually stunning footage 
from over fifty countries, all shot from an aerial perspective, Yann Arthus–Bertrand 
shows us a view most of us have never seen. He shares with us his sense of awe 
about our planet and his concern for its health. With this film, Arthus-Bertrand hopes 
to provide a stepping-stone to further the call to action to take care of our HOME. 

Joseph Kony and the Lord’s Resistance Army have been abducting, killing, and 
displacing civilians in East and central Africa since 1987. We first encountered these 
atrocities in northern Uganda in 2003 when we met a boy named Jacob who feared 
for his life and a woman named Jolly who had a vision for a better future. Together, 
we promised Jacob that we would do whatever we could to stop Joseph Kony and 
the LRA. Invisible Children was founded in 2004 to fulfill that promise. 
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Sample Stories 
There was a problem.   We got involved.   Here’s what we’re doing. 
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Sample Stories 
There was a problem.   We got involved.   Here’s what we’re doing. 

9-year-old Caine Monroy spent his summer vacation building an elaborate 
DIY cardboard arcade inside his dad’s used auto parts store, and asked 
people to play. The entire summer went by, and Caine had yet to have a 
single customer, until one day, a filmmaker named Nirvan Mullick stopped to 
buy a door handle. What happened next inspired this movie, and launched a 
movement to foster imagination and creativity in kids everywhere. 

Something cool happened.  

•  Speak simply. 
•  Talk about people. 
•  Bring it into now. 



What’s your Story? 

Introduce yourself and your project in 60 seconds or less 

Bonus Activity �

1.  YOUR story 
2.  The ISSUE story 
3.  The FILM story 



Start at the end 

What’s the headline? 



Return on Investment (ROI) 



Return on Investment (ROI) 



Financial vs. Social Returns 



Social Returns 

Engage - Draws viewers in 

Educate about the issue 

Shift from aware to action 

Strengthen organizations 

Policy changes or shifts in dialogue 

B. Karlin 



Mission / Vision Statement 

B. Karlin 



Mission    Vision 

B. Karlin 

•  Defines the present state or 
purpose of an organization 

•  Focuses on what you are doing in 
the present term 

1.  WHAT it does; 
2.  WHO it does it for; and 
3.  HOW it does what it does. 

•  Defines the optimal desired 
future state of an organization 

•  Focuses on what you want to 
achieve in the long-term 

•  "north star” 
•  all understand their work 

contributes towards this 

•  Inspirational 
•  Written succinctly in a sentence or two 
•  Easy for people to remember and repeat 

Mission and Vision 



Sample Statements 



From Mission/Vision to Goals 
Mission and vision speak to the greater purpose; 
goals are the specific ways to get there. 



1.  Establish a baseline 
  Look for numbers 

  Ask experts 

2.  Pick one thing 
  Biggest impact 

  Fastest to accomplish 

  Most inspirational 

3.  Break it down 

3 Steps for SMART Goals 



Are your goals SMART? 

$1M fundraised 

500,000 likes on FB 

Bill passed in  
Congress 

Walmart stops  
selling product 



Start at the end 

What’s the headline? 

1.  Your mission/vision statement 
2.  2-4 SMART goals 



Who cares? 

Who has a stake in your project? 



Don’t go it alone 

B. Karlin 



Stakeholder analysis 

B. Karlin 

Opposition �
-  Manage�
-  Persuade�

Opinion Leaders�
- Mobilize�
- Leverage�

Audience�
-  Monitor�
-  Inform �

Activists�
- Deploy �

- Acknowledge�

Interest �

In
flu
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�

(low to high)�
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Opposition 

B. Karlin 

Butting Heads Competing Interests 



Opposition 

B. Karlin 

“The Bible tells us to love our neighbors and our enemies; 
probably because generally they are the same people.”  

            ― G.K. Chesterton 



Opposition 

B. Karlin 

“The supreme art of war is to subdue the enemy 
without fighting.”  

              ― Sun Tzu, The Art of War   

Opposition �
-  Manage�
-  Persuade�



Opinion Leaders 

B. Karlin 
(Katz, 1957) 

Who one is Whom one knows 

What one knows 

Dimensions of Influence 



Opinion Leaders 

1. Individuals (celebrities, experts, etc.) 
2. Organizations (NGOs, schools, etc.) 

B. Karlin 

Opinion Leaders�
- Mobilize�
- Leverage 



Audience 

B. Karlin Five Moral Foundations, Haidt et al. 



Audience 
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Age When Exposed to Invisible Children 

Audience�
-  Monitor�
-  Inform �

93% of supporters were in school when first 
exposed to Invisible Children 



Activists 

B. Karlin 

Don’t preach to the choir, 
Deploy the choir. 

      - Rachel Gutter, USGBC 

Activists�
- Deploy �

- Acknowledge�



Who cares? 

Who has a stake in your project? 

Opposition � Opinion Leaders�

Audience � Activists�



Showing and Sharing 

How are people going to see your film? 



Distribution 

B. Karlin 



Circulation 

B. Karlin 



Showing vs. Sharing 

B. Karlin 

While many producers are still afraid of losing control, 
 the reality is that they lost control a long time ago. 

      - Henry Jenkins 

Distribution (Showing) Circulation (Sharing) 
Direction Top-down Bottom-up 

Measurement ticket sales, numbers of 
eyes watching, etc. 

shares, likes, tweets, 
views, comments, etc.  

Goal consistent rollout of 
content 

interaction (consumers 
input, spread content) 

Model film as commodity to be 
sold 

film as gift to be shared  



1.  Where is the viewer? (spatial) 

2.  Who are they with? (social) 

3.  Do they have to pay? (financial) 

4.  Is it part of an event or experience? 
(organizational)  

Dimensions of viewer experience 

B. Karlin 



Ways to Show and Share 

1. Theatrical 
2. Festivals 
3. Event release 

4. DVD 
5. Product Sales 
6. Screenings 

7. Broadcast 
8. Digital 
9. Viewing parties 

B. Karlin 
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Ways to Show and Share 
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1. Theatrical 
2. Festivals 
3. Event release 

4. DVD 
5. Product Sales 
6. Screenings 

7. Broadcast 
8. Digital 
9. Viewing parties 



Showing and Sharing 

How are people going to see your film? 

Viewer Experience 
1.  Where are they? 
2.  Who are they with? 
3.  Do they have to pay? 
4.  Is it part of an event or experience? 



Asks and Wins 

What’s the call to action? 



What Can the Choir Do? 

B. Karlin 

Don’t preach to the choir, 
Deploy the choir. 

      - Rachel Gutter, USGBC 



What Can the Choir Do? 

B. Karlin 



Perceive Appraise Respond 

•  Threat appraisal 

•  Coping appraisal 

From Perception to Action 

B. Karlin 
Rogers, 1983 



High Coping Low Coping   

High Threat Response Anxiety 

Low Threat 
Apathy Indifference 

B. Karlin 

From Perception to Action 

Rogers, 1983 



Two Types of Coping 

  Behavioral Efficacy  
(Can I do something?) 

  Response Efficacy  
(Will it matter?) 



From Action to Activism 



From Action to Activism 

B. Karlin 



The Ask and the Win 

B. Karlin 

The Ask �
  Who are you asking? 
  What do you want them to do? 

The Win �
  Where can you show success? 
  Micro-wins leading to victory 

(battle vs. war) 

Continued engagement requires�
multiple asks and multiple wins�



  What has been done 

  What can be done 

  What are you doing 

  What can the viewer do 

  How do they do it 

  Can they do it with you? 

Empower Audience 
  Ask people to help 

  Be specific 

  Connect action to outcome 

B. Karlin 



Asks and Wins 

What’s the call to action? 

1.  What’s the first thing you want people to do? 
2.  What are 2-3 “micro-wins” you can go after? 



Events and Experiences 

How do you bring people together? 



Participatory Cultures 
1.  Relatively low barriers for engagement 
2.  Strong support for sharing creations with others 
3.  Informal mentorship 
4.  Members believe their contributions matter 
5.  Care about others’ opinions of self & work 

      

“Not every member must contribute, but all must believe they are free to 
contribute when ready & that what they contribute will be appropriately valued.” 

                 Henry Jenkins 



Social Media ≠ Social Networks  

The tool is not the movement.  
B. Karlin, 2012 



Kony 2012 

B. Karlin 



Social Media 



Social Network 



  Combine spatial and virtual experience 

  Make involvement public  

  Leverage existing networks 

Tools for Success 

B. Karlin 

  Combine spatial and virtual experience 
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  Combine spatial and virtual experience 

B. Karlin 

•  Schools 
•  Places of worship 
•  Community groups 
•  Online forums 



Events and Experiences 

How do you bring people together? 

1.  Combine spatial and virtual experience 
2.  Make involvement public  
3.  Leverage existing networks 



Central Command 

What goes on your website? 



Campaign Websites 



Campaign Websites 



Campaign Websites 



Campaign Websites 



Campaign Websites 



Promotion and Activation 



What can visitors do? 

   See�
1.  Clear branding/imaging 
2.  Watch clips and/or a trailer 
3.  Ways to purchase/watch film 

   Learn �
1.  Story (Film, Issue, You) 
2.  Mailing list 
3.  Blog / News 

Share�
1.  Ways to promote/share the film 
2.  Links to Social Media  

(like & share buttons) 
3.  Find or schedule a screening 

Act �
1.  Call to Action 
2.  Tailored info for specific groups 

(press, educators, policy) 
3.  Tools for organizing or sharing 

B. Karlin 



Central Command 

What goes on your website? 

How will people: 
•  See? 
•  Learn? 
•  Share? 
•  Act? 



How do you know? 

How can you measure impact? 



Will they come? 

If  you build it, 

B. Karlin 



If X, then Y 

“We made a film. It made a difference.” 

Program x� Outcome y�

Simple causal model 

B. Karlin 



Program x� Outcome y�

Questions remain… 

What is the “program”? 
What did we do? 

What is going on here? 
What parts worked? 

What are the outcomes? 
How do we measure them? 

B. Karlin 



Program x� Outcome y�

A theoretical approach 

Hypothesis / Theory 

Clearly defined and 
operationalized 

Metrics tested for 
reliability & validity 

B. Karlin 



Program x�

Program Design 

Outcome y�

H1:  After receiving program x, participants were higher on outcome y. 

Outcome y�

B. Karlin 



Program x�

Program Design 

Control�

H1:  Compared to a control group, participants in program x were 
higher on outcome y. 

Outcome y�

Outcome y�

B. Karlin 



Types of Evaluation 

B. Karlin 



Types of Data 

B. Karlin 



Evoke- draws viewers in 

Educate- teach people about the 
issue 

Empower- shift from awareness 
to action 

Enlist- strengthens organizations 

Enforce- policy changes or shifts 
in dialogue 

Measuring Impact 



Measuring Impact 

Quality Film 
(Evoke) 

• Viewership 
• Festival 

Acceptance/
Awards 

•  Reviews/buzz 
• Sales/

Revenue 

Public 
Awareness 
(Educate) 

• Audience size 
and diversity 

• Press 
Coverage 

• Exit Surveys 
• Name/brand 

recognition 

Public 
Engagement 
(Empower) 

• Media 
• Participation 

in social 
network sites 

• Website hits 

Social 
Movement 

(Enlist) 
• Organizations 

using film 
• Organizations 

collaboraing 
• Event 

participation 
• Policy 

mentions 

Social Change 
(Enforce) 

• Legislation 
• Company 

policies 
• Shift in public 

dialogue 



How do you know? 

How can you measure impact? 



Where do we go from here? 

What did you learn and what will you do? 



Three Next Actions 

Storytelling 

- What’s your story? 

Engagement 
- Who cares? 

- Showing and Sharing 

Activism 
- Asks and Wins 

- Events and Experiences 
- Central Command 

Change 
-  Start at the end 
-  How will you know? 



Say it out loud 

B. Karlin 



Write it Down 

http://www.43things.com/ 

B. Karlin 



Where do we go from here? 

What did you learn and what will you do? 



Thank you! 

SEAchangeinstitute@gmail.com 

Beth Karlin 
Transformational Media Lab 
University of California, Irvine 

Johanna Blakley 
Norm Lear Center 

University of Southern California 

Jon Fitzgerald 
CineCause 


