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BY RENEE

Director of Media Education Lab,
University of Rhode Island

HOBBS

IN THE FOLLOWING GUIDE, you will learn more

about how the skills of digital and media literacy can
contribute to young people’s abilities to understand
how media messages affect their perceptions of drugs
and alcohol, and may influence the choices they make.

Adolescents are big consumers of media—in particular,
music, television, video games, and the Internet.
Research from the Kaiser Family Foundation shows
that American youth between the ages of eleven and
fourteen spend nearly nine hours per day using media.
And when multitasking is taken into consideration,
youth consume almost twelve hours of media in any
given day. Over the last several years, cell phones have
significantly changed the way young people consume
and create media, with 69% of eleven- to fourteen-
year-olds now owning their own cell phones. Youth use
cell phones not only to communicate with friends but
also to play games, listen to music, and look at, create,
and share photos and videos.

Most parents and educators have a love-hate
relationship with media, as they see how it influences
the day-to-day lives of young people. The positive
influences of media contribute to our students’ formal
and informal education. But the negative influences
of media can promote unhealthy and risky behaviors
among teens, including sexual activity, violence,
alcohol, tobacco, and substance abuse.

For young people to thrive in a media- and technology-
saturated society, teachers and parents must help
students to critically evaluate the information they
receive from the mass media and learn how to reflect
upon and analyze their media consumption choices.

According to the Office of National Drug Control Policy,
a media literacy approach can support substance
abuse prevention goals. Media literacy can empower
youth to be positive forces of social change, which
benefits drug-prevention efforts by teaching youth
how to understand, interpret, create, and share media
messages.

This curriculum helps students:

Students will internalize the skills
they need to protect themselves against
messages about drugs or unhealthy
lifestyle choices.

When youth
learn to analyze media, they uncover
the messages about drugs that are
embedded in media. Students can decide
for themselves whether to accept or reject
those messages.

Students who
are skilled and knowledgeable about media
and advertising techniques can use media
to creatively produce messages of their
own.

Please tell us how you are using this guide in the
classroom and how to improve it by contacting www.
drugfreepa.org. For information about arranging staff
development programs, speakers, or workshops, please
call 717.232.0300.

© 2014 Drug Free Pennsylvania, Inc. | 3901 Hartzdale
Drive, Suite 110 Camp Hill, PA17011 | 717.232.0300 | www.
drugfreepa.org
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ABOUT

Drug Free Pennsylvania

Drug Free Pennsylvania is a statewide, nonprofit, 501
(c) (3) organization that creates healthier communities
by educating individuals of all ages and providing
workplace solutions through programs that prevent
substance abuse. We accomplish our mission through
influencing healthy choices, lifestyle changes and
striving to make Pennsylvania a safe place to live,
work, play, and learn without the undue influences and
effects of substance abuse.

The Pennsylvania Youth Survey of 2013 reported results
from students in grades six, eight, ten, and twelve.
Some of the findings indicated that:

= 46.9% of students in the four grades have
used alcohol on one or more occasions during
their lifetimes. 20.3% have used alcohol on
one or more occasions during the past thirty

days.

= 10.3% of students used marijuana in the past
thirty days.

= 8% of the students used cigarettes in the past
thirty days.

= 35.3% of the students in the four grades
reported selling drugs in the past year.

= 6.9% of the eighth graders used an inhalant in
their lifetime.

= 15.7% oftwelfth graders drove under the
influence of marijuana and 10.7% drove under
the influence of alcohol.

Media messages use techniques of persuasion and
have a great influence on youths’ developing attitudes
toward the use of illegal drugs and alcohol. According
to the 2008 Partnership Attitude Tracking Study
released in February 2009, 40% of teens agreed that
anti-drug messages made them more aware of the
risks of using drugs and less likely to try drugs.

The US Department of Health and Human Services
found that youth aged twelve to seventeen were less
likely to use alcohol, cigarettes, and marijuana when
they viewed these behaviors as risky. In addition, the
Office of National Drug Control Policy found that teens
who were exposed to their “Above the Influence” drug-
use prevention campaign were more likely to have
anti-drug perspectives and less likely to experiment
with marijuana.

The demand for public service announcement time is
up while revenue from paid advertising is decreasing.
Recognition of these market changes launched

our next step to changing youth attitudes toward
substance abuse in a new venue—the classroom, and
with a new approach—media literacy.



- WHAT 1S

Media Education Lab

Renee Hobbs, Katie Donnelly, and David Cooper Moore
at the Media Education Lab at the University of Rhode
Island created this curriculum.

The Media Education Lab advances digital and media
literacy education through scholarship and community
service.

Contact Information

Media Education Lab

Harrington School of Communication and Media
University of Rhode Island

Kingston, Rhode Island, 02881 USA

Web: www.mediageducationlab.com
Phone: 401.874.2110
Email: hobbs@ uri.edu
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MEDIA LITERACY, defined generally as the ability to
access, analyze, evaluate, and communicate messages
in a wide variety of forms, emphasizes the skills

of analyzing, evaluating, and creating media and
technology messages, which make use of language,
moving images, music, sound effects, and other
techniques.

Media literacy skills are basic twenty-first-century
literacy skills that everyone needs. Media literacy skills
help students distinguish between fact and opinion, and
help them recognize claims backed up by evidence and
those that use emotions. They help students recognize
how and why messages appeal to us, sharpening our
awareness of the unstated but implied messages that
are behind statements in the media. Finally, media
literacy skills increase students’ abilities to choose
messages effectively and to evaluate the quality and
accuracy of what they watch, see, and read.

Media literacy activities often invite students to

reflect on and analyze their own media consumption
habits; to identify author, purpose, and point of view

in videos, commercials, television programs, online
media, magazine and newspaper editorials, and
advertising; to recognize the range of production
techniques that are used to communicate point of view
and shape audience response; to evaluate the quality
of media’s representation of the world by examining
patterns of representation, stereotyping, emphasis, and
omission. Media literacy activities often include media
production activities to gain familiarity and experience
in using mass media tools for personal expression and
communication and for purposes of social and political
advocacy.

In the United States, there has been increased
momentum to include media literacy skills within state
Secondary English language
arts textbooks now generally include the formal study of
advertising, news, and some film and television genres.
The state of Pennsylvania includes media literacy
standards in Reading, Writing, Speaking & Listening,
Health, Safety and Physical Education, and the Arts and
Humanities. Media literacy skills are also included in the
Common Core standards under the State Standards for
English and Language Arts. For more information on how
this curriculum connects to Pennsylvania and Common
Core Academic Standards, please see Appendix C and

Appendix D.

curriculum frameworks.



WHY TEACH MEDIA LITERACY WITH A FOCUS ON

DRUG PREVE

NTIO

While the stresses of adolescence are unchanging,
the media culture in which young people live is vastly
different than the social world of teens even just a
decade ago. Growing up in a mediated environment
presents new challenges for middle school students,
and can magnify and intensify adolescent stresses.
Learning to cope with stress is one of the most
important tasks of adolescence—and the stresses
young people experience around relationships, families,
school, and work life are substantial. What can caring
adults—teachers, parents, and community leaders—
do to help kids manage the complicated process of
growing up?

\?

Drug Use and Adolescents

It is an unfortunate reality that some young people are
using drugs to temporarily alleviate the stress they
experience in their lives. According to a 2012 study
from the Partnership for Drug-Free Kids, nearly half of
youth aged ten to nineteen have tried marijuana, a 21%
increase from 2008. In addition, 39% of teens surveyed
had tried marijuana in the past year (up from 31%),
and monthly use has increased from 19% in 2008 up to
42%. Heavy marijuana use has almost doubled, from
5% in 2008 up to 9%.

Much of this increase has to do with changing attitudes
around marijuana, but parents and educators need to
be aware that marijuana use is directly associated with
usage of other substances, including ecstasy, cocaine,
and prescription pain relievers. Abuse of prescription
medicine is of special concern: close to a quarter of
teens report having used a prescription medicine

at least once to get high or change their mood;

the effects of prescription medication can be both
extensive and dangerous.



Dangerous Messages

Young people learn about drugs through their real-

life experiences and also from vicarious images and
stories they encounter in the media. By the time a teen
hits age eighteen, he or she will have seen thousands
of messages for alcohol presented through attractive,
fast-paced, humorous messages. These messages
make drinking alcohol seem like a normal part of life,
inextricably connected to sports activities and social
activities. But these messages don’t tell the whole story
about alcohol use. Alcohol use endangers teens by
leading to violence, driving accidents, and unprotected
sex. Traffic accidents are the leading cause of death
among teenagers, and nearly a third of teenage drivers
killed in accidents were driving under the influence of
alcohol.

Cigarette ads are also still highly visible in magazines,
on billboards, and at sports events. Advertising
contributes to maintaining the false belief that smoking
is a normal activity, when in fact, it is a highly addictive
and health-destroying activity that kills over 400,000
Americans each year. As smoking regulations tighten
up, electronic cigarettes (e-cigarettes) are being
promoted as a “safe” alternative to tobacco that can
be consumed almost anywhere, although many of their
risks remain unknown. (And since electronic cigarettes
are not subject to the same regulations as tobacco
products, they can be more easily purchased by youth,
especially online.)

While there are no advertising messages about illegal
drugs, young people are exposed to many media
messages that talk about drugs and drug use in a
favorable way. Teens find pro-drug messages in the
lyrics of popular music, in humorous references to drug
use and getting high in TV comedy shows, and even

in the “altered states” that are sometimes shown in
the process of selling soft drinks, sneakers, or snack
products. Nutritional supplements give the impression
that a new body can be achieved by taking a pill. More
and more pro-drug use sites use attractive web design
and interactive graphics to make drug use seem like
harmless fun.

By making drug use seem cool or funny, these media
messages—on TV, the Internet, in movies, and music—
can reinforce a belief that drug use is just a lifestyle
choice. Over and over, media messages reinforce the
false belief that consuming products can take away

all pain and stresses, making you feel truly alive. But
the media doesn’t often show us that the best ways to
reduce stress and feel truly alive is not by consuming a
product—but doing something meaningful, like being
with people, learning, being creative, exercising, taking
action in the world.

(9)

Getting Smart about Media

Media messages can be very effective in changing
young people’s attitudes about drug use. Given the
pervasiveness of so many different communication
technologies in our culture, young people need more
opportunitiesnot fewerto learn about and discuss the
complex functions of media in our lives.

This guide is designed to help Pennsylvania educators
build students’ skills in both analyzing and creating
media messages, helping students better understand
how media affects them, and how to make healthy
lifestyle decisions that will improve the quality of their
lives. The Media Straight Up! curriculum illustrates two
ways to gain skills that will enhance people’s critical
thinking skills about media. One is to carefully analyze
media messages, looking closely at the techniques
used to convey meaning. Another is to gain experience
in creating one’s own media messages. Both of these
approaches help people to better understand the ways
that media messages are constructed.



USE T

The Media Straight Up!is designed to be flexibly
used in the context of middle school English, Language
Arts, Health Education, Communication Arts, or
Technology classes. These lessons can also be useful
for after-school programs. Each lesson is a stand-alone
activity that may require from one to six class periods,
depending upon student response.

The Media Straight Up! consists of twelve lesson plans,
handouts, and visual support materials. Multimedia
materials help teachers create a dynamic learning
experience for students, and many activities are
designed to strengthen reading comprehension and
analysis skills while building students’ knowledge of
health-prevention issues. Some lessons are designed
to take advantage of the media that middle school
students tend to consume (such as online videos).
However, we recognize the limitations that many
teachers face in incorporating online media in their
classrooms, and have included alternative options for
all online activities.

Teachers can use the twelve lessons in a
variety of different ways. For example, some
teachers use The Media Straight Up!in an
intensive month-long focus on media and
substance abuse. Other teachers will use the
lessons spread out once or twice a week over a
semester or more. Still, others will use selected
lessons only in ways that directly connect

to their existing curriculum. Teachers are
encouraged to use the materials and resources
in ways that best meet the needs of their
students.

In preparing to use the materials, teachers
should review the lesson summary and process
description and do any necessary preparation
as shown under the heading, “Teacher
Preparation.” Teachers are encouraged to pay
special attention to the “Ask” and “Explain”
sections, which suggest discussion prompts.

Alist of resources is also provided at http://
medialiteracypa.org/teacher-resources to
help teachers increase their background
knowledge about media literacy, media
industries, and drug prevention.

(10)



SENSITI\/ITY TO

In talking about their media use, teachers will learn

a lot about the lives of their students. The lessons in
The Media Straight Up! encourage students to share
their vast knowledge of popular culture, celebrities,
advertising, and mass media. Don’t be surprised when
you hear from the usually quiet students—everyone
will have something to say in responding to the lessons
in this curriculum. Use the structured questions to
maintain order and encourage a spirit of respectful
listening as students share their ideas.

When students analyze media messages about alcohol
and drugs, they reveal their existing attitudes and
beliefs. Students whose parents are abusing alcohol

or drugs may have unique or specific knowledge and
attitudes that will be recognizable to you as students
participate in class discussion.

According to the National Institute on Alcohol Abuse &
Alcoholism, one in four US children grow up in a home
with a parent who drinks too much. What’s life like for
them? In homes where parents struggle with addiction,
children’s needs are often downplayed or ignored. The
psychological pain that children of alcoholics grow

up with often carry into adulthood. Students whose
parents face addiction cope with disappointment,
stress, and embarrassment. They may experience guilt,
anxiety, confusion, depression, anger, and an inability to
trust other people.

NSIONS

According to the National Association for Children of
Alcoholics:

[J Children of alcoholics are four times more
likely than children of non-alcoholics to
develop alcoholism.

[0 Children of alcoholics are more at risk
for disruptive behavioral problems and
are more likely to be sensation-seeking,
aggressive, and impulsive.

O Children of alcoholics exhibit symptoms of
depression and anxiety more than children
of non-alcoholics.

[0 Children of alcoholics experience greater
physical and mental health problems and
higher health-care costs than children from
non-alcoholic families.

0 Children of alcoholics often have difficulties
in school, including higher rates of truancy
and grade repetition.




TERMS OF USE

Access and use of The Media Straight Up! Critical
Thinking Skills for Pennsylvania’s Youth is subject to

the terms and conditions of this User Agreement

and Copyright Notice and all applicable laws and
regulations, including laws and regulations governing
copyright and trademark. By accessing this information
found on our website, you accept, without limitation

or qualification, all of the terms and conditions

in this agreement. Drug Free Pennsylvania, Inc.,

the Pennsylvania Department of Drug and Alcohol
Programs, and its affiliates reserve the right to change
these terms and conditions at any time. By using the
website PDF document, you agree in advance to accept
any changes.

The materials used and displayed on The Media
Straight Up! Critical Thinking Skills for Pennsylvania’s
Youth, including but not limited to text, photographs,
graphics, illustrations and artwork, video, music and
sound, and names, logos, trademarks, and service
marks, are the property of Drug Free Pennsylvania,
Inc., the Pennsylvania Department of Drug and
Alcohol Programs, or its affiliates or licensors and

are protected by copyright, trademark, and other
laws. Any such content may be displayed solely for
student educational purposes. You agree not to modify,
reproduce, retransmit, distribute, disseminate, sell,
publish, broadcast, or circulate any such material
contained therein, in whole, or in part, without the
written permission of Drug Free Pennsylvania, Inc.
and the Pennsylvania Department of Drug and Alcohol
Programs, provided, however, the materials may be
used for the exclusive purpose of teaching media
literacy to students.

The Media Straight Up! Critical Thinking Skills for
Pennsylvania’s Youth is provided on an as-is basis
without warranties of any kind, either express or
implied, including but not limited to warranties of title
or implied warranties of merchantability or fitness for
a particular purpose, other than those warranties that
are imposed by and incapable of exclusion, restriction,
or modification under the laws applicable to this
agreement.

Your use of The Media Straight Up! Critical Thinking Skills
for Pennsylvania’s Youth is at your own risk. Neither

Drug Free Pennsylvania, Inc. nor the Pennsylvania
Department of Drug and Alcohol Programs nor

any of its subsidiaries, divisions, affiliates, agents,

representatives, or licensors shall be liable to you or
anyone else for any loss or injury or any direct, indirect,
incidental, consequential, special, punitive, or similar
damages arising out of your use of The Media Straight
Up! Critical Thinking Skills for Pennsylvania’s Youth. You
hereby waive any and all claims against Drug Free
Pennsylvania, Inc. and the Pennsylvania Department
of Drug and Alcohol Programs and its subsidiaries,
divisions, affiliates, agents, representatives, and
licensors arising out of your use of The Media Straight
Up! Critical Thinking Skills for Pennsylvania’s Youth
thereon.

This User Agreement and any dispute arising out of

or related to The Media Straight Up! Critical Thinking
Skills for Pennsylvania’s Youth shall be governed by, and
construed and enforced in accordance with, the laws of
the Commonwealth of Pennsylvania.

The Media Straight Up! Critical Thinking Skills for
Pennsylvania’s Youth materials may contain hypertext
or links to other Internet computer sites, which are not
owned, operated, controlled, or reviewed by Drug Free
Pennsylvania, Inc. or the Pennsylvania Department of
Drug and Alcohol Programs. These links are provided
solely as a courtesy and convenience to you.

Drug Free Pennsylvania, Inc. and the Pennsylvania
Department of Drug and Alcohol Programs, its

officers, or employees, exercise no control over the
organizations, views, accuracy, copyright or trademark,
compliance or the legality of the material contained on
other websites and do not sponsor, endorse, or approve
the information, content, proceeds, materials, opinions,
or services contained on such external websites. The
visitor proceeds to those external sites at his own risk.
Drug Free Pennsylvania, Inc. specifically disclaims any
and all liability from damages that may result from the
accessing of a third-party site, which is linked to Drug
Free Pennsylvania’s website, or from reliance upon only
such information.

Reference in this website PDF document to any specific
commercial products, processes, or services, or the
use of any trade, firm, or corporation name is for the
information and convenience of the public, and does
not constitute endorsement, recommendation, or
favoring Drug Free Pennsylvania, Inc., the Pennsylvania
Department of Drug and Alcohol Programs, or its
officers, employees, or agents.
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Pennsylvania State Academic Standards define what
each student should know and be able to do in a core
set of subjects at a specific grade level. Understanding
the content standards represent the ability of a student
to explain and exhibit comprehension and recognition
of the significance of a concept and its connectedness
to the whole by applying knowledge in a multitude

of practical ways to new and different situations. The
Pennsylvania State Academic Standards, which can be
found at the Pennsylvania Department of Education
website http:/www.pdesas.org/, provide consistent
targets for students, teachers, and parents to meet.

The lesson plans and exercises in each student activity
sheet are designed to meet the Pennsylvania Academic
Standards listed. The connections to academic
standards highlighted in this document enable
educators and student support personnel to deliver

a curriculum within the common context of improved
academic learning.

For lesson-specific information on Pennsylvania State
Standards, please see Appendix C. For lesson-specific
information about Common Core State Standards,
please see Appendix D.
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MEDIA IN EVERYDAY LIFE

Lesson Summary

In this lesson, students will track their media use and
pay special attention to how often they are exposed to
advertising in their daily lives. Students will compare
their media use to national averages and reflect on
how their exposure to media may have positive and
negative impacts on them.

Time Allotment

Two to three class periods

Learning Outcomes

Students will:

[l Reflect on their media use by keeping a
daily log and making informed estimates
about their overall media use.

[l Develop techniques for recognizing
advertising in a variety of forms.

[l Read charts and graphs and use basic
math to make a comparison of their own
media use to national averages.

[] Create charts and graphs by assessing the
average media use of the whole class and
compare to other statistics.

Teacher Preparation

Make multiple copies of Activity Sheets 1A and 1B.

Ask students to begin keeping a media log in
preparation for in-class components of this lesson.

Optional: Prepare poster or chart paper so that the
class can create a collaborative chart of media use.

Context and Rationale

Media are all around us—in a constantly connected
world, we can add the information we see on tablets,
cell phones, smart phones, and other mobile devices
to the television, newspapers, magazines, billboards,
music, and video games that are an essential part

of our everyday lives, for better and for worse. It is
important for students to develop awareness of the
ways in which media affect their lives, sometimes
consciously and sometimes unexpectedly. Keeping
media diaries and advertising logs are two ways

to start to understand how media have become an
inescapable facet of our lives. When students reflect
on their own media usage and compare their use to
national averages compiled by major research centers,
they gain an understanding of how media helps,
challenges, changes, and otherwise influences them in
making sense of their world.

Introduce the Lesson

Students are going to be exploring media use—the
amount of time kids spend with media-like books,
music, TV, video games, and the Internet. This will
require them to think about how much media they use
and compare it to national averages determined by the
Kaiser Family Foundation in 2010.

Defining Media

Ask students if they can describe different types of
media. They will likely give examples like “TV,” “movies,”
“video games,” “Internet,” and perhaps genres of media
like “music videos” or “anime” (Japanese animation).

(15)



EXPLAIN: MEDIA CAN BEDIVIDED
INTO FOUR BASIC CATEGORIES.

Media communicate information, ideas, and messages
to people. Authors create information, and audiences
receive or use the information.

PRINT: Media you read, like books, newspapers,
or magazine articles

VISUAL: Media you see, like photographs and
videos

AUDIO: Media you hear, like music, radio, or
podcasts

INTERACTIVE: Media you use or play with, like
video games, websites, or applications (apps)

ASK: What are some of your favorite media? These
could be your favorite songs, movies, TV shows,
websites, apps, or video games.

Record popular responses on the board—students will
probably have a lot to say about all of their favorite
media.

ASK: How many hours do you think you spend with
media every week? Think about how many hours you
spend watching TV, playing or doing homework on the
Internet, listening to music, and playing video games.
Does anyone have any guesses?

ASK: How many hours do you think the average
middle school student spends with media every week?
Do you think it’'s more than you? Less than you? About
the same as you?

EXPLAIN: In this activity, we are going to track how

much media we think we use in a week and we’re going

to compare it to how much media the young people all
over the country use every week.

Pass out copies of Activity Sheet 1A. This sheet provides
a graph of recent statistics of media use among young
people and asks several questions about these results
that will require students to understand and interpret
the graph.

First, students will determine the age group that

they are looking for. There are three age groups
documented in this study—younger children (eight to
ten years old), young teens (eleven to fourteen years
old), and older teens (fifteen to eighteen years old).
Your students will likely fall into the eleven- to fourteen-
year-old group.

Students will complete Activity Sheet 1A independently
by adding the amounts of time children their age spend
on watching TV, listening to music, using a computer,
and playing video games.

Students will complete Activity Sheet 1B either at home
by documenting all of their media use or in class by
estimating it.

When students complete in class or return from home
with their media use sheets, have them compare their
media use to the national average. Do they use media
more or less than other children their age?

ASK: Did you find out anything that surprised you
about your media use? Did you end up using more or
less media than you expected?

(16)



Creating a Class Media Use Chart

Have students create an average of the entire class’s
media use. This will involve finding the mean or average
of all students’ combined total media use. See if the
students’ average media use is similar to or different
from national averages.

ASK: Why do you think our class’s media use is similar
to or different from the national averages?

ASK: If you were to show a teacher or parent this
graph, is there any information that you would want to
tell them about your media use that this graph does
not already tell them? For instance, would you want

to tell anyone about what kinds of media you used? Is
playing an educational game or using the Internet for
homework different from using the Internet to watch
funny videos or play?

Using poster or chart paper, copy the format of the
media use survey to track your class’s media use. You
might use a bar graph, just like the report used in this
activity, or you might want to use a different format,
like a pie chart or line graph.

Optional: Use sticky notes to encourage students
to add information or feedback to their graph. What
surprises them about class media use?

Conclusion

Explain to students that tracking media use is one way
to get a handle on just how much media we experience
in our everyday lives. Students will likely be surprised
by how much media they use in a given day or week.
Tell students that, given how much media we read, see,
hear, and interact with, it is important to consider all of
our media experiences when we begin any discussion
about risky behaviors like drug and alcohol use. Now
they have a better sense of how important media is in
their lives.

Assessment

Activity Sheets 1A and 1B provide information about
students’ math competencies in analyzing a chart or
graph, abilities to calculate their own media use, and
skills in reflecting on the media they experience in their
everyday lives. Activity Sheets 1A and 1B can be judged
for mathematical accuracy, understanding of charts
and graphs, and synthesis of information into new
visual representation.




ACTIVITY SHEET

Types of Media Use

’“A
l []
X 4.

NAME: DATE:

NEDIN USE, BY AGE

Average amount of time spent with each medium in a typical day:

HOURS

14 p—

12 —

10 —

8 —

6 —

5:03
4 |f— 3:41 22
3:03
2:22 .

2 = 1:08 46 146 139 101 125

Chart from the Kaiser Family Foundation’s Generation M2: Media
in the Lives of 8- to 18-Year-Olds, available at http:/kff.org/other/
- 11-14 year-olds poll-finding/report-generation-m2-media-in-the-lives/.

8-10 year-olds

I 15-18 year-olds

QUESTIONS

I) How much time do American kids in your age group spend using all types of media?

Z) How much time do American kids ages eight to eighteen spend using media of all types? Calculate the average.

3) How do you think your personal media use compares to kids your age? How does it compare to kids of all ages?

(18)
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ACTIVITY SHEET

Calculating Media Use

INTRODUCTION: Calculate the number of minutes or hours you spend with different types of media each day.

TIP: 1t is sometimes easier to figure out how much time you spend with media per week. Sometimes you spend more
time watching TV on the weekends than on weekdays, for instance. You can calculate how much time you spend each
week and divide by seven to calculate your daily media use.

—— HOW DO YOUR RESULTS COMPARE TO THE NATIONAL AVERAGE? ——

READING BOOKS:

per day

per week

WATCHING TV OR MOVIES:

per day

per week

LISTENING TO MUSIC:

per day

per week

PLAYING VIDEO GAMES:

per day

per week

USING A COMPUTER, INTERNET,
OR MOBILE DEVICE (TABLET OR
CELL PHONE):

per day

per week
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POSITIVE AND NEGATIVE
MESSAGES IN THE MEDIA

Lesson Summary

Students create a chart of the positive and negative
messages about health, lifestyles, and relationships
contained in a sample of familiar television
programming.

Time Allotment
One to two class periods
Learning Outcomes
Students will:

0 Actively interpret media messages using
their prior knowledge, values, and attitudes.

O Clarify their ideas through participating
in both a large-group and small-group
discussion experience.

0 Evaluate the role of media as a source of
both entertainment and information.

[0 Recognize how meanings are
communicated visually and through
narrative storytelling.

0 Reflect on how media messages can
affect decision-making about health and
relationships.

Teacher Preparation
Make multiple copies of Student Activity Sheet 2A.
Context and Rationale

We all have different opinions about the positive and
negative characteristics of contemporary media, and
it’s important to acknowledge students’ preexisting
beliefs and attitudes about television, music,
magazines, radio, news, and the Internet.

Introduce the Lesson

EXPLAIN: The focus of the class will be to strengthen
media literacy skills. We can define media literacy by
using an analogy to reading and writing. Students will
be learning new ways to read television programs,
music, movies, and media. Visual, audio, and interactive
media can (and should) be studied systematically just
as we do with print media, like books and essays.

CREATE: Make a list of your five favorite television
programs—the shows you try not to miss each week.

ASK: What do you like best about these programs?

Encourage a diverse array of responses and make sure
that students show respect in listening to others’ ideas.
This is essential in helping foster productive discussion.

Positive and Negative Messages

EXPLAIN: Television programs often feature
characters and storylines that depict the most positive
aspects of human behavior, including messages

that depict friendship, loyalty, courage, respect, and
compassion. You might describe a TV program that
you especially enjoy watching and explain some of the
positive messages of the show.

ASK: What are some of the positive messages that are
presented in your favorite shows?

EXPLAIN: Television shows provide a complex mix

of both positive and negative messages regarding
the challenges of life. You might give an example of

a negative message from a TV show you've seen.
Negative messages show the worst aspects of human
behavior. For example, the seven deadly sins of greed,
lust, envy, pride, anger, sloth (laziness), and gluttony
(overeating) are often prevalent on TV.

ASK: What are some of the negative messages that
are presented in your favorite shows?
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Identifying Positive and Negative
Messages

Have students work in small groups of two or three to
fill in details of some positive and negative examples
from TV shows using Activity Sheet 2A. Invite each
small group to share their best example of how a
television program depicts positive and negative
messages.

EXPLAIN: Sometimes a specific character, behavior,
or visual depiction can be simultaneously positive and
negative, and some may be hard to classify. It's okay
if students disagree about whether a specific example
is positive or negative—as long as students provide
reasoning and evidence to support their ideas.

Conclusion

Explain to students that sometimes people believe
that TV shows are “just entertainment.” But becoming
a critical viewer means recognizing that all messages
have something to tell us and something to teach us.
People can learn from both positive and negative
messages about our society. Congratulate the class on
recognizing the underlying messages that are all part
of the TV viewing experience.

(21)

Assessment

Use the completed handouts as a guide to assess
student learning for this activity. Check to see that
students can distinguish between positive and negative
messages by reviewing Activity Sheet 2A.




ACTIVITY SHEET 2A;

Positive and Negative Messages in Media

NAME: DATE:

INSTRUCTIONS: Working with a partner or small group, write down examples of positive and negative messages
that you have encountered in TV shows.

POSITIVE messages about NEGATIVE messages about
people, behaviors, and people, behaviors, and
relationships relationships

Example: Example:

Example: Example:

Example: Example:

Example: Example:

Example: Example:

Example: Example:
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ADVERTISING 101

Lesson Summary

Students learn about advertising techniques, including
purpose, target audience, and common elements of
advertising.

Time Allotment
One to three class periods
Learning Outcomes:
Students will:

O Reflect on their attitudes toward
advertising.

[0 Learn about different persuasive elements
used in advertising.

0 Identify the purpose of specific
advertisements.

0 Identify the ways in which ads are
constructed for specific target audiences.

0 Analyze the techniques of particular media
messages and their effect on a targeted
audience.

Teacher Preparation

Collect general advertisements for the class to view.
You can bring in your own or refer to the
Advertising Resources PowerPoint at
http://medialiteracypa.org/teacher-resources.

Make copies of Worksheet 3A.

Context and Rationale

Ads are all around us, and uncovering the common
techniques advertisers use is a way to activate
students’ critical thinking skills. In this activity, students
will learn about the specific choices advertisers make

in order to make their products seem more appealing
to their target audiences.

Introduce the Lesson

Find out more about students’ existing attitudes about
advertising when beginning to analyze media with
students.

ASK: What do you like and dislike about advertising?

Invite students to participate in a large-group
discussion, and model good note-taking by recording
the major ideas expressed by students. Encourage
students to create a balanced list of both likes and
dislikes.

ASK: Do you think that information in advertisements

is accurate? Give some examples of ads that you think

were accurate and ads you think were inaccurate.
Analyzing Advertisements

Use an advertisement to model an analysis for the

class. You might project it on the white board or pass

a print copy around the classroom. Answer these
questions collaboratively with the whole class:

ASK:
0 Who prepared this advertisement?
0 What is the purpose of this ad?

0 What techniques used in the ad caught your
attention? Why?

0 What is left out of this advertisement?
0 Whois the target audience for this ad?

0 How might this ad be different if it were made
for a different target audience?

(23)



Modeling Elements of Advertising

Pass out copies of Activity Sheet 3A and review the
elements of advertising:

(24)

1.

Logo: A simple and memorable visual
representation of a company.

ASK: Imagine the McDonald’s M or the
Apple logo. Can you name other logos?

Mascots and characters: An identifiable,
reoccurring character that sells a product.

EXPLAIN AND ASK: For instance, GEICO
uses a gecko mascot and McDonald’s uses
Ronald McDonald. Can you name other
mascots or characters?

Slogan: A catchy phrase that attracts
attention. A slogan set to music is called a
jingle.

ASK: Can you share any slogans or jingles?

Humor: Funny or unexpected images or
situations attract audience attention and create
a mood.

Endorsements: Use of celebrities or other
likeable people that appeal to particular
audiences.

Story: Characters face various life situations,
sometimes with conflict or controversy.

Bandwagon: Claiming that smart or cool
people are using the product, so you should
too.

Emotional appeals: Using powerful
words or ideas to create desire, urgency, or
importance.

Metaphor: An animal or object symbolizes
something related to the product, service, or
idea.

EXPLAIN: For instance, the car company
Dodge wants to associate power with their
Dodge Ram, so we see a ram as a visual
metaphor while we hear the slogan, “Ram
Tough.”



Encourage students to give examples from ads

they can remember. Ask students to use descriptive
language so that a person who has not seen the ad can
visualize it in his or her mind.

Distribute advertisements to pairs or small groups.
Have students fill out Activity Sheet 3A to analyze the
ad that they have been given by looking for elements
of advertising and answering other questions about
content and context.

Be sure to encourage students to think about what the
author wants a viewer to know, to feel, and to do when
they encounter this advertisement. Ask students to
identify one or more advertising techniques and explain
why they made their selections.

Explain to students that there are all kinds of
persuasion out there—sometimes persuasion
encourages people to make healthy choices, but
sometimes it encourages people to take unhealthy
risks. Tell them it’s important to evaluate the quality of
the messages you receive by thinking about the target
audience, the author’s purpose, and the persuasive
techniques used to influence them.

You can assess students’ reading comprehension by
monitoring their responses to the questions at the
bottom of Activity Sheet 3A. Students whose responses
seem off-target or unclear should be encouraged to
practice strategic analysis skills, including pointing
out or circling elements of the advertisements that
provide evidence for their claims. Activity Sheet 3A
will help you assess students’ abilities to recognize the
target audience, purpose, and persuasive techniques.
Students may benefit from additional practice using
this worksheet.

(25)



ACTIVITY SHEET 3A

Common Elements of Advertising

NAME:

DATE:

ALL ADVERTISING MESSAGES USE STRATEGIES TO GET YOUR ATTENTION AND

INFLUENCE YOU. HERE ARE SOME COMMON TECHNIQUES:

Logo: A simple and memorable visual representation of a company.
Mascots and characters: An identifiable recurring character that sells a product.

Slogan: A catchy phrase that attracts attention. A slogan set to music is called a jingle.

Humor: Funny or unexpected images or situations attract audience attention and create a mood.

Endorsements: Use of celebrities or other likeable people that appeal to particular audiences.

Story: Characters face various life situations, sometimes with conflict or controversy.

Bandwagon: Claiming that smart or cool people are using the product, so you should too.

Emotional appeals: Using powerful words or ideas to create desire, urgency, or importance.
Metaphor: An animal or object symbolizes something related to the product, service, or idea.

INSTRUCTIONS: Working with a partner, use the form below to identify the target audience, the author’s

purpose, and the persuasive techniques.

Name of Ad:
Target Audience:
GENDER AGE GEOGRAPHICAL REGION
Males Children Rural
Females Teenagers Suburban

Adults Urban

Author’s Purpose: After viewing this ad, the author wants viewers to:

A. Know that

B. Feel that

C.Do

Advertising Elements: Which advertising elements were used? Circle all that apply.

Logo Mascots/Characters Slogan Humor Endorsements Story Bandwagon
Metaphor

Describe an example of one technique from the ad:

Emotional Appeal
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TOBACCO AND ALCOHOL
ADVERTISEMENTS WORK

Lesson Summary

Students learn more about advertising techniques
and examine why critical thinking about alcohol and
tobacco advertising is essential.

Time Allotment
One class period
Learning Outcomes
Students will:

0 Read with comprehension and make
responsible assertions about the ideas
learned by relating to previous information
and personal experience.

0 Understand how different persuasive
techniques are used to associate positive
feelings with alcohol and tobacco products.

0 Develop skills of counter arguing as
a response to alcohol and tobacco
advertising.

0 Describe how media and information can
be based on evidence but always express a
point of view and may reflect an opinion of
the author.

Teacher Preparation

Make multiple copies of Student Activity Sheet 4A.
Introduce the Lesson

ASK: Have you seen any beer or cigarette advertising

that caught your attention? Can you describe a specific
ad? Do you remember a particular slogan?

Introduce the idea of asking critical questions as one
way to analyze media messages. Write this question
for students to see: What techniques are used to
attract and hold audience attention?

EXPLAIN: Advertisers use specific techniques to
attract and hold attention because getting attention for
their products and services is the goal of advertising.
Ask a student to come to the board and write down

all the techniques that other students in the class can
identify. Or have them work with a partner to create a
list of attention-getting techniques, and then share lists
out loud as a large group.

Read and Ask Questions

Pass out copies of Activity Sheet 4A and ask students
to read the essay. Use the following questions orally
to assess students’ comprehension of what they

have read. You may want students to provide written
responses, or you might like to use these questions to
stimulate large-group discussion.

Question 1: How does advertising influence people?

Answer: Through advertising, we make a mental
association with an emotion, a feeling, or a desire and a
specific product or brand.

Question 2: Can advertising make people buy
things?

Answer: Not directly. Advertising affects our attitudes,
and our attitudes can affect whether or not we choose
to make a purchase.

Question 3: Why is the use of a celebrity often an
effective advertising technique?

Answer: Celebrities are used so that people will
associate the product with the person. If you like the
celebrity, your positive feelings for the person will be
linked to your feelings about the product.
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Question 4: The author says that people who don’t
think they are influenced by advertising are just fooling
themselves. What evidence is provided to support this
opinion?

Answer: The author justifies this idea by using
economic evidence concerning the amount of money
spent to advertise products. (Invite students to agree
or disagree with the author’s opinion.)

Question 5:1s it true that if you buy certain products,
you will be popular?

Answer: Answers will vary. (Middle school students will
discuss this topic vigorously.)

Question 6: The author claims that logical reasoning
will reveal what’s false about these four persuasive
techniques. What could be a good counter argument
(an opposite argument) to the idea that “If | drive that
car, attractive people will like me’?

Answer: Answers will vary. (Encourage students to
support and justify their opinions with reasoning and
evidence.)

What questions would students like to pose?
Invite students to ask and answer their own
questions related to this topic.

Remind students that the critical question, “What
techniques are used to attract and hold attention?”
is an important one to ask in responding to all
media messages. Invite students to pay attention
and encourage them to be on the lookout for how
advertisers hook and hold people’s attention. Once
you know what techniques are being used, you're
more able to respond to advertising without being
manipulated by it.

The reading comprehension questions provided

in this activity are a strong measure of students’
comprehension skills. Students who provide answers
using only personal experience may not be reading
with comprehension. Support students’ reading
comprehension skills by asking students to provide
evidence using specific words or phrases from the
paragraphs in responding to the questions.




ACTIVITY SHEET MZ

Why Tobacco and Alcohol Advertisements Work

NAME: DATE:

INSTRUCTIONS: Read the essay below and answer the questions.

Alcohol and tobacco companies spend billions of dollars every year to create advertisements for their products.
Companies have learned that, when we see advertising, we form attitudes and beliefs about products. Through
advertising, we make a mental association with an emotion, feeling, or desire with a specific brand. These attitudes can
affect whether or not we choose to make a purchase.

Many young people are not aware of some of the attitudes they already have about alcohol and tobacco products. These
attitudes develop as a result of your direct experience when watching people in your home who might use alcohol and
cigarettes. But you also develop attitudes through exposure to the thousands of ads that you've seen. Just because teens
are not of legal age to purchase these products doesn’t mean that these ads aren’t relevant. Exposure to advertising
can make children and teenagers develop brand preferences for beer and cigarettes that can last for a lifetime. Here are
four different advertising techniques that attract attention and shape attitudes:

Celebrity Endorsement

Famous people, such as athletes, actors, and actresses, appear in the ads so you will associate the product with the
person.

ATTITUDES: “That beer must be good if that athlete drinks it.” “If | wear that makeup, | may be famous too.”

Emotional Appeal
Powerful words, phrases, and strong personalities (portrayed by actors or models) get your attention and make you feel
different kinds of emotions. For instance, an advertisement might make you feel like you want to be more powerful or

better-looking.

ATTITUDES: “If | buy those cigarettes, other people will see me as cool.” “If | drive that car, attractive people will like
me.”

Humor

Cartoon animals, hilarious and unpredictable situations, and funny sayings can help people remember messages about
products.

ATTITUDES: “Because the ads are funny, drinking beer must be fun.” “People will think I'm funny if | go see that movie.”

Bandwagon Appeal
Ads imply that you will be accepted if you use their products—or left out if you don't.

ATTITUDES: “The other kids will think I’'m cool if | chew tobacco.” “I'll be the only kid in my class who doesn’t have this
video game.”
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DECONSTRUCTING AN ALCOHOL
ADVERTISEMENT

Lesson Summary

Students use critical questions to analyze the visual
and verbal elements used in print alcohol advertising
by evaluating the inaccuracy of the messages
associated with playful, harmless fun.

Time Allotment
One to three class periods
Learning Outcomes
Students will:

0 Understand how different persuasive
techniques are used to associate positive
feelings with alcohol and tobacco products.

O Develop skills of counter-arguing as a
response to alcohol advertising.

0 Analyze the techniques used in advertising
and identify their emotional impact.

0 Describe how the media provides
information that is sometimes accurate or
sometimes biased based on a point of view
or by the opinion or beliefs of the presenter.

0 Recognize how visual images and language
communicate an implied, unstated
message that can affect the feelings and
attitudes of readers.

O Identify how recognizing missing
information can alter the meaning of a

media message.

0 Analyze media messages and describe
their impact on personal health and safety.

0 Recognize how and why advertising

for alcohol omits information about the
dangers of alcohol use.

[l OPTIONAL: Students who use the
screencasting method will learn how
technology can be used to collectively
share their opinions and beliefs with a
social community.

Teacher Preparation

Use the PowerPoint presentation, which may be
downloaded from the web http:/medialiteracypa.org/
teacher-resources.

Collect a sample of alcohol ads from a variety of
magazines or have students bring in magazines. You
can also collect ads online in the “Marketing Gallery” at
the Center for Alcohol Marketing and Youth (http:/camy.
org).

Make multiple copies of Student Activity Sheet 5A and
5B.

Technology Note: For classrooms without access to
technology, students will create a multimedia collage
on paper according to Activity Sheet 5B. Teachers also
have the option of using the technique of screencasting,
which allows students to make commentary on

media displayed on a computer screen. For detailed
instructions about how to screencast, refer to Appendix
A.

Context and Rationale

This activity gives students a structured way to read
the messages contained in print advertising. Learning
to analyze a media message involves recognizing

how visual symbols are used to create meaning. Many
times, image-based messages are ambiguous, so it's
important to use critical thinking skills in analyzing

the implied and unstated messages that are created
through powerful combinations of words, images, color,
and design.
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Introduce the lesson with the PowerPoint slides,
provided at http:/medialiteracypa.org/teacher-
resources, which demonstrates the questioning process
involved in deconstructing one Smirnoff-flavored vodka
advertisement.

Deconstructing an ad involves analysis of 1) color and
design; 2) language; 3) subtext; and 4) accuracy. For
each of the questions, try to get students to support
their answers with reasoning and evidence. Help
students to see that when people analyze messages,
they support ideas using information from the text (the
language and images of the ad) and life experience
and/or background knowledge. Both are important to
the process of reasoning and analysis.

For each question, be sure to get at least three to

five different answers from students. This helps
communicate the idea that there are many possible
interpretations of an ad. Deconstructing an ad helps

us understand how the viewer participates in creating
the meaning of the message. That means that different
people will interpret the same ad differently, depending
on their life experiences and backgrounds. Point out
that subtexts are interpretations—so people must use
evidence and reasoning to support their ideas. Invite
students to critically analyze the subtext messages by
describing what is accurate and inaccurate about the
subtext interpretations.

ASK: What is accurate or inaccurate about each of the
subtext messages implied?

ASK: What is missing from the message in this ad?

EXPLAIN: It’s misleading and dangerous to associate
drinking alcohol with health and fun. Here are some
facts from the National Institute on Alcohol Abuse and
Alcoholism that will always be missing from alcohol
advertisements:

0 Over5,000 young people die every year in the
United States as a result of underage drinking.
Nearly 200,000 are hospitalized for alcohol-
related injuries.

0 Americans who begin drinking before the age
of fifteen are four times more likely to develop
alcohol dependence than those who wait until
the age of twenty-one.

0 Underage drinkers are more likely to
perpetrate or be the victim of physical or
sexual assault. Drinking can lead to poor
decisions about sexual activity and violent
behavior.

EXPLAIN: Background information can help build
analysis skills. Here’s additional information that will
help you analyze the Smirnoff ad.

ASK: What does this product taste like?

BACKGROUND: According to Ben Wasserstein,
consumer critic for the online magazine Slate, flavored-
alcohol products are targeting younger drinkers as
“alcohol for people who don't like beer.” He writes
about one vanilla-flavored rum drink with the following
description:

“Probably intended to taste like the novice drinker’s

old favorite, rum and Coke, the painfully sweet drink
being compared unfavorably by testers to maple syrup,
Vanilla Coke, Kahlua, and an ungodly mix of Tab and
cough syrup.”

ASK: Would an alcoholic drink called “painfully sweet”
be targeting teenagers? Why or why not?

ASK: Who is the target audience?

BACKGROUND: In 2008, African-American youth
“saw 32% more alcohol advertising in national
magazines than did youth in general,” according to
the Center on Alcohol Marketing and Youth. Just five
magazines targeting African-American audiences
exposed African-American youth to twice as many
alcohol ads as all youth audiences.

ASK: Why do alcohol companies target African-
American teens?

Have students work with a partner to deconstruct

an alcohol ad using the brainstorming ideas sheet

on Activity Sheet 5A. Then students will create either

a media collage poster (Activity Sheet 5B) ora
screencast (Activity Sheet 5C) of their ideas. You can
use ads that you have gathered, ask students to supply
their own ads, or download and print alcohol ad images
from the Center for Alcohol Marketing and Youth (http:/
www.camy.org/).
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Explain to students that alcohol ads are designed to
affect our feelings and emotions without activating our
thinking skills. Alcohol ads can be entertaining to watch
and look at, and we have learned that these ads are
carefully designed to make drinking look harmless and
fun. Remind them that underage drinking is highly risky
and dangerous. Explain that students need to recognize
that alcohol advertisers are manipulating their feelings
and impressions about alcohol in order to make a profit.
Students must look for “what is missing” when they get
exposed to these messages on the radio, on TV, on the
Internet, and in magazines.

Use the criteria for evaluation on Activity Sheet 5B to
provide feedback to students on the quality of their
media collage posters or screencasts. Encourage
students to apply the ideas they learned to other
media texts, TV shows, or media messages. Ask
students to identify the subtexts or implied messages
in all forms of communication. Can they identify the
subtext of a beauty commercial? (Most beauty ads
do not state directly that your appearance could be
improved by buying the product, but that is a subtext
message.) Invite students to demonstrate their ability
to “read between the lines” whenever they recognize
an unstated subtext messages in a variety of media
messages.

Students may enjoy exploring the information and
ideas available at The Center on Alcohol Marketing and
Youth: http://www.camy.org/. At this site, you can learn
more about how alcohol ads on 