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Welcome to Media Smart Youth !  

(Adapted by Rise Above Colorado)  

This engaging and hands-on curricular resource helps young people understand the complex 
media world around them and make thoughtful decisions about issues important to their 

health, specifically the misuse of legal substances. 
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Your Media Smart Youth 
Curriculum: Itôs All Here 

 
 

 

 

 

Everything you need to plan and carry out Media Smart Youth ï Not Prescribed is included in 
this facilitatorôs guide. 
 
The Facilitatorôs Guide contains detailed instructions for how to lead the 13 lessons. The table 
on the next page provides a summary of the lessons. In addition, the Introduction and 
Overview at the beginning of the Facilitatorôs Guide is packed with useful information about 
how to plan for and carry out the curriculum. The appendic es at the end of the Guide include 
a variety of helpful resources for the #IRiseAbove Production ideas and guidance on leading 
program activities. 
 
Pre-   and   post -curriculum   survey  ïï contact Rise Above Colorado for a unique survey 
monkey link or pencil and paper copies: info@riseaboveco.org
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Media Smart Youth  ð N o t  P r e s c r i b e d  At -A-Glance  
 

Lesson Activities  Brain Break  Mini -Production  Handouts   Online  Resource s 

1: Welcome  to  
Media Smart Youth  

 

 

2: Thinking About  
Media  

 

 
3: Asking 
Questions  

 
4: Not Prescribed  

 5: Not Prescribed  
cont.  
 

 
6:  The Power  of  
Advertising  

 
 
7: The Science 
Behind the Art of 
Advertising  

 

8 Analyzing the Media 
Within Pharmaceutical 
Websites  
 

 
9: What Does It Take to 
Be a Good Friend?    
 
 
10. Practice Helps To 
Rise Above  

 
 
11 Making  Smart  
Choices  Fun and  
Easier 

 
12 Getting  Into  the  
Production  Mode  
 

 
13. #IRiseAbove 
Planning  

A: What  Is the  MSY Workshop?  
B: Working  Agreement  
C:  What Are Media?  

 

A: The Purpose of Media  
B: Media  & HealthñWhatõs the  

Connection?  
C: Mini-Production  

A: More  Than One  Kind of  Kid 
B: The 6 Media  Questions  
C: Mini-Production  

 
A. Not Prescribed lesson 

B. Mini -Production  

 
A: What  Is Adver tising? 
B: Thinking About Peer Pressure & Social 
Norms  

 
 
A. The Science Behind the Art of 
Advertising  
B. Mini -Production  
 
 
Analyzing Websites  
 
 

 
 
 A:  Present Website Analysis  
 B: What is a good friend?  

 
A:  Fishbowl role -play  
B: Mini -Production  

  

 
A: Rise Above:  What  Mak es It Easy? What  

Mak es It Hard?  

B: Mini -Production  

 
A: Get  in the  Action!  
B. Choose  Your #IRiseAbove Production  
Media  Format  
 
A. This Message  Brought  to  You Byé 
B: The 6 Media  Questions  from  the  

Production  Point  of  View  
C: 3 Ps of  Production  

optional  

 

 

 
It All Depends 
on  Where  You 
Sit (Wall  Sit) 

 
 

optional  

 

 
optional  

 

 
yoga  

 

 

 

 

optional  

 

 

 

 

optional  

 
 

 

optional  

 

 

 
optional  

 

 

optional  

 

 

 

The Human  Knot  

 

 

 

 
Optional  

 

 

 
 
Whose  Point  of  View  Is It? 

 

 

 

AndéAction!  

 

Creating  a  Rx Abuse Page  for  
a  Social  Networking  Site  

 

 
 
 
 
 
 
Omission Mission 
 
 
 
 

 

 

 

 

 

 

Communication Jingles 
 
 
 
 

 

 

 

Blog Entry: Points of View 
1 & 2 

 

 

Media Detective 
Notepad; Action Hero 
Creative Brief  

 

 

 

 

 

 

Omission Mission Script; 
FDAõs Bad Ad Program 

 

Media Detective 
Notepad; NIDAõs 
Commonly Abused 
Drugs; Educate Before 
You Medicate  

 

How To Listen; How to 
Have a Convo   

 

Jingle Time  

 

 

Choosing Specific 
Actions  

 

none  

 

 

Media Smarts Media Minute 
Introduction: What is Media 
Anyway? And Each Medium Has 
a Unique Aesthetic Form  

  

 

Media Smarts Media Minute: 

Audiences Negotiate Meaning  
 

Not Prescribed  

(www.notprescribed.org)  

 
Media Smarts Media Minutes: 
Media Has Commercial 
Implications and Media Has 
Social & Political Implications  
 
 
Media Smarts Media Minute s: 
Media Are  Construction s;  
Lunesta & Zoloft comme rcials,  
Big Pharma, Big Bucks  trailer  

 

 

 

 

 

 

 

 

Safe2tell overview secondary  

 

 
 

 

 

 
 
 
 
 
2015 Spot On Media Campaign ð 
The Power is in Your Hands 
(youtube)  
and various Colorado youth -led 
videos  

 
 

4
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Introduction and 
Overview 

 
 

This Introduction and Overview gives you the all the information you need to plan and carry 
out Media Smart Youth. 
 
Int roducing  Media Smart Youth  provides background on why the Eunice Kennedy Shriver 
National Institute of Child Health and Human Development (NICHD) created this original 
curriculum. It also includes why Rise Above Colorado chose to adapt it for prescription drug, 
and other legal substances, misuse prevention. 
 
Overview  for  Facilitators  provides detailed information on planning for and delivering the 
lessons. Lesson facilitators will find this section particularly helpful.  
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Introducing Media Smart 
Youth ï Not Prescribed 

 
 

What Is Media Smart Youth ï Not Prescribed? 
 
Media Smart Youth ï Not Prescribed is an interactive education program that focuses on 
building skills in media analysis and media production to help young people ages 11 to 13 
understand the complex media world around them and how it can influence their health . 
The Eunice Kennedy Shriver National Institute of Child Health and Human Development 
(NICHD), a part of the National Institutes of Health (NIH) within the U.S. Department of 
Health and Human Services, created Media Smart Youth to help empower young people to 
think critically about me dia and make thoughtful decisions about their health. Media Smart 
Youth combines media literacy and youth development principles and practices with up-to-date 
research findings and federal recommendations. It is also consistent with widely accepted, 
national learning standards, which are also aligned to the Colorado Academic Standards (see 
Appendix A for more information on  the relationship between Media Smart Youth topics and 
these national standards). 
 
In Media Smart Youth ï Not Prescribed, young people will:  
¶ Learn about the connections between media and health. 

¶ Analyze and create media messages. 
¶ Evaluate both obvious and subtle media messages to determine accuracy and 

consistency with their own values. 
¶ Learn about key concepts for prescription drug misuse prevention. 
¶ Develop strategies for making healthy choices in real-life settings. 
¶ Learn about the importance of coping strategies for promoting health.  
¶ Develop strategies for becoming more confident in their daily healthy lives.  
¶ Create health messages for other young people.  
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Why Do We Need  
Media Smart Youth ï Not Prescribed? 

 
Every day, young people actively engage with the media world around them. Todayôs media 
world has expanded beyond the traditional forms, such as television and radio, to include 
video games, social networking sites, movies, and online videosðall constantly accessible on 
mobile platforms, such as cell phones. 
 
A large-scale national survey found that, in the United States, youth  ages 11 to 14 spend an 
average of 8 hours and 40 minutes each day using media.1 For many youth, cell phones, the 
Internet, television, computers, and other media are essential tools that are seamlessly woven 
into all aspects of their daily lives. Through this exposure, young  people encounter a barrage 
of marketing and advertising messages. Depending on their age, children are exposed to 
between 14,000 and 30,000 ads on TV alone per year.  
 
Growing up in the new millennium presents new challenges and opportunities for middle 
school students. While the stresses and excitement of adolescence are unchanging, the 
environment in which young people live is vastly different than the social world of teens in 
earlier times. Nearly two-thirds of young people in the U.S. think life will b e worse in ten 
years. Learning to cope with stress is one of the most important tasks of adolescence ð and 
the stresses young people experience around relationships, families, school and work life, are 
substantial. What can caring adultsð teachers, parents and community leaders ð do to help 
kids manage the complicated process of growing up? 
 
Over and over, the mass media reinforce the false belief that consuming products can take 
away all pain and stresses making you feel truly alive. But the media doesnôt often show us 
that the best ways to reduce stress and feel truly alive is not by consuming a product ðbut 
doing something meaningful, like being with people, learning, being creative, exercising, 
taking action in the world.  
 
In response to these trends, several federal agencies have developed programs to help young 
people make choices that reinforce healthy behaviors. Media Smart Youth is part of those 
efforts. 
 
What makes Media Smart Youth unique is its focus on media. Media can have an effect on 
young peopleôs attitudes, behaviors, and ways of thinking about many things, including our 
health. Navigating through this world of media requires knowledge and skill, and thatôs why 
Media Smart Youth was created. The program aims to improve media smartsðalso known as 
media literacy. Youth who are media smart have the know-how and critical thinking abilities to 
be thoughtful media participants. They question the ñwho,ò the ñwhat,ò the ñwhy,ò and the 
ñhowò behind the words and images. As a result, they develop critical thinking skills that help 
them form their own opinions and make their own informed choices about the messages they 
see and hear. 

 
1 Foehr, U. G., Rideout, V. J., & Roberts, D. F. (2010). Generation M2: Media in the Lives of 8- to 18-Year-Olds. Menlo Park, CA: Kaiser 

Family Foundation. 
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The Media Education Lab at Temple University argues that teaching about advertising can be 
one of those skills that help protect young people from mediaôs negative influence; it fits very 
effectively into the context of health education and also links to skill development in language 
arts, social studies, journalism and the visual arts. Given the pervasiveness of so many 
different communication technologies in our culture, young people need more opportunities 
(not fewer) to learn about and discuss the complex functions of the mass media in our lives. 
Media literacy skills are basic, 21st century literacy skills that all young people need today. 
Hereôs why: 
¶ Media literacy skills help students distinguish between fact and opinion, to recognize 

claims backed up by evidence and those that use emotions. Media literacy skills help 
students recognize how and why messages appeal to us, sharpening our awareness of 
the unstated but implied messages that are behind the statements we read, see or hear 
in the media. 

¶ Media literacy skills increase studentsô ability to choose messages effectively, to 
evaluate the quality and accuracy of what we watch, see and read. With more choices 
available via the Internet, cable and print media, the ability to select messages wisely is 
a key literacy skill for the 21st century .2 

  

 
2 Media Education Lab (2009). ¢ƘŜ aŜŘƛŀ {ǘǊŀƛƎƘǘ ¦ǇΗ /ǊƛǘƛŎŀƭ ¢ƘƛƴƪƛƴƎ {ƪƛƭƭǎ ŦƻǊ tŜƴƴǎȅƭǾŀƴƛŀΩǎ ¸ƻǳǘƘ. 3rd Edition Retrieved from 
wwww.drugfreepa.org 
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What Do We Mean by ñMediaò? 

 
The term ñmediaò refers to all the many ways people express ideas and convey information. 
Television, radio, computers, cell phones, newspapers, books, magazines, billboards, music, 
theater, posters, letters, and the Internet are all examples of media.  
 
Some forms of media, such as TV or the Internet, are ñmass marketòðthat is, they are 
designed to reach large numbers of people at one time. Other forms of media, such as 
telephone calls or letters, are generally used for one-on-one communication. 
 
Today, our world is teeming with ñnew media,ò many of which are created for the Internet and 
cell phones. More recent trends that have transformed the traditional media world include cell 
phone cameras and mobile texts, social networking and video sharing sites, and blogs and 
microblogs (blogs with very short posts, like Twitter accounts).  
 
These new media share two constants: they are always changing, and they are highly 
influential, especially in the lives of young people.  
 
Recognizing the ever-evolving nature of new media, Media Smart Youth discusses media forms 
in general, allowing facilitators and youth to bring in specific types of media relevant to their 
experience. 
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Overview for Facilitators 
 

 

This section covers the details that facilitators will need to focus on in planning and conducting 
Media Smart Youth ï Not Prescribed. It will give you a good understanding of the concepts 
behind the programïïand it will help you make the most of your time and your skills. Take 
some time to review this information now , and refer to it often as you prepare for each lesson. 
Also, take a look at Appendix C: Resources to Support Planning and Implementation, which 
includes a materials checklist and tips that were collected from a diverse group of Media Smart 
Youth facilitators who were eager to share what they learned about guiding youth through the 
curriculum. 

 

Focusing on the Lessons 
The Media Smart Youth ï Not Prescribed lessons follow a relatively consistent format with 
typically two activities and a brain break in between. Most brain breaks are optional and based 
on classroom time. Examples are in Appendix B. 
 
The structure and content of each lesson is designed to guide you through the session step by 
step. The Opening Page of each lesson includes an overall summary of whatôs to come, 
including: 
 
¶ An overview of the lesson content 
¶ Learning objectives for the lesson (to help you stay on track and to evaluate success) 
¶ A list of all the lessonôs activities and how much time is suggested for each 
¶ A list of materials you will need for the activities 
¶ A Facilitatorôs Preparation List, which suggests steps to do ahead of time to help the lesson go 

smoothly 

 
Activities are the core content segments. These activities are designed to be carried out 
quicklyïïusually in 20 to 30 minutes eachïï to keep youth energized and interested. You may 
find that some activities lend themselves to in -depth discussions that may take more than the 
recommended time. Stay alert to the participantsô needs and their reactions. You want to keep 
youth engaged and interested, but you also want to cover all the material in each lesson.  
 
The Mini-Production is when students use the skills they have learned in the lesson to create a 
simple media product, such as a blog, an online page for a social networking site, a jingle, a 
skit, or a billboard.  
 
Several Mini-Production activities focus on digital media, however instructions to lead the 
activity with paper and pencil is also included. Feel free to adapt to use computers based on 
studentsô expertise. All Mini-Production handouts and tools are included at the end of each 
lesson on sheets that can be photocopied in black and white. 
 

Some lessons include an optional video to accompany the lesson. All are accessible through 
YouTube and links are provided within the lesson guide.  Whether or not you use them, and 
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how you use them, is up to you. The videos and lesson content complement each other, 
providing multiple strategies for diverse learners.  
 

The Brain Break gives the youth a chance to get active and energized between activities. 
These are optional, though highly encouraged. 
 
And last, but not least, Finishing Up the Lesson  gives you the chance to wrap up by asking 
youth to share one or more fun and interesting things they learned during the lesson. The 
curriculum lists several key points to listen for, but you should let youth describe what they 
have learned in their own wor ds.  

 

Focusing on the #IRiseAbove Production 
The #IRiseAbove Production, which takes place after the youth have completed all 12 lessons, 
is a media product created by participants to be shared with your school community and 
#IRiseAbove online community. The purpose of the #IRiseAbove Advocacy Classes are for the 
participating students to educate their peers about prescription drug misuse, motivate their 
peers to take a specific action to Rise Above, and to use #IRiseAbove to celebrate all the 
awesome things your students do. #IRiseAbove Productions may be relatively simpleïïsuch as 
a window display or a school newspaper articleïïor more complex, such as a blog or website 
banner, a video, a classroom presentation, or a community awareness event. 
 
Planning and producing the #IRiseAbove Production is scheduled for the last 5 days of the 
curriculum. You will have to set realistic timelines for developing the product, sharing it among 
small groups, providing and soliciting feedback, revising the product, and produ cing it for 
distribution.  Appendix D and Appendix E contain information, guidance, and tools to help you 
plan for and carry out a successful and fun #IRiseAbove Production. 
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Facilitating the Lessons 
Media Smart Youth ï Not Prescribed lessons are designed to make it as easy as possible for 
you to conduct the lessons. Here are just a few of the techniques weôve used. 
 

Visual  Aids  
The pages of Media Smart Youth ï Not Prescribed are filled with visual aids to help make 
facilitating easier. 
 
Colorful icons make it easy to find exactly what youôre looking for: 
 
appears on the front page of the lesson next to the list of lesson activities  
 
indicates the suggested length of time for an activity  
 
indicates the content overview for a lesson or an activity  
 
indicates the learning objectives of a lesson or activity 
 
indicates any facilitatorôs preparation that may be needed indicates any materials or supplies 
needed 
 
indicates a time to be sensitive to issues related to cultural or  ethnic identity or an opportunity 
to tailor an activity to reflect and celebrate the dive rse identities within the group  

 
appears next to  text that you can read to the youth as written  or paraphrase 
 
 

indicates when to show an optional video 
 
 

appears next to the Brain Break and next to other times youth are being active or have the potential to be 
active 
 
 

indicates when itôs time to finish up the lesson 
 
 

Words and Phrases with Special Meaning  
Throughout Media Smart Youth ï Not Prescribed, you will find recurring words and phrases 
that have a particular meaning.  
 
Youôll often see the phrase ñLISTEN to ideas from youth. If necessary, GUIDE them to the 
following responsesò as part of the facilitatorôs directions. This phrase indicates where and how 
you might help move the discussion in a certain direction. In some cases, the list under this 
phrase includes examples of potential answers. In other cases, the list includes specific 
content that youth should learn. This convention is used to stimu late discussion so that you 
arenôt always just lecturing to the youth, but rather are engaging them in a guided discussion. 
Use your imagination for good ways to guide the discussion with open-ended questions (such 
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as ñWhat abouté,ò ñHave you thought ofé,ò and ñCan you think of other ways, such aséò). 
For more information on asking open-ended questions, see Lead with Open-Ended Questions, 
later in this section. 
 
Throughout the lessons, the term flipchart paper refers to any kind of large sheets of paper, 
oversize newsprint, or large pads that are commonly used for group training. Youth will use 
these sheets in many activities, and the flipchart paper will be helpful to you when you want to 
write down key points from discussions. These sheets are available in most office supply or 
arts and crafts supply stores. Feel free to use white, chalk, or smart boards.  
 
To energize critical thinking skills, the lessons often call for brainstorming. These ñbrain 
dumpsò are a great way to encourage all the youth to participate in a nonjudgmental and 
freeform way. You will be surprised at the thoughtful and creative  ideas that emerge during a 
brainstorm! 

 

Getting Ready To Lead a Lesson 
You will find that planning and preparing before each lesson will save valuable time and help 
increase your confidence about facilitating. Every lesson tells you exactly what you need to do 
to carry it out. Here is a general checklist to help you prepare.  

 

Review the Lesson 
Become familiar with the content and timing of activities and breaks. The more you know 
ahead of time, the more comfortable you will feel when leading the lesson. Remember, the 
length of time listed is only a suggestion. Feel free to adjust the time to suit your groupôs 
needsðand donôt forget setup and cleanup. 

 

Consider Your Students 
Some groups are more energetic than others. They might want lots of action and competition 
between teams. Others groups are quieter. They might prefer more pencil -and-paper 
activities, more cooperative group activities, and less competition. Some youth have no 
difficulties sharing their thoughts and being active in front of peers. Other youth may be less 
comfortable sharing. Consider the nature of your group and of individual youth, and adapt the 
activities to suit them. Appendix B includes suggestions for adapting activities for youth with 
disabilities.
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Honor the Diversity of Your Participants 
The lessons provide many opportunities for you to recognize and celebrate the richness and 
diversity of the cultures and ethnicities represented in your group. Adapt the discussions and 
activities as needed to reflect various identities. The Mini-Productions may be a particularly 
good opportunity for youth to showcase their heritages through the media they create. At the 
same time, be alert to any instances when highlighting cultural or ethnic  identity may be 
inappropriate or uncomfortable for the youth. Thr oughout the lessons, weôve included an icon 
(see left) to note times where you  might want to highlight or be sensitive to issues related to 
cultural or ethnic identity.  
 
Unique to prescription drugs is the fact that many of your students may be , or know someone 
who is prescribed commonly misused prescription drugs; therefore, be prepared for students 
to share about their own experiences using Ritalin, Adderall, anti-depressants, and others. 
Remember: the message is not that prescription drugs are bad rather that they need to be 
used appropriately and with clear and critical thinking.  

 
 

Making the Most of Your Facilitation  
The Media Smart Youth curriculum uses several key strategies to 
facilitate critical thinking and encourage discussion. The activities 
encourage youth to explore questions, answers, and possible 
connections. The point is for them to work together to share 
information and solve problems. Here are a few skills that you can 
develop to help make that happen.  
 

Model Open and Nonjudgmental Behavior  
In Lesson 1, participants develop a working agreement that 
governs their participation in the group. Throughout the program, 
encourage the young people to accept and follow that agreement. 
But donôt forget your behavior with, and reactions to, the group. 
Your actions can go a long way toward setting the right example.  
 
Encourage Small -Group Work  
To increase participation, youth work in small groups for many of 
the activities, and then come back together as a whole group to 
share their discussions and results. As part of your planning for 

each lesson, you may want to decide how you will divide the youth into groups for these 
activities. 

 
Handle Sensitive Issues Sensitively  
The Media Smart Youth ï Not Prescribed  program is not about legal substance use being 
across the board bad or wrong, rather the aim is to empower youth  with knowledge and skills 
to make informed decisions about legal substances. This program addresses the benefits and 
risks of various legal substances, namely prescription drugs, and is designed to promote and 
encourage critical thinking and discussion. As a result, personal, sensitive, or uncomfortable 
topics may occasionally arise. 
 
You should try to anticipate and prepare for these situations. Before beginning the program, 

 

 

 

together . 
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discuss with the leadership of your school or organization how you might address such 
potentially difficult situations, including who the right person is to make a behavioral health 
referral through at your school. During the program, be sure to create an accepting  
environment where everyone feels comfortable participating and safe in expressing their 
thoughts. 

 

 
 
 

  

 

If you  know  the  answer  to  a  question,  share  it briefly . If not,

will try to  find  the  answer  after  the  lesson. 

 

 

 

 

 

 

 

 

Acknowledge

frequently . 

 

 

yourself . 

 

behavior . 

 

 

 

 

Listen! 
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Lead with Open-Ended Questions 
Many activities begin and end with a group discussion that prompts the young people to: 
reflect on their own experiences, opinions, and ideas; think about answers to their own 
questions; and share knowledge. You can start and keep the discussion going by using open-
ended questions. Open-ended questions are ones that get people talking. They often start 
with ñwhat,ò ñwhen,ò ñwhere,ò and ñhow.ò In contrast, closed-ended questions are questions 
that can be answered by ñyesò or ñno,ò and that often do not require additional discussion 

 

Ways to Involve Young People: 
ASK them to:  
¶ Hand out materials 
¶ Take notes 

¶ Time activities 
Lead activities 

¶ Encourage others in a group 
¶ Report to the group  
¶ Help lead Brain Breaks 
¶ Lead social media components for class #IRiseAbove production 

 

Here are some examples of open-ended questions: 
¶ ñWhat do you mean byé?ò 
¶ ñWhat kind of fruits do you like?ò 
¶ ñWhen is it easy for you to be physically active?ò 
¶ ñHow did you figure out that this medicine requires a prescription?ò 

¶ ñCan you tell me more about...?ò 
 
Here are some ways to turn closed-ended questions into open-ended ones: 

 

 

  
 

Lead by Example  
Young people will be more motivated to fully participate in the active parts of the curriculum if 
you are part of the fun.  
Be energetic and animated! Remember, model the active behavior you are encouraging. You 
may be surprised at how positively the group  responds. 

Closed-Ended 

òDid you  do  any  

physical  activity  

yesterday?ó 

òDo you  like that  

TV show?ó 

 

Open-Ended 

òWhat physical  

activities,  if any , did  

you  do  yesterday?ó 

òWhat did  you  think  

about  that  TV show?ó 
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Make the Lessons Fun ðand Relevant  
If you notice that the youth are restless or bored, take a minute or 2 to do a physical activity. 
Even a short activity will get their hearts pumping and their adrenaline going. Short spurts of 
activity will br ing their focus back to the curriculum and offer them a nice break. Ask them to 
stand and do jumping jacks for 60 seconds without stopping. Or turn on some music, and 
suggest they dance in place. 
 
Incorporate current events into your discussion . If you mee t the weekend after a major 
news event, discuss how the event was covered in the media (Internet, TV, print, or radio). 
Or, if a new movie is about to come out, see what youth think about the various marketing 
activities associated with the movieôs release and if theyôve taken part in any of them. 
 
Young people enjoy seeing themselves. Photograph or videotape the youth in action during 
the Media Smart Youth activities. Create and bring a photo collage to the next lesson or play 
the taped footage. Or assign a student or two to video tape each day.  

 

Encourage  Active  Participation  and  Leader ship  
Media Smart Youth provides many opportunities to help youth build confidence, encourage 
leadership, and give them the feeling that this program is theirs. Take full advantage of every 
chance to ask for volunteers and get participants involved in facilitating parts of lesso ns. A few 
of the participants will likely assume these roles naturally, some will be able to do so with 
coaching and guidance, and others will prefer to remain in the background.  
 
Your efforts to make the environment as nurturing as possible will encourage  the quieter 
youth to step into leadership roles.  

 

Make  Transitions  
A big part of your role is to help youth see the relationships among all the activities and 
lessons. Be prepared to summarize each activity and transition to the next one. A summary 
gives the participants a quick recap of the main points of the activity, while the transition 
relates those points to upcoming activities. 
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To Summarize  an  Activit y: 

̙ State  the  main  point  of  the  activity . 

̙ Ask the  group  for  its ideas.  

̙ Acknowledge  the groupõs hard  work.  

̙ Congratulate  the  group  for  its good  ideas.  

To Transition  to  the  Next  Activit y: 

̙ Tell how  this poin t or activit y is related  to the next. 

̙ Use only  one  or two  sentences.  

 
Hereôs an example of a transition:  

 

Youôve learned  all  about  Media Smart Youth . 

Youôre read y, and  youôre set.  

Now,  GOé 
 

 
and  support your studentsô 21st  Century 

Learning ! 
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Le s s o n 1 

Welcome to 
Media Smart 
Youth ï Not 
Prescribed 

 
 

 
Lesson Overview  
In this lesson, youth learn the workshopôs overall purpose and content. The facilitator and the 
youth get to know each other, become comfortable sharing ideas and opinions, and establish a 
set of rules for working together throughout the workshop.  
 
Lesso n Objectives  
By the end of the lesson, youth will be able to:  
¶ State the workshop purpose, topics, and structure 
¶ Complete the pre-survey  
¶ Create a working agreement 

 
Lesson Activities  
Getting Started & Pre-Survey (30 minutes)  
Introduction: What Is the Media Smart Youth Workshop? (3 minutes) 
Activity: Working Agreement (12 minutes) 
Activity: What Are Media? (15 minutes) 
 
Materials Needed  
For Activities 
Name tags (one for each facilitator and youth)  
Empty pocket folders (one for each youth; these folders will stay at the workshop location)  
Pencils or pens (one for each youth) 
Chart paper, markers, masking tape 
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Le s s o n 1 

Getting Started & 
Pre-Survey 

 

 
Time  
30 minutes 
 
Activity Overview  
The facilitator and youth participants in the workshop write their names on name tags. Youth 
write their names on folders that will hold their handouts. Everyone introduces themselves and 
tells two facts about themselves. Then, everyone wil l complete the surveymonkey.  
 
Materials Needed  
Name tags (one for each facilitator and youth)  
Empty pocket folders (one for each youth; these folders will stay at the workshop location)  
Pencils or pens (one for each youth) 
Computers and surveymonkey link (link from info@riseaboveco.org) 
 
Facilitatorôs Preparation 
Get unique survey link from info@riseaboveco.org 

1  
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  Getting  Started  |  13 minut es   

 

HAND  OUT a name tag and folder to each youth. 

 
TELL youth they will use the folder to store handouts they receive during the workshop. 

 
ASK youth to write their name on the name tag and folder. ALLOW 5 minutes for this activity. 
MAKE a name tag for yourself. TELL youth when they have 1 minute left.  TELL youth when time 
is up. 

 
COLLECT the  folders.  

 
WELCOME the youth to the Media Smart Youth workshop. 

 
SAY: 

The Media Smart Youth  ð Not Prescribed  workshop  will help  you  learn  about  media  

and  their  connection  to  health. Over the  course  of the  workshop,  youõll become  

more  knowledgeable  about  media.  

Youõll also learn  some  key  concepts about misuse of legal substances, like 

prescription drugs.  Knowing  about  these  topics  can  help  you  make  healthy  

choices.  

Letõs begin  by  introducing  ourselves.  

 

INTRODUCE yourself and share one of your favorite ways to relax. ASK youth to take 

turns introducing themselves by saying their first name and naming a favorite 

relaxation activity. ALLOW 5 minutes for the introduction.  

 

THANK the group for sharing.  

 

ASK students t ake the pre -survey on surveymonkey. Allow about 15 minutes  

 

 TELL youth they will now learn more about the Media Smart Youth  workshop.  
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 Le s s o n 1 

Introduction: What Is 
Media Smart Youth ï
Not Prescribed? 

 

 

Time  
5 minutes 
 
Activity Overview  
Youth learn about the workshopôs overall purpose, topics, and structure 
 
Activity Objective  
By the end of the activity, youth will be able to:  
State the workshop purpose, topics, and structure.  
 
SAY: 
This workshop is about youth, media, and legal substances. Health experts know that media 
have a strong influence on the choices that young people make. They also are worried about 
how drug poisoning and overdosing is a leading cause of death. With pharmaceutical drug 
companies spending over $5 billion a year on advertising to consumers, it is important to 
understand how this marketing influences our thoughts and behaviors about drugs.  
Media Smart Youth ï Not Prescribed helps youth understand more about the different types of 
media so that they can use them wisely. Itôs about promoting smart choices around legal 
substances, like prescription drugs. 
 
Everyone today is surrounded by media. Media are ways of communicating information or 
ideas to people. Examples of media include websites, videos, social media, television, plays, 
songs, advertisements, magazines, and newspapers. Media can influence lifestyles and habits 
in many ways, especially in terms of use of legal substances, such as over-the-counter and 
prescription drugs. 
CONTINUE by saying: 
 
In this workshop, weôll spend time exploring different kinds of media and finding out how 
media affect what we do. By the end, youôll be media experts! 
Youôll also learn about various legal substances, such as prescription and over-the-counter 
drugs, and some of the challenges involved in making smart decisions about drug use. 
Throughout the workshop, youôll have a chance to apply what you learn about media and 

1  



 

Media Smart Youth  - Not Prescribed  24 Adapted by Rise Above Colorado  

 

drug abuse prevention in Mini-Productions, in which you will do things like write a blog, 
design a video game hero, create a page for a social networking site, compose songs, and 
develop a pop-up ad. 
 
At the end of the workshop, youôll put it all together for an #IRiseAbove Production. The 
purpose of the #IRiseAbove Production is to inform, motivate and inspire your peers to make 
healthy choices about drug use and to celebrate the many inspiring, or even common, ways 
that student s at this school Rise A bove  the negative influences and stress and pressures in 
their lives to reach their dreams.  

 

 

  Closing  the  Activity     6 minut es 

 

THANK  youth for their participation.  ASK whether youth have any comments or questions.  
 

 

 
 

  
 A Note About Probing for Answers 

Throughout the lessons, ȅƻǳΩƭƭ often see the sentences άLISTEN to ideas from youth. 

If necessary, GUIDE them to the following rŜǎǇƻƴǎŜόǎύέ as part of the facilitatƻǊΩs

directions. This indicates where and how you might help move the discussion in a

certain direction. In some cases, the list includes examples of potential answers. In

other cases, the list includes specific content that is important for the youth to 

learn. This direction is used to stimulate discussion so you arŜƴΩǘ lecturing to the 

youth, but rather, are engaging them in a guided discussion. Use open-ended 

questions to guide the discussion (such as ά²Ƙŀǘ ŀōƻǳǘΧΣέ άHave you thought 

ƻŦΧΣέ ά/ŀƴ you think of other ways, such ŀǎΧΦέύΦ For more information on asking 

open-ended questions, see the Lead with Open-Ended Questions section of the 

Introduction and Overview 
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Le s s o n 1 

Activity: Working 
Agreement 

 

 
Time  
12 minutes  
 
Activity Overview  
Youth establish a set of rules for working together throughout the workshop.  
 
Activity Objective  
By the end of the activity, youth will be able to:  
Create a working agreement. 
 
Materials Needed  
Flipchart paper, markers, masking tape, watch or timer, easel (if available)  
 
Facilitatorôs Preparation 
Write ñWorking Agreementò across the top of a sheet of flipchart paper. 

1  
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The agreement also will help us all feel respected and free to express our ideas and 
thoughts. 
By deciding about what behaviors are and are not acceptable, we can help prevent 
problems later. 

 

  Doing  the  Activity  |  10 minut es 

 

BEGIN  to brainstorm ideas for the working agreement. SUGGEST the first one. 
SAY: 
Everyone should actively participate in the discussions and activities. 
 
If everyone agrees with your suggested idea, WRITE  the following on the flipchart paper 
under the title Working Agreement: ñ1. Everyone should actively participate.ò 
 
ASK youth to suggest other rules for the group. WRITE each suggestion on the flipchart 
paper. NUMBER them as you go. 
 
SUGGEST ideas, if necessary. MAKE SURE to frame the agreements as positive statements 
rather than negatives (for example, ñRespect differencesò rather than ñDonôt put anyone 
downò). Possible ideas include: 
¶ Have only one person to talk at a time.  
¶ Listen to others. 
¶ Respect differences and opinions. 
¶ Welcome all ideas. 

¶ Offer positive comments only. 
¶ Help set up and cleanup activities. 
¶ Show up on time. 
¶ Attend all sessions (if possible). 

 

TELL youth that they will now develop a working agreement  for the workshop.  

why this agreement is important.  
 SAY: 

A working agreement is a set of rules made by a group to help its members 
work together.  
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Le s s o n 1 
 

Activity: What Are 
Media? 

 
Time  
15 minutes 

 

Activity  Overview  

Students brainstorm a list of media. 
 

Activity  Objectiv e 

Students can list at least four types of media.  

 
SAY: 
Now we are going to brainstorm about media. To get started, letôs think about all the types of 
media we come across every day. This activity will also help you think about possible media 
projects you might create for your #IRiseAbove Production.  
 
TELL youth they are going to make a list of different kinds of media.  
 
DIVIDE  the youth into small groups.  
 
ASK the group to select one or more youth for each of these roles:  

Notetaker(s) will write down the groupôs ideas on a piece of flipchart paper. 
Encourager(s) will cheer on the group and urge it to finish the activity in the time 
available. 
Presenter(s) will read the list when the group is done.  

1  
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ASK youth to work in their small groups and brainstorm all the different kinds of media formats they 
can think of. Their lists should include any and all kinds of media. ASK youth to write only under the 
ñType of Mediaò column for now. NOTE that they will use the ñPurposeò column at the next session. 
If  youth fill up the ñType of Mediaò column with ideas, INVITE  them to continue on the next page of 
flipchart paper. ASK them to divide the second page into two columns with the same headings. 
 
ALLOW 5 minutes for youth to brainstorm and write down their ideas. TELL youth when they 
have 1 minute left to finish their lists. TELL youth when time is up 
TELL youth that each group will have 1 minute to present its list to the entire group. ASK youth to 
gather around the first groupôs paper and listen as the presenter reads the groupôs list out loud. 
CONTINUE  until all work groups have presented their lists. 
 

SUGGEST any media you think of that may be missing from the lists, including: 
 

 ˓ Televisio n (TV)  ˓ Text messages  

 ˓ Advertisements  or commercials   ˓ Internet  

 ˓ Infomercials   ˓ Blogs 

 ˓ Public  Service  Announcements  (PSAs)  ˓ Social  media  sites (such  as 

 ˓ Movies   Facebook ® or other  popular  sites) 

 ˓ Videos   ˓ Websites 

 ˓ DVDs  ˓ E-mail  

 ˓ Visual arts (paintings,  photos,   ˓ Instant  messaging  (IM)  

 sculptures,  etc.)   ˓ Video  games  

 ˓ Newspapers   ˓ Radio  

 ˓ Books  ˓ Music  

 ˓ Books on  tape  or CD  ˓ Billboards  

 ˓ Magazines   ˓ Signs on  the  outside  or inside  of  buses or 

 ˓ Comic  books  or graphic  novels   at  bus stops or transit  stops 

 ˓ Flyers or brochures   ˓ Signs on  the  sides of  trucks and  vans  

 ˓ Cell  phones or mobile  devices,   ˓ Art  contests  

 including  smartphones  

 

 ˓ Sports sponsorships 

  

Wrap-up: 
Thank  students for their participation and engagement and tell  them that tomorrow we will 
be discussing the purpose of media and its impact on our values, attitudes and behaviors. 
 

 

 

 
 

A Note About Engaging Youth 
To add energy and suspense to the activity, turn it into a friendly contest. For example, 
which team can be the first to come up with 10 or even 15 media formats? Or, see 
which team has the longest list when the 5 minutes for this activity are up. Give a 
round of applause to the group that wins, and invite those youth to present their list 
first.  
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L e s s o n 2 

Thinking About 
Media 
 

Lesson 2 Objectives  
By the end of the lesson, youth will be able to:  
¶ Name three purposes of media. 
¶ Explain at least two ways that media can affect health behaviors.  
¶ Explain the media concept of point of view.  

 
Lesson Activities  
Activity: What is the purpose of Media? (13 minutes)  
Activity: Media & Health ï Whatôs the Connection? (15 minutes) 
Brain Break: It All Depends on Where You Sit (10 minutes) 
Mini-Production: Whose Point of View Is It? (20 minutes)  
Wrap Up (2 minutes) 
 

  Les s o n  2   
 

Materials  Needed  
¶ Youth folders 
¶ Flipchart paper, easel (if available), markers, masking tape, watch or timer  

¶ Equipment to play and show the Media Smarts Media Minute Youtube videos  
¶ Stickers, all identical in size, shape, and color (for example, colored circles or stars, 

seasonal stickers [such as snowmen or pumpkins], or other fun st ickers); have enough 
so that each youth can have a strip of four stickers  

¶ Scissors (one pair) 

¶ A piece of paper or note card 
¶ Point of View sheets #1 and #2  
¶ Pencils or pens (one for each youth) 
¶ Video recording device or a mobile device with video capabilities (optional)  
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Facilitat orõs Preparation  
 

̙ If  using the Media Smarts Media Minute, 
preview the Introduction: What Is Media 
Anyway? before the lesson. Set up the 
equipment to play and show 
https://youtu.be/bBP_kswrtrw  

 This segment includes clips of various media 
formats and their purposes. 
̙ Set up an easel with flipchart paper at 

the front of the room. Write ñTime 
Spent Using Mediaò across the top of a 
blank sheet. 

̙ Post four pieces of flipchart paper around 
the room. At the top of each piece of 
paper, write one of the following 
statements: 
Å I  watched TV yesterday. 
Å I  played video games yesterday. 
Å I  posted a video to the Internet  

yesterday. 
Å I  texted my friends yesterday. 

 
3 Foehr, U. G., Rideout, V. J., & Roberts, D. F. (2010). 

Generation M2: Media in the Lives of 8- to 18-Year-Olds. 

̙ Cut a strip of four stickers for each youth. Or 
set up pollanywhere.com for texting responses. 

̙ Write the following fact about media use 
among young people in the United States on 
the piece of paper or note card: 

 

Young  people  ages  11  to  14  
spend  an  average  of  8 hours  
and  40  minutes  a day  using  
media.  This  is  more  time  
than  they  spend  doing  
anything  else  except  
sleeping. 3 

̙ Photocopy the Blog Entry: Point of 
View sheets (enough copies so that half 
the youth get sheet #1  and half get 
sheet #2).  

̙ If  you plan to record the youth as they 
present their blogs to the group, set up a 
video recording device or have a mobile device 
with video capabilities available. You can play 
the recording before or after a future Media 
Smart Youth lesson or post them to 
#IRiseAbove. 

Menlo Park, CA: Kaiser Family Foundation. 
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Le s s o n 2 

Activity: What Is 
the Purpose of 
Media? 
 

 

Time  
13 minutes 

 

Activity  Overview  
Youth brainstorm different  kinds of media purposes. 

 

Activity  Objectiv e 
By the end of the activity, youth will be able to:  
¶ Name three purposes of media. 

 
Materials  Needed  
¶ Flipchart paper, easel (if available), markers, tape, watch or timer  
¶ Equipment to play and show the Media Smarts Media Minute Introduction: What is 

Media Anyway? https://youtu.be/bBP_kswrtrw  and Each Medium Has a Unique 
Aesthetic Form (www.youtube.com/watch?v=d76X -uCy7No&index=11&list=UU_jQ4vYf-
WPf4_5eSdGABWQ) 

¶ Pollanywhere.com 
 

Finding  the  Purpose  |  15 minut es  

 

EXPLAIN  that all media products have a purpose, or a reason they are created. ASK youth 
what the three main purposes of media are.  
 
WRITE  down the groupsô ideas about purposes on the flipchart paper entitled ñPurposes of 
Media.ò INVITE youth to look at the examples of media on their lists to help them think about 
purpose. 
 

LISTEN to ideas from youth. If necessary,  
GUIDE them to the following responses: 
¶ Persuade (for example, magazine and Internet advertisements) 
¶ Inform (for example, TV news or blo gs) 
¶ Entertain (for example, movies or video games) 

 
 

2  
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SAY: 
To help you remember the purposes of media, use the mnemonic (pronounced ñni-MON-ikò) 
device PIE (Persuade, Inform, Entertain). 
 
SAY: 
Now Iôd like you to return to your work groups and identify the purpose of each type of media 
on your list. Write down a purpose next to the type of media in the ñPurposeò column. Keep in 
mind that some types of media may have more than one purpose. You will have 5 minutes to 
create your purpose lists. 
 
ALLOW youth 5 minutes to write down a purpose for each media type. TELL youth when 
they have 1 minute left to finish their lists.  TELL youth when time is up.  
 
Media Smarts Media Minute Introduction: What is Media Anyway? 
https://youtu.be/bBP_kswrtrwI  and Each Medium Has a Unique Aesthetic Form 
(www.youtube.com/watch?v=d76X -uCy7No&index=11&list=UU_jQ4vYf-WPf4_5eSdGABWQ) 
 
SAY: Now we will watch two short  videos that tells more about media and their purposes.  

 

ASK youth to gather in one large group and share some of their observations about the 
purposes of media.  
ASK youth:  
Why is it helpful to know the purposes of different kinds of media? LISTEN  to ideas from 
youth. If necessary, GUIDE  them to the following types of responses:  
¶ Knowing the purpose helps us be more aware of how media are used and how media 

may affect us. 
¶ Knowing the purpose helps us to think critically about what we see and hear in the 

media. 

 
  Closing  the  Activity   |  2 minut es 

 

CONGRATULATE youth on their good work. ASK whether youth have any questions. 

 
SAY: 
Media can influence peopleôs attitudes and decisions about many things, especially our 
lifestyles and health. This activity was a starting point for thinking about media and the 
purposes of media. Throughout this workshop, we will build on these ideas and learn how to 
be Media Smart.  

https://youtu.be/bBP_kswrtrwI
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Le s s o n  2 

Activity: 
Media & Healthð 
Whatôs the 
Connection? 

Time  
15 minutes 
 
Activity Overview  
Youth discuss current trends in media use among young people and explore the connection 
between media use and our health. 
 
Activity Objective  
At the end of the activity, the youth will be able to:  
Explain at least two ways that media can affect health behaviors.  
 
Materials Needed  
¶ Flipchart paper, easel (if available), markers, masking tape, watch or timer  
¶ Stickers, all identical in size, shape, and color (for example, colored circles or stars, 

seasonal stickers [such as snowmen or pumpkins], or other fun stickers); have enough 
so that each youth can have a strip of four stickers  

¶ Scissors (one pair) 
¶ A piece of paper or note card 

 
Facilitatorôs Preparation 
Set up an easel with flipchart paper at the front of the room. Write ñTime Spent Using Mediaò 
across the top of a blank sheet. 
Post four pieces of flipchart paper around the room. At the top of each piece of paper, write 
one of the following statements:  
¶ I watched TV yesterday. 
¶ I played video games yesterday. 
¶ I posted a video to the Internet yesterday.  
¶ I texted my friends yesterday.  

Cut a strip of four stickers for each youth. OR set up pollanywhere.com so students can vote 
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with their phones . 
Young  people  ages  11  to  14  spend  an  average  of  8 hours  and  

40 minutes  a day  using  media.  This  is more  time  than  they  

spend  doing  anything  else  except  sleeping. 4 

 
 

  Warm -Up  |  1 minut e 

 

ASK youth how much time each day, on average, they think young people spend using media, 
not including any time spent at school. EXPLAIN that using media includes activities, such as 
playing video games, listening to music, reading, going online, using their cell phones, 
blogging, and watching TV or DVDs. 

 
WRITE  youthôs ideas on the sheet of flipchart paper entitled ñTime Spent Using Mediaò so 
that they can compare their thoughts with the actual statistic later.  
 
SAY: 
Before I  tell you the answer to this question, letôs do some quick research about media use. 

 

 

  Doing  the  Activity  |  13 minut es 
 

Part 1: Quick  Group  Research  |  5 minut es 

SAY: 
Even when you donôt have a lot of time, you can still learn a lot of valuable information from some quick, 
basic research. 
The research weôre going to do now will be anonymous, which means no one will write down his or her 
name. Instead, you will use stickers to provide data about your media use. May I  have a volunteer to 
help hand out the stickers? 
 
While you and the volunteer are handing out the stickers, ASK youth to think about how they spent 
their day yesterday. POINT  OUT the sheets of flipchart paper posted around the room. EXPLAIN  
that each sheet has a different  statement written  on it.  TELL youth to read each statement to 
themselves and put one sticker on the page if the statement is true for them. If  the statement is not 
true for them, they should go to the next statement. 

 
 SAY: 

You have 2 minutes for this research process, so move quickly! Iôll call ñStopò when the time is 
up. You can read the statements in any order you wish. Once youôve addressed all of the 
statements, return to your seat. 

No talking during this exercise! This is a silent, individual activity. We want to reduce bias in 
our research. Bias means influence. Reducing the bias in research means reducing the influence 
you have on each otherôs answers. If  you talk to others, you may influence their answers.  

 
4 Foehr, U. G., Rideout, V. J., & Roberts, D. F. (2010). Generation M2: Media in the Lives of 8- to 18-Year-Olds. Menlo Park, CA: Kaiser 

Family Foundation. 
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ALLOW  2 minutes for youth to do the research activity. TELL youth when time is up.  

 
ASK for four volunteers to count the ñdataò from this quick research. HAVE each volunteer 
count the number of stickers on one of the flipchart sheets and write the total on the bottom of the page. 
 
SAY: 
This information gives us a sense of some of the media the group used yesterday. Keep in mind that we 
didnôt include a lot of different  forms of media because we were doing a quick research activity. 
 
ASK:  
Do you think this media use is typical among youth your age? 
 
LISTEN  to answers from the youth. CONGRATULATE them on their thoughtful  responses. 

 

Part  2:  Exploring  the  Connection  Bet w een  Media  and  Health  |  8 minutes 

 
SAY: 
Letôs think about the answer to the question I  asked you earlier about how much time young people spend 
with media at home in one day. 
 
ASK for a volunteer to read the note card with data about media use. If  no one volunteers, READ the 
fact yourself, out loud: 

 
Young  people  ages  11  to  14  spend  an  average  of  8 hours  and  40 minutes  
a day  using  media.  This  is more  time  than  they  spend  doing  anything  
else  except  sleeping.  

 
DISCUSS this statistic and the connection between media and health with youth. 
ASK youth:  
¶ What do you think about this amount of time? How does it compare to what you thought when I  

first asked you the question? 
¶ Why do you think most youth spend more time using media than actually playing or talking with 

friends or family, or even just spending time relaxing ? 
¶ Do you think social media helps or hurts our feelings of connection, friendship, purpose, 

A Note About Creating a Nonjudgmental Environment 
This quick research exercise is intended to help youth think about the connection between media 
and health by reflecting on their own b ehaviors in a safe, comfortable environment. Facilitators 
should ensure that all youth feel comfortable by keeping the conversation casual and 
nonjudgmental. There is no need to focus on specific individual behaviors or challenges; talking 
about media use in a general manner is enough. 
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belonging, and communication skills? 

 
ASK youth:  
Is anyone familiar with the term ñmedia multitaskingò? 

 
LISTEN  to ideas from youth. If  necessary, GUIDE  them to the following response: 
Media multitasking involves using more than one form of media at the same time. For example, using 
the Internet  while talking on the phone is media multitasking. 

 
SAY: 

The statistic  that  I just shared  with  you  doesnõt include  times  when  youth  use multiple  forms of  

media  at  once.  Among  youth  8 to  18 years old,  74 percent  use another  form  of  media  while  using 

the  Internet.  When  we  account  for  media  multitasking,  our  media  consumption  shoots up  

dramatically  to  a  total  of  nearly  12 hours (11:53) of  use in a  typical  day .5 
 

ASK youth:  

Whatôs the connection between media and our health, particularly when it comes to how we think about 
medicine, sickness, stress, coping, and mental health problems in general?  

 
LISTEN  to ideas from youth. If  necessary, GUIDE  them to the following types of responses: 
¶ Media are everywhere and can have a powerful effect on our attitudes, behaviors, and 

health. 
¶ Many media advertisements promote the use of legal substances, including over-the-

counter and prescription drugs, with minimal education of the risks.  
¶ Many media advertisements aimed at young people (and adults) make legal substance 

misuse and abuse very tempting, which can lead us away from treating medicines as 
the potentially toxic and addictive drugs they can be.  

¶ Media offer attractive role models who can inspire us to take care of our bodi es and 
brains by leading healthy and balanced lives. Sometimes, though, these role models 
portray levels of ñcoolness,ò fun, and even success that are unrealistic and have little to 
do with being healthy.  

¶ Media keep us busy, but not necessarily connected in the true sense of the term. 
People often choose to use media instead of reaching out to friends, family, trusted 
adults, and community. 

¶ Media often portray various activities as fun and exciting. Even though that portrayal 
encourages an interest in getting out there and connecting with people, some people 
just engage with media.  

¶ The American Academy of Pediatrics is concerned that ñchildren and teenagers may get 
the message that there is a drug available to cure all ills and heal all pain, a drug for 
every occasion.ò5 

 

 

 

 
5 Foehr, U. G., Rideout, V. J., & Roberts, D. F. (2010). Generation M2: Media in the Lives of 8- to 18-Year-Olds. Menlo Park, CA: Kaiser 

Family Foundation. 
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  Closing the  Activity  |  1 minut e 

 

THANK youth for sharing their experiences, good ideas, and comments.  
ASK whether youth have any comments or questions. 
TELL them it is time for a Brain Break.  
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Le s s o n  2 

Brain Break 
 

 It All  Depends  on  Where  You  Sit 
 

Time  

10 minutes  

 

In this Brain Break , one  group  does  a  wall -sit while  the  

other  group  observes.  Then the  two  groups  switch.  This 

activity  may  not  look  difficult  to  an  observe r, but  those  

who  are  doing  it know  that  itõs hard  work!  This activity  is 

an  example  of  how  the  same  situation  can  be  experienced  

differently,  depending  on  a personõs perspective  or point  of  

view. Later  in this lesson youth  will explore  the  concept  of  

point  of  view  in the  media.  

 
Doing  the  Activity  

1. DIVIDE the  youth  into  two  groupsñGroup  A 

and  Group  B. 

̙ Group  A should  stand  in a  row  with  their  backs  

against  an  empty  wall  in the  room  or in a  nearby  

hallway . The youth  should  spread  out  along  the  

wall  to  allow  plenty  of  room  between  each  person.  

̙ Group  B should  stand  several  feet  away  from  Group  

A, but  close  enough  to  observe.  

2. TELL Group  A that  you  want  them  to  turn their  bodies  

into  imaginary  chairs.  

̙ Have  them  take  one  or two  steps out  in front  of  

them,  away  from  the  wall,  while  still keeping  their  

backs  against  the  wall.  

̙ Then tell  them  to  slowly slide their  backs  down  the  

wall  until  their  upper  legs are  at  a  90-degree  angle  

with  their  backs.  Their backs  should  still be  flat  

against  the  wall.  They can  cross their  arms over  

their  chests  or dangle  them  at  their  sides. 

̙ Group  A members  should  hold  this position  for  

as long  as they  can.  If someone  moves,  he  or she 

is òout.ó 

3. While  Group  A members  are  sitting  like 

chairs,  ASK Group  B members  if the  

activity  looks easy  or hard.  LISTEN to  

their  answers,  and  ASK why  they  feel  

that  way . 

4. NAME the  winner  from  Group  Añ

the  person  who  òsató the  longest.  

5. ASK members  of  Group  A if they  agree  

or disagree  with  Group  Bõs observations  

about  the  wall -sit activity . POINT    

OUT that  doing  an  activity  can  be  very 

different  from  watching  it. EXPLAIN 

that  what  people  think  is true  about  a  

situation  or activity ñsuch  as that  the  

wall -sit is not  ve ry hardñmight  change  

when  they  try it for  themselves.  ADD 

that  this concept  is called  òpoint of  

view.ó 

6. REPEAT the  activity  with  Group  

B doing  the  wall -sit and  Group  A 

observing.  

7. ASK if Group  B feels differently  

about  the  activity  now  that  theyõve 

done  it. 

8. CLOSE the  activity  by  asking  youth  to  

keep  this activity  in mind  when  thinking  

about  point  of  view  in the  ne xt activity . 

9. ENCOURAGE youth  to  try this 

activity  with  their  family , friends,  or 

sports teams.  



 

Media Smart Youth  - Not Prescribed  39 Adapted by Rise Above Colorado  

 

Le s s o n 2 

Mini-Production: 
Whose Point of 
View Is It? 

 

 

 

Time  
20 minutes 
 
Activity Overview  
Youth explore the concept of point of view in media and learn how understanding the point of 
view can help them form opinions about what they see and hear. Youth work in small groups 
to brainstorm and write a blog entry about drug abuse prevention  education in schools. At the 
end of the activity, each group reads its blog entry to the full group and both groups have a 
brief opportunity to share opposing comments. If a digital and/or mobile device with video 
capabilities is available, you can record the group presentations and post them online for later 
viewing. 
 
Activity Objective  
By the end of the activity, youth will be able to:  
¶ Explain the media concept of point of view.  

 
Materials Needed  
Youth folders 
Blog Entry: Point of View sheets #1 and #2  
Pencils or pens (one for each youth) 
Video recording device or mobile device with video capabilities (optional) 

2  
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Facilitatorôs Preparation 
Photocopy the Blog Entry: Point of View sheets (enough copies of each sheet so that half the 
youth get sheet #1 and half get sheet #2).  
If you plan to record the youth as they present their blog entries, set up a video recording 
device or have a mobile device with video capabilities available. You can play the recording 
before or after a future Media Smart Youth lesson  

 

  Warm -Up |  5 minut es 

 
ASK youth:  
What does point of view mean? 
LISTEN  to ideas from youth. If  necessary, GUIDE  them to the following responses: 
The way in which someone looks at or interprets a specific situation or issue; someoneôs perspective on 
an issue 
The position from which something is considered 

 
SAY:  
You have a point of view to share whenever you are the author or sponsor of media. 
 
ASK youth:  
Why is it helpful to consider the point of view presented in a media item? 
LISTEN  to ideas from youth. If  necessary, GUIDE  them to the following responses: 
The same topic or issue often can be perceived from many different  perspectives. 
Knowing the authorôs or sponsorôs point of view can help you understand the information you see and 
hear in media. 
People may form different  opinions about a topic depending on the points of view they are exposed to in 
the media. 
Every media product conveys a point of view held by the author or sponsor, so knowing who the author 
or sponsor is can help you understand the type of information or the purpose of the media product. You 
may also hear the term ñcreator,ò which often refers to someone creating digital media, such as someone 
who creates his or her own video to post online. 
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    Doing  the  Activity  7 minut es 

 
SAY: 
A blog is a type of website that includes news or commentary on a particular subject, a description of 
events, or a space for personal reflection. Blogs can   be written  by individuals, groups, or organizations. 
They offer a public space for individuals to share their points of view or talk about their experiences. For 
example, youth on a field trip who are working to rebuild a community thatôs been hit by a natural disaster 
might blog about their experiences and share what they observe and how they are contributing  to the 
community. 
A typical blog combines text,  images, and links to other blogs, webpages, or other media related to the 
topic. Visitors to the blog often have the opportunity  to leave comments in response to blog entries, which 
creates an interactive format.  
For our next activity, we are going to pretend that our school just passed a policy requiring drug abuse 
prevention in every grade. Some students think itôs a great    idea, but others donôt agree with it.  Iôm going 
to divide you into two groups. 
One group is going to write a blog entry that supports drug prevention education at every grade level. 
The second group will write a blog entry that is against drug abuse prevention education at every grade 
level. Both groups will present their entries to the full group, and then each group will have a few minutes 
to comment on the opposing groupôs entry, just as blog readers do online. 
The entries should be about three-fourths of a page. 
Remember, for the purpose of this activity, you need to create an entry that presents the point of view you 
are assigned, regardless of whether or not you personally believe this point of view. 
 
DIVIDE  the youth into small groups and divide the positions equally.  
 
GIVE  groups the Blog Entry sheets. EXPLAIN  that each group will work together to complete 
its sheet. ADD  that when the groups are done, the selected presenter(s) will present the blog 
entries on behalf of their group. NOTE that after both entries are presented, youth will have a 
chance to contribute additional comments. 
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SHARE a few facts about drug prevention education in schools to help youth understand the 
issue. SUGGEST that each group save one copy of their Point of View sheets to write their 
final blog and use the other copies to write down these facts to use in their blogs.   
 
SAY: 
Schools are dedicating less and less time to health education and drug abuse prevention education, and 
some public schools are even cutting out health education altogether.  However, studies show that health 
education is a critical part of a rich and balanced curriculum for studentsô postsecondary success. 
(cdc.gov) 
 
In Colorado, less than 50% of secondary schools require one health education course to graduate 
(Schoolview.org) and only 29% require 2 or more (cdc.gov).  
 
Students who abuse drugs are more likely to perform poorly in school (cdc.gov)  
 
In 2013, an estimated 3.5% of Colorado middle school students reported that they had taken 
a prescription drug (such as OxyContin, Percocet, Vicodin, codeine, Adderall, Ritalin, or Xanax) 
without a doctorôs prescription in their lifetime. This jumps to 13.6% in high school (Healthy 
Kids Colorado Survey, 2013).  
 
8.8% of Colorado middle school students reported having ever tried marijuana, for high school 
students it jumps to 37% (Healthy Kids Colorado Survey, 2013).  
 
More than a quarter (26.0%) of middle s chool students reported that they felt sad and 
hopeless almost every day for at least two weeks within the past year (Healthy Kids Colorado 
Survey, 2013).  
 
The controversy for drug prevention education are around taking time out of core academic 
instruction and whether or not health education is the role of the schools or if it is the sole 
responsibility of families. 
 
ASK each group to select one or more youth for each of these roles:  
Notetaker(s) will write down the groupôs ideas on the Blog Entry: Point of View sheet. 
Encourager(s) will cheer on the group and urge it to finish the activity in the time available.  
Presenter(s) will read the blog entry or comments when the group is done.  

 
ALLOW  youth 10 minutes to create their blog entries. TELL youth when they have 5 minutes and 
then 1 minute left to finish their writing  about their points of view. TELL youth when time is up. 

 
WALK  around to see if group members need any help. ANSWER any questions. 

 
If  you choose to use a video recording device, ASK a youth volunteer to record presentations of the blog 
entries. 

 
When time is up, ASK the presenter from each group to  read the groupôs blog entry. 

 
ASK groups to share any additional comments about the other groupôs entry. DISCUSS the blog 
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entries and comments with the group. ASK  youth:  
Why is it so important  to identify the point of view represented in a particular media piece? 
 
LISTEN  to ideas from youth. If  necessary, GUIDE  them to the following responses: 
The specific information,  images, or sounds included in any media segment often are determined by the 
point of view that is represented. 
If  a blog entry or an advertisement includes only one point of view, you may not be getting the whole 
story. 
 

Post the blogs to www.iriseaboveco.org 
 
 

 
 

 

  Closing the  Activity   1 minut e 

 
CONGRATULATE youth on their creativity and insights. ASK whether youth have any 
comments or questions, and ENCOURAGE them to find blogs that interest them and to read some 
entries online. 

 
TELL notetakers in each group to put the blog entries in their folders. 
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Le s s o n  2 

 
Finishing Up the 
Lesson 

 
 

Time  
2 minutes 
 
THANK  youth for doing great work during todayôs lesson. 

 
ASK for one or more volunteers to share something fun or interesting they learned today. LISTEN  for 
ideas from youth about these key topics: 
¶ Purposes of media 
¶ Examples of the connection between media and health 

¶ Points of view presented in media 

 
TELL youth that the next lesson will focus on key questions to ask when using or seeing media. 

 
To help you prepare for the next lesson, ASK youth to share the names of magazines they read, TV 
shows they watch, and movies they like. USE this information to prepare for Lesson 3.

2  
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Blog Entry 
Point of View  #1 

òIõm (FILL IN YOUR NAME). Welcome  to  my  

blog.  My blog  is a  space  wher e I write  about  different  things  that  are  important  to  me.  

In this entry,  I am  writing  about  why  I support  drug abuse prevention education at every 

grade level.ó 

 
Write your  entry  in the  lines below. Use the  back  of this page  if you  need  more  

room.  Answer  the  following  questions  to help  you  write  your  blog  entry:  

1. What  does  your  group  think  about  drug abuse prevention education at every grade level?  

2. Can you  name  three  reasons why  your  group  feels this way?  

3. What  would  you  like to  see happen  with  drug abuse prevention education  in schools ? 
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Point of View  #2 

òIõm (FILL IN YOUR NAME). Welcome  to  my  

blog.  My blog  is a  space  wher e I write  about  different  things  that  are  important  to  me.  

In this entry,  I am  writing  about  why  I donõt support  drug abuse prevention education 

at every grade level.ó 

 

Write your  entry  in the  lines below. Use the  back  of this page  if you  need  more  

room.  Answer  the  following  questions  to help  you  write  your  blog  entry:  

1. What  does  your  group  think  about  daily  required  physical  education  in schools?  
 

2. Can you  name  three  reasons why  your  group  feels this way?  
 

3. What  would  you  like to  see happen  with  drug abuse prevention educati on in schools?  

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 
Thank you  for  visiting my  blog.  Please feel  free  to  share and  post  your  comments.  
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Le s s o n 3 

   
Asking Questions 

 
Lesson Overview  

This lesson continues the focus on concepts that help youth become Media Smart. Youth learn 
about the media concept of ñtarget audienceò and explore different ways to define audiences. 
They are introduced to the 6 Media Questions, a tool   for analyzing an d creating media. Youth 
practice analyzing different forms of media using the 6 Media Questions. For the Mini-Production, 
youth create an action hero who promotes a healthy action.  
 
Lesson Objectives  
By the end of the lesson, youth will be able to:  
¶ Define the media concept of target audience. 

¶ Name at least two characteristics of a youth audience. 
¶ Recognize the 6 Media Questions. 
¶ Use the 6 Media Questions to analyze selected media examples. 
¶ Explain that media messages often promote a specific action. 

 
Lesson Activities  
Activity: More Than One Kind of Kid (10 minutes) 
Activity: The 6 Media Questions (25 minutes) 
Brain Break: The Director Saysé(optional) 
Mini-Production:  Andé Action! (23 minutes) 
Finishing Up the Lesson (2 minutes)

3 
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 Les s o n  3   
 

Materials  Needed  
Youth folders 
Pencils or pens (one for each youth) 
Watch or timer  
Masking tape 
Two print ads from magazines that are popular with the youth  
Media Detective Notepad sheets (one copy for each youth)  
Action Hero Creative Brief sheets (one copy for each youth) 
Fine-point colored markers (enough for each youth to have several to draw with)  

 

 Les s o n  3   
 

Facilitat orôs Preparation  
Photocopy the Media Detective Notepad sheet (one copy for each youth).  
Find and bring in two print ads from magazines that are popular with the youth in the group.  
Photocopy the Action Hero Creative Brief sheet (one copy for each youth). Feel free to use the 
prompts and Photoshop or other digital media applications. 

Look  Ahead  Alert:  Lesson 6 
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Le s s o n 3 

 
 

Activity: More Than 
One Kind of Kid 
 

 
 

Time  
10 minutes 
 
Activity Overview  
Youth do an exercise to show different ways a group of young people can be defined as a 
target audience. 
 
Activity Objective  
By the end of the activity, youth will be able to:  
¶ Define the media concept of target audience. 
¶ Name at least two characteristics of a youth audience. 

 
Materials Needed  
None 
 
Facilitatorôs Preparation 
Equipment to show Media Smarts Media Minute: Audiences Negotiate Meaning 
(www.youtube.com/watch?v=goyXz1VmhWA&list=UU_jQ4vYf-WPf4_5eSdGABWQ)

3  
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  Warm -Up |  2 minut es 

 
WELCOME youth back. 
 
ASK youth:  
What is a target audience? 
 
LISTEN to ideas from youth. If necessary, GUIDE them to the following responses:  
A target audience is a specific group of people that a media producer, company, program, or 
any creator of media is trying to reach.  
Members of a target audience usually have something in common. A target audience may be 
people of the same age and gender, such as 12-year-old girls; or it may be a group of people 
who do the same thing, such as youth who like to play soccer.  
Why do producers target their media to specific audiences, instead of just making one show or 
advertisement for everyone? 
 
LISTEN  to ideas from youth. If necessary, GUIDE  them to the following responses:  
One media product cannot appeal to everyone. Media producers research their target audience 
to figure out what will attract the audience to their media product. For example, a TV show 
that is created for young people ages 11 to 13 will have characters that are appealing to this 
age group and will focus on topics that are important to 11 - to 13-year-olds. A website that 
targets college students will focus on issues that are of most concern to college students and 
will include photos and other features that attract them.  
By focusing on what matters most to a target audience, media become more appealing and 
meaningful to that group and are more likely to be successful at achieving their purposeðto 
persuade, inform, or entertain.  
 
SAY: 
Letôs play a game to see some different  ways we can group ourselves as a target audience. 

 
  Doing  the  Activity  |  12 minut es 

 

 

 

This activity provides a wonderful opportunity to engage youth in the teaching process. 

Therefore, wŜΩǾŜ structured this activity so that, after you read the first few statements on

the next page, you can ask for volunteers to read from your list. When this list is complete,

invite youth to suggest other characteristics and call those characteristics out to the group.

They have great ideas for traits that define themτafter all, they are a target audience! 
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ASK the youth to stand in a big circle.  

 
SAY: 

I will read  a  list of  phrases  that  describe  young  people.  If you  hear  a  phrase  that  describes  you,  

step  into  the  middle  of  the  circle.  If the  next  phrase  doesnõt apply  to  you,  take  a  step  back  to  the  

outside  of  the  circle.  Try to  remember  how  many  phrases  apply  to  you.  

 

START the game. READ the first few phrases from the list below. Then ASK a few volunteers 
from the group to read from the list. (You may add more phrases or change those below to reflect the 
interests or characteristics of the youth in your group.)  Donôt feel you have to do all of these, just to 
drive home point.  
¶ Everyone who is a girl 
¶ Everyone who is a boy 
¶ Everyone who is in 7th grade 
¶ Everyone who is 11 years old 
¶ Everyone who is 12 years old 

¶ Everyone who is 13 years old 
¶ Everyone who eats pizza 
¶ Everyone who eats vegetables 
¶ Everyone who ate fruit  today 
¶ Everyone who listens to music 

¶ Everyone who draws or paints 
¶ Everyone who uses a cell phone or mobile device 
¶ Everyone who used the Internet  yesterday 
¶ Everyone who watches soccer games 
¶ Everyone who played basketball in the last week 
¶ Everyone who knows how to jump rope 

¶ Everyone who plays video games 
¶ Everyone who has a blog 
¶ Everyone who likes to dance 
¶ Everyone who texted a friend yesterday 
¶ Everyone who uses Instagram 

¶ Everyone who uses Facebook 
¶ Everyone who uses Twitter 
¶ Everyone who uses Snapchat 
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INVITE the youth to take turns thinking of other characteristics that may apply to young 
people. As youth call out different characteristics, the rest of the group should continue to step 
in and out of the circle depending on whether the statements apply to them.  

 

 
 

ASK youth to return to their seats. 

 
ASK youth how many times they stepped in the middle of the circle. CALL OUT ranges and ASK 
youth to raise their hands when you call out the range that they fit  into, such as 1 to 5 times, 6 to 10 
times, and more than 10 times. 

 

  Closing the  Activity  |  5 minut es 

 

SAY: 
One way media producers create media that appeal to a target audience is by learning about who that group 
is and what it cares about or is interested in. Then they link the media product to those specific things. 
As we just saw, target audiences can be defined in many ways. Every time you were in the middle of the 
circle, you were a target audience. At one time or another, all of us are a target audience and media use 
that to get  our attention.  It  may happen more often than we realize. 
 
 
We interpret the meaning of media messages by comparing them to our own beliefs, needs, 
and experiences. Often advertisements are designed to tap a need or desire on the part of the 
audience. For example, a commercial might associate a product with beauty, health, 
happiness, or economic success. As a result, people longing for these goals might believe that 
purchasing the product will bring them closer to their desire.   
 
The meaning of any media product is not created solely by its producers but is, instead, a 
collaboration between them and the audience ï which means that different audiences can take 
away different meanings from the same product. Media literacy encourages us to understand 
how individual factors, such as age, gender, race and social status affect our interpretations of 
media. 

A Note About Defining an Audience by Ethnic Identity 

We recommend that you do not use ethnic identity as an example of how advertisers 

segment or define a target audience. We tested workshop materials with pilot groups and 

found that young people were uncomfortable drawing these kinds of distinctions among

themselves. In later discussions about target audiences, you may simply want to mention 

that ethnic groups are another example of different characteristics among people, and that

media producers may use ethnicity as a way to target audiences. If youth choose ethnic

identity as a characteristic when they take turns leading the activity, monitor the group to

make sure the exercise still feels comfortable for everyone. If youth discuss ethnic identity,

be sure they use terms that are appropriate and not derogatory. 
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Show Audiences negotiate meaning. 
 
ASK 
What commercials or ads come to mind as really grabbing your attention and relating to? 
Which come to mind that grind on your nerves? Why? 
 
THANK  youth for participating.  ASK whether youth have any comments or questions.  

https://www.youtube.com/watch?v=goyXz1VmhWA&list=UU_jQ4vYf-WPf4_5eSdGABWQ
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Le s s o n  3 

 
Activity: The 6 Media 
Questions 
 

Time  
25 minutes 
 
Activity Overview  
Youth use the 6 Media Questions to analyze different kinds of media. 
 
Activity Objective  
By the end of the activity, youth will be able to:  
¶ Recognize the 6 Media Questions. 
¶ Use the 6 Media Questions to analyze selected media examples. 

 
Materials Needed  
Youth folders 
Two print ads from magazines that are popular with the youth  
Media Detective Notepad sheets (one copy for each youth) 
Pencils or pens (one for each youth)  
Watch or timer  
Masking tape 
Equipment to play and show a segment from the groupôs favorite TV show or movie (optional) 
 
Facilitatorôs Preparation 
Photocopy the Media Detective Notepad sheet (one copy for each youth). 
Find two print ads from magazines that are popular with the youth in your group.  

3  
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  Warm -Up  9 minut es 

 

ASK: 
Why is it important  to be an active, thoughtful  user of media? 
LISTEN to ideas from youth. If  necessary, GUIDE them to the following response: 
So you can decide for yourself what you think of the ideas that are presented to you in a specific media 
product. 

 
SAY: 
Creators of media want you to think in a certain way or take a specific action. This relates back to the main 
purposes of media, which are to persuade, inform, or entertain.  Media that serve to persuade or inform 
are often selling a product or a specific point of view. Creators of media that entertain want to give you 
pleasure or fun by using or choosing their media or product. 
To become more active and thoughtful  users of media, you can ask yourselves   the 6 Media Questions, a 
set of basic questions for analyzing media. The 6 Media Questions will also help you create media for your 
Mini-Productions and your #IRiseAbove Production. Letôs review the 6 Media Questions together.  
 
ASK for a volunteer to read each question. After each question is read, ASK for a volunteer to explain 
what the question means. Some additional questions for this review include: 
¶ What is this question asking you to think about? 
¶ What does this question mean to you? 

 
CLARIFY  the concepts in each media question as needed. USE the Understanding the 6 Media 
Questions table for definitions of these concepts and examples of each. 
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This table  is for  facilitator  reference  only.  It provides  further  information  to  help  facilitators  

review  and  define  the  6 Media  Questions  with  their  group.  
 

Understanding  the  6 Media  Questions  
What  do  you  think  about  this media  product?  

Answer  the  6 Media  Questions  to  help  you  decide.  

Media  Question  What  Does It Mean?  

1. Who  is the  author  

or sponsor?  

This question  is asking  you  to  identify  who  wrote,  created,  

or sponsored  the  media  product.  A journalist,  a  script    

writer,  a  blog  writer,  a  member  of  a  social  networking  site, a  

doctor , and  a  company  are  all examples  of  authors,  

creators,  and  sponsors. Knowing  the  author  or sponsor  can  

help  you  figure  out  the  point  of  view  being  presented.  

2. What  is the  

purpose?  

This question  is asking  you  to  identify  the  reason  this media  

product  was  created.  Remember  that  PIE helps  you  figure  

out  the  purpose:  persuade,  inform,  or entertain.  

3. Who  is the  

audience?  

This question  is asking  you  to  identify  the  group  you  think  

the  media  product  is meant  for, such  as children,  young  

people,  or parents.  In other  words,  who  does  the  creator  or 

sponsor  want  to  see, use, or hear  this media?  

4. What  is the  

message?  

This question  is asking  you  to  identify  the  main  idea,  

statement,  or opinion  that  this media  product  is trying  to  

get  across.  In other  words,  what  is this media  product  telling  

you?  Once  you  know  what  the  message  is, you  can  decide  

what  you  think  about  it and  whether  you  agree  with  it. 

5. What  information  

is missing? 

This question  is asking  you  to  identify  information  that      

is not  included  in the  media  message,  but  that  is still 

important.  The act  of  leaving  out  information  is also 

known  as òomission.ó For example,  a  medicine  ad  might  

leave  out , or gloss over,  information  about  some  of  the  

side effects , or a  news  story or blog  might  present  only  

one  point  of  view  about  an  issue. 

6. What  techniques  

are  used  to  attract  

your  attention?  

This question  is asking  you  to  identify  how  the  media  

product  grabs  your  attention  and  draws  you  in. The specific  

techniques  used  in media ððsuch  as colo r, sound,  humo r, 

music,  or use of  celebrities ððare  important  because  they  

make  the  media  more  interesting  and  attractive.  Different  

techniques  work  with  different  audiences.  
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  Doing  the  Activity   |  20 minut es 
 

Part 1: Using the  6 Media  Questions  |  15 minut es 

 

TELL youth that they will now have a chance to practice using the 6 Media Questions. EXPLAIN  to 
youth that you will divide them into two small groups and that each group will get a media example. 

 
SAY: 

Each group will work together to analyze its media example by answering the questions on the 
Media Detective Notepad sheet. We will take 5 minutes to analyze the media example. Then 
each group will take turns presenting its ideas to all of us.  

 

ASK for a volunteer to pass out the Media Detective Notepad sheets and the youth folders. TELL youth 
that only one person needs to write down the answers for the group. ADD that other group members 
also can write the answers on their Media Detective Notepad sheets if they like, but they do not have to 
do so. 

 
DIVIDE  youth into small groups. 

 
GIVE  each group a print  ad from a magazine that is popular with the youth in your group. 

 
ASK each group to select one or more youth for each of these roles: 
Notetaker(s) will write down the groupôs ideas on the Media Detective Notepad sheet. 
Encourager(s) will cheer on the group and urge it to finish the activity in the time available. 
Presenter(s) will read the answers when the group is done. 

 
ALLOW groups to work for 5 minutes. VISIT  each group, and PROVIDE  help as needed. 
TELL youth when they have 1 minute left to finish their sheets. TELL youth when time is up. 

 
ASK each group in turn to present its media example and answers from the Media Detective Notepad 
sheet. TELL each group that it will have 2 minutes to present its media example and answers. 
CLARIFY  any concepts or questions that youth have difficulty  with.  
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  Warm -Up  5 minut es 

 

SAY: 
This Mini-Production includes several of the 6 Media Questions you just learned aboutð
purpose, audience, and messageðbut its focus is on Media Question #2: What is the purpose? 
One purpose of media is to persuade an audience to act. 
Weôre going to focus on the concept of persuading an audience to take a specific action in this 
activity. In this Mini -Production, youôll practice skills that you can use in your #IRiseAbove 
Production at the end of the workshop.  
 
ASK youth:  
What does action mean? 
LISTEN to ideas from youth. If necessary, GUIDE them to the following types of responses: 
Action simply means doing a behaviorïïsuch as moving your body, going somewhere, buying 
something, or creating change in your community.  
Examples of actions include dancing, biking, coming to school every day, buying an apple, 
reading, doing community service, talking with your friends, and thinking about what matters 
to you. 
 
ASK youth:  
What do you think it means when we say that media promote specific actions? 
LISTEN to ideas from youth. If necessary, GUIDE them to the following responses: 
It means the author of the media wants you to take a certain action when you see or use their 
media. For example, many websites display banners or pop-up ads to promote products or 
activities they think users will like. The authors of those ads want users to take a specific 
actionðto click on the banners and learn more about or buy their products. Similarly, 
advertisers also want TV viewers to take a specific actionðto buy their products after seeing 
the ad. 
To be effective, it is important for media to be clear and exact about the action they want the 
audience to take. In addition, the action has to be something that the au dience cares about. 
For example, some reality shows invite viewers to take a specific action during the showðthey 
display the showôs phone number and Internet address and ask viewers to vote for their 
favorite contestant during a certain time period. Being  clear and exact about how to vote and 
when to vote is what makes the action specific. If viewers care about who wins the show, they 
are likely to take the action and vote.  




