Media Smart Youth 1
Not Prescribed

SMART DECISIONS

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: | tA8Here

Everything you need to plan and carry out Media Smart Youthi Not Prescribedis included in
t his faguidé.i t ator ds

The Facilitatords Guide cont ai ns 3dessors.iThedatle i n s
on the next page provides a summary of the lessons. In addition, the Introduction and
Overview at the beginning of the Facilitatorod

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 1 Tcontact Rise Above Colorado for a uniquesurvey
monkey link or pencil and paper copies: info@riseaboveco.og
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Lesson

Media Smart Youth 0 Not Prescribed At-A-Glance

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 Funand
Easier

12 Getting Into the
Production Mode

13. #IRiseAbove
Planning

A:What Isthe MSYWorkshop?
B:Working Agreement
C: What Are Media?

A: The Purpose of Media

B:Media & Health i Wh a s$tife
Connection?

C: Mini-Production

A: More Than One Kind of Kid
B:The6Media Questions
C: Mini-Production

A. Not Prescribed lesson
B. Mini-Production

A: What IsAdver 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 eslt Easy? What
Mak es It Hard?
B: Mini-Production

A: Get inthe Action!
B. Choose Your #IRiseAbove Production
Media Format

A. ThisMessage Brought to YouBy é

B:The6Media Questions from the
Production Point of View

C: 3 Psof 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 IsIt?

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;
FDAds Bad Ad

Media Detective
Notepad; NI DAGS s
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 & Palitical 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 8
The Power is in Your Hands
(youtube)

and various Colorado youth
videos

-led

Media Smart Youth

- Not Prescribed

Adapted by Rise Above Colorado
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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 include s 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. Lessonfacilitators will find this section particularly helpful.
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Introducing Media Smatrt
Youth T Not Prescribed

What Is Media Smart Youthi Not Prescribed®

Media Smart Youthi Not Prescribedis 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 ShriverNational 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 Youthto 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 Youthtopics and
these national standards).

In Media Smart Youthi Not Prescribed young people will:
1 Learn about the connections between media and health.
1 Analyze and create media messages.
1 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.

=4 =4 -4 -8 -9
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Why Do We Need
Media Smart Youth i Not Prescribed?

Every day, young people actively engage with
world has expanded beyond the traditional forms, such as television and radio, to include

video games, social networking sites, movies, and online videosd all 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.! 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 8 and
the stresses young people experience around relationships, families, school and work life, are
substantial. What can caring adultsd teachers, parents and community leaders 8 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 yfteushdwae | tr
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.

In response to these trends, several federal agencies have developed programs to help young
people make choices that reinforce healthy behaviors. Media Smart Youthis part of those
efforts.

What makes Media Smart Youth unique is its focus on media. Media can have an effect on
youngpeopl ed6s attitudes, behaviors, and ways of t
health. Navigating through this world of media requires knowledge and s ki I I , and t
Media Smart Youth was created. The program aims to improve media smartsd also known as

media literacy. Youth who are media smart have the know-how and critical thinking abilities to

be thought ful media participants. They quest.
Ahowo behind the wor ds heydabelop oniicgl thisking Zkils that helpe s u |
them form their own opinions and make their own informed choices about the messages they

see and hear.

Y Foehr, U. G., Rideout, V. J., & Roberts, D. F. (2010). Generation M2: Media in the L-it@4®@arOlds. Menlo ParkCA: Kaiser

Family Foundation.
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The Media Education Lab at Temple University argues that teaching about advertising can be
oneofthoseski | | s that help protect young people fr
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 pervasivenes 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.
Herebs why:
1 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.
1T Media |iteracy skills increase studentsodo a
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

?Media Education Lab (200%).KS aSRALF { GNJ A3IKG | LIH / NA G A OI3tEditorRetfieyed ffain { | A £ ¢
wwww.drugfreepa.org
Media Smart Youth - Not Prescribed 8 Adapted by Rise Above Colorado
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What Do We Mean by nl
The ter m A me dlithke mmany walysepeople axmress 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, suchasTV or the |1 nternedthatig theyarB mas s mae

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 worl d inse dtieae ndi muga nwi tonf fAwmhew h ar e cr
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 everevolving 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.

Media Smart Youth - Not Prescribed 9 Adapted by Rise Above Colorado
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Overview for Facllitators

This section covers the details that facilitators will need to focus on in planning and conducting
Media Smart Youthi Not Prescribed 1t will give you a good understanding of the concepts
behind the programi iand 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 Youthi Not Prescribedlessons 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 AppendixB.

The structure and content of each lesson is designed to guide you through the session step by

step. The Opening Page of each | esson includes an overal/l
including:

1 Anoverview of the lessoncontent

1 Learningobjectivesfor the lesson(to helpyou stay ontrack andto evaluate succesg

1 Alistofallthel e s sastivilesandhow muchtime issuggested for each

1 Alist of materials you will need for the activities

1 AFacilitatord Breparation List, which suggests steps to do ahead of time to help the lessongo

smoothly

Activities are the core content segments. These activities are designed to be carried out

quicklyi wsually in 20 to 30 minutes eachi ito 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 participa
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 MintProduction 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
s t u d eexpertssé 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
Media Smart Youth - Not Prescribed 10 Adapted by Rise Above Colorado
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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 arefor 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 simplei such as
a window display or a school newspaper articlei br 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.

Media Smart Youth - Not Prescribed 11 Adapted by Rise Above Colorado
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RISE ABOVE

Facilitating the Lessons

Media Smart Youthi Not Prescribedlessons are designed to make it as easyas possible for
you to conduct the lessons. Here are justafew of the techniques weobve

}I'/Ihseu ?)lagpél(s]| Sof Media Smart Youthi Not Prescribedare filled with visual aids to help make

facilitating easier.

Colorful icons make iteasytof i nd exactly what youdre | ooking
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 facilitatordés preparation that
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

appearsnextto text that you canreadto the youth as written or paraphrase
indicates when to show an optional video

appearsnext to the Brain Breakand next to other times youth are being active or have the potential to be
active

indicateswheni ttifesto finish up the lesson

Words and Phrases with Special Meaning
Throughout Media Smart Youthi Not Prescribed you will find recurring words and phrases
that have a particular meaning.

Youdll often see the phrase ALI STEN to ideas
foll owing responseso as part of the f acndhawt a't
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
arendt always just |l ecturing to the yout h, bu
Use your imagination for good ways to guide the discussion with open-ended questions (such

Media Smart Youth - Not Prescribed 12 Adapted by Rise Above Colorado
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as AWhat abouté, 0o AHamd fHGanthoughhi nokéobd oth
For more information on asking open-ended questions, see Lead with OpenEnded 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 | es
dumpso are a great way t participate ma mopjuy@gnerdd dnd t he vy
freeform way. You will be surprised at the thoughtful and creative ideasthat emerge during a
brainstorm!

Getting Ready To Lead alLesson

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

|l ength of time |isted is only a suggestion. F
needsdand donét f oclggeup. setup and

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.

Media Smart Youth - Not Prescribed 13 Adapted by Rise Above Colorado
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Honor the Diversity of Your Participants

The lessonsprovide 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 o u g h o u t

the | essons,

(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.

Why Small
Groups?

Small groups provide participants
with more opportunities to practice
skills, share thoughts, work
cooperatively, and actively observe
others. Asaresult,theycan more
easily:

B Establish common ground and
provide the foundationfor
finding solutions together .

B Cultivate support, whichcan
enhance self-esteem.

B Acquire new skills.

B Improve performance through
immediate feedback.

M |earn and become motivated.

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.

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 dondét forget your behavior
Your actions can go a long way toward setting the right example.

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 andresults. As part of your planning for

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

activities.

The Media Smart Youthi 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, senstive, or uncomfortable
topics may occasionally arise.

You should try to anticipate and prepare for these situations. Before beginning the program,

Media Smart Youth - Not Prescribed 14 Adapted by Rise Above Colorado



7

MEDIA SMART YOUTH

43 NOT PRESCRIBED

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.

Ifyou know the answer to a question, share itbriefly . Ifnot,
acknowledge the importance of the issue, and explain that you
willtry to find the answer after the lesson.

Don'tinsist that ayoung person participate in a discussion or
physical activityifhe orshe seemsuncomfortable.Don't allow
other participants to tease or pressure the young person.

Try toredirect the discussion back to the original topic if the
talk leads in an uncomfortable direction.

Consider asking participants to talk with you or another
trusted adult after the lesson.

Ask participants to find out more on their own and report
backtothe group atalatersession.

Model respect for all sensitive issues and special needs,
including diverse intellectual, mental, emotional and physical
abilities and needs. Make sure that participants respect each
other.

Honor—and support—cultural and economic differences,
some of which can influence legal substance use
knowledge, perceptions, and attitudes.

Media Smart Youth - Not Prescribed 15

Ideas To Consider When Sensitive Issues Arise Be sure to:

B Acknowledge

positive behaviors
frequently .

H Give encouragement

and compliments.

B Demonstrate respect

for participants and
their beliefs.

B Be clear about how

you expect group
members to freat
each other, and
model this behavior
yourself.

B Respect participants’

feelings and
boundaries.

B Model cooperative

behavior .

B Demonstrate

concepts and
examples when
possible.

B Use simple language.
B Encourage group

members fo share
experiences.

B Build onstrengths.
M |isten!
H | et group members

react, think, and
analyze.

M Be flexible and

enthusiastic.

Adapted by Rise Above Colorado
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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

guestions; and share knowledge. You can start and keep the discussion going by using open-

ended questions. Openended questions are ones that get people talking. They often start

with fAwhat, 0 Awhen, 0 fAwher e ;eddechgnesdtions hre questionsl n ¢
that can be answered by fAyeso0 readdtidmldiscdssiannd t h

Ways to Involve Young People:

ASK them to:
! Hand out materials
i Take notes
I 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

= =4 48 A

Here are some examples of openended questions:

T AWhat do you mean byé?o0

T AwWhat kind of fruits do you | ike?0

T AWhen is it easy for you to be physically
f AHow di d you f i gadicire requires a fgreasaigtion? & i s

T AaCan you tell me more about. .. ?0

Here are some ways to turn closed-ended questions into open-ended ones:

ClosedEnded OpenEnded

0 Diyau do any 0 Wh gohysical

physical activity ‘- ~ activities, ifany, did

yesterday youdoyesterdse

0 D gpou like that ‘- 0 Wh ait you think
TVshow?d about that TVs h o w?

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.

Media Smart Youth - Not Prescribed 16 Adapted by Rise Above Colorado
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Make the Lessons Fun & and 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 associatednwith theythoei edakenepants

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.

Media Smart Youth - Not Prescribed 17 Adapted by Rise Above Colorado



MEDIA SMART YOUTH
@ No PRESCRIBED

10 Summarize an Activit y:

State the main point of the activity .
Askthe group for itsideas.

Acknowledge the g r o u lpaddswork.
Congratulate the group for itsgood ideas.

To Tansition to the Next Activit y:

Tellhow thispoin toractivit yisrelated to the next.
Useonly one or two sentences.

Herebs an emrmamsitop:l e of a
Yo u 06 leamned all about Media Smart Youth
Yo u 6 ready, and y 0 uelset.

Now, G O é

and support your ECamtdrge nt sd6 21
Learning !

Media Smart Youth - Not Prescribed 18 Adapted by Rise Above Colorado
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Lessonl

Welcome to
Media Smart
Youth T Not

Prescribed

Lesson Overview

I n this | esson, youth | earn the workshopds ov
youth get to know each other, become comfortable sharing ideas and opinions, and establish a

set of rules for working together throughout the workshop.

i

Lesson Objectives
L5 By the end of the lesson, youth will be able to:
i State the workshop purpose, topics, and structure
1 Complete the pre-survey
1 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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Lessonl

Getting Started &
Pre-Survey

Time

30 minutes

E:r 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 will 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@ris eaboveco.org)
- Facilitatoros Preparation

Get unique survey link from info@riseaboveco.org
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Getting Started | 13minutes

HAND OUT anametag andfolderto eachyouth.
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 anametag for yourself. TELL youth when they have 1 minute left. TELL youth when time
IS up.

COLLECTthe folders.
WELCOME the youth to the Media Smart Youthworkshop.

SAY:

The Media Smart Youth & Not Prescribed workshop will help you learn about media
and their connection to health. Over the course of the workshop, y o u léetoime
more knowledgeable about media.

Y o u &so learn some key concepts about misuse of legal substances, like
prescription drugs. Knowing about these topics can help you make healthy
choices.

L e tb&gn by introducing ourselves.

wo
7Im

INTRODUCEyourself and share one of your favorite ways to relax. ASKyouth 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

TELLyouth they will now learn more about the Media Smart Youth workshop.
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Lessonl

Introduction: What Is
Media Smart YouthT
Not Prescnbed?

Time

5 minutes

E‘r Activity Overview
Youth | earn about the workshop6és overall purp

Activity Objective
By the end of the activity, youth will be able to:
State the workshop purpose, topics, and structure.

N SAY:
53\\\ 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 Youthi Not Prescribedhelps youth understand more about the different types of
media so thattheycanuse t hem wi sel y. |l t6s about promotin
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 overthe-counter and
prescription drugs.

CONTINUE by saying:

w_
71N

's), Inths wor kshop, weéll spend time exploring diffe
& media affect what we do. By the end, youdl |l b
Youodl | also |l earn about wvarious | e gthelcousterbst an

drugs, and some of the challenges involved in making smart decisions about drug use.
Throughout the workshop, y o ul@avela chance to apply what you learn about media and
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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 wor ks hom#Rigedhove PlodugiientThe t al |
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 students at this school Rise Above the negative influences and stress and pressures in

their lives to reach their dreams.

Closing the Activity 6 minutes

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

A Note About Probing for Answers

Throughoutthe lessonsg 2 dafdeh $eethe sentenceLISTENO ideasfrom youth.
If necessaryGUIDEhem to the followingrS & LJ2 y asPait@fihé facilita?z NI
directions.Thisindicateswhere and how you might help mowe the discussiorin a
certaindirection. In somecasesthe list includesexamplesof potential answers. In
other casesthe listincludesspecificcontent that isimportant for the youth to
learn. Thisdirectionis usedto stimulatediscussiorsoyouarS Yy I@adiuringto the
youth, but rather, are engaginghem in a guideddiscussionUseopenended
questionsto guidethe discussior(suchasd 2 KF @ 2 dzoH%\& you thought

2 T X2 élyohithink of other ways,suchl & X BYEnio@ information on asking
openendedquestions seethe Leadwith OperEndedQuestionsectionof the
IntroductionandOwerview

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



a) MEDIA SMART YOUTH
=z NOT PRESCRIBED

Xzzot}vity: 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)

-0)- Facilitatorbés Preparation
L . ~ - hY

Write AWorking Agreemento across t
Media Smart Youth - Not Prescribed 25
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TELL youth that they will now develop a working agreement for the workshop.

EXPLAIN why this agreementis important.
SAY:

A working agreement is a set of rules made by a group to help its members
. Wwork together.
5\ S A working agreement will help everyone feel comfortable taking part in the
~ workshop because we will all understand what’s expected of us.
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 Activit 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 titte Wor ki ng Agreement: Al. Everyone shoul d

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, ARespect
downo). 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).

= =4 -8 -4_-9_9_9_-2°
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Activity: What Are
Media?
Time

15 minutes

E:r Activity Overview
Students brainstorm a list of media.

%) Activity Objectiv e
Students can list at least four types of media.

‘N _SAY:

SNow we are going to brainstorm about medi
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:

a .

Notetaker(s)wi I I  write down the groupds ideas

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.
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A Note About Engaaina Youth

To add energy and suspenseto 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.

ASK youth to work in their smallgroups and brainstorm all the different kinds of media formats they
canthink of. Their lists should include any and all kinds of media. ASK youth to write only under the
fAType of Mediadcolumn for now. NOTE that they willusethe i P u r pcoluema d@t the next session.
If youth fill up the fiType of Mediadcolumn with ideas, INVITE them to continue on the next page of
flipchart paper. ASK them to divide the secondpageinto two columnswith 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 isup

TELL youth that eachgroup will have 1 minute to presentitslist to the entire group. ASK youth to
gather aroundthe firstg r o ypppeérand listen asthe presenterreads the g r o Uigt @usloud.
CONTINUE until all work groups have presented their lists.

SUGGESTany mediayouthink of that may be missingfromthe lists, including:

TEelevision (TV) Ext messages
Advertisements or commercials Internet
Infomercials Blogs
Public Service Announcements (PSAS) Social media sites (such as
Movies Facebook ® orother popular sites)
Videos Websites
DVDs E-mail
Visualarts (paintings, photos, Instant messaging (IM)
sculptures, etc.) Video games
Newspapers Radio
Books Music
Books on tape or CD Billboards
Magazines Signson the outside or inside of buses or
Comic books or graphic novels at bus stops or transit stops
Flyersor brochures Signson the sidesof 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.
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)

Lesson?2

Thinking About
Media

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

Lesson Activities

Activity: What is the purpose of Media? (13 minutes)

Activity: Media & HealthT What 6 s t he Comnutestti on? (15
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)

Lesson 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 vide
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

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)

= =4 -8 -4

= =4 -8 -4 -9
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‘Y- Facilitat o rsBreparation

If usingthe Media Smarts Media Minute,
preview the /ntroauction: What Is Media
Anyway?before the lesson.Setup the
equipmentto play and show
https://youtu.be/bBP_kswrtrw

This segmentincludes clipsof variousmedia

formats and their purposes.
Setup an easelwith flipchart paper at
the front of the room. Write fiTime
SpentUsingM e d iaao8sthe top of a
blank sheet.
Postfour pieces of flipchart paper around
the room. At the top of each pieceof
paper, write one of the following
statements:
A | watched TV yesterday.
A | playedvideo gamesyesterday.
A | posted avideo to the Internet

yesterday.

A | texted my friends yesterday.

Cutastrip of four stickersfor each youth. Or
set up pollanywhere.com for texting responses.
Write the following fact about media use
among young people in the United Stateson
the pieceof paperor 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
Viewsheets (enough copiessothat half
the youth get sheet #1 and half get
sheet#2).

If you plan to record the youth as they
presenttheir blogsto the group, setup a
video recording device or have a mobile device
with video capabilitiesavailable. Youcanplay
the recording before or after afuture Media
Smart Youthlessonor post them to
#IRiseAbove.

Menlo Park, CA: Kaiser Family Foundation.

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

Generation M2: Media in the Lives oft® 18-YearOlds.
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Lesson?2

Activity: What Is

the Purpose of
Media?

Time

13 minutes

D Activity Overview
Youth brainstorm different kinds of media purposes.

%) Activity Objectiv e
Bythe end of the activity, youth will be ableto:
' Namethree purposes of media.

Materials Needed
1 Flipchart paper, easel (if available), markers, tape, watch or timer
1 Equipment to play and show the Media Smarts Media Minute Introduction: What is
Media Anyway 2https:/lyoutu.be/bBP_kswrtrw and Each Medium Has a Unique
Aesthetic Form(www.youtube.com/watch?v=d76X -uCy7No&index=11&list=UU_jQ4vYt
WPf4_5eSdGABWQ)
1 Pollanywhere.com

Finding the Purpose | 15minutes

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 groups6 ideas about purposes on
Medi a. 0 | NV lodkatthe examples of nedid on their lists to help them think about
purpose.

LISTEN to ideas from youth. If necessary,

GUIDE them to the following responses:
1 Persuade (for example, magazine and Internet advertisements)
1 Inform (for example, TV news or blo gs)
1 Entertain (for example, movies or video games)

\
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SAY:
To help you remember the purposes of -M@Ndika, u
device PIE (Persuade, Inform, Entertain).

SAY:
Now |1 6d | i ke you t o r et identdythe purpgse af eachviypa ok media o u p
on your |list. Write down a purpose next to th

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://lyoutu.be/bBP_kswrtrwl and Each Medium Has a Unique Aesthetic Form
(www.youtube.com/watch?v=d76X -uCy7No&index=11&list=UU_jQ4vY+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:
1 Knowing the purpose helps us be more aware of how media are used and how media
may affect us.
T Knowing the purpose helps us to think critically about what we see and hear in the
media.

Closing the Activit 2 minut es

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

SAY:

Media can influence peoplebs attitudes and de
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

Media Smart Youth - Not Prescribed 32 Adapted by Rise Above Colorado


https://youtu.be/bBP_kswrtrwI

a) MEDIA SMART YOUTH
43 NOT PRESCRIBED

Lesson 2

Activity:

Media & Healtho
Wh a tthees
Connection?

Time

15 minutes

. Activity Overview
I 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
- 1 Flipchart paper, easel (if available), markers, masking tape, watch or timer
9 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
1 Scissors (one pair)
1 A piece of paper or note card

- Facilitatords Preparat.
“ Set up an easel with fI
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:
1 [Iwatched TV yesterday.
1 | played video games yesterday.
1 | posted a video to the Internet yesterday.
1 |texted my friends yesterday.
Cut a strip of four stickers for each youth. OR set up pollanywhere.com so students can vote

on
i pchart paper at the f
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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 minute

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.

WRITEyout hés ideas on the sheet of flipchart
that they can compare their thoughts with the actual statistic later.

‘N _SAY:
S Beforel tell you the answerto this question, | e tlodseme quick research about media use.

Doing the Activi 13 minut es

Part 1. Quick Group Research | sminutes

SAY:

. Evenwhenyoud o rhévealot of time, you canstill learn a lot of valuable information from some quick,

% basicresearch.
Theresearchw e Ogoirg to do now will be anonymous, which meansno one will write down his or her
name. Instead, you will use stickers to provide data about your media use. May | have a volunteer to
help hand out the stickers?

7Im

While you and the volunteer are handing out the stickers, ASK youth to think about how they spent
their dayyesterday. POINT OUT the sheetsof flipchart paper posted around the room. EXPLAIN
that eachsheet hasa different statement written onit. TELL youth to read each statement to
themselvesand put one sticker onthe page if the statement is true for them. If the statement is not
true for them, they should go to the next statement.

SAY:
Youhave 2 minutes for this research process, so move quickly! | @#lllii St whemthe time is
—up. Youcan read the statements in any order youwish. Oncey o u adaressedallof the
N statements, return to your seat.

Notalking during this exercise! This is a silent, individual activity. We want to readuce biasin
our research. Biasmeansinfluence. Reducingthe biasin research meansreducing the influence
you haveoneacho t h ansiess. If you talk to others, you may influence their answers.

4 Foehr, U. G., Rideout, V. J., & Roberts, 20A0). Generation M2: Media in the Lives of@18-YearOlds. Menlo Park, CA: Kaiser
Family Foundation.
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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.

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

ASKf or four volunteers to count HAYEeadh dolrtearo
count the number of stickerson one of the flipchart sheetsand write the total onthe bottom of the page.

SAY:
Thisinformation givesusasenseorf someofthe mediathe group usedyesterday. Keepinmindthat we
d i dimclodealot of different forms of mediabecausewe were doing a quick researchactivity.

Wwn
71N

ASK:
Doyou think this media useis typical among youth your age?

LISTEN to answers from the youth. CONGRATULATE them on their thoughtful responses.

Part 2: Exploring the Connection Between Media and Health | 8minutes

SAY:
L e thinkaboutthe answerto the question | askedyou earlier about how much time young people spend
with media at home in one day.

wno
71N

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 mediaand health with youth.
ASK youth:
1 What do you think about this amount of time? How does it compareto what you thought when|
first askedyou the question?
T Whydo you think most youth spend more time using media than actually playing or talking with
friends or family, or even just spending time relaxing ?
1 Do you think social media helps or hurts our feelings of connection, friendship, purpose,
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belonging, and communication skills?

ASK youth:
Is anyonefamiliar with thetermfi me dniud t i t aski ngo?

LISTEN to ideasfrom youth. If necessary, GUIDE them to the following response:
Mediamultitasking involves using more than one form of media at the sametime. Forexample, using
the Internet while talking on the phone is media multitasking.

SAY:
‘) _ Thestatistic that ljustshared with you d o e s include times when youth use multiple forms of
< media at once. Among youth 8to 18years 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 12hours (11:53) of use in a typical day .°

ASKyouth:
Wh a thé cnnectionbetween mediaand our health, particularly when it comes to how we think about
medicine, sickness, stress, coping, and mental health problems in general?

LISTEN to ideasfrom youth. If necessary, GUIDE them to the following types of responses:

1 Media are everywhere and can have a powerful effect on our attitudes, behaviors, and
health.

1 Many media advertisements promote the use of legal substances, including over-the-
counter and prescription drugs, with minimal education of the risks.

1 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.

1 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 |l evels of ficoolness, o0 fun, and eve
do with being healthy.

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

1 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.

T The American Academy of Pediatrics is conc
the message that there is a drug available to cure all ills and heal all pain, a drug for
every occa&sion. 0

5 Foehr, U. G., Rideout, V. J., & Roberts, D. F. (2010). Generation M2: Media in the Lit@d®¥@arOlds. Menlo Park, CA: Kaiser
Family Foundtion.
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Closing the Activity | 1minute
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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Lesson 2

Brain Break

It All Depends on Where You Sit

Time

10 minutes
In this Brain Break, one group does a wall -sitwhile the 3. While Group A members are sitting like
other group observes. Then the two groups switch. This chairs, ASKGroup Bmembers ifthe
activity may not look difficult to an observe r,but those activity looks easy or hard. LISTENo
who are doing itknow that i thérd work! Thisactivity is their answers, and ASKwhy they feel
an example of how the same situation can be experienced that way .
differently, depending on ap e r s qerspective or point of 4. NAME the winner from Group Af
view. Later in thislesson youth will explore the concept of the person who 0 s athedongest.

IS EUE W= (e et 5. ASKmembers of Group A ifthey agree

or disagree with Group B Gobservations
Doing the Activity about the wall -sitactivity . POINT
OUTthat doing an activity can be very

1. DIVIDEthe youth into two groups fi Group A different from watching it EXPLAIN

and Group B. _ _ _ that what people think istrue about a
Group A should stand in a row with their backs situation or activity fi such asthat the
against an empty wall inthe room orin a nearby wall -sitisnot very hard i might change
hallway . Theyouth should spread out along the when they try it for themselves. ADD
wall to allow plenty of room between each person. that this concept iscalled o p o iofn t
Group Bshould stand several feet away from Group view. 0
iy 8118 GBS EREITEN D) ElosEiive: 6. REPEAthe activity with Group

2. TELIGroup Athat you want them to turn their bodies Bdoing the wall-sitand Group A

into imaginary chairs. observing.

Have them take one ortwo steps out infront of 7. ASKifGroup Bfeels differently
them, away from the wall, while stillkeeping their about the activity now thatt hey 6 v e
backs against the wall. done it.
Then tell them to slowly slide their backs down the 8. CLOSEthe activity by asking youth to
wall until their upper legs are at a 90-degree angle keep thisactivity in mind when thinking
with their backs. Theirbacks should stillbe flat about point of view in the next activity .

aga}mst the wall. They can crossthelr arms over 9. ENCOURAGE youth to try this
their chests ordangle them at their sides. - . ; . .
activity with their family , friends, or

Group A members should hold this position for sports teams.
aslong asthey can. Ifsomeone moves, he or she
isbout . o
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Lesson 2

Mini-Production:
Whose Point of
View s [t?

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 recordthe group presentations and post them online for later
viewing.

%) Activity Objective
By the end of the activity, youth will be able to:
1 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)

-
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-O- Facilitatoros 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 | Sminutes

ASK youth:

Whatdoespoint of view mean?

LISTEN to ideasfrom youth. If necessary, GUIDE them to the following responses:

The way in which someonelooks at or interprets a specificsituation or issue; s 0 me o peesiiestive on
anissue

The position fromwhich something is considered

SAY:
Youhave a point of view to share whenever you are the author or sponsor of media.

w_
7m

ASK youth:

Why is it helpful to considerthe point of view presented in a mediaitem?

LISTEN to ideasfrom youth. If necessary, GUIDE them to the following responses:

The same topic or issue often can be perceived from many different perspectives.

Knowingthea ut hars ® @ n spoint @ \sew canhelp you understandthe information you seeand
hearin media.

Peoplemay form different opinionsabout atopic dependingon the points of view they are exposedto in
the media.

Every media product conveysa point of view held by the author or sponsar, so knowing who the author
or sponsoris canhelp you understand the type of information or the purpose of the media product. You
may alsohearthe term f ¢ rr,evehichooften refers to someone creating digital media, such as someone
who createshis or her own video to post online.
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Doing the Activity 7 minutes

K

SAY.

=Ablog is a type of website that includes news or commentary on a particular subject, a description of
events, or a spacefor personalreflection. Blogscan be written by individuals, groups, or organizations.
They offer a public space for individuals to sharetheir points of view or talk about their experiences. For
example, youth on a field trip who are working to rebuild acommunity t h a lieén it by a natural disaster
might blog about their experiencesand 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 responseto blog entries, which
createsan interactive format.
Forour nextactivity, we aregoing to pretend that our schooljust passedapolicy requiring drug abuse
prevention in every grade. Somestudents think i ta@gueat idea, but othersd o ragréewith it. | ogaing
to divide you into two groups.
Onegroup is going to write ablog entry that supports drug prevention educationat every grade level.
Thesecondgroup 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 g r o weptry, gust asblog readersdo online.
The entries should be about three-fourths of a page.
Rememober, for the purpose of this activity, you need to create an entry that presentsthe point of viewyou
areassigned,regardlessof 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.

o\ SAY:

—Smools are dedicating lessand lesstime to health education and drug abuse prevention education, and
some public schoolsare even cutting out health education altogether. However, studies show that health
education is a critical partofarichand bal anced curriculum for studentso
(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 doctords prescri pt i6&omnhigmschodi @ealthy | i f e
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(sywi | I  wr i te down the groupds ideas on t ht
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 minutesto createtheir blogentries. TELL youth whenthey have 5 minutesand
then 1 minute left to finish their writing about their points of view. TELL youth when time is up.

WALK around to seeif group members need any help. ANSWER any questions.

If you chooseto useavideorecording device, ASK a youth volunteer to record presentations of the blog
entries.

When time is up, ASK the presenter from each group to readthe g r o ubp@estry.

ASK groupsto share any additional comments about the other g r o veptrd. DISCUSS the blog
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entries and commentswith the group. ASK youth:
Why is it soimportant to identify the point of view represented in a particular media piece?

LISTEN to ideasfrom 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 isrepresented.

If ablog entry or an advertisementincludes only one point of view, you may not be getting the whole
story.

Post the blogs to www.iriseaboveco.org

Optional Additional Activity

If you have time and if it seems feasible, invite youth to e-mail the editor of theirlocal school
newspaper about their views on drug abuse prevention education in schools. Youth have an
important and unique point of view on thisissue—encourage themto share it with others.

Closing the Activi 1 minut e

CONGRATULATE youth on their creativity and insights. ASK whether youth have any
commentsor questions,and ENCOURAGEthem to find blogsthat interest them andto read some
entriesonline.

TELL notetakers in each group to put the blog entries in their folders.
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Finishing Upthe
Lesson
Time

2 minutes

THANK youth for doinggreatwork duringt o d degsons

ASK for one or more volunteers to share something fun or interesting they learned today. LISTEN for
ideas from youth about these key topics:

1 Purposesof media

1 Examplesof the connection between media and health

1 Points of view presentedin media

TELL youth that the next lessonwill focuson key questionsto askwhen usingor seeing media.

Tohelp you prepare for the next lesson, ASKyouth to share the names of magazines they read, TV
shows they watch, and movies they like. USEthis information to prepare for Lesson3.
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nnnnnnnnn

Point of View #1

0l 6 m (FILL IN YOUR NAME). Welcome to my
blog. My blog isa space where |write about different things that are important to me.
In this entry, 1 am writing about why | support drug abuse prevention education at every
grade level .0

Write your entry in the lines below. Usethe 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. Canyou 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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nnnnnnnnn

Point of View #2

ol d m

(FILL IN YOUR NAME). Welcome to my
blog. My blog isa space where |write about different things that are important to me.

In this entry, | am writing about why | d o n 8upport drug abuse prevention education
at every grade |l evel . 6

Write your entry in the lines below. Usethe 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. Canyou 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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L4

Lesson3

Lesson Overview

Asking Questions

This lesson continues the focus on concepts that help youth become Media Smart Youth learn

ut the media concept of Atarget audienceo
They are introduced to the 6 Media Questions, a tool for analyzing and 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.

abo

%) Lesson Objectives

By the
1

1
1
1
1

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.

E;r Lesson Activities
Activity: More Than One Kind of Kid (10 minutes)
Activity: The 6 Media Questions (25 minutes)

Br a
Mini-P

i n Break: The Director Say
roducti on: Andé Action! (

Finishing Up the Lesson (2 minutes)

Media Smart Youth
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‘*‘ 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 copyfor 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)

XA, Facilitat o rsBreparation
* 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.
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Lesson 3

Activity: More Than
One Kind of Kid

Time

10 minutes

|:_:r 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:
91 Define the media concept of target audience.
1 Name at least two characteristics of a youth audience.

i‘ Materials Needed
- None

- Facilitatorobés Preparation

* Equipment to show Media Smarts Media Minute.: Audiences Negotiate Meaning
(www.youtube.com/watch?v=goyXz1VmhWA&Iist=UU_jQ4vY+WPf4_5eSdGABW®
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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 purpose d to
persuade, inform, or entertain.

‘N _SAY:
S L e (ldysa game to seesome different ways we cangroup ourselvesasa target audience.

Doing the Activity | 12minutes

A Note About Engaging Youth

Thisactivity providesa wonderful opportunity to engageyouth in the teachingprocess.
Therefore,wS Q @ir8cturedthis activity sothat, after you read the first few statementson
the next page, you canaskfor volunteersto readfrom your list. Whenthis list is complet,
invite youth to suggestther characteristicaand call those characteristicout to the group.
Theyhawe greatideasfor traits that definethemt after all, they are atarget audiene!
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ASK the youth to stand in a big circle.

SAY:

’sl:|Wi|| read a listof phrases that describe young people. Ifyou hear a phrase that describes you,
< step into the middle of the circle. Ifthe next phrase d o e s apply to you, take a step back to the
outside of the circle. Tiyto remember how many phrases apply to you.

f

START the game. READ the first few phrasesfrom the list below. Then ASK a few volunteers
from the group to read from the list. (You may add more phrasesor change those below to reflect the

interests or characteristics of the youth in yourgr oup . )

drive home point.

=A== _8_0_0_9_9_9_92_9_42_92_929_492_9_95_29_9_-°2_-2_-2_-2°_-°._--°

Everyonewhoisagirl

Everyonewho is a boy

Everyonewho isin 7th grade
Everyonewhois 11 yearsold
Everyonewho is 12 yearsold
Everyonewho is 13 yearsold

Everyone who eats pizza

Everyonewho eatsvegetables
Everyonewho ate fruit today
Everyonewho listensto music
Everyonewho draws or paints

Everyone who uses a cell phone or mobile device
Everyonewho used the Internet yesterday
Everyone who watches soccer games
Everyone who played basketball in the last week
Everyonewho knows how to jump rope
Everyone who plays video games
Everyonewho has a blog

Everyone who likes to dance

Everyone who texted a friend yesterday
Everyonewho usesinstagram

Everyone who uses Facebook

Everyone who uses Twitter

Everyonewho 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.

A Note About Defining an Audience by Ethnic Identity

We recommendthat you do not useethnicidentity asan exampleof how advertisers
segmentor define atarget audiene. We tested workshopmaterialswith pilot groupsand
foundthat youngpeoplewere uncomfortabledrawingthesekindsof distinctionsamong
themselvesln later discussiongbout target audiencesyou may simplywant to mention
that ethnicgroupsare anotherexampleof different characteristicamongpeople,andthat
mediaproducers may useethnicity asa wayto target audienceslf youth chooseethnic
identity asa characteristiovhen they take turns leadingthe activity, monitor the groupto
make sure the exercisestill feelscomfortablefor everyone. If youth discussethnicidentity,
be sure they usetermsthat are appropriateand notderogatory

ASK youth to return to their seats.

ASK youth how many times they steppedin the middle of the circle. CALL OUT rangesand ASK
youth to raise their hands when you call out the range that they fit into, suchas1to 5times, 6to 10
times, and more than 10times.

Closing the Activit 5 minut es

‘N_SAY:
< Onewa y mediaproducers create mediathat appealto a target audienceis by learning about who that group
isandwhat it caresabout or is interested in. Then they link the media product to those specific things.
Aswe Just saw, target audiencescan be defined in many ways. Every time you were in the middle of the
circle, you were atarget audience.Atonetime 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 i 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.
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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 haveanycommentsor questions.
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Lesson 3

Activity: The 6 Media
Questions

Time

25 minutes

EJ[ Activity Overview
Youth use the 6 Media Questions to analyze different kinds of media.

£9) Activity Objective
By the end of the activity, youth will be able to:
1 Recognize the 6 MediaQuestions.
1 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

Equi pment to play and show a segment from the
;o'_ Facilitatordés 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.
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Warm-Up 9minutes

ASK:

Why isit important to be an active, thoughtful user of media?

LISTENTto ideasfrom youth. If necessary, GUIDEthem to the following response:

Soyou candecidefor yourself what you think of the ideasthat are presentedto you in a specific media
product.

SAY.

Creatorsof mediawant you to think in a certain way or take a specificaction. This relates back to the main
purposes of media, which are to persuade, inform, or entertain. Medlia that serve to persuade or inform
are often selling a product or aspecificpoint of view. Creatorsof mediathat entertain want to give you
pleasureor fun by using or choosingtheir media or product.

7o become more active and thoughtful users of media, you can ask yourselves the 6 MediaQuestions,a
setofbasicquestionsfor analyzingmedia. The 6 Media Questionswill alsohelp you create media for your
Mini-Productions and your#IRiseAbove Production. L e traview the 6 Media Questions together.

ASK for a volunteer to read each question. After each question is read, ASKfor a volunteer to explain
what the question means. Someadditional questionsfor this review include:

1 Whatisthis question askingyou to think about?

1 Whatdoesthis question meanto you?

CLARIFY the conceptsin eachmediaquestion asneeded. USEthe Understanding the 6 Medlia
Questionstable for definitions of these concepts and examples of each.
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Thistable isfor 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 thismedia product?
Answer the 6 Media Questions to help you decide.

Media Question What Does It Mean?
1. Who isthe author Thisquestion isasking you to identify who wrote, created,
or sponsor? 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 isthe Thisquestion isasking you to identify the reason this media
purpose? product was created. Remember that PIEhelps you figure
out the purpose: persuade, inform, or entertain.

3. Who isthe Thisguestion isasking you to identify the group you think
audience? the media product ismeant for, such as children, young
people, or parents. Inother words, who does the creator or
sponsor want to see, use, or hear thismedia?

4.What isthe Thisquestion isasking you to identify the main idea,
message? statement, or opinion that thismedia product istrying to
get across. Inother words, what isthismedia 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 Thisquestion isasking you to identify information that
ismissing? isnot included inthe media message, but that isstill
important. Theact of leaving out information isalso
known aso o mi s sForexample, a medicine ad might
leave out, or gloss over, nformation about some of the
side effects ,ora news story or blog might present only
one point of view about an issue.

6. What techniques Thisquestion isasking you to identify how the media
are used to attract product grabs your attention and draws you in. Thespecific
your attention? techniques used in media & 8uch as colo r, sound, humo r,

music, or use of celebrities 6 are important because they
make the media more interesting and attractive. Different
techniques work with different audiences.
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Doing the Activit 20 minut es

Part 1: Using the 6 Media Questions | 15minutes

A

RISE ABOV}

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

7

’s\ 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 avolunteer to passout the MediaDetective Notepadsheetsandthe youth folders. TELL youth
that only one personneedsto write down the answersfor the group. ADD that other group members
alsocanwrite the answerson their Media Detective Notepadsheetsif they like, but they do not haveto
doso.

DIVIDE youth into small groups.
GIVE eachgroup a print ad from a magazinethat is popular with the youth in your group.

ASK eachgroup to selectone or more youth for eachof theseroles:

Notetaker(s) will write downthe g r o udedssnthe MediaDetective 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 answerswhen the group is done.

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

ASK eachgroup in turn to presentits media example and answersfrom the Medlia Detective Notepad
sheet. TELL eachgroup that it will have 2 minutes to presentits media example and answers.
CLARIFY any conceptsor questionsthat youth have difficulty with.
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Warm-Up 5minutes

.y SAY:

sl\Thls Mini-Production includes several of the 6 Media Questions you just learned aboutd
purpose, audience, and messaged but its focus is on Media Question #2: What is the purpose?
One purpose of media is to persuade an audience to act.
Webre going to focus on the concept of persua
activity. Inthis Mini-Pr oducti on, youdl!l practice skills t
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 behaviori Buch 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
actiond to click on the banners and learn more about or buy their products. Similarly,
advertisers also want TV viewers to take a specific actiond to 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 showd they
di splay the showbdés phone number and I nternet
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.
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