
Pedagogies of Media 
and Informa  on Literacies



Pedagogies of Media 
and Informa� on Literacies

Moscow 2012



UNESCO Ins� tute for Informa� on Technologies in Educa� on

Authors:
Suvi Tuominen, M.Soc. Sc., Project Manager, Finnish Centre for Media Educa� on 
and Audio-visual Media (editor)
Sirkku Ko� lainen, Professor, Media Literacy and Educa� on, University of Tampere, Finland

Assistant Authors: 
Anniina Lundvall, B. Media Design, University of Jyväskylä & Coordinator, Finnish Society 
on Media Educa� on
Marjo Laakkonen, B.Soc. Sc. Informa� on Sciences, University of Tampere 

Steering Group: 
Sirkku Ko� lainen, Professor, University of Tampere
Ritva-Sini Merilampi, Chair, Finnish Society on Media Educa� on
Tapio Varis, Professor, University of Tampere 
Rauna Rahja, Coordinator, Finnish Society on Media Educa� on

English Editor: Anne Karppinen, Ph.Lic., University of Jyväskylä, Finland 

The choice and the presenta� on of facts contained in this publica� on and the opinions expressed therein 
are not necessarily those of UNESCO and do not commit the Organiza� on. The designa� ons employed 
and the presenta� on of material throughout this publica� on do not imply the expression of any opinion 
whatsoever on the part of UNESCO concerning the legal status of any country, territory, city or area of its 
authori� es, or the delimita� on of its fron� ers or boundaries. Whilst the informa� on in this publica� on is 
believed to be true and accurate at the � me of publica� on, UNESCO cannot accept any legal responsibility 
or liability to any person or en� ty with respect to any loss or damage arising from the informa� on 
contained in this publica� on.

Published by the UNESCO Ins� tute for Informa� on Technologies in Educa� on

8 Kedrova St., Bldg. 3, Moscow, 117292, Russian Federa� on

Tel.: +7 499 1292990

Fax: +7 499 1291225

E-mail: Liste.info.iite@unesco.org

www.iite.unesco.org

© UNESCO, 2012

ISBN 978-5-905385-07-0

Printed in the Russian Federa� on



TABLE OF CONTENTS

MODULE 1: 
Understanding Media and Informa� on Literacy 7

MODULE 2: 
Young People as Global Media Audiences 29

MODULE 3: 
Media Cultures and Technologies 55

MODULE 4: 
How to Interpret Media 81

MODULE 5: 
Coopera� on and Sharing Ideas 107



M
O

DU
LE

 1
: U

nd
er

st
an

di
ng

 M
ed

ia
 a

nd
 In

fo
rm

a�
 o

n 
Li

te
ra

cy
4

Pr
ef

ac
e PREFACE

UNESCO has been ac� vely involved in developing founda� ons for media and informa� on 
literacy to assist Member States in pursuing the achievement of the objec� ves of the 
Grünwald Declara� on (1982), the Alexandria Declara� on (2005) and the UNESCO Paris Agenda 
(2007) related to MIL.

In 2010, UNESCO Ins� tute for Informa� on Technologies in Educa� on (IITE) published a 
monograph Media Literacy and New Humanism. The study was ini� ated to provide a deeper 
insight into the recent trends in the development of media culture and media literacy 
movement, and to provide conceptual framework for media literacy, new media literacy 
curriculum and teacher training. The monograph combined educa� onal philosophy discourse 
and educa� onal research approaches. On the basis of the analysis of the recent UNESCO, EC 
and other ini� a� ves in media literacy, its authors José Manuel Pérez Tornero and Tapio Varis 
formulated basic principles of an agenda intended to strengthen the contribu� on of media 
literacy to intercultural dialogue.

Media and Informa� on Literacy Curriculum for Teachers published by UNESCO in 2011 has 
become a result of collaboration of experts from a wide range of domains such as media, 
information, ICTs, education, and curriculum development. Since 2008 several international 
expert group meetings were organized to advise on the strategy in curriculum development 
and review the dra� ; MIL training resources were mapped globally; four expert groups 
were commissioned to prepare the dra�  curriculum; a series of � eld tests through training 
workshops and consulta� ons in Southern Africa, La� n America and the Caribbean and South 
Asia was organized. Then a second dra�  was developed, the � nal version was edited and the 
Curriculum was published. According to Mr. Janis Karklins, UNESCO Assistant Director-General 
for Communica� on and Informa� on, the Curriculum is pioneering for two reasons. First, it 
is forward looking, drawing on present trends toward the convergence of radio, television, 
Internet, newspapers, books, digital archives and libraries into one pla� orm… Second, it is 
speci� cally designed with teachers in mind and for integra� on into the formal teacher educa� on 
system, thus launching a cataly� c process which should reach and build capaci� es of millions 
of young people.

The Curriculum has been translated into French, Spanish and Arabic. IITE has recently translated 
the Curriculum into the Russian language.

Two expert mee� ngs were held by IITE in collabora� on with the UNESCO Moscow O�  ce and 
the Russian Commission for UNESCO Informa� on for All Programme in December 2011 and 
June 2012 to consider the opportuni� es for the localiza� on and introduc� on of the Curriculum 
to the Russian media context. During these mee� ngs the experts in media and informa� on 
literacy from Belarus, Mexico, Norway and Russia also discussed the idea and the concept of 
the Handbook Pedagogies of Media and Informa� on Literacies that was commissioned by IITE 
to the experts of the Finnish Society on Media Education.

This Handbook was designed in an e� ort to de� ne the basics of media skills and propose the 
approaches to their evalua� on. It is my pleasure to present this book to the audience. These 
materials will also be accessible at the IITE website as an online course. I hope that it will become 
a useful tool that would equip teacher training ins� tu� ons and facilitate teaching media and 
informa� on literacy both in pre-service and in-service teacher training, and at schools.

Dendev Badarch
UNESCO IITE Director a.i.
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FOREWORD 
Current advances in informa� on technologies and propaga� on of new digital media and 
learning environments s� pulate the increasing importance of media literacy, which is today 
recognized almost universally as one of the key competences in the educa� onal system. 
This is well illustrated in the monograph Media Literacy and New Humanism published by 
the UNESCO Ins� tute for Informa� on Technologies in Educa� on (UNESCO IITE) in 2010. The 
main objec� ve of the study was to inves� gate digital and media literacy in the context of 
educommunica� on and new humanism that is commi� ed to the goal of counterac� ng the 
depersonalising e� ects of mass technology. The study provides a deeper insight into the recent 
trends in the development of media culture and media literacy movement, and conceptual 
framework for media and informa� on literacy.

Commissioned by the UNESCO IITE, this handbook Pedagogies of Media and Informa� on 
Literacies is designed for teachers with media and informa� on literacy curriculum as the 
core source to strengthen teachers rela� ons to media. An important base for developing this 
online course has been the UNESCO Curriculum for Teachers Media and Informa� on Literacy 
(a structured guide of important themes in media and informa� on literacies opening up the 
conceptual basis. Being aligned with the topics of the Curriculum, the handbook Pedagogies 
of MIL is focussed on prac� cal pedagogies, it shows how to teach and learn media and 
informa� on literacies. The spectacles are on student centered pedagogies, youth cultures 
online and on psychological viewpoints of child and youth development. Another star� ng point 
was Media Literacy and New Humanism published by the UNESCO Ins� tute for Informa� on 
Technologies in Educa� on in 2010. Moreover, the Handbook has been in� uenced by The World 
of Media (available in Finnish:h� p://www10.edu.� /lukiodiplomi/media/#1) developed by the 
authors of this Handbook and  published online by the Finnish Na� onal Board of Educa� on.

As noted by Perez Tornero & Varis in Media Literacy and New Humanism, edu com munica� on 
requires educators to have a certain media consciousness and ac� ve competence with regard 
to ICTs. Today’s classrooms can be organised, in terms of communica� on with devices that are 
not only instrumental in obtaining informa� on and disseminate it, but also set up cogni� ve 
coopera� ve networks. Studying can be done in networked learning communi� es. Observa� on, 
explora� on, analysis, documenta� on, communica� on of knowledge: all of these ac� vi� es are 
already being supported by ICTs and will increasingly be engaged over � me, requiring more 
and be� er educommunica� on skills from the educa� onal community and strengthening the 
connected school. 

However, this ins� tu� onal and systema� c e� ort has been undertaken rela� vely recently and 
has not yet become an integral part of educa� on un� l recently. The most important educa� onal 
� ow is s� ll spontaneous, rou� ne and unregulated by either conven� ons or ins� tu� ons.

In the case of the media educa� on, the � ow of learning and teaching is generally spontaneous, 
informal, unsystema� c and unprogrammed. Generally speaking, children and youth, the 
elderly, and media users in general learn without formal educa� onal media� on. That is, they 
learn without an explicit curriculum, in a prac� cal, induc� ve way, by themselves, no� ng their 
own mistakes, using their peers as advisors or imita� ng others’ behaviours. Very rarely do they 
receive knowledge from a manual or guidebook. Everything happens as a unprompted, natural 
phenomenon and without explicit curriculum. However, we should not lose sight of the fact 
that the current social, technological and media contexts actually impose their non-explicit, 
almost hidden curriculum. This is the context in which media skills are usually learnt.

The media literacy movement, according to its mission, has set two main objec� ves:

a) to build explicit, programmable and predictable curricula, and

b) to discover, reveal and cri� cise the implicit or hidden curricula.
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d Some countries include speci� c subjects related to digital or media literacy. Therefore, they 
have unique programmes and subjects. In Finland, for example, media skills have been a cross-
curricular theme at school. It is supposed to be included in every subject in primary, secondary and 
high schools. In high school, there is a special subject “Media Diploma” including several courses 
on media themes. It is op� onal. Other countries, however, choose curricular transversality as a 
strategy. They believe that the capacity to cri� cally obtain informa� on from the media as well as 
mastery of the skills that enable people to produce, create and communicate using ICTs is part 
of any subject and is required of all students and teachers. Others have decided to integrate 
media educa� on in a prac� cal, informal way, as a complement or a replacement for speci� c 
subjects, or transversal ways of handling it. Thus, beyond the programme, school newspapers 
and magazines are published, radio broadcasts are managed and a small audiovisual produc� on 
system is developed, giving par� cipants the chance to directly learn how to use the media. 
There are also, obviously, various combina� ons of the three models.

As a whole, they share the idea that media literacy is a basic skill, one that supports many 
others; therefore, it should not solely be taught as a speci� c � eld of knowledge, nor simply as a 
skill, nor as a collec� ve prac� ce. Rather, it should be viewed as the systema� c integra� on of all 
of them at the same � me that combines values, cri� cal perspec� ves and crea� vity so that the 
autonomous, aware individual may ac� vely par� cipate in an updated public sphere.

The aim of this Handbook is to help teachers to enhance their media and informa� on literacy 
and encourage them to take up media educa� on in the classroom. The main target group is 
teachers of secondary school who are either in training or in service. The Handbook provides 
teachers with basic knowledge on media and informa� on literacy, and the way these skills can 
be taught. We hope that with the help of this Handbook, teachers will be be� er equipped 
to educate young people to become independent and cri� cal thinkers. The materials are also 
relevant to libraries, museums, government agencies and nongovernmental organiza� ons.

The Handbook includes informa� onal texts, exercises for teachers and exercises for pupils. 
Classroom exercises do not form a uni� ed component but can be used in a variety of classroom 
contexts. The classroom exercises are targeted to students aged 13 to 17. The Handbook can be 
used as it is or by choosing the most relevant modules. The modules do not have to be used in 
the given order although the texts and exercises are more advanced from module to module. 
For example, the exercises are more advanced in Module 4 than in Module 1. It is advisable 
to apply one’s cultural star� ng points to the content of the Handbook and especially to the 
classroom exercises.

The authors thank all commentators. Special thanks to Rauna Rahja and Svetlana Knyazeva for 
the administra� on, organiza� on and revision of the material. 

 

Sirkku Ko� lainen, Professor, 
University of Tampere, Finland 

Ritva-Sini Merilampi, Chair, Ph.D., 
Finnish Society on Media Educa� on

Tapio Varis, Professor, 
University of Tampere, Finland
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Today’s socie� es tend to be driven by informa� on and knowledge. We cannot escape the 
ubiquity of media, the diverse forms of informa� on and communica� on technologies, or their 
impact on our personal, economic, poli� cal, and social lives. Thus, new kinds of competencies 
(knowledge, skills and a	  tudes) are required if people are to e� ec� vely par� cipate and succeed 
throughout their lives in informa� on socie� es. 

Literacy is a term which is quite frequently referred to in research literature and nowadays 
it o� en appears with various modi� ers. These modi� ers include ‘digital’, ‘computer’, ‘visual’, 
‘technology’, ‘communica� on’ and, of course, ‘media’ and ‘informa� on’. This tendency shows 
the growing interest to literacy studies, and is indica� ve of rapid changes in the contemporary 
socie� es. It is also noteworthy that ‘literacy’ now suggests more than the tradi� onal reading 
and wri� ng skills. 

While the importance of numeracy and these fundamental literacy skills cannot be underes� mated, 
the inclusion of media and informa� on literacy means that young people should also be able to 
understand the func� ons of media and other informa� on providers (e.g. libraries in which books 
serve as the media) and be able to seek, evaluate, use and create informa� on to achieve their 
personal, social, occupa� onal and educa� onal goals. Informa� on literacy studies have shown 
that students have di�  cul� es with assessing reliability of data even in educa� onal environments, 
even though modern young people are o� en assumed to have at least much be� er technological 
skills and, therefore, media and informa� on literacy skills than older genera� ons. 

The acquisi� on of media and informa� on literacy skills opens up to teachers and students a 
large variety of opportuni� es enriching the educa� onal environment and promo� ng a more 
dynamic teaching — learning process. 

Learning outcomes
A� er studying this module you will:

• be able to iden� fy the key elements of media and informa� on literacy;

• learn to dis� nguish informa� on sources and needs;

• be able to iden� fy the ways to include media and informa� on literacy in school curricula;

• learn how to teach and assess media and informa� on literacy. 

1.1 Information Sources and Needs 
The proper use of informa� on made available by media and other providers of informa� on 
depends on people’s abili� es to analyze their own informa� on ne eds and to locate, retrieve and 
evaluate the quality of the informa� on they can access. 

‘Informa� on’ as a major concept for all informa� on-related disciplines. The term has countless 
de� ni� ons. It can cover data; knowledge derived from a study, experience, or instruc� on; signals 
or symbols. Simply put, informa� on is data that has been collected, processed and interpreted 
in order to be presented in a usable form. Another way of de� ning informa� on is “knowledge 
given to somebody in a form they can understand”. 

Various informa� on providers enable access to informa� on and in some cases let people 
store their own informa� on. Apart from media, there are also other sources of informa� on 
(e.g. health no� ces, government reports and oral communica� on). The informa� on may be 
transmi� ed electronically (e.g. as elec� on debates on television) or in face-to-face sessions 
(e.g. town hall mee� ngs) and may be mediated by media or by people.
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There is an extremely vast abundance of diverse informa� onal materials, content, and resources 
available — par� cularly on the Internet — varying greatly in accuracy, reliability, and value. This 
informa� on exists in a variety of forms (e.g. as a text, image or sta� s� cs, electronically or in 
print) which can be made available through online repositories and portals, virtual and real 
libraries and documentary collec� ons, databases, archives, museums, etc. However, the quality 
of informa� on provided by the sources can range from ‘very good’ to ‘very bad’.

Before star� ng informa� on retrieval, one should realize a need for a par� cular piece of 
informa� on. Informa� on needs are the requirements of a par� cular user (or a group) for 
informa� on on speci� c subjects. Before evalua� ng informa� on sources, it is important to 
de� ne what the informa� on is for. This process will help to iden� fy reliable informa� on sources. 
The following key ques� ons might be asked: what kind of source would be the most reliable 
for providing informa� on in this par� cular case? Which sources are likely to be fair, objec� ve, 
lacking hidden mo� ves, and showing quality control?

Information Sources
Informa� on sources can be divided into three categories. A skilful informa� on user chooses 
several di� erent types of sources and uses them according to his or her needs. 

(i) Primary sources are original sources, which do not contain interpreted informa� on. These 
include research reports, sales receipts, speeches, e-mails, original artwork, manuscripts, 
photos, diaries, personal le� ers, spoken stories/interviews or diploma� c records. In many � elds 
and contexts, it is almost always advisable to use primary sources if possible.

(ii) Secondary sources are produced by informa� on providers; here informa� on has been 
interpreted, analysed or summarized (e.g. scholarly books, journals, magazines, cri� cism or 
interpreta� ons.) Although primary sources are highly recommended, a primary source is not 
always necessarily more authorita� ve or more objec� ve than a secondary source. Possible 
subjec� vity issues or other biases can be corrected in peer reviewed secondary sources. The 
de� ni� on of a secondary source may vary depending on a discipline or context.
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(iii) Ter� ary sources include compila� ons, indexes, or other organized sources (e.g. abstracts, 
bibliographies, handbooks, encyclopaedias, indexes, chronologies, databases, etc.) and consist 
of informa� on which is a dis� lla� on and collec� on of primary and secondary sources.

Comparison between the three categories according to University Libraries, Univer sity of 
Maryland [Available at: h� p://www.lib.umd.edu/guides/primary-sources.html#ter� ary]:

SUBJECT PRIMARY SECONDARY TERTIARY

Art and 
Architecture

Pain� ng by Manet Ar� cle cri� quing 
a work of art

ArtStor database

Chemistry / 
Natural Sciences

Einstein’s diary Monograph 
on Einstein’s life

Dic� onary on the 
Theory of Rela� vity

Engineering / 
Physics

Patent NTIS database Manual on using 
inven� on

Humani� es Le� ers by Mar� n 
Luther King

Website on King’s 
wri� ngs

Encyclopaedia on the 
Civil Rights Movement

Social Sciences Notes taken by 
clinical psychologist

Magazine ar� cle on a 
psychological condi� on

Textbook on clinical 
psychology

Performing Arts Film shot in 1942 Biography of 
the director

Guide to the � lm

Information Literacy
Informa� on literacy is a set of competencies for obtaining, understanding, evalua� ng, adap� ng, 
genera� ng, storing, and presen� ng informa� on for problem analysis and decision-making. 
Informa� on literate people possess basic skills: cri� cal thinking, analysing informa� on and 
using it for self-expression, independent learning, producing, being informed ci� zens and 
professionals, and par� cipa� ng in the governance and democra� c processes of their socie� es. 

Informa� on literate people are aware of how they gather, use, manage, synthesize and create 
informa� on and data in an ethical manner. These are competencies applicable to any learning 
context, whether in the educa� on environment, general work/professional environment or for 
personal development.

 The informa� on literacy includes the following skills:

• Iden� fying/recognizing informa� on needs: What do I want to � nd out? What kind of 
problem am I trying to solve?

• Iden� fying sources of informa� on: Do I use the internet, books or television? Do I use 
primary, secondary or ter� ary sources?

• Loca� ng or retrieving informa� on: Where should I look for informa� on? Who can I ask for 
help?

• Analysing and assessing the quality of informa� on: How do I know the informa� on is 
reliable?

• Organizing, storing, or archiving informa� on: How do I e�  ciently organize informa� on 
from mul� ple sources? 

• Using informa� on in an ethical, e�  cient, and e� ec� ve way: How do I take copyright into 
account?

• Crea� ng and communica� ng new knowledge: How do I present my informa� on?
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An informa� on literate person also knows when to stop informa� on search. It is impossible 
to absorb all the available informa� on. Informa� on literacy enables recognising the moment 
when one has gathered a su�  cient amount of informa� on and has reached a satura� on point, 
meaning that new informa� on cannot be absorbed though there are many other sources.

1.2 Media Literacy Education
‘Media’ is a plural form of the word ‘medium’, which in La� n means ‘intermediate’ or ‘media� ng’. 
In modern usage, the term has several meanings. Firstly, the word media can refer to means 
of mass communica� on; for instance, newspapers, television, radio, books, and the internet. 
Secondly, it can mean media contents: news, adver� sements, digital games, and � lms. Thirdly, 
media can refer to the producers of media content: reporters, photographers, media companies, 
etc. Users and audiences have di� erent interac� ve rela� onships with devices, contents, and 
also producers of media. As an organisa� on, media has a sociocultural func� on of enhancing 
communica� on. In addi� on, media entertains and provides its users with di� erent spaces for 
par� cipa� on, par� cularly online. 

The concept of media and informa� on literacy educa� on can be de� ned in many ways. In this 
handbook, we consider it as a process of teaching about media and giving guidance in the 
enhancement of media literacy. Media literacy educa� on is a cross-disciplinary � eld; thus, it 
can have di� erent approaches depending on one’s situa� on and goals. For instance, we can talk 
about protec� ve, societal, cultural, and technological media literacy educa� on. 

With the help of media literacy educa� on, pupils are given equal opportuni� es for the safe use 
of media, as well as spontaneous self-expression, the forming of independent viewpoints, and 
taking part in civil issues through media. Media literacy educa� on is a cultural right alluded to 
in the UN Conven� on on the Rights of the Child.

A child’s background and educa� on can have a notable in� uence on epistemological beliefs. 
These beliefs seem to a� ect pupils’ way of processing informa� on and they also appear to 
a� ect the cri� cal interpreta� on of knowledge. Teachers should encourage their pupils to search 
informa� on from di� erent sources if they encounter biased informa� on, and thus encourage 
pupils’ cri� cal thinking by making them assess new informa� on based on their prior knowledge 
and to form their own opinions. Teachers should also inform pupils that usually there is more 
than one correct answer. 

EXERCISE 1: Write down all the ac� vi� es you perform during a day, from the moment 
you wake up un� l you go back to bed at night. Next to each ac� vity, write down the 
informa� on you need for the task. For example, in order to get dressed you need to 
know the temperature outside, and in order to take the bus, you need to know what 
the tra�  c is like, etc. How important is informa� on in your daily life? How many deci-
sions would you have di�  culty making without informa� on?

EXERCISE 2: Visit various blogs and wikis which are put together by individuals or a 
group of individuals. What kind of informa� on exchange is taking place around these 
online media? What purpose does the informa� on serve? Who provides the informa-
� on? What do you think their mo� va� ons and mo� ves are?
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Today’s young people are o� en referred to as ‘digital na� ves’ whose media literacy skills to 
begin with are be� er than their teachers’. Such generalisa� on disregards the di� erences 
between pupils’ media literacy skills, which can be considerable. Although most pupils � nd the 
use of media and media contents natural and ordinary, not all children have equal opportuni� es 
for encountering media on their free � me. Further, media skills do not develop on their own, 
without target-oriented teaching. Thus, there is a need for systema� c media literacy educa� on.

Media Literacy
As with the term media itself, media literacy has many di� erent de� ni� ons. Here we take the 
view that the core of media literacy is an analy� cal a	  tude towards media environments — being 
media-cri� cal — and a courage to express oneself through media. 

Media literacy can be divided into the following sec� ons:

 ▶ Aesthe� c and crea� ve skills: an ability to view, listen to, create, and interpret media 
contents. Pupils can develop these skills by crea� ng media contents themselves.

 ▶ Interac� ve skills: an ability to communicate through media and an ability to iden� fy with 
di� erent media roles. These skills can be developed through collabora� ve learning and 
doing. Interac� ve skills are an indica� on of a readiness to express one’s views and a	  tudes.

 ▶ Cri� cal analysing skills. A skill to give meanings to and to understand di� erent media 
contents. A pupil can interpret and evaluate media forms and contents through di� erent 
analy� cal tools. These skills are best developed through the study of varied media contents 
and genres. 

 ▶ Security skills. A skill to solve problema� c situa� ons and avoid unpleasant circumstances. 
When it comes to online safety, the most important security skills include the protec� on 
of one’s privacy and the avoidance of harmful content and contacts.
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EXERCISE. Think which sec� ons of media literacy skills are a part of your own teaching. 
How could you include other sec� ons as well?

1.3 Key Elements of Media 
and Information Literacy
In this handbook, media literacy is combined with the concept of informa� on literacy. The 
combined media and informa� on literacy forms a pale� e of skills, without which a 21st century 
ci� zen � nds it hard to understand the surrounding world.

Media and informa� on literacy concerns the role and func� on of media and other providers of 
informa� on such as libraries, archives, and the internet in our personal lives and in democra� c 
socie� es. It promotes individuals’ rights to communicate and express, and to seek, receive, and 
impart informa� on and ideas. It encourages the evalua� on of media and other informa� on 
providers based on how they are produced, the messages being conveyed, and the role of the 
intended audience.

Media and informa� on literate people can:

• understand media’s in� uences and representa� ons; 

• make informed and independent decisions;
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• learn about the world around them;

• build a sense of community;

• maintain public discourse;

• engage in lifelong learning;

• produce informa� on;

• think cri� cally;

• use media for self-expression and crea� vity;

• use media in a safe and responsible way;

• par� cipate in democracy and the global informa� on network.

Media constantly evolve their forms and ways of expression; therefore, the skills of media and 
informa� on literacy also have to be developed all the � me. One can hardly acquire all media 
and informa� on literacy skills, but everyone is responsible for the con� nuous upda� ng of 
these skills. The more we ac� vely prac� ce our media and informa� on literacy skills, the deeper 
becomes our understanding of media and its structures. One good way of developing one’s 
media and informa� on literacy skills is to share one’s thoughts concerning media with other 
people. 

Media and informa� on literacy is only one term for the analysis of media. In addi� on, we can 
talk about media skills, media cri� cism, or media � uency. All of these terms refer to analy� cal 
competence, technical user skills, and the skills involved in designing and construc� ng one’s 
own media presenta� ons. Producing one’s own media contents is the best way to learn to 
analyse other people’s presenta� ons.

EXERCISE. What do you think it means to be ‘literate’ when it comes to using media 
and other providers of informa� on? What kinds of knowledge, skills, and a	  tudes are 
necessary?

 

1.4 Media and Information Literacy 
in School Curricula
In the case of the media and informa� on literacy educa� on in our society, the � ow of learning 
and teaching is generally spontaneous, informal, and unsystema� c. Generally speaking, people 
learn media and informa� on literacies without formal educa� onal media� on. That is, they 
learn without an explicit curriculum, in a prac� cal, induc� ve way by themselves, no� ng their 
own mistakes and perhaps using their peers as consultants or imita� ng the behaviour of others. 
Very rarely do they get their informa� on from a manual or guidebook. However, we should not 
lose sight of the fact that the current social context and the technological and media contexts 
actually impose their implicit, almost secret curriculum. This is the context in which media and 
informa� on literacy is usually learnt. 

However, we cannot rely on the fact that everyone has an equal opportunity to learn media 
and informa� on literacy on their free � me. Furthermore, the skills learnt outside the classroom 
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tend to be limited and focused on certain viewpoints. Thus, it is impera� ve that media and 
informa� on literacy should be systema� cally included in school syllabuses. 

There are several di� erent ways of doing this. Studies show that the following three ways are 
the most common. Combina� ons of the three models also exist. 

1) Some schools include speci� c subjects related to digital, media, or informa� on literacy. 
Therefore, they have unique programmes and subjects. 

2) Others, however, choose curricular overlapping as a strategy. They believe that the capacity 
to cri� cally obtain informa� on from media as well as mastery of the skills that enable people to 
produce, create and communicate using ICTs should be included in all subjects and should be 
learned by all students and teachers. 

3) Others have decided to integrate media educa� on in a prac� cal, informal way, as a 
complement or perhaps a replacement for speci� c subjects or overlapping ways of handling it. 
Outside the programme, pupils publish school newspapers and magazines, air radio broadcasts, 
and develop small audio-visual produc� on systems, thus, ge	  ng a chance to directly learn how 
to use di� erent media. 

As a whole, all three models share the idea that media and informa� on literacy is a basic skill, 
one that supports many others and which, therefore, should not be taught as a speci� c � eld of 
knowledge, nor simply as a skill, nor as a collec� ve prac� ce. Rather, it should be viewed as the 
systema� c integra� on of all of these, while combining values, cri� cal perspec� ves and crea� vity. 
This gives an autonomous, aware individual the tools to ac� vely par� cipate in an up-to-date 
public sphere.

EXERCISE 1. Find out how media and informa� on literacy are present in your school/ 
community’s syllabus. Assess how well all aspects of media and informa� on literacy 
are ful� lled in teaching. 

EXERCISE 2. Familiarise yourself with the material at hand and think about how to 
integrate all its di� erent areas as a part of your school’s syllabus. 

EXERCISE 3. Find out what kind of media produc� ons do pupils do at your school. 
How are the produc� ons distributed? How could the pupils’ own media produc� on be 
acknowledged?

 1.5 Teaching Media and Information Literacy
Every teacher can be a media educator, conveying to his or her students the skills they need 
for living in a media culture. There is strength in the diverse ways teachers approach media in 
their work. The more varied media teachers pupils encounter, the richer and deeper media 
educa� on they will receive. 

The greatest challenges facing educators today is the teaching of children and young people 
amid a � ood of informa� on. Media and informa� on literacy educa� on, however, is not any 
di� erent from any other kind of educa� on: basically, it is about encountering one’s pupils. 
Although media and informa� on literacy educa� on makes use of di� erent media tools, at its 
heart lie educa� onal goals and methods, and the interac� on between teacher and pupil. 
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The development of media and informa� on literacy requires from a pupil an immersion in the 
produc� on of media content. Experimenta� on is an important star� ng point in media and 
informa� on literacy educa� on. It is important that pupils get the chance to experience di� erent 
roles in media produc� on and agency. It is equally important, however, that a re� ec� ve aspect 
is added into these experimental media lessons — teaching the pupils to ask ‘What did I learn 
about media through this exercise?’ 

The best way to develop one’s media and informa� on literacy is by using di� erent media; 
yet one’s skills do not automa� cally develop through a copious use of media. This is where 
educators are needed: they will open up ques� ons about values, help ponder choices of media, 
steer a pupil towards reliable informa� on, and give encouragement in media publicity.

A teacher does not necessarily have to know young people’s media culture inside out; neither 
will they have to be a technological genius; instead they can give advice on ne� que� e based 
on their own life experience. A media educator should begin his/her career by thinking about 
his/her own media rela� onships: what is my media rela� onship like and how is it re� ected in 
my work? A media educator’s competence is built on personal media skills, one’s experiences 
with and one’s interests towards media, a courage to bring up media issues with young people, 
and an ac� ve par� cipa� on in media educa� on events. A media educator does not make value 
judgements on young people’s opinions or media tastes, but instead makes these issues the 
star� ng point of discussions. A media educator does not beli� le young people’s mediated 
experiences; instead he or she o� ers enough informa� on and skills so that young people could 
know how to shield themselves from the harmful e� ects of media. 

The teaching of media and informa� on literacy can be divided into three levels: 

1. Elementary level:

 ▶ Mostly print material is used and available in classrooms (cartoons, images, books);

 ▶ Computers are not available for students;

 ▶ Teacher uses stories and simple storytelling methods, such as story cra� ing as a tool in 
class;
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 ▶ Simple media presenta� ons are used occasionally;

 ▶ Media is discussed through individual emo� onal perspec� ves;

 ▶ Experiences with media tools are elementary: students are able to switch computers on 
and o� , and start programmes, but are not allowed or able to work with them;

 ▶ Library services for students are limited; 

 ▶ The emphasis of media educa� on is on protec� ve perspec� ves rather than on analysis or 
produc� on of media content.   

2. Basic Level:

 ▶ Both electronic and print materials are used and available in the classroom;

 ▶ Computers are o� en available for students;

 ▶ Teacher encourages students to work with media: to write and listen to media texts, and to 
make and paint media-related artwork such as adver� sements and posters;

 ▶ More complex media presenta� ons such as � lms are used; students are aware of simple 
analysing methods of media;

 ▶ Students gain experience on simple methods of media produc� on (recording sound, taking 
photographs);

 ▶ Media is o� en discussed through group work and conversa� ons;

 ▶ Students have some experience on more intense technical work, such as anima� on or 
producing short � lms; 

 ▶ Library services are o� en available for students;

 ▶ The emphasis of media educa� on is on responsible and bene� cial use of media. 
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3. Advanced level

 ▶ Various media sources are used and available in the classroom;

 ▶ Computers are used by students daily;

 ▶ Teacher uses di� erent media-related working methods regularly;

 ▶ Intercultural, complex media presenta� ons such as interna� onal � lms are used in class; 

 ▶ Students are able to work with various media produc� ons and publish school-related 
media content (opinion videos, school paper, school blog, etc.)

 ▶ Students are able to debate, deliberate, and discuss media in small groups;

 ▶ Students work with developing projects related to school’s own media environment; 

 ▶ Library services are available for students daily;

 ▶ The emphasis of media educa� on is on media produc� on, legal perspec� ves, and cri� cal 
thinking. 

EXERCISE 1. Re� ect on which level you are as a teacher. Which of the aspects men� oned 
in the list could you add to your own teaching?

EXERCISE 2. How do you perceive the rela� onship between media and educa� on? 
What part do media culture, di� erent media contents and technologies play in your 
teaching? What kind of knowledge do you appreciate most? How do your pupils best 
learn media skills? What do you think about the media choices of your pupils?

1.6 Assessing Media and Information Literacy
The themes and crite ria of media and informa� on literacy assessment are being ac� vely 
pondered among researchers. In addi� on, the 2010 European Commission direc� ve concerning 
audio-visual media services mandates its member countries to keep a close eye on the 
development of media literacy. 

In their assessments, researchers o� en pay a� en� on to an individual’s skills of cri� cal 
evalua� on and responsible produc� on of media contents, and of taking other people into 
account in communica� on. Some researchers stress the importance of social competences and 
sociocultural factors in evalua� on. These environmental factors have a clear connec� on to an 
individual’s levels of competence. Environmental factors include the media available during 
one’s free � me and, for instance, the availability and quality of the internet connec� on in the 
place in ques� on. Furthermore, the amount of media and informa� on literacy in teaching is one 
sociocultural factor, which paves the way for a student’s enhanced media literacy. 

Evalua� ng research show that extracurricular study (at home or elsewhere), which concerns 
media in some way, has a sta� s� cal link to a pupil’s knowledge on media and informa� on. 
A study conducted by the Finnish Na� onal Board of Educa� on among 9th graders — youngsters 
aged 15 (Ko� lainen & Kupiainen, 2012) states that pupils who have studied media in class and 
during other school ac� vi� es have a slightly more posi� ve a	  tude towards communica� ng 
through media, compared to those who do not have such experiences. 
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and Information Literacy
In everyday teaching, the development of a pupil’s media and informa� on literacy can be 
followed up by comparing new skills to the pupil’s original level. Young people can be on varying 
literacy levels, depending on their possibili� es for media use and the support they get from 
adults. 

The star� ng levels of pupils’ media and informa� on literacy can be classi� ed in the following way:

1. Elementary level

• No reading and wri� ng skills or very poor skills in language

• Basic skills in technical use of media

• Poor or virtually non-existent chance to use media at home

2. Basic Level

• Moderate reading and wri� ng skills

• Experience on technical media use (using email, web browsing, cha	  ng online)

• Possibility to use various media at home

3. Advanced level

• Good reading and wri� ng skills, experience on self-expression through media (video, TV, 
radio)

• A lot of prac� ce with technical devices

• Possibility to use various media at home

If a pupil’s original level is not known to the teacher, his or her competence can be compared 
against the general levels of media and informa� on literacy, which are given below. 

Creative and Aesthetic Skills 
 ▶ Pupil creates and tells his/her own stories. He/she is aware of the construc� on of the plot 
and compares the protagonist of the story to his/her own experiences and feelings.

 ▶ Pupil mediates his/her feelings through words, images and music. Media is a source of 
enjoyment. 

 ▶ Pupil knows his/her media needs and wants to develop his/her own taste in media.

 ▶ Pupil knows how to analyse messages. He/she mirrors the values and a	  tudes represented 
in media against his/her own.

 ▶ Pupil expresses his/her persona and style through making media content.

 ▶ He/she is aware of the basics of copyright. 

Interactive Skills
 ▶ Pupil iden� � es, takes turns, and takes on roles. He/she empathises with the situa� ons of 
others.

 ▶ Pupil understands the di� erent viewpoints represented in media. He/she can discuss, 
jus� fy one’s viewpoints, and not give in.
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 ▶ Pupil knows the principles of free speech. He/she knows the di� erence between public 
and private spaces in media and is aware of the di� erent kinds of media involvement.

 ▶ Pupil collaborates, gives peer support, and learns along with the others. 

 ▶ Pupil tries on di� erent roles.

 ▶ Pupil feels he/she can make a di� erence. He/she communicates purposefully through 
media and takes part in civic ac� vi� es.

Security Skills
 ▶ Pupil is aware of the age limits of various media contents, and knows how to contact adults 
if di�  cul� es with media use occur.

 ▶ Pupil knows how to use the internet safely, how to protect his/her informa� on and privacy 
online.

 ▶ Pupil is aware of courteous ways of interac� ng and behaving online, and abides by these 
rules.

 ▶ Pupil knows his/her legal rights and obliga� ons as a media user.

 ▶ Pupil uses media in a diverse way, following the rules and laws of internet use. 

Skills of Critical Analysis
 ▶ Pupil understands the di� erence between fact and � c� on, adver� sements and other 
media contents.

 ▶ Pupil is familiar with di� erent genres and narra� ve devices, is aware that media contents 
are the result of choices and di� erent framings.

 ▶ Pupil can parse, evaluate and control informa� on, and is familiar with the way media 
communicates. He/she knows about the structures of media, and sees through and 
beneath media contents. 
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 ▶ Pupil ques� ons media messages and understands how stereotypes work.

 ▶ Pupil is aware of the commercial, poli� cal, and ideological goals of media. 

 ▶ Pupil understands the purpose and the target audience of sources and thinks about the 
reliability, accuracy, meaning, neutrality, and immediacy of provided informa� on.

Skills of Handling Information
 ▶ Pupil can de� ne central terms and concepts which describe his/her need for knowledge.

 ▶ Pupil goes through various sources in order to sa� sfy his/her need for informa� on, but 
knows how to limit this need or to modify it in order to � nd an easily controllable focus.

 ▶ Pupil understands that available informa� on can be combined with, and it can be set 
against, exis� ng informa� on in order to create new informa� on.

 ▶ Pupil knows how to search for informa� on from various channels and in di� erent ways, by 
varying and modifying his/her search strategies. 

 ▶ Pupil uses di� erent techniques to handle his/her chosen informa� on.

 ▶ Pupil understands the main points of his/her sources and knows how to choose the most 
salient informa� on for his/her text. 

 ▶ Throughout the process of informa� on search, pupil understands the ethical and judicial 
points of view of this process and knows how to act accordingly. 

EXERCISE. Think how you could include these levels of competence in your usual 
evalua� on.

1.7. Criteria for the Quality of Media Education 
in Schools
The teaching of media and informa� on literacy should be assessed regularly. Below, we present 
one possible model for the evalua� on of the quality and success of media educa� on in schools. 
The evalua� on criteria are based on the Mediataitojen oppimispolku [Learning Path of Media 
Skills] produced by the Finnish Ministry of Educa� on and Culture in 2011. 

Teaching 
 ▶ Pupils are granted equal opportuni� es to learn media and informa� on literacy.

 ▶ Teachers will take into account the individual traits of the media landscapes of their pupils 
and are aware of the levels of their pupils’ media and informa� on literacy.

 ▶ Pupils are granted a possibility to get to know local producers of media content.

 ▶ Working methods are varied and encourage pupils into thinking independently.
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 ▶ Teaching covers all aspects of media and informa� on literacy.

 ▶ Media educa� on takes place through the collabora� on of di� erent subjects and teachers.

 ▶ Teaching materials are current and take into account pupil’s informal learning needs. 

Syllabus
 ▶ Media literacy educa� on has been included in syllabuses in a systema� c way.

 ▶ Media educa� on is taken into account in the teaching of individual teachers, in the 
collabora� on between teachers, in the yearly plans of schools, and more widely in 
pedagogical prac� ces. 

 ▶ The most important interest groups concerning media educa� on are commi� ed in prac� cal 
coopera� on within schools when syllabuses are compiled.

Leadership
 ▶ Teachers are encouraged to prac� ce par� cipatory media educa� on.

 ▶ School prac� ces encourage media educa� on when teachers can collaborate with each 
other and when � me and space is reserved for project-based teaching and learning.

 ▶ The head of the school enhances the quality of media educa� on by naming a teacher in 
charge of media literacy and by ac� ng as a spokesperson between teachers and those in 
charge of educa� on.

 ▶ The readiness of teachers to realise media educa� on has to be taken into account when 
recrui� ng new sta� .
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 ▶ The development of sta�  is supported through con� nuing training in media educa� on. 
Apart from various courses and trainings, sta�  is encouraged into peer learning within the 
workplace, because the collabora� on between teachers enhances the variety of media 
educa� on. 

 ▶ Teachers should always have a chance for experimenta� on, trying new media devices, and 
ge	  ng one-to-one training.

 ▶ The views of sta�  on media and media educa� on are variable, and this should be seen as 
an asset. 

 ▶ All teachers take part in media educa� on. 

Economic Resources
 ▶ Economic resources are directed into useful purchases of media devices and contents in 
schools. A� en� on is paid to the use of these purchases in teaching. 

 ▶ Media educa� on should be slo� ed enough � me in the schedule.

 ▶ Various media materials, such as internet resources, newspapers and magazines, games 
and � lms, are ac� vely used in the teaching of most subjects. 

Evaluation 
 ▶ Media educa� on is included in the systema� c evalua� on of teaching quality.

 ▶ The prac� ce of media educa� on is systema� cally monitored, and the informa� on obtained 
through such monitoring is used in the development of media educa� on. 
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EXERCISE 1. Go through the list above and think about the prac� ces in your own school. 
Grade each point from 1 to 5, so that 1 corresponds to ‘is not realised well in my school’ 
and 5 to ‘is realised very well.’ Which sec� ons could use some improvement? What can 
you do about it?

EXERCISE 2. What kind of media and informa� on literacy educa� on skills lack among 
the teachers in your school? How could you be� er share your exper� se among teachers 
in the large � eld of media and informa� on literacy educa� on?

1.8 Classroom Exercises
The following exercises are examples of the tasks which can be useful in the enhancement of 
media and informa� on literacy. The exercises do not form a uni� ed lesson plan. They can be 
modi� ed, e.g., according to the size and age of the group, and used in a di� erent order. 

1. Media Diary 
Goal: Pupils no� ce how media is a part of their everyday lives. 

Materials: A printed media diary form for each pupil.

Ask your pupils to pay a� en� on to their own media use, for example, over a week. They are to 
write down the amount of � me they spend with media daily. Prepare a grid which pupils can � ll in 
with answers to the ques� ons: at which � mes do you use media, which media do you use, what 
kind of media content do you use, is your media use ac� ve or passive, and is it social or solitary? 

When the media diaries are ready, pupils will write a short essay which answers the following 
ques� ons: 

 ▶ As you add up your daily media use, compare the � me with your other ac� vi� es (school, 
hobbies). Were you surprised at the amount of � me you spend with media? Why?

 ▶ While you were reading magazines or watching TV, what kinds of contents did you 
concentrate on and why?

 ▶ Our choices of media subjects and contents are o� en a� ected by our own interests, our 
friends, our place of residence, and situa� on in life. What are the reasons behind your 
media choices?

 ▶ You can also compare di� erent media. Which is your favourite one? Which one do you 
spend most � me with and why? Which media do you use most for entertainment? Where 
do you � nd news? Through which media do you contact your friends?

Pupils hand in both the media diary form and the essay to the teacher. 

Recommenda� on for assessment on scale 1 to 5 (5 being the best): 

5: Pupil has marked down all the media content he/she has used. His/her essay is re� ec� ve 
and many-sided and the pupil shows that he/she has learned new things about his/her 
media use.
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4: Pupil has carefully � lled in his/her media diary form. He/she re� ects on his/her media use 
in depth and has learned something new of his/her media use.

3: Pupil has � lled in a considerable part of the form; some parts may be missing. His/her 
essay is re� ec� ve, but it remains unclear whether he/her has learned anything new.

2: Pupil has � lled in the form carelessly. His/her essay is rather super� cial and he/she has not 
learned anything new.

1: Pupil has � lled in the form extremely carelessly. His/her essay is super� cial and he/she has 
not learned anything new about his/her media use.

2. Media Biography
Goal: Pupils understand how their media use and media literacy have evolved over the years. 

At home, pupils write an essay in which they answer the following ques� ons. (They can interview 
their parents in order to get more informa� on.)

 ▶ What were the � rst media in your life?

 ▶ What is the � rst media memory you can bring to mind?

 ▶ When did you learn to read? When did you take your � rst photograph? When did you use 
the internet for the � rst � me?

 ▶ Who has taught you to use media and to analyse media contents?

 ▶ In what kind of situa� ons have you developed your media literacy skills?

 ▶ When did you get access (at home or elsewhere) to certain media devices?

 ▶ Which media have been the most important to you at di� erent ages?

 ▶ What kinds of emo� ons have media aroused in you at di� erent ages?

 ▶ What kinds of media contents are forbidden and allowed to you?

 ▶ What kinds of media contents are important to you now? Why?

 ▶ What have you learned from media?

Recommenda� on for assessment on scale 1 to 5 (5 being the best):

5: The essay is deeply re� ec� ve and covers a lot of ground. Pupil does not make a list of 
di� erent things, but rather takes stands and ponders the development of his/her media 
rela� onship and media literacy.

4: The essay is re� ec� ve and comprehensive. Pupil re� ects on the development of his/her 
media rela� onship and media literacy in a su�  ciently broad way.

3: The essay is broad, but not very re� ec� ve. Pupil tends to list his/her media history. The 
essay does not give a clear idea whether the pupil is aware of the development of his/her 
media rela� onship and media literacy.

2: The essay is super� cial and list-like. However, the pupil has answered all the ques� ons. He/
she has not understood the concept of media literacy.

1: The essay is very super� cial and the pupil has not answered all of the ques� ons. He/she 
has not understood the concept of media literacy.
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3. Searching for Informa� on
Goal: Pupils can de� ne their need for informa� on, know how to search for informa� on from a 
variety of sources and know how to assess the reliability of their sources. 

Ask pupils to pick a subject to run a wide search. Choose the range of subjects that would 
correspond to a real need for informa� on, for instance, a wri� en course assignment. You can 
also choose the subjects for your pupils. 

Provide the following guidelines:

 ▶ Describe your subject. Make a mind-map.

 ▶ Re� ect on what kind of informa� on you need: are you looking for research literature, 
sta� s� cs, or interviews? Describe the subject areas you need to search into. Make use of 
the mind-map you made earlier. 

 ▶ Think whether you already have prior knowledge on your search subject. Where does this 
knowledge come from? Evaluate whether it is useful for this assignment.

 ▶ You can now start your search. Think about search terms to be used. Make use of your mind-
map and available thesauruses and other resources (libraries will give you informa� on on 
how to use these). Think how you could combine your search terms and how to restrict 
or expand your search. If you know other languages, you can use foreign search terms as 
well. Think about where to start your search (libraries, internet, or experts on the subject)

 ▶ A� er you have performed your search, think about answers to the following ques� ons: Did 
you save your sources? Did you know the correct cita� on procedure? What aspects did you 
pay a� en� on to while choosing your sources? Did you abandon some sources because you 
doubted their reliability? In this case, did you a� empt to � nd other sources?

 ▶ Finally, evaluate your success in � nding and using informa� on. Did you know how to use 
databases and search services? Did you � nd the correct search terms? Were your informa� on 
retrieval skills su�  cient? Should some of these skills be reinforced? How did your plan help 
you in the process? Did you encounter any surprises during the process? Did you � nd enough 
informa� on for you assignment? If so, which one? How did you solve these problems? 

Recommenda� on for assessment on scale 1 to 5 (5 being the best):

5: Pupil has understood the task and has visualised it with the help of a clear mind-map. He/she 
knows the appropriate terminology and has used correct search terms or phrases. He/she 
has recognised reliable sources and has chosen the best ones for his/her par� cular need.

4: Pupil has understood the task dealing with informa� on search and has made a mind-
map. On the whole, he/she knows the appropriate terminology and most search terms or 
phrases have been relevant. He/she has recognised reliable sources and has largely been 
able to choose the ones most appropriate for his/her par� cular need. 

3: Pupil has had some problems understanding the task, and his/her mind-map is somewhat 
unclear. He/she knows the terminology dealing with the chosen � eld and has used some 
correct search terms. He/she has some problems recognising reliable sources and using 
the most relevant ones. 

2: Pupil has had problems understanding the task, and his mind-map is unclear. He/she is 
not familiar with the correct terminology of the chosen � eld; thus, his/her search terms or 
phrases are not correct. He/she has experienced problems recognising reliable sources. 

1: Pupil has not really understood the task, and his/her mind-map is very unclear. He/she is 
not familiar with the correct terminology; therefore, his/her search terms are not relevant. 
Pupil has had problems evalua� ng the reliability of sources. 
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Goal: Pupils understand the concept of media and informa� on literacy. They know how to 
evaluate their skills and note which areas could be improved.

Compile a self-assessment sheet on media and informa� on literacy for your pupils. Select from 
the chapter Assessing Media and Informa� on Literacy the points you think may be relevant 
for your own pupils. You can use sentences from the headings of Crea� ve and Aesthe� c Skills, 
Interac� ve Skills, Cri� cal Skills, Security Skills and Informa� on Skills. 

Your pupils can assess their skills, for example, on a scale of 1-5 in which 1 stands for ’I don’t yet 
know very well’ and 5 ’I know / can do perfectly’. 

When pupils have completed self-assessment, ask them to choose from the list three skills 
which in their view need more work. Considering all the three, ask them to think about how 
they could improve these par� cular skills today.  
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Media devices and the ways of using media are in constant change. In the 2010s, media 
are de� ned by variety, networking, and globalisa� on. Par� cularly in the West and in many 
metropolitan areas around the world, young people have grown up with internet videos and 
digital games. Their parents, however, have begun their media use with television, radio, and 
newspapers. The ways of using media have also changed: for instance, radio, which used to 
be the centre point of the family, and a media requiring concentra� on are nowadays a mere 
backdrop for homework, for example.

Young people use media more ac� vely than the older genera� ons do. They send pictures 
straight from their mobile phones into social networking sites, comment on news items, and 
catch up with each other online. As an audience, they are smaller than that of the main news 
broadcast, but they are, nevertheless- public agents. The laws regula� ng public broadcas� ng 
also cover the young people who upload pictures, videos, and texts online. 

The goal of this module is to make visible the media environment of young people and to 
ponder the concept of ‘an audience’. 

Learning outcomes
A� er studying this module you will:

• learn to perceive young people as audience: targets, receivers, users, or co-producers;

• get an insight into rela� onships with media in the construc� on of a developing iden� ty;

• be familiar with global views into young people’s media rela� onships;

• learn how media can be u� lised in civic par� cipa� on.

2  .1 Characteristics of Young Media Users
As our everyday lives become more technologised, the signi� cance of school as the shaper of 
children and young people’s world view has changed. The importance of media and peer groups 
has increased, and a greater part of growing up takes place outside the tradi� onal learning 
environments. Their surroundings are changed by the possibility of constant online presence, 
which is enabled by informa� on technologies. Young people’s media use is ac� ve, and they 
produce content themselves, e.g., online video sharing sites. Whereas adults are hard pressed 
to keep the workplace out of leisure � me, for young people it is natural that leisure stretches 
into working � me and into the school environment. Young people do not see the need to 
dis� nguish between online and o
  ine events. 

Although par� cularly the urban young have got used to technology as an everyday phenomenon 
since childhood, they are the � rst genera� on to do this. Young people do not have inborn 
abili� es to deal with and understand everything the internet o� ers. Thus, it is not right that the 
young people are provided with the hardware and online access if no one is there to guide them 
in their safe and appropriate use. 

However, those people who have lived in the digital age all their lives have been observed to use 
media in a di� erent way to those who have not. Digital media are a given for all genera� ons now, 
but those who were born at the turn of the 21st century cannot even imagine a world without 
them. The so-called Genera� on Z uses media as a rou� ne and is very di�  cult to surprise with new 
innova� ons. Genera� on Z uses the global network to keep in touch with people worldwide, and 
they do it at a younger age than the previous genera� ons. Usually the terms ‘digital na� ve’ and 
‘digital immigrant’ are used to keep the genera� ons apart; young people who have been born 



32
M

O
DU

LE
 2

: Y
ou

ng
 P

eo
pl

e 
as

 G
lo

ba
l M

ed
ia

 A
ud

ie
nc

es

into a digital culture and grown up with the internet move about in this culture di� erently than 
those into whose lives computers, the internet, and digital games have entered at a later age. 

Young media users are a� er a new kind of visibility and par� cipatory culture. They understand 
that a fashion blogger can in� uence trends, and a young MySpace musician can become 
interna� onally famous. Celebrity means asser� ng oneself and looking for respect or approval 
either from one’s close circle or interna� onally.

For young people, media use is obviously social. Through social media young people keep in 
touch with remote family members and � nd new friends. Online it is also possible to try on 
di� erent social roles. Someone who is shy and quiet o
  ine might be talka� ve and open online; 
a boy who is re� ring in the school environment might be a clever strategist and leader of troops 
in an online gaming world. 

If a young person cannot � nd like-minded friends in real life, she or he can � nd them on internet 
forums. However, not all social skills are learned through online communica� on; thus, young 
people should have friends in real life as well. Many young people have actually met their 
internet friends o
  ine. 

Many of the following traits are true about adults as well, but they are at their most typical 
among young people’s media use:

1. Young people are communication acrobats.
Communica� on acroba� cs emphasise everyday mul� mediality. Young people use various 
media devices and contents according to their needs, depending on the situa� on. 

2. Young people use bite-size media. 
Consumers can decide, among the media they are o� ered, which video clips to watch, which news 
items to click open, and which informa� on to trust. Young people combine pieces of informa� on 
here and there. There is a danger of the big picture of the society becoming gossamer-like.
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3. Young people recommend media contents to their friends.
In social media, anyone can be a central source of informa� on, a � lter, or an opinion leader. 
Being a cusp of informa� on is easy, as the tools are available to anyone. 

4. Young people use media on top of each other.
Media are used simultaneously, on top of each other: young people listen to radio, read 
magazines, and chat with their friends on Facebook at the same � me. 

5. Young people always carry the media with them.
Almost all young people carry a mobile phone and an mp3-player with them. Mobile internet 
o� ers new possibili� es for social networking, for instance, through applica� ons based on loca� on.

EXERCISE 1. Do you recognise the signs of young media users among your own pupils? 
How could you make use of their media habits in your own teaching?

EXERCISE 2. Young people use a lot of entertainment media on their free � me. How can 
you teach academic skills through entertainment media?

EXERCISE 3. Find out how young people the same age as your pupils use the internet. 
Why do they use it? What kinds of services do they use? What kind of informa� on 
do they look up online? What kinds of problems do they encounter? Studies on the 
internet use of young EU ci� zens can be found in the EU Kids Online reports (www.
eukidsonline.net) and on the internet use of American youth (www.pewinternet.org).
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Media o� ers role models, ideals, values, and various world views. With the help of models 
media provide anyone can think, ‘That’s what I want to be like,’ or ‘Those are the kind of people 
I don’t want to be with’. Through TV programmes, social media, and other media contents, 
young people mirror themselves in rela� on to the world, which may cause pressures about 
growing up and about the way one should look. 

The majority of media’s in� uence is di�  cult to perceive, as it cumulates gradually. Because a 
young person’s iden� ty and world view are only developing, media a� ect this development 
more strongly than is the case with adults. Adults cannot always understand the e� ect, e.g., 
di� erent social networking sites may have on a young person’s development tasks. In early and 
mid-adolescence these include the development of self-image, distancing oneself from one’s 
parents, and the development of sexual and gender iden� � es.

Media as a building-block of identity
For an individual’s psychological wellbeing it is important that one’s iden� ty is self-discovered 
and ac� vely constructed, and not, for instance, assumed ready-made from parents or friends. 
For this discovery, media o� ers an environment where it is possible to role-play through 
experiments and secondary experiences.

The achieving of a sa� sfactory iden� ty presupposes an independence and specialisa� on of 
emo� ons. Gradually, one’s thinking becomes independent of predic� ng other people’s thoughts, 
and one’s own feelings are separated from other people’s emo� ons. The less developed the 
iden� ty is, the more di� use is a young person’s idea of being separate from others, and the 
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person is more dependent on outside sources when evalua� ng oneself. The more di� use one’s 
iden� ty is, the stronger media’s models on the individual are. 

As young people are fragile in their self-esteem and iden� ty, media causes them a lot of pressure. 
It is important to look cri� cally at the messages of media and adver� sing on success, happiness, 
thinness, or sexuality. Through media educa� on it is in many ways possible to enhance the 
iden� ty work of young people, to strengthen their rela� on to themselves and to others, and to 
help them see themselves as a part of the world. 

Because the social networking sites o� er a strong visual medium for self-expression, the 
excesses on these sites are usually connected to the emphasis on appearance and sexuality. 
Young people imitate — some� mes very daringly — the behaviour of pop stars they have seen in 
the media. Furthermore, media have an important role at the � me of sexual awakening, as they 
familiarise teenagers to adult sexuality and its representa� ons. At this age, many young people 
look ac� vely for sexual material and informa� on online. It is not good for a young person’s 
development if their view of sexuality is limited to models gained from watching pornography. 
Thus, young people should be o� ered objec� ve informa� on on sex and sexuality, both at home 
and at school. 

Heroes and idols are important in the development 
of one’s self-image
For a developing self-image, heroes and idols are important, as long as they do not become 
too overwhelming. Overwhelming heroes are a strain on the developing self-image if a young 
person thinks, ‘I can never be as thin/rich/sporty/successful as my idol.’ Such ‘superheroes’ 
can cause problems for self-esteem, and even ea� ng disorders and depression. Violent ac� on 
heroes who represent a black-and-white worldview teach ways of ac� on that are ethically 
untenable. A healthy self-esteem helps a young person keep media’s pressures on appearance 
and role expecta� ons in propor� on. 

However, iden� fying with media � gures is important for iden� ty development because it 
enables looking at the world through di� erent roles. Iden� fying with an idol strengthens one’s 
self-esteem, and one can in a way absorb the hero’s posi� ve a� ributes. In addi� on, one’s 
own media choices are empowering: through them one expresses one’s personal tastes and 
opinions, as well as taking part in common values. 

Media o� ers emotional experiences
Experiencing posi� ve and nega� ve emo� ons, and learning to control them are important 
development tasks. Media o� ers a useful arena for such work. Media can be used knowingly, 
e.g., gaining a par� cular emo� onal state; however, one should � rst learn to recognise the 
emo� ons media can arouse. 

When a young person can experience emo� ons in an age-appropriate way, the emo� onal 
e� ects of media are mainly posi� ve. Emo� onal stories enable a safe place to process di�  cult 
feelings and situa� ons, and they remind one that life includes not only pleasant emo� ons, but 
also sadness, fear, and moments of uncertainty. Roman� c � lms, ac� on games, comedy, horror, 
and ero� cism help us relax, forget our own sorrows and distance ourselves from our everyday 
lives. A young person’s capacity for empathy is enhanced when he/she takes another person’s 
point of view in a media story. Media can also act as a model for the handling and expression 
of one’s emo� ons. 
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The impact of violence in media 
Adults are most o� en worried about the models of violence o� ered by media. Aggressive 
e� ects are very individual: whereas some become distressed, some get reinforcement for their 
aggressive tendencies, and some are not a� ected at all. Media alone does not cause aggressive 
behaviour; it is a ques� on of a vicious circle: violent entertainment may reinforce violent 
a	  tudes and behaviour in those young people who � nd violence an acceptable solu� on in 
con� ict situa� ons. Conversely, violence experienced in games might lessen one’s aggressive 
tendencies. 

Frequent media violence might make a large-scale consumer believe that the world is an evil 
place and that people cannot be trusted. Documentary violence depicts aggression in a more 
balanced way, showing also the vic� ms and their su� ering, which causes anxiety in the viewers 
and makes violence less a� rac� ve for them. Thus, it may even be bene� cial viewing. If the 
viewer empathises with the vic� m, their own desire for aggression is lessened. 

In order to avoid numbness, it is best to use media selec� vely and in modera� on. It is expedient 
to get rid of useless, overemphasised fears, but also to avoid dullness which stops all feeling and 
the ability to empathise with others. 

EXERCISE 1. Young people are interested in reality TV shows. Look at one such 
programme and think why emo� ons in these shows are seen as stronger than those 
depicted in � c� onal drama. 

EXERCISE 2. Look up young people’s lifestyle or style blogs. Think how the reading of 
such blogs may a� ect a young person’s iden� ty or self-image. What kind of role models 
are the members of the blogging community to each other? How could you make use 
of such blogs in your teaching?

EXERCISE 3. Age limits show the age when it is appropriate to see certain media 
contents. Think why many parents s� ll let their children use media contents that are 
deemed harmful for their age group.

2.2 Targets, Receivers, Users, Co-producers
We all have experience as media audiences. Children and adults both spend a signi� cant 
amount of � me each day engaged in media and communica� on ac� vi� es. There are two 
tradi� onal ways of studying media audiences. The � rst is to look at consumers of media 
products, or what the media and communica� ons industry describe as ‘target audiences’. The 
second is based on recep� on theory, which sees audiences as ac� ve par� cipants in reading 
and interpre� ng media and informa� on. Currently, ac� vity theories are also used in ac� ve 
par� cipa� on and engagement with media, especially when studying the produc� on of user-
generated content. 

Target audiences are groups of readers, viewers, or listeners de� ned by speci� c characteris� cs 
such as age, gender, income, or interests: a speci� c group for whom media and other 
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organiza� ons develop content and shape messages. For example, adver� sers are interested in 
buying � me or space that will give them access to a speci� c demographic or target audience. In 
the television industry, adver� sers will buy adver� sing slots from a network during a par� cular 
programme if that programme a� racts the audience they want to reach. 

While we can be considered as a target audience for a par� cular media, every � me we see or 
hear a media text our response is based on our individual social knowledge and the experiences 
we bring to a text. When we receive messages or informa� on from media, we interpret 
it through our personal ideology and values. It is also possible, however, that we actually 
nego� ate the meaning of a text, accep� ng some elements and rejec� ng others. How meaning 
is constructed in � lm or photographs (through camera angles, types of shots, edi� ng, etc.) also 
a� ects audience interpreta� ons in di� erent ways.

With the expansion of digital media, an important development has been the move from a 
tradi� onal communica� on model of ‘one to many’ — characteris� c of print and broadcast 
media — to a more dialogic ‘peer to peer’ model which facilitates collabora� ve crea� on and 
sharing of content, i.e. several ac� vi� es with and through media. As content is digi� sed, it 
becomes accessible from numerous devices, including radio, television, personal computer 
and, perhaps most importantly, the mobile phone, which is emerging as the dominant pla� orm 
for delivering all kinds of content. The digitalisa� on of voice, image, sound, and data — known 
as convergence — creates new opportuni� es for interac� on between audiences. Moreover, 
online communica� on and technologies have opened up possibili� es for user-generated 
content and par� cipatory, crea� ve roles of audiences as co-producers of media contents. For 
instance, it is possible to comment on news and send feedback for produc� on companies 
online. Furthermore, at its best, the internet brings those within power and the ways of taking 
ac� on closer to the people.
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EXERCISE. Look up online the � ve most popular � lms in your town last week. Who 
do you think the target audience is for each of these � lms? Find reviews of the most 
popular of the � lms online. How can you tell whether they have been wri� en by a 
professional cri� c or a � lm enthusiast?

2.3 Relationships with Media: 
Individuals and Communities
Our experiences are increasingly facilitated through media. We use media for relaxa� on, looking 
for informa� on, and studying — i.e. we use di� erent media for di� erent needs on di� erent 
occasions. The consumers of mass media (viewers, listeners, and readers) form communi� es. 
Only a few na� onal and interna� onal events — such as the Summer Olympics which are 
televised all over the world — can be said to have a single audience. 

Di� erent kinds of audiences are formed around individual media, channels, and programme 
types. The concept of ‘an audience’ has become — through technological development and 
social media — interac� ve, and more ac� ve in general; for instance, an online audience is not 
merely a passive reader or browser; rather, it takes ac� ve part in various discussions and in 
the crea� on of content. Instead of talking about audiences, it is more frui� ul to discuss with 
young people such issues as how to act as audience — for example, as a member of online 
community. 

Everyone has their individual relationship with media... 
Our rela� onships with media are interac� ve. A ‘media rela� onship’ refers to an individual’s 
personal rela� onship to media, or a community’s rela� onship to media. Media rela� onships 
are referred to in discussions on the frequency of media use, the choices of media contents, 
people’s general a	  tudes towards media, or the skills of media use.

An individual media rela� onship always involves a dialogue between oneself and a media text. 
Whether dealing with fact or � c� on, the recipient compares the contents of the media text 
with their own views and experiences. Studies have shown that people tend to select from 
media those views and ideas which reinforce their own previous views, values, and sense 
of self. 

…although media use is often a participatory activity
Media use is par� cipatory in many senses of the word: people watch TV together, chat with 
their friends, play online games together — and going to the cinema is not a solitary ac� vity, 
either. Although one does not use media together with other people in the same room, one can 
s� ll feel a part of a united, imagined community. Through media the sense of a na� onal unity 
is reinforced, for instance, during sports events such as the Olympics. Moreover, global news 
spread stories which can unify a worldwide audience. 
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Par� cularly children and young people of school age � nd it important to belong to a group. 
Many � mes such groups are formed as a by-product of media contents and subcultures. 
Friends can recommend TV-series and websites, and a young person can feel stupid if they 
have not seen an online video everyone else is talking about. Conversely, shared media 
experiences may create pressures. Par� cularly for boys, the consump� on of rough media 
contents can become a kind of manhood ritual for gaining the peer group’s approval. Hobbies, 
friends, styles, and interests unite us with people who feel and think the same. At the same 
� me, media choices can separate us from others who consume en� rely di� erent kinds of 
media contents. 

The internet has transformed par� cipatory media use. In the world of the internet and games, 
a young person has an ac� ve role, and the virtual, interac� ve world may be even more e� ec� ve 
than the tradi� onal media. Online, one can leave traces of oneself for others to see, for instance, 
in the form of a video. A hobby that used to be solitary is now turned into a par� cipatory one, 
and communi� es encourage their members into individual crea� vity. Through the internet, 
people with similar interests can � nd each other, no ma� er where they live. Researchers talk 
about special par� cipatory cultures that emerge in and through the internet.

EXERCISE: Think about your own audience. When was the last � me you felt a part of 
a large, na� onwide audience? What kinds of media topics do you discuss with your 
friends, colleagues, or family?
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through Media
Young people take part in the surrounding society and their close circle in a myriad of ways. 
They are visible opinion leaders at home and among their friends, and many take ac� ve part 
in the issues concerning school or their immediate surroundings. Young people use media to 
express their own views or support for certain issues. Through the internet, it is possible to take 
part in civic discussions, sign pe� � ons, email members of parliament, write le� ers to editors, 
and make visible societal � aws or issues. 

In par� cipatory cultures, young people can take part in civic discussion, for instance, through 
social media. In the tradi� onal media, it is the adults’ views which are overemphasised; online, 
it is easy for young people to be heard as well. The ability to feel oneself an ac� ve agent is a 
prerequisite of ci� zenship. Only when children and young people analyse and produce di� erent 
kinds of media contents can they see themselves as an ac� ve force and act as ci� zens, also within 
media cultures. Young people’s aspira� ons for ac� on and par� cipa� on are an important part of 
growing up into ci� zenship. Well-informed ci� zens are be� er equipped to make decisions and 
to par� cipate in society.

The UN Declara� on on the Rights of the Child ensures a right for children and young people 
to express their views and receive and search for informa� on through di� erent channels. This 
process requires grown-up educators, who will � rst of all talk about young people’s possibili� es 
and show where and how to � nd informa� on on making decisions and swaying other people’s 
opinions. The media also have a responsibility to help young people � nd informa� on on topics 
which concern them and provide them with opportuni� es to par� cipate in discussions as ci� zens. 

Many European studies show that young people use media mainly for recrea� on and relaxa� on; 
this means that those media contents which encourage them in social ac� vity are o� en ignored. 
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It is a task for schools to introduce pupils to such contents as a part of their teaching ac� vity. One 
of the goals of media educa� on can be to make students interested in common issues and poli� cs. 

Expressing one’s opinion in a clear way, jus� fying it, and looking at phenomena from various 
points of view are important parts of media literacy, and can be prac� ced through, e.g., wri� ng 
a school magazine, publishing video opinions, producing posters, or arranging a debate on an 
important issue. Pupils can come up with a social media campaign around a topic they � nd 
important and observe the campaign’s progress. At the same � me they prac� ce expressing 
their opinions in a non-o� ensive way. Restric� ons to freedom of expression are allowed only 
when such restric� ons are necessary to protect the freedoms of others. Limita� ons, such as 
laws preven� ng ‘hate speech’, should be carefully de� ned to avoid misuse. 

EXERCISE 1. Using online and library resources, study the ownership and control of 
today’s major media companies and government monopolies. What impact might this 
ownership have on access, choice, and freedom of expression?

EXERCISE 2. Media posi� on themselves in di� erent ways. In the tradi� onal media, young 
people are only shown as perpetrators of crimes, as targets of worry, or as members of a 
weird subculture - or some� mes as young sports heroes. Familiarise yourself with your 
local media. How are young people visible in them? What kinds of roles are allo� ed to 
them? Are there separate pages or contents for young people? Discuss young people’s 
media roles in class. Are these roles realis� c? How do media represent young people?

2.5 One Day with Media Around the World 
As part of the Compara� ve Research on Youth Media Par� cipa� on (2009-2011), media diaries 
were collected from 14-year-olds in � ve countries during spring 2010. In Argen� na, Egypt, 
Finland, India (Gujarat) and in Kenya a total of 627 diaries were collected mainly in schools. 
Out of this collec� on, a few urban media diaries from four countries are given as examples of 
varying rela� ons of  young media with media. There are diaries from both urban girls and boys. 
The aspect of social class appears signi� cant: the uses of media among the middle class young 
reveal similari� es in the urban areas around the world. Poorer areas — Kenya in our study — 
have en� rely di� erent pa� erns of media use. 

In the compara� ve research project of Youth Media Par� cipa� on, the purpose of the One Day 
with Media collec� on was to understand how media uses are embedded in the everyday life of 
young people in di� erent cultures. The pupils were encouraged to write about the purposes of 
their media use and the kinds of thoughts and feelings the media and media contents aroused 
in them. 

The research was funded by the Finnish Academy, and the collec� on of media diaries was 
realised in collabora� on with Nokia Research Centre. You can read more about the study online, 
for example: Ko� lainen, Suoninen, Hirsjärvi and Kolomainen (2011) ”Youngsters’ Expressions 
of Responsible Ci� zenship through Media Diaries” in NORDICOM Yearbook [h� p://www.
nordicom.gu.se/common/publ_pdf/Yearbook_2011.pdf]. 
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ArgentinaArgentina
In Argen� na, there are great di� erences in access to and the use of di� erent media 
between urban and rural areas and between social classes. This divide was best seen in 
regard to access to and use of the Internet; it played a central part in the lives of urban 
teenagers, but was rarely used in rural areas. 

Argentina, urban girl 

I woke up with the music of my cell phone; 15 minutes later when I was putting on my 
clothes I turned on the radio to listen to the news and to some music I like. When I was 
having breakfast I turned on the TV to see the weather. On the car on my way to school, 
I turned on the radio.

At school, I read three books, and in the breaks I listened to music on my cell phone. 
When I came back home, by bus, I listened to music on my cell phone again and I also 
texted to my mother to let her know I was on my way home.

When I arrived home, while I had lunch I watched the soap opera with my mum because 
she likes the actors. When I � nished lunch, I turned on the computer to enter Facebook, 
to check my emails, to see twitter and to listen to music, specially two FM radio stations 
I like. 

After this, I used the regular phone to call a friend and ask her something about the 
homework. At 4 PM I watched the soap opera on TV. I like this soap opera because of the 
actress who plays... I like her since I was 5 years old. TV is a lot of fun and it is company... 
Then I talked to my father on the cell phone and I started to do my homework. 

At 8 PM I watched a movie on Disney Channel, it is a movie I like a lot. At night, my mother 
came from work and brought me a magazine, and I started to read it immediately. I like 
this magazine because I learn a lot of things about my favourite artists. I love to use 
Facebook and the mail because I can communicate with my friends, especially with the 
ones I do not see very often. I like to use Twitter because I see the comments and I know 
what the artists I have on my list are doing.

I felt happy when I watched the soap opera, when I used my cell phone, when I used the 
computer and read the magazine. I did everything alone, because my parents work the 
whole day. But I never feel lonely because I am connected with people the whole day. 
Internet occupies a lot of time in my life and the other media too. For me they are very 
useful, very important and a lot of fun.

Argentina, urban boy 

On Monday 19th I used essentially the cell phone. At 6.30 AM I used it to wake me up and 
only a few minutes after this, to listen to music while I was travelling by metro to school. 
Then, already in school I used it to text to my girlfriend and to a friend to ask him about 
some dates regarding the homework.

Then in the breaks, I listened to music on my cell phone. I chose radio FM and music 
programs. I enjoyed listening to this radio station because it amuses me, it is a lot of fun 
and also, you can learn about the news. When I came back home, after school, I turned 
on the computer to download some songs to my cell phone and I entered Facebook. 
I always use the computer, to see something in Facebook, to look for information for 
school or to chat. 
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At night I usually watch TV with my mother. Yesterday I watched a program that talks 
about the news in a humoristic style. It was a good way to share some moments with my 
mum, after a long day of work and school. I watched TV because it was fun, entertaining 
and it is a good way to learn about the facts or news of the day with humour. 

Before then, I also played some games with my cell phone while I had to kill time waiting 
for my English class. I like Tetris, Poker, Backgammon and Sudoku. I also used the regular 
telephone, to call to my grandparents because they had been to the doctor and I wanted 
to know how it was. I also called a friend in another city –I do it once a week. It is a need 
I have because she is a lot of fun and we have two very di� erent lives. 

FinlandFinland
In Finland, digital media technologies are part of the everyday life of young people both 
in urban and rural areas: 75% of all Finnish households have broadband internet and 
there are more mobile phones than inhabitants in the country. 

Finland, urban girl

On Monday morning my use of media started o�  early, by reading Donald Duck while 
having breakfast. I didn’t really have time for other media. Before leaving for school, I 
checked the weather forecast for the day. 

At school, we used computers in the Finnish class for our own project. I looked for 
recent news topics for my project and at the same time I checked, just for fun, the � ight 
cancellations caused by the Icelandic ash cloud.

After school, I rushed to my computer, to Messenger and Facebook. At the same time, I 
checked the weather for the week and the latest news in the hope of � nding something 
interesting. In the afternoon, I skimmed through the Nyt-supplement (of a national 
newspaper), and called my parents and went to my hobby. In the evening, I watched 
Suomen huippumalli haussa [Finland’s Next Top Model] and before going to bed I 
watched the news. In bed I listened to music on my iPod for a while. 

Media is a big part of my everyday life, and I use it some � ve hours a day. I’ve realised 
that my family uses media even more than me on a daily basis. My parents work with 
computers and while driving they have the radio on. First thing in the morning, both of 
them read the newspaper and in the evening they often watch the news. They also hold 
phone conferences even to other countries. When using media, I concentrate on what 
I � nd the most interesting. By this I mean having fun, a great part of which is sending 
messages to friends, and hearing what’s new, and at times using my own ideas to be 
creative. Music is particularly important to me, and thus I’m mostly interested in media 
contents that have to do with music. Records, internet, television, and the biographies 
of musicians are good examples of these. 

Finland, urban boy

Nowadays media surrounds us everywhere. Basically we cannot avoid it at all. As a 
typical Finn, the mobile phone is an important part of my media use. Via an internet 
connection almost all the world’s knowledge is at hand on the mobile as well as on the 
computer. Wikipedia, among other things, has revolutionised the access of information.

Nowadays we cannot think about the world without an internet connection. We can 
keep in touch with our friends in di� erent parts of the world. With Facebook we can 
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look at each other’s videos on YouTube, a look at pictures taken from the earth’s orbit 
with the help of Google Maps and/or Google Earth. Computers are getting smaller and 
smaller, iPods for example, which don’t resemble mp3 players as much as laptops. 

Monday was a normal day for me media-wise: I watched television (channel-sur� ng), 
browsed the internet (f.ex. watched videos on YouTube), used my mobile phone 
(sur� ng the internet, making calls) and read Tekniikan Maailma [World of Technics]. The 
importance of newspapers has declined with the introduction of the internet, as news is 
easily readable online. Thus Monday was a typical day for me media-wise.

India, GujaratIndia, Gujarat
In the Indian media diaries, media use gives a strong sense of belonging to both the local 
and global community. The news is followed carefully, and they arouse strong feelings of 
joy and sorrow; the news is also talked about with friends and family members. 

India, Gujarat, urban girl

In one day, from morning till the evening, I have used newspaper, computer, radio, 
magazine, TV etc. In newspaper, I read about sports news, in which India had won a 
match that was played between India and South Africa on 21st February. When I was 
watching the match, then the opposition team were hitting many fours and sixes in the 
� nal overs of the game. The members of my family were very excited and nervous about 
whether India will win the match or not. But this did not happen and the Indian team 
won and the opposite team lost the match. 

After that I came to school and used the computer. We had the computer period and 
hence we went to the computer room. Our sir taught us the lesson of introduction 
to excel in the computer practical period and then told us to practice excel on the 
computer. We clicked on the start button in the computer and then clicked on Run. We 
clicked on excel in Run and then opened up the excel program. We made a � le of the 
marks obtained by us in the second exam and then saved the � le on the computer. 

Then we had a library period in our class. Our teacher gave us some magazines in the 
library. We read some stories in the magazine. We read some stories related to education. 
We read about the advantages of education and how education is very necessary for 
the progress of the country. After reading these stories, we felt that we should study 
very much. We cannot do anything in this life without studying and if we do not study 
then we cannot survive in this world of science and technology. Education plays a very 
important role in the progress of our country and hence I have decided that I will study a 
lot and do something for the country. Printing of stories, activities in magazines is done 
by the media and media plays a very important role in it. All this is done by the media. 

After that, I went home and started to watch TV. At that time, a patriotic � lm was coming 
on TV. The � lm that we saw showed how the patriots of our country had made sacri� ces 
for our country. Our country India was under the rule of English earlier. The patriots of 
our country fought against the English and attained independence for our country. It 
is only due to then that we are able to live peacefully today. After watching the � lm, I 
discussed it with my mother. My mother explained to me that our country was a slave 
earlier and the patriots of the country had fought and helped attained independence. 
After that when I went to school, I discussed about this with my friends also. After that 
my friends said we all will awake and will show and do something for the country. 
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Then I turned on the radio at 4 in the afternoon. At 4, a programme related to doctor 
was being broadcasted on Vividh Bharati. We listened to this program. The doctor 
was talking about how we can take care of our health. I listened to this carefully and 
discussed this with my friend when I went to tuition class. I felt that I should listen to 
what the doctor has said. If we do what the doctor has said then we can take care of 
our body. 

After returning from the tuition class, I used the mobile. I talked to my friend using the 
mobile. She had not attended school that day. We had been shown the marks of Social 
Studies and Hindi that day in school. I told her the marks on phone. She told me that she 
had got lower marks as compared to what she had assumed and her marks were lower 
than mine. I told her to work hard for the next exam and bring better marks. We can 
talk anywhere at any place if we have any urgent work with the help of mobile. Thereby, 
mobile is an important device for every human being. 

Internet is also very useful. We can obtain as much information as we want about any 
topic from the internet. Through satellites in the orbit we can make use of internet, 
radio, TV, etc.

We have many advantages because of media. The smallest of information can be 
obtained by us from TV and newspapers with the help of media. In earlier times, if we 
had some work and if we wrote a letter then it took a month to reach them and a month 
to get the answer back. This caused much delay. Now, if we have some work then we can 
dial the number from a phone and our work will be done in a minute. 

India, Gujarat, urban boy

On 22/2/10, I got up at 6 am early in the morning. I brushed my teeth and got ready after 
taking a bath. I sat to study thereafter and then left for school. I reached school at 7.30 
am and went to the computer room because the � rst period that day was of computer. 
I went to the computer room and then opened email through internet. Through it, I 
sent an email to my friend. He also sent me a return email. We worked a little bit on the 
internet. Then we opened Excel and worked on it for a while. 

After � nishing the computer period we went to the class. On the same day in recess, we 
went downstairs and read the newspaper in which we read a lot of news. During the 
recess, we ate snacks and went to play. After the recess � nished, we returned to class. 
After coming back to class, the 7th period was that of library. During that we read a lot 
of books on cricket, stories, news, etc. When the period � nished, we went back to class. 

I studied, had fun at school and returned home at 1.15. After washing my hands and 
legs on returning from school, I switched on the TV set and watched a serial and then 
watched news. I saw that information was being provided about the match that India 
had won the previous day. Then a report was shown that in a village a 7 year old kid has 
fallen into a 60 feet deep pit. And many workers were digging a pit at the other side in 
order to make e� orts to save him. I felt very sad on watching this news about the kid in 
the pit. For some time, I watched this news and then switched over to discovery channel 
on which I saw how a crocodile was giving birth to its baby and how it was rearing it. 

After switching o�  the TV set, I switched on the I-Pod. I listened to many old and new 
songs on that and enjoyed. I also made my mother listen to those songs. Thereafter, I 
sat for studies and after � nishing my studies, I went to attend tuition. I went to tuition 
at 4 pm and returned at 6 pm. After returning from tuition, I switched on the FM for 
relaxing for some time. I listened to some songs and news on FM. Among the news, 
there was good news that a mother had saved her child from a dog. After listening to 
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FM, I went to my aunt’s house and read the newspaper there. In the newspaper, I read 
news about ‘India’s win in the match’, ‘Shahrukh’s new � lm’, etc. Among the news that 
I read there was news about shifting the 8th standard from the secondary level to the 
primary level. I felt very sad on reading this news. There also another news that a girl 
student of Standard 9th had committed suicide due to fear of failure in examination. I 
was shocked on reading this. I went home after reading some news in the newspaper.

After returning home, I played games in the mobile, called my uncle and then switched 
on the TV set and started watching a news channel. I saw two news about King Cobra. 
One news was that one snake charmer had committed much violence on a snake and 
that he had removed all the poison from near the snake’s teeth and I felt pity for the 
snake on hearing this. The other news was that a king cobra had killed 20 people and it 
was till roaming in the villages and to catch it in the best way, a person from discovery 
had been called. I felt very sad and I discussed these with my mother and father and they 
also felt very sad. 

When I stood up after � nishing my dinner, I sent an SMS to my friend through mobile 
and then I while talking I slept.

KenyaKenya
In Kenya, the teenagers taking part in the diary collec� on had very limited access to most 
electronic media. Their media use consisted mainly of radio and newspapers. The use of 
media among the Kenyan youth is selec� ve; the youngsters o� en decide beforehand to 
use a certain media for a certain purpose at a certain � me. 

Kenya, urban girl 1

It was a cool Saturday morning when I was awakened by the loud noise from our radio. 
I woke up quickly to know which channel it was. I realised that it was KCB which was 
interviewing a famous medicine doctor. I quickly went to the sitting room and increased 
the volume because I would like to be a doctor by profession.

This was my favourite media and I liked it the most. It made me very happy because 
anytime I became hungry, I would just tune in to the channel. It made me to be interested 
because I also learnt skills on how to be a doctor.

This was the day when I read my favourite newspaper (Standard). I liked this newspaper 
in particular in sports. I went directly to sports when it indicated the World Cup 
Championship in South Africa. I was very eager to know which teams were going to 
participate. I liked it because it had interesting sports, particularly football.

Kenya, urban girl 2

Sunday was so boring because by the time I woke up electricity was already gone. OMG, 
I had to bathe with cold water. It was really frustrating because I didn’t get to watch my 
favourite programs in the afternoon. The lights came back around 6 pm. I was bored-
sick, even when the electricity came back I wasn’t that excited, but I watched a wedding 
show program, and because I love weddings, it lightened up my night. We watched 
news and there was this particular story about people contesting against the proposed 
constitution through the internet. I thought that was, or rather expressed, a desperate 
look on the internet users. It was banned, anyone caught doing that would be sent to 
prison.
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Monday the 19th. This was a very pleasant day for me today because I used a lot of 
media devices. I listened to the radio, especially Kiss100, Kenya’s number one radio 
station had a lot of cool music and news too. I watched cartoons. Many of them, but 
particularly one, from the KTN channel, made my day. The cartoon’s name was ”Johnny 
Test!”. Johnny Test has a cool hair that looks like a � ame. When I was taking lunch I saw 
a nerve straining report on news about a certain place where women, teenage girls, 
little girls & old women are abused without care. I saw many slippers even as small as 
my palm length. This shows that we should take care and always watch news, no matter 
how boring, only for ours and others’ safety. I also used my phone to surf the internet. I 
had fun googling, facebooking, and even received some information from Nokia laptops 
that were being sold.

I love media equipment and I talk about them with my mum. She’s very inventive, loving, 
and loves using the laptop to do her homework from the university at work. She even 
researches. I love her coz she uses all sorts of media device to get useful information.

The media content about bringing prosperous program actors and even musicians really 
gave a huge impact on my life. The pieces of advice they give are really useful. For me, 
God willingly, I’d like to be a gospel artist and some of the pieces of advice have really 
given me a head start, even though I am in high school.

I usually prefer to use my phone to surf the net, listen to music, send texts, and get 
information about celebrities. I like because the phone is a much kinda sacred or rather 
private device. 

Movies create in me all sorts of feelings. Sometimes I am happy because of the comedies, 
they make life or one feel at ease, they make me sad if they remind me of something 
that made me or my family unhappy.

I love mass media devices!

Kenya, urban boy 

As usual, I woke up very early in the morning to prepare for school. Since I had no time 
to listen to morning news, my journey to school kicked o� . Within a thrush of ducks tail 
I was in school and stormed straight into the library to read a newspaper. I read Nation 
newspaper in which I was only interested in sports and I read about my favourite team, 
Manchester United.

In the evening, I went home and did my evening chores, after which I switched on the 
television to watch my favourite program, The Promise, on Citizen television. I was as 
happy as a king during his coronation day with the actors. I was pleased with the way 
they acted.

At nine o’clock, I switched on the radio to listen to Ramogi radio to listen to a program in 
our own language, called Keth nyingi to iger dend, meaning: Spoil your name, build your 
body. I was amused by the actor, a whole grown up man crying for food.

EXERCISE. Compare the young people’s media diaries. What do they have in common? 
In what aspects do they di� er? Have you learned anything surprising?
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The following exercises on media and informa� on literacy have been successfully used in 
classrooms. They do not form a uni� ed lesson plan. They can be modi� ed, e.g., according to the 
size and age of the group, and used in a di� erent order. 

1. Young People as a Target Audience
Goal: Pupils will recognise ways in which young people are being addressed as a target audience.

Dura� on: Approximately 30 minutes.

Materials: Paper and pen, teenager magazines and books and a computer with internet access. 
This task can be done as a visualisa� on exercise, in which case none of the media devices are 
needed. 

Read the sec� on “Targets, Receivers, Co-producers...” in advance.

Divide pupils into three groups; if you have a big class, it can be divided into six, so that two 
groups will have the same topic. One group will deal with young people’s magazines, the second 
one, with youth-oriented TV programmes, and the third one, with books aimed at young people. 
If you have brought the media material into class, give it to your pupils. The TV group can look at 
television programmes online as well. Ask your pupils to choose a secretary who will take notes 
on the group’s answers to the following ques� ons:

 ▶ Why do you think that this product is aimed at young people?

 ▶ How do they appeal to you?

 ▶ What kinds of topics are popular?

 ▶ Do you think they are good or interes� ng? Why?

 ▶ What kind of image of youth do they produce?

Compare the � ndings of di� erent groups. Are there similari� es between magazines, books, and 
television programmes in the way they talk to young people? 

Recommenda� on for assessment on scale 1 to 5 (5 being the best):

It is important to get pupils involved in the discussion of the topics. There are no right or wrong 
answers. The assessment is given to a group, not to individual pupils. 

5: Pupils discuss the topics in a lively and enthusias� c way. They bring central points of view 
into the discussion. They recognise many ways in which young people are targeted as an 
audience.

4: The discussion stays on the topic and is lively. Pupils take part in the group work enthu sias-
� cally. They recognise numerous ways in which young people are targeted as an audience.

3: Pupils discuss the topic in a rather s� lted way. They do only the tasks they must. They 
recognise at least one way in which young people are targeted as an audience.

2: Pupils � nd it di�  cult to talk about the topic with any relevance, and their discussion is 
forced. They are reluctant to par� cipate in the group work. Talking about young people as 
a target audience is very super� cial.

1: Pupils discuss the topics a li� le or do not contribute to the discussion at all. They do not 
take part in the group work and do not understand the concept of targe� ng young people 
as an audience.
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2. Media in Everyday Life
Goal: Pupils learn to observe media’s role in everyday life and to pay a� en� on to communal 
ways of media use. 

Dura� on: Approximately 30 minutes.

Materials: Paper and pens.

Upon reading the text In Rela� ons with Media: Individuals and Communi� es, ask pupils to 
discuss the following ques� ons in pairs. Ask each pair one ques� on at a � me, and give them 
2-3 minutes to prepare an answer. Ask them to write down their answers on paper using bullet 
points. 

 ▶ To which extent do media regulate your daily life? Which media services make your life 
easier, and which limit it?

 ▶ How o� en do you talk about media-related topics with your friends? What kinds of topics 
did you discuss last � me?

 ▶ How do your friends and parents in� uence your media use?

 ▶ Try to � nd three things which dis� nguish you and your pair as media users.

Divide the blackboard into four sec� ons — one for each ques� on. Ask the pairs to write down 
a few key words about each ques� on based on their discussion. Sum up pupils’ key words. Pay 
a� en� on to both individual and communal media use in your summing-up. Ask your pupils for 
details and comments. 

It is important that pupils learn to recognise their par� cular media rela� onships. It is also 
important to make the results visible, so that pupils would understand the par� cipatory nature 
of media use. 

This par� cular exercise will � t well the lessons dealing with media produc� on, or can be used as 
an orien� ng exercise before studies of advanced informa� on acquirement.

Recommenda� on for assessment on scale 1 to 5 (5 being the best):

The main point is that pupils discuss the given topics. There are no right or wrong answers. The 
assessment is given to pairs, not individual pupils.

5: Pupils discuss the topics in a lively and enthusias� c way. They focus the discussion on the 
most important points. They understand the role of media in their lives and have learned 
to pay a� en� on to communal media use.

4: The discussion remains on topic and is lively. Pupils cooperate on their task briskly. They 
apprehend the role of media in their own lives and the concept of communal media 
use.

3: Pupils discuss the topics in a rather contrived way. They only do the tasks they must. The 
discussion on the role of media in their own lives as well as the communal use of media is 
super� cial.

2: Pupils � nd it hard to be relevant in their discussion and their talk is rather forced. They 
work lazily. The discussion on the role of media in their own lives, as well as the communal 
use of media, is extremely super� cial.

1: Pupils discuss the topics a li� le or do not discuss at all. They do not take part in the shared 
tasks. They do not understand the concept of the roles of media and the communal use of 
media in their lives. 
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Goal: Pupils re� ect on their own media use. They are aware of the reasons behind their media 
use and understand the communal nature of media. 

Ask pupils to keep a media diary for three days. They should make notes of each instance they 
use media: which media they use, for how long, with whom, and why. Tell them to make a note 
of everything they read, listen to, play, or watch — including the � me they spend with social 
media. Ask them to be as honest as possible — no one except for themselves will read the 
diaries. 

Ask pupils to answer the following ques� ons in wri� ng:

1. How much of your media use consists of entertainment? Do you use media for informa� on 
search?

2. Which media experiences, communica� on situa� ons, or media texts are connected to 
private use? Which ones are communal?

3. How much � me do you spend with media? Please es� mate how much � me is spent for 
ac� ve and passive use of media? 

4. How do you usually use media?

5. Did you learn anything new about media use through this exercise? What kinds of things 
will you pay a� en� on to in your future media use?

Recommenda� on for assessment on scale 1 to 5 (5 being the best):

5: Pupil re� ects on his/her media use from many points of view. He/she analyses the reasons 
for media use in a balanced way. He/she has learned a lot about his/her own media use 
through this exercise. He/she has provided comprehensive answers to each ques� on. 

4: Pupil re� ects on his/her media use from many angles. He/she analyses the reasons for 
media use extensively. He/she has learned something new about his/her media use 
through this exercise, but his/her answers could be more comprehensive. 

3: Pupil has answered all ques� ons. He/she re� ects on his/her media use in a super� cial and 
one-sided way. His/her answers include some insight about his/her own media use. 

2: Pupil has answered the ques� ons brie� y. He/she re� ects on his/her media use in a very 
super� cial way. He/she has not learned enough through this exercise.

1: Pupil has answered the ques� ons very brie� y. The answers do not show that he/she has 
learned anything about his/her media use through this exercise. 

4. Media In� uences
Goal: Pupils recognise the in� uence media may have.

Dura� on: Approximately 20 minutes

Material: masking tape, an open space.

For your own background informa� on, read the sec� on “Media and the Developing Young”. 

Put all tables and chairs to the side to provide space for everyone to stand up properly. Make a 
line on the � oor with masking tape that would divide the space into two equal parts. 
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Ask your pupils to stand on the right side of the line if they agree with a claim and on the le�  
side if they disagree. Everyone has to choose either side — there is no middle ground. 

You can ask clarifying ques� ons or reasons for pupils’ opinions a� er each claim. There are no 
correct or incorrect answers, each opinion is valuable. If there is no opportunity for moving 
away tables and chairs, another way of doing the exercise could be raising a red or green 
cards. 

Claims:

1. The media has in� uenced the way I dress, think, or behave. 

Clarifying ques� ons: Have you been in� uenced by media? How did you understand that you’ve 
been in� uenced? If no one professes to these in� uences, you can ask your pupils where their 
in� uences on clothes and music come from. 

2. If you play violent computer games, you become violent yourself. 

A clarifying ques� on: How can you know that violent behaviour stems par� cularly from 
computer games?

3. TV news is not suitable for anyone under 13 year old.

Clarifying ques� ons: What kinds of news contents are not suitable for small children? What are 
poten� al consequences of watching adult programmes by children?

4. I have been frightened or upset by something I have seen on the news.

Clarifying ques� ons: Does anybody want to tell what has upset them? How did the oppressive 
feeling go away?

5. I have learned new information or skills through media.

Clarifying ques� ons: What have you learned? Which media (internet, TV, magazine) was the 
source of informa� on or skill?

6. I have encountered false or misleading information online.

Clarifying ques� ons: How could you tell the informa� on was false? How can you be sure the 
informa� on is correct? What kinds of consequences might misleading informa� on have?

7. I have seen videos online which I would not recommend to someone a few years younger 
than me.

Clarifying ques� ons: What kind of material have you encountered? Why would it not be suitable 
for younger viewers? How can you stop children from � nding unsuitable content online?

8. Watching TV helps me relax.

A clarifying ques� on: What kind of TV shows help you relax?

9. TV show X (a show popular among young people) gives a realistic image on the relationships 
between young people.

Clarifying ques� ons: How can the depic� ons of � c� onal rela� onships (e.g., on TV) a� ect viewers’ 
views on human rela� onships? Is there something wrong with the depic� ons of rela� onships 
on TV?

At the end of the exercise emphasize the importance of recogni� on of media’s in� uences on 
oneself. Thus, they can also be used for one’s own good.
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Recommenda� on for assessment on scale 1 to 5 (5 being the best):

The most important thing is to get pupils involved in the discussion of the impact of media. 
There are no right or wrong answers. The assessment is given to individual pupils.

5: Pupil re� ects on the in� uences of media and understands their correla� on with his/her 
life. He/she discusses the in� uences of media in a lively and enthusias� c way. He/she 
brings central viewpoints into the conversa� on.

4: Pupil re� ects on the in� uences of media, remains on topic, and discusses it in a lively way. 
He/she understands the correla� on between media in� uences and his/her own life.

3: Pupil discusses the in� uences of media rather s� 
  y. He/she only takes part in the 
discussion when he/she has to. His/her understanding of media’s in� uence remains rather 
super� cial. 

2: Pupil has di�  cul� es keeping the discussion relevant, and his/her conversa� on is forced 
and lazy. Media’s in� uence is analyzed in a very super� cial way.

1: Pupil hardly takes part in the discussion. He/she does not internalise the in� uences of 
media at all.

5. How Bad Is the Situa� on?
Goal: Pupils understand how uncomfortable some online situa� ons can be. They understand 
why some people might � nd a certain situa� on more uncomfortable than others. 

Dura� on: Approximately 20 minutes.

Materials: The table of situa� on cards printed and cut out to cards. You can leave out some 
cards and make up some of your own. 

A friend sent me a picture of 
an animal being tortured.

My big brother’s friend sent 
me a message asking me 
what I was doing tonight. 

An online acquaintance was 
spreading a groundless ru-
mour about me. 

Someone found out my Fa-
cebook password and sent 
embarrassing messages to 
my friends from my account.

My big sister writes very 
in� mate details about our 
family on her blog. 

I no� ced that someone had 
made a joky website about 
one of my classmates. 

My brother uploaded pic-
tures of our family holiday 
online. I look really gross 
in them, but he won’t take 
them down. 

My best friend sent me a 
message, in which a class-
mate’s face was spliced with 
the body of an elephant. 

I no� ced that my class has 
its own online group. I ap-
plied for membership, but 
wasn’t accepted. 

I received a video on my 
mobile phone, in which one 
of my classmates was being 
brutally beaten. 

I uploaded a nice picture of 
myself online. A friend of my 
sister’s commented, ‘what 
a fa� y’. 

Two of my friends are play-
ing an online game together. 
I asked to join them, but 
they wouldn’t let me. 

Divide your pupils into pairs. Give each pair a situa� on card. Tell them that the situa� ons depict 
things that happen online, some of which are more harmful than others. Ask the pairs to think 
how they would feel if this would happen to them. 
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Say that one side of the classroom is a place in which it feels as horrible as it possibly can, and 
at the other end of the classroom it does not feel like anything at all. Ask the pairs to posi� on 
themselves between these points according to the feeling they get from their card. 

A� er the pairs have posi� oned themselves, ask each pair to read the card aloud. Think what 
could be done in each situa� on for it not to feel so uncomfortable. 

Remind your pupils that there is no right or wrong emo� onal response, and that everyone 
feels di� erently. Therefore, it is vital to think how to behave online and interact of other people 
properly. Something that does not a� ect you might make someone else feel truly bad. You 
cannot see their emo� ons online. 

Recommenda� on for assessment on scale 1 to 5 (5 being the best):

The most important thing is to get pupils discussing the given topics. There are no right or 
wrong answers. The assessment is given to pairs, not individuals. 

5: Pupils discuss the situa� on cards in a lively and enthusias� c way. They understand how 
some online situa� ons might make one feel horrible. Furthermore, they understand that 
two di� erent people can have di� erent percep� on of the same situa� on. 

4: Pupils remain on topic and their discussion is lively. They understand how some online 
situa� ons might make one feel horrible. Furthermore, they understand that for some 
people the same situa� on can be worse than for the other.

3: Pupils discuss the situa� on card in a s� lted way. They do not discuss poten� al emo� ons 
from di� erent viewpoints.

2: Pupils � nd it hard to get to the core of the topic and their discussion is forced. The discussion 
on di� erent emo� onal responses is very super� cial. 

1: Pupils hardly discuss the situa� on card. They do not internalise the point that their online 
behaviour can provoke di� erent feelings. 

6. Our Own Ne� que� e
Goal: Pupils commit themselves to the rules of internet use. At its best, s� cking to shared rules 
prevents cyberbullying within the class. 

Dura� on: Approximately 20 minutes.

Materials: Paper and pen, one large sheet of paper. 

The goal of this exercise is to develop common rules for internet use for the whole class. 
The rules are to be wri� en on a large sheet of paper and hung on the classroom wall so that 
everybody could see it. Alterna� vely, pupils can design common rules for younger students and 
display the rules in the school lobby. 

Tell your pupils that being online people should obey common rules, as drivers need the 
Highway Code. These rules would make the internet a nicer place to be if everyone s� cks to 
them.

Divide your pupils into four groups. Ask the groups to discuss what kinds of rules could be 
agreed on with the rest of the class. The pupils choose one of them to write down two or three 
commonly agreed rules on a piece of paper. When the groups are ready, each group reads aloud 
their rules, and the teacher writes them down on the board. 
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Discuss the rules. Which rule is par� cularly important? Is some indispensable rule missing? 
Make a common decision on the rules for the whole class. Write them down on a large sheet 
of paper. 

Finally, decide together what should be done if someone breaks the rules. 

Recommenda� on for assessment on scale 1 to 5 (5 being the best):

The most important thing is to get pupils discussing the rules. There are no right or wrong 
answers. The assessment will be given to individual pupils.

5: Pupil discusses the rules in a lively and enthusias� c way. He/she brings central considera� ons 
into the discussion. He/she understands that the rules will be applicable to his/her ac� ons 
as well. 

4: Pupil remains on topic and takes part in the conversa� on in a lively way. He/she takes an 
ac� ve part in the group work. He/she understands that he/she will also have to obey the 
rules. 

3: Pupil discusses the rules in a rather s� �  way. He/she is reluctant to take part in group work. 
His/her understanding of the rules is rather super� cial. 

2: Pupil has trouble discussing relevant points, and his/her discussion is rather forced. He/she 
is reluctant to take part in group work. His/her understanding of the rules is super� cial. 

1: Pupil’s involvement in the discussion is inadequate: he/she does not discuss the rules and 
does not take part in the group work. He/she does not understand the common rules. 
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M  edia Cultures and Technologies
There have been � ve notable phases in the history of communica� on: the development of 
speech, reading and wri� ng, prin� ng, electronic and digital communica� ons. None of the new 
inven� ons have managed to completely replace its predecessors, however. At the moment, 
we are living in a culture, which uses speech as well as wri� ng, prin� ng, and electronic and 
digital media. Par� cularly the line between electronic and digital communica� on is wavering: 
for instance, television began as an electronic device, but is nowadays seen as a digital media. 

Through digitalisa� on and networking, the boundaries between di� erent media are gradually 
disappearing. This kind of media convergence favours the concentra� on of communica� on 
businesses into bigger units, which produce, e.g. newspaper, online, and mobile news. The same 
news text is transposed for di� erent publishing pla� orms. The internet is used by journalists as 
an informa� on source as well as a publishing pla� orm. 

The co-existence of print media, broadcast media (radio and television), the internet, mobile 
phones, etc. also allow media content to � ow across various pla� orms, widening access to 
informa� on and crea� ng a par� cipatory culture, in which ci� zens are not only informa� on 
consumers, but they ac� vely par� cipate in its produc� on and distribu� on. Informa� on and 
communica� on technologies have opened up opportuni� es for par� cipa� on of wider audience 
in informa� on and knowledge sharing and encouraged people to ac� vely engage in the 
democra� c process, causing more socie� es to open up.

Learning outcomes
A� er studying this module you will get an insight into: 

• socio-cultural meanings of media;

• societal impacts of digitaliza� on and the birth of the informa� on society;

• the history of development of media devices and technologies;

• media convergence and the centralisa� on of ownership;

• the regula� on and ethical rules of media.

3.1. Signi� cance of Media
At the end of the 19th century, the income of the Western working popula� on increased 
drama� cally due to industrialisa� on. The working class became a new consumer group with 
enhanced purchasing power, and marketers saw them as poten� al buyers of new products — 
for instance, gramophones and radios. Later, such worker-oriented media produc� on got the 
name ‘mass culture’ mainly because the same media contents reached a greater group of 
people than ever before. Nowadays the same phenomenon is usually called ‘popular culture.’  

The Rise of Infotainment
Through mass culture, media contents have become more centred on entertainment. Whereas 
previously media contents tended to be serious and news-oriented, gradually the amount of 
� c� on and entertainment has begun to increase. Also news and current a� airs programmes 
have adapted features of entertainment programmes. This can be referred as infotainment, 
which means informa� on and entertainment fusing together. This trend has been ridiculed, as 
the central role of media is seen to be communica� on.
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An increasing number of entertainment programmes are based on an interna� onal format. 
Di� erent kinds of quiz and reality shows are interna� onal; for instance, many talent shows have 
their na� onal versions all over the world. The format is adapted to the target culture if necessary. 

Globalisation
Through globalisa� on, the world feels smaller than it did before. With the help of digital 
technology, the same news images can be easily spread into all living rooms around the world. 
Na� onal borders are being dissolved in the online environment, as the publica� ons are available 
in all countries. Ge	  ng to know di� erent cultures is very di� erent via the internet than through 
tradi� onal media. Before, ci� zens had to rely on the informa� on provided by journalists. 

Moreover, developments that have a worldwide impact, such as climate change, pandemics or 
threats to biodiversity, can be e� ec� vely communicated through the global media. Furthermore, 
many stories hidden from local and na� onal audiences due to poli� co-economic constraints 
are revealed to a worldwide audience by independent global media, if, for example, blogs are 
counted as media. Independent media describes media formed by a group of people without 
connec� ons to more organized media, also for example, local radio sta� ons organized by local 
residents.

Commercialisation
Pressure from adver� sers may cause journalists to avoid tackling controversial topics. It can 
drive out public-interest content in favour of entertainment that a� racts a par� cular audience. 
Unless there is a clear division between the editorial and the business sides of media, which 
is increasingly not the case, the business interests of the media company can covertly impact 
content and news coverage.

Our streets are full of adver� sements, and so are all web pages. Adver� sing today has moved 
beyond its tradi� onal role. No longer con� ned to television commercials, magazine ads or 
billboards, ads for an increasing number of products, informa� on, messages, and ideas can 
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now be published through pop-ups on web sites, mobile phones and other handheld devices, 
product placement in � lms and television programmes, and sponsorship agreements, as 
companies con� nue to seek new ways to bring their informa� on to the public.

Products and Sponsorship
During the 21st century, product placement and sponsorship deals in � lm and TV have become 
more common. Companies want to make their brands visible in TV programmes, because 
viewers tend to skip commercial breaks more o� en, by fast-forwarding them or going online for 
the dura� on of the break.

Products can also be embedded into the world of � lms and TV programmes. Such prac� ce is 
called product placement. Cars or mobile phones of certain make have not been randomly 
chosen: their makers have very likely paid for them to be included. According to some studies, 
young people � nd it hard to see commercialism and adver� sing within a programme; therefore, 
this aspect also calls for cri� cal media literacy. 

Branding is also a part of the commercial trend in media. Par� cularly media products aimed at 
children and young people are leading the trend: for instance, it has been nigh impossible to 
ignore the Disney franchise in the 2000s. Franchising is a part of the marke� ng of media products. 

Mediation and Mediatisation 
The cultural importance of media is on the constant increase in Western socie� es. Socie� es 
have become mediated: an increasing amount of people’s experiences take place through 
media, and not through individual experience. Media also a� ect working cultures: new media 
jobs are born all the � me, and the importance of informa� on management increases in many 
di� erent workplaces.

The next stage of media� on is called ‘media� sa� on’, which does not refer to mediated 
experiences, but to phenomena — for instance, poli� cs and science — actually taking place 
within media. Such phenomena would not exist without media; thus, poli� cians and scien� sts 
have to � ght for a place in the spotlight just like any B-list celebrity. As a consequence of 
media� sa� on, ins� tu� ons and whole socie� es are shaped by and dependent on media. 

Atomisation 
With the emergence of digital technology, the range of media has increased exponen� ally. 
Audiences have become fragmented. Such a trend leads to a situa� on, in which people’s media 
use diverges even more. It is not common anymore to congregate in the living room to watch 
television; now everyone uses their personal computers to watch whichever programmes they 
like. There are fewer na� onal or inter-genera� onal media experiences than before. 

EXERCISE 1. Do you think the media are encouraging greater homogeniza� on or 
diversity in the new entertainment culture? If families do not follow media together, 
what rami� ca� ons can this have?

EXERCISE 2. What does infotainment mean, and when did it begin? What kinds of 
trends towards entertainment values have you seen in the newspapers? What do you 
think about news becoming more entertainment-centred?
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The power of media manifests itself, for instance, through its in� uence on our emo� ons, 
thoughts, values, ac� ons, and behaviour. The in� uences can be either posi� ve or nega� ve 
for an individual’s development and thinking. It is best to take a cri� cal point of view towards 
everything one sees, reads, and experiences, because some of the informa� on media o� ers is 
incorrect or slanted. 

Media as an Educator
In addi� on to its entertainment mission, media culture supports educa� on. Media cannot be 
talked in terms of co-educa� on anymore, as it has become as in� uen� al an educator as homes, 
schools, and friends. Our knowledge and concep� ons of the world have been widened through 
media. In addi� on to our own senses, these are books, images, magazines, radio, TV and the 
internet that provide even a small child with a huge amount of informa� on. The problem now 
becomes the embarrassment of riches concerning informa� on — not its scan� ness. Thus, the 
skills in informa� on search and evalua� on of the reliability of informa� on become increasingly 
important. 

 Media Selects Their Perspectives
The social impact of media is shown most clearly in the way media provides and interprets 
new topics. Media can increasingly rarely create new informa� on, but instead, they a� ect the 
things people discuss. Media act as a watchdog of societal power, poin� ng out � aws in various 
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spheres, e.g., poli� cs. Thus media can pick the informa� on they want for more publicity — and 
leave out some other topics. 

In countries where informa� on is concentrated in the hands of the select few, the public’s ability 
to make decisions and to assess them is greatly reduced. Communica� ons should o� er a public 
arena for a discussion, on which all par� es can present their viewpoints and be heard. Usually it 
is only par� cular fac� ons whose voices are raised above the others. Media exert their power in 
choosing whose views get represented and whose are le�  out. The choices of a single journalist 
have a great e� ect on how the receiver reads the message and sees the reality.

Through media people perceive the majority views. The theory of the ‘spiral of silence’ suggests 
that a certain view can be hidden away from the public eye because people express only those 
views they have understood — through media — to be in the majority. Consequently, the 
media believe these views to genuinely be the predominant ones and concentrate on them. 
Thus, media users’ concep� ons are reinforced and they are even more certain of the general 
mood of the society; in this way people who shout loudest remain in the centre of ac� on, 
and the quieter ones are increasingly silenced. In reality, the majority view might be the one 
espoused by the silent quarter, who dare not speak their views aloud in fear of being in the 
minority.

Informa� on can also be slanted in the entertainment sector. Television, � lms and books can 
play a signi� cant role in shaping society’s understanding of itself by telling patrio� c stories and 
promo� ng certain versions of na� onal history. Slanted or inaccurate informa� on can warp a 
young person’s worldview in a profound way. Thus, it is crucial to teach children and young 
people to read cri� cally.

Relaying Values, Attitudes, and Stereotypes
The power of media also shows in its ability to relay a	  tudes and stereotypes, for example, 
those related to gender roles. Tradi� onally heroes in entertainment have been males, whereas 
a woman’s role has been to provide a target for the male gaze. Although entertainment is 
believed to be amusing and harmless, people can learn new values and a	  tudes through it, or 
get support to the old ones. 

Media stereotypes can be easily exposed par� cularly on subjects on which viewers have no 
personal experience. However, people form stereotypes also on the more familiar topics — 
for instance, gender — through media contents. Stereotypes are not always nega� ve, o� en 
they help us understand the world. To dismantle stereotypes, one needs personal experiences, 
alterna� ve frames of analysis and informa� on on the same subject relayed by other media.

Because media products are present in our daily lives, the viewpoints portrayed in them may 
begin to seem obvious, and thus begin to a� ect our thoughts and values. News claim to be 
objec� ve in their portrayal of reality. Conversely, entertainment appeals to experiences of 
pleasure. In order to comprehend the in� uence of media on our own lives, we need skills which 
need to be prac� ced con� nuously.

EXERCISE. What is meant by the saying ‘media acts as a watchdog of power’? What 
other kinds of connota� ons would you get about the rela� onship between media and 
poli� cs, if media was called ‘a lapdog’ or ‘a mongrel’?
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The history of mass media begins with the inven� on of the prin� ng press. Before this inven� on, 
all books were handwri� en — � rst on scrolls of parchment and papyrus, and later on paper. 

At � rst, books and magazines were the privilege of the upper classes, but the development of 
prin� ng and photographic techniques in the 19th century enabled a large-scale produc� on of 
cultural products for the use of the lower classes, par� cularly the urban working classes. Thus, 
one can say that prin� ng made socie� es more democra� c, as knowledge was available for a 
wider audience than before. 

A s texts were easily copied and available to all, the price of wri� en material decreased, and 
it became more widely available and widespread. Prin� ng meant overcoming distances, 
highligh� ng common topics, breaking local customs and habits, and a� aching people to greater 
cultural experiences.

Nowadays manuscripts are wri� en and their layouts and prin� ng surfaces are prepared on a 
computer. Such advances have enabled much cheaper publishing, compared to the tradi� onal 
processes of prin� ng. Through technological development, many professions became ex� nct 
in the 1980s. Fewer professionals of text- and page manufacturing were needed in the process 
between writers and publishers. 

The Purpose of Newspapers
Early versions of newspapers were news-sheets, through which merchants published their 
business correspondence and exchanged informa� on on prices, crops and crop failures, wars, 
pes� lences, sailing, and other mercan� le issues. 

Later when news-sheets were printed in prin� ng houses they could reach a wider audience. 
Some news-sheets turned into newspapers. First of all, news-sheets corresponded to the needs 
of merchants and clerks. Proper newspapers with small news items and regular publishing 
� mes started to appear in Europe at the beginning of the 17th century. 

Newspapers have tradi� onally been seen as a reliable and objec� ve source of news. The nature 
of the newspaper media is fact-centric; only rela� vely recently have entertainment, opinions, and 
images begun to take over (in comparison to the long history of newspapers). Despite the growing 
propor� on of entertainment, the most common type of story within newspapers is the news item. 

Nowadays most newspapers are also published online — and some newspapers appear in 
electronic form only. The rapid pace of online publica� on means that journalists have to write 
their stories quickly, and they do not necessarily have the � me to immerse themselves in the 
topics. Online newspapers compete in who can publish a news item � rst; thus there is not 
always � me to check all facts. Therefore, while reading online news ar� cles, it is important to 
be cri� cal — although such news items are generally quite reliable. 

Newspapers have developed their online versions to be more interac� ve. Readers can send in 
their own pictures or ideas for news items, comment on the news, and share news stories on 
social media. Allowing the readers to par� cipate in the produc� on of content brings the contents 
closer to the readers’ worlds — in a similar way as reality TV does. It has never been easier for 
readers to par� cipate in the making of newspapers — and having a say in what they write about. 

Magazines and Entertainment 
Compared to newspapers, magazines are be� er suited for entertainment. They are printed on 
be� er paper — and can thus have be� er quality pictures — and there is a longer gap between 
each issue, journalists have more � me to immerse in the topics and polish their ar� cles. Due to 
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the lower frequency of publica� on, magazines cannot compete with newspapers in providing 
coverage on current events. Magazines tend to concentrate on feature stories and reportages. 

The historical roots of magazines lie in 16th century poli� cal and revolu� onary wri� ngs and in 
scien� � c publica� ons. The � rst proper magazines were published in France and Britain in the 
1600s. 

Since the 1960s, images have become increasingly important for magazines. The call for 
more pictures gave birth to the so-called paparazzi phenomenon. Paparazzi take candid 
photos of celebri� es in both their public and private lives. They are usually freelancers who 
sell their photographs to various magazines. With the introduc� on of mobile phone cameras, 
photography has become even easier, and amateur paparazzi images have become increasingly 
common in magazines that pay considerable sums for such images. The paparazzi phenomenon 
is linked to the so-called tabloid press. 

EXERCISE 1. How did prin� ng and the increased popularity of books a� ect the society 
and people’s lives? 

EXERCISE 2. Re� ect on the way you read newspapers and magazines. Which ones do 
you read regularly? Why? Which topics in par� cular interest you in these papers? How 
could you employ newspapers and magazines in your teaching?

3.4. From Electronic to Digital
The history of electronic communica� on dates back to the mid-1800s. At the same � me the 
whole of the Western world was experiencing the great upheavals which were caused by 
industrialisa� on and urbanisa� on. Popula� on began to gather in metropolitan areas, which gave 
birth to a new social class — the industrial working class. A� er WWII, electronic communica� on 
began to spread considerably. 
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Electronic communica� on in the 1980s was marked by the diversi� ca� on of programmes, 
globalisa� on, and commercialisa� on. The digitalisa� on which began in the early 2000s means 
even more global enhanced diversity of media. 

Digitalisa� on refers to the process which has turned almost all media and technical devices digital. 
The process has led to the increase in the number of radio and TV channels, the popularisa� on of 
individualised mobile services and mul� -purpose transmi	  ng and receiving devices. 

Through digitalisa� on, the borders between di� erent media have almost disappeared. One 
single online service may include news, video, music, messaging services, and so on. In the era 
of digital communica� on, the possibili� es for media produc� on by ci� zens have become more 
varied. 

Critique on the Information Society 
The socie� es in which we live today are driven by informa� on and knowledge. We cannot 
escape the ubiquity of media and all forms of informa� on and communica� on technologies, 
nor underes� mate the role that they play in our private, economic, poli� cal, and social lives. 

In a society based on informa� on and knowledge

 ▶ Media and informa� on literacy is important for ci� zens’ par� cipa� on in society and their 
survival in it;

 ▶ Media and informa� on are central to democra� c processes;

 ▶ Media and other informa� on providers are instrumental in shaping percep� ons, beliefs 
and a	  tudes;

 ▶ User-generated content, the use of virtual spaces, and ci� zens’ journalism become 
increasingly widespread.

The concept of ‘informa� on society’ o� en contains an op� mis� c faith that media may help us 
solve societal problems. However, the quick introduc� on of new technologies fosters digital 
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divide between di� erent social classes, di� erent regions, and even genders. The internet can cut 
people o�  from society, as an increasing number of services move online; not everyone has the 
required skills or access. Media and informa� on literacy and educa� on shall provide students 
with adequate skills; however, at the same � me, the society should guarantee everyone an 
equal opportunity to online access. Public libraries, as well as schools, o� er online access to 
those who have no possibility to use the internet at home. 

Conversely, the internet can democra� se the condi� ons in dictatorships in which those in power 
control media and spread propaganda. In these circumstances the internet is a wonderful 
medium for providing informa� on on the views of the rest of the world. However, autocra� c 
countries put considerable e� ort in trying to stop their ci� zens gaining access to foreign sites. 

EXERCISE. Think about your own media use history. How has digitaliza� on a� ected 
your media usage?

3.5. Moving Pictures in Cinemas 
and Living Rooms
Films Created Mass Culture
The birth of the � lm industry in the late 19th century was in a way an answer to increased leisure 
� me; people were looking for entertainment to � ll their free � me. Film provided the urban 
working and lower-middle classes a part of the cultural supply which had already been available 
to the be� er-o� . Films adapted the exis� ng entertainment into a new form and created a system 
of distribu� on for mass consump� on. Thus, the � lm industry is seen as the creator, dynamo, 
and source of mass culture. The � rst public � lms were shown in the 1890’s.

 The � rst � lms were usually shot with a single camera, uncut, and portrayed documentary 
scenes about public events or everyday life. Soon, however, � lmmakers realised the poten� al 
within feature � lms, psychological narra� on, trick photography, and cu	  ng. 

 The roots of � lmmaking are predominantly European. The United States became the leading 
producer of � lms in 1914, while Europe concentrated on waging war. WWI gave birth to 
documentary � lms, as it became clear that � lms have a strong e� ect on people’s emo� ons. 

In the 1960s, the rising popularity of television and the importance of domes� c leisure � me 
taxed the number of � lm-goers. Video Camera Recorder (VCR), which became popular in the 
early 1980s, cut cinema going even more dras� cally. In the 1990s, new media began to rival 
the cinema, including personal computers and online services, new kinds of image and sound 
recordings. In the 2000s, � lms became available for ren� ng online. 

New inven� ons did not kill the cinema, they only changed the way � lms are produced and 
marketed. Nowadays, � lms are launched with the help of heavy marke� ng and franchising. In a 
few months, a � lm becomes available for sale, and soon a� er — for rental. A� er a slightly longer 
� me, it is shown on commercial channels, and then on na� onal ones. 
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Television as an Entertainment Bank
The technological basis for the development of television was born at the turn of the 20th 
century, when the method of electronic transmission of moving images was � rst discovered. 
Experimental broadcasts had been made in Germany in the 1920s, where the � rst regular 
television programming also began in 1935. WRGB claims to be the world oldest television 
sta� on tracing its roots to an experimental sta� on founded on January 13, 1928, broadcas� ng 
from the General Electric factory in Schenectady, NY. In 1936, the Berlin Olympic Games in 
Berlin were carried by cable to television sta� ons in Berlin and Leipzig where the public could 
view the games live.

Telstar, the � rst communica� on satellite, was launched in 1962. It enabled live broadcas� ng 
globally, and thus accelerated television news broadcas� ng. Because of its quickness and 
topicality, television became the top media in Western communica� on. 

In the West, suburbanisa� on and the ideology of the nuclear family a� ected the development 
of television. TV became the entertainment and informa� on bank for the whole family. It 
entertained housewives with soap operas by day, o� ered news for husbands in the evening, 
and provided quiz shows for the whole family at night. Television and radio were � ghtly linked 
from the beginning. TV borrowed genres, such as music and discussion programmes, situa� on 
comedy and soap operas from the radio. Many TV personali� es began their careers in radio. 

Television is now found in almost every home, and for many it is the most commonly used 
media. Digitalisa� on has strongly a� ected the way we watch television. Changes in distribu� on 
technologies enable the existence of an increasing number of channels. Digitalisa� on has been 
seen to a� ect our TV habits in the following ways:

 ▶ Channels target their programmes to increasingly small marginal groups -> the fragmenta� on 
of the mass audience, and the lack of common topics provided by the media;

 ▶ Viewers have become increasingly aware and selec� ve;

 ▶ Viewing is divided between an increasing number of channels;

 ▶ With the introduc� on of recording converter boxes, the prime � me has lost its former 
prominence.
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EXERCISE 1. Look up some sta� s� cs online on the most popular � lms at the moment. 
Which � lms are at the top of the viewing polls? Why do you think these � lms are 
popular? How much of the popularity stems from the script, the actors, marke� ng, 
reviews, and recommenda� ons from friends?

EXERCISE 2. Do they include any programmes which are popular among the whole 
popula� on, e.g. all age groups? Which programmes are popular among young people? 
Why do you think they are popular?

3.6. Gaming as a Social Activity
Digital games include computer, console, mobile, interac� ve TV, and online games. Almost 
eve ryone has played digital games, at least once in a life� me. The games in mobile phones and 
those accessible online enable casual gaming. 

The pioneers of computer technology designed simple chess games in the 1940s; however, 
the � rst men� ons of � rst analogue computer games come from the 1950s. In the 1980s, game 
consoles were more popular than personal computers. Li� le by li� le the capacity of home 
computers increased, and in the 1990s, game consoles were overshadowed by PC games for 
a � me. At the turn of the millennium, old consoles were upgraded for the new genera� on, 
regaining their status as serious gaming devices. In the 2010s, console and pc games compete 
over the same market. 

The development of game consoles con� nues. The most notable development in the recent 
years has been the mo� on detec� on, which enables a new way of gaming. 

Digital games are based on interac� on: the player’s choices a� ect what is going on in the game. 
Because of this feature, it is easier to get immersed in games than, for example, in literature. For 
some players, however, the immersion is too strong; thus, they become addicted to the gaming 
worlds. It is important to o� er such gamers help in � me. 

For gamers, the social dimension has always been important: a popular tac� c is to invite 
friends over for a game or to play with family members. Mul� player and online gaming op-
� ons are now inbuilt into most games. One can � nd gaming partners online at any � me of the 
day — or night. Mul� player games enable simultaneous ac� on of many players. Furthermore, 
many online games provide a possibility to communicate with other players and talk about 
strategy. 

In addi� on to entertainment games, there are the so-called ‘serious games’. Such games 
have a clear educa� onal content: their goal is to teach a par� cular skill either at home or at 
school. However, entertainment games can also be used in teaching. Spa� al percep� on, logi-
cal deduc� on, language and co-opera� ve skills are enhanced through gaming. Many strategic 
games can be compared to chess in their logical challenges: numerous moves need to be 
thought out in advance. Gaming can also teach a pupil pa� ence and problem-solving skills, 
as di�  cult parts cannot be passed over — one has to try and try again. From a sociocultural 
perspec� ve, digital games can be seen as enablers of learning, as they provide the gamer with 
ac� on, problems, and re� ec� on. Through digital games, one does not have to learn things 
behaviouris� cally by rote, but instead learning is construed through one’s own ac� ons and 
experiments. 



68
M

O
DU

LE
 3

: M
ed

ia
 C

ul
tu

re
s a

nd
 Te

ch
no

lo
gi

es

EXERCISE. Develop a lesson plan using a digital game as a part of teaching and learning 
to raise awareness on global issues, such as hunger, con� ict, or peace. Teach this lesson 
and write a short report on pupils’ responses to the issues, no� ng the ques� ons they 
raised and how the games helped to address them.

3.7. Media Becomes Social
In the 1960s, to protect their computer systems from a poten� al nuclear a� ack, Americans 
developed Arpanet, a packet switching network. In addi� on to the US Army, user rights were 
given to universi� es. In 1982, the network got the name Internet. 

A crucial turning point in the early 1990s was the crea� on of the graphical user interface — the 
www standard. The standard made the network much easier to use; soon the Internet became 
popular among computer amateurs, and later — the wider public. 

In addi� on to one-to-one and mass communica� on, the internet also has hybrid forms. A 
young person with good media skills ca n take into account the publicity prac� ces, rules, and 
laws which apply to internet usage. If users are unaware of the privacy se	  ngs in social media 
services, they can accidentally publicise their private details. 

The internet has posi� ve e� ects on educa� on, the workplace, and economic growth. With the 
easy digitalisa� on and storage of informa� on, and accessibility through a wide range of devices, 
the internet has radically increased the number of informa� on resources available to people. 
Children and young people are o� en well acquainted with its applica� ons and can bene� t from 
its use, but they are also vulnerable. There are risks and threats accompanying this posi� ve 
development, o� en in parallel to those that already exist in the o
  ine world. The best way to 
help young people stay out of harm’s way is to empower and educate them on how to avoid or 
manage risks related to Internet use.

Characteristics of Social Media
It is typical of social media that its users communicate directly with other uses, and upload their 
own media contents for open online publicity. The central aspect of the internet, compared to 
tradi� onal media, is the empowering of the user. With all the necessary programmes available, 
anyone can produce their own contents for a wide audience. Studies show that a minority of 
internet users produce larger contents — for instance, videos, blogs, or fan � c� on. A more 
common way is to edit, evaluate, and comment on already exis� ng content. Other ways of 
social par� cipa� on include liking and joining online groups and signing online pe� � ons. 

Forms of social media: 

1. Community portals construct communality through pro� le pages, networking and 
commen� ng.

2. Blogs construct communality and publicity through discussion and commen� ng.

3. Wikis — user-modi� ed informa� on pages — aim to produce new knowledge communally, 
not merely comment on exis� ng informa� on: anyone can add or remove informa� on.

4. Instant messaging enables one-to-one communica� on online, independent of loca� on.
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When se	  ng up a pro� le on a social community pla� orm, users are invited to disclose private 
informa� on in order to introduce themselves to the community. In chat rooms and forums 
users may disclose private data — such as their address or telephone number — to others. 
Young people, in par� cular, are unable to predict the consequences of publishing private data. 
Most social media services are based on adver� sing or marke� ng business, which is conducted 
on the audience sharing their private informa� on. The more the members disclose, the more 
speci� c the adver� sing becomes. 

Risks in Social Media
Bullying has become simpler online due to the anonymity provided by the medium. In social 
media, bullying is o� en public and therefore has long-term consequences for the bullied 
individual. Whereas insults shouted during breaks remain within the knowledge of a small 
group of people, a slanderous online video can be copied into numerous internet services, 
archives, or into other users’ computers and mobiles and remain there forever. The vic� m and 
the bully usually know each other from the same school.

Due to the anonymity of the web, propaganda and hate speech against certain groups or 
individuals can easily become widespread. In addi� on, people tend to act di� erently online 
because they do not have to face their opponents or vic� ms directly, and therefore are not 
immediately confronted with the consequences of their conduct. Thus, the risk of infringing on 
human rights and of becoming a vic� m of defama� on is much more likely online. Furthermore, 
o� ensive content is harmful to children and young people whose opinion might be in� uenced 
by misleading informa� on.

It is very typical that young people encounter age-inappropriate content — for example, 
pornography or marke� ng. Seeing pornography may harm a young person’s sexual development. 

The Importance of Netiquette
Ne� que� e is a set of social conven� ons that facilitate interac� on over networks. It remains in a 
state of � ux and varies from community to community. Almost all ne� que� es share an emphasis 
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on the fact that people behind screens are real. The golden rule of face-to-face communica� on 
holds online as well: treat the others the way you wish them to treat you. Do not write anything 
online you would not be prepared to say face-to-face.

Online, the recipient of the message may be from another culture, which increases the risk 
of misunderstanding. Sense of humour varies greatly between cultures, and when nonverbal 
communica� on is lacking, it is important to be careful when making jokes. Irony in par� cular 
is very di�  cult to impart without facial expressions and tones of voice. Furthermore, a person 
sending a message does not necessarily no� ce that the recipient has misunderstood. 

Because the internet is a broadcas� ng device, it is regulated by laws. Therefore, di� erent rules 
are in place online compared to face-to-face conversa� ons with friends. Although the internet 
enables an unprecedented liberty of communica� on, it also contains certain responsibili� es. 
The laws of most countries control various aspects of copyright and privacy. Although the 
following points may not be illegal in all countries, they nevertheless � y in the face of good 
manners. 

 ▶ Copyright is violated by distribu� ng or copying someone else’s work (e.g. an image, song, 
or � lm) without permission

 ▶ Libellous ac� ons include spreading sligh� ng or untruthful informa� on about someone 
online. Such informa� on includes manipulated images or slanderous texts sent by e-mail, 
instant messaging, or social networking sites.

 ▶ Spreading informa� on on overtly private informa� on or images, including those dealing 
with a person’s social, poli� cal, religious, or sexual iden� ty, is illegal.

 ▶ Spreading sexually explicit images of under 18-year-old persons is illegal.

 

EXERCISE 1. How have people’s concep� ons of knowledge changed during the internet 
age? How have the social media changed the ways people share knowledge and 
exchange informa� on?

EXERCISE 2. Develop a strategy for using a social networking site to promote interac� on 
on a par� cular topic you wish to teach. What are the risks and challenges teachers are 
likely to face in using social networking for educa� onal purposes? Iden� fy the risks and 
suggest ways of reducing their impact.

EXERCISE 3. Select one social networking site or so� ware that you use. Experiment 
with the privacy se	  ngs. Search the ‘terms of use’ for the terms ‘privacy’ and ‘security’. 
Why do you think most young people do not want to set the privacy se	  ngs on the 
maximum level?

EXERCISE 4. Explore the site www.safeinternet.org run by Insafe, a European Network 
of Awareness, which promotes safe and responsible use of the internet and mobile 
devices to young people. The site contains videos, games, and other materials for 
internet educa� on produced in di� erent countries. Find at least one piece of material 
you could use in your own teaching.

EXERCISE 5. Do you think that the privacy safeguards provided by social networking 
sites are su�  cient to help you avoid some of the risks one can encounter online? If not, 
what could be done in your opinion to cut down the risks?
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3.8 The Development of Ownership
In a majority of countries around the world, mass media organiza� ons are private commercial  
companies. Others are privately owned but non-commercial, such as those operated by non-
governmental organiza� ons, while some are government-owned and controlled. In broadcas� ng, 
the public service broadcas� ng model provides an alterna� ve to both commercial and 
government-owned media. In many countries, the media market is best described by the term 
oligopoly which means that a few companies share most of the market amongst themselves. 

The commercial media are regulated by the same laws as all other businesses. Media have 
owners, producers, distributers, and consumers. Media sell informa� on and entertainment to 
their audiences. However, audiences themselves act as selling points, par� cularly when the 
media try to sell adver� sing slots to businesses. Adver� sing is the major lifeline of media: 
without it there is no pro� t. 

The economic importance of mass media is increasing con� nuously. For instance, in the 
United States, the audio-visual industry is one of the most important branches of export. The 
development of the media branch has faced company mergers in recent years.

Convergence Culture
Convergence refers to the situa� on in which the di� erences between media are becoming 
increasingly unimportant and in which the same contents can be consumed via various media. 
In a convergence culture, old and new media collide, and grassroots media overlaps with big 
media corpora� ons. 

The contemporary media culture is a combina� on of large global media groups and grassroots 
produc� ons. In our media culture, the mass media, with its tendency to concentra� on, meets 
the anarchy of the internet in which everyone can become a producer or author and in which 
tradi� onal copyright is not respected. 

Internet diminishes the di� erence between media produc� on and consump� on, as anyone 
can become an ‘author’ online. The users of the internet have also got used to interac� on, 
a social media environment, collabora� on, and free content. All of these lessen the money-
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making possibili� es of media businesses, which have been based on marke� ng certain contents 
to certain target audiences, and selling these target audiences to adver� sers. 

Media Conglomerates, Entertainment Electronics 
and Amusement Parks
Before, the concentra� on of ownership applied to a par� cular � eld, such as the press or the 
� lm industry. Tradi� onally large publishing houses owned the whole chain of the newspaper 
business from the produc� on of content to prin� ng and distribu� on. In the golden age of 
Hollywood studios (1930s to 1950s), the scriptwri� ng, personnel — including actors and 
directors — produc� on, and theatre distribu� on were all in the control of � ve major and a few 
minor studios. 

The media conglomerates of today are giants of many � elds, covering all forms and genres 
of mass media and entertainment. The world’s largest conglomerates, Time Warner, News 
Corpora� on, Viacom, Vivendi, Disney, Bertelsmann, and Sony publish books and magazines, 
produce and distribute � lms, own radio and TV channels, and par� cipate in the music business. 
The tentacles of many of these concerns also reach outside the � eld of media. For instance, 
a large part of the revenue of Sony is made up of home electronics; Disney concentrates on 
franchise and the sale of product rights as well as the running of theme and amusement parks. 

Some E� ects of the Concentration of Ownership
There is a concern that the concentra� on of ownership narrows down the supply of media, 
and that the companies are mainly interested in pro� t. A counter-argument states that the 
compe� � on between the companies rather produces diversity onto the media � eld. The media 
conglomerates are so huge that they cover all kinds of departments and workers who produce 
a wealth of varying material from many di� erent viewpoints. An exchange-listed company 
has been dispersed to many owners; thus, it is nigh on impossible for one person to steer the 
company completely.

However, the indirect e� ects of ownership concentra� on may be notable. Although the owners 
o� en indirectly a� ect the selec� on of media, the pressure of commercial success drives media 
businesses to constantly seek higher and more certain pro� t. This is usually accomplished 
through repea� ng familiar, successful formula and increasing the amount of entertainment. 

The concentra� on of ownership has also changed the organisa� on of work within those media 
whose opera� ons have been concentrated. For instance, provincial and urban newspapers have 
been merged, and now publish the same material. Concentra� on is thought to bring synerge� c 
bene� ts, when the same produc� ons can be recycled and marketed among the di� erent media 
within the conglomerate. 

EXERCISE 1. How the concentra� on of ownership makes bene� ts for the media 
companies? What kinds of e� ects may such a trend have on the selec� on of media? 
Why do media houses see convergence as a threat?

EXERCISE 2. Familiarise yourself with the website of a known media conglomerate (Sony 
or Disney), and read its Terms and Condi� ons. What kinds of things are emphasised? 
How can you characterize their tone? Are underage agents taken into account?
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 3.9 Declarations, Regulations 
and the Rights of the Child
It is obvious to us that tra�  c would not be safe without some rules. Similarly, public media need 
common rules in order to avoid collisions. Media need rules, for instance, on what can be said 
and how and what happens if these rules are broken. 

The development of press councils and the norms of journalis� c ethics began a� er WWI. 
Almost all European countries have their own bodies and standards. Most include the following 
principles:

 ▶ Truthfulness in informa� on gathering and repor� ng;

 ▶ Freedom of expression and commen� ng;

 ▶ Equality independent of race, sex, ethnicity, religion, social class, job, disability, or any 
other personal quality;

 ▶ Honesty through using only direct methods in gathering and presen� ng of informa� on;

 ▶ Respect towards the sources and recipients of informa� on and their privacy;

 ▶ Independence through abstaining from bribes and any other outside in� uences.

From the point of view of media regula� on, the code of conduct refers to those obvious 
prac� ces which in one way or another de� ne what is publicly acceptable and permissible, and 
what is not. Rules on this level we usually assume as a part of our upbringing and culture. 
The ethical norms are so obvious that we no� ce them only when someone breaks them. Such 
customs include the way we talk about ‘sacred’ or otherwise sensi� ve subjects, other people 
or groups. There are no ready answers and approaches to solving the con� icts which take place 
on this level. 

Ethical norms change with � me, but also across cultures. Therefore, it is impossible for us 
to judge the ways of communica� on in another culture. Problems arise when an increasing 
number of mass media choose as their audience people from many di� erent cultures; in such 
cases, the journalist has to take the di� ering values of the audience into account.

There are two levels discernible in the regula� on of mass media: legisla� on and journalis� c 
ethics. The most dras� c di� erence between these two is the enforcing nature of laws. The 
exclusive rights of na� ons to make laws and enforce them lie behind them. Conversely, 
journalis� c ethics are op� onal by nature. There are also ins� tu� ons, such as Media Councils, 
which watch over the usage of ethical norms. Such ins� tu� ons, however, hold no jurisdic� on.

Digitalisa� on and increased ability to act publicly cause problems for lawmakers. Law 
enforcement online is very di�  cult. More di�  cul� es are caused by the common users of 
online media, who are not always aware of the ethical norms and other prac� ces of internet 
publishing. Such awareness is a part of media and informa� on literacies,which also include 
users’ awareness of their own rights in rela� on to media. 

Since 1948, Ar� cle 19 of the Universal Declara� on of Human Rights has stated:

”Everyone has the right to freedom of opinion and expression; this right includes freedom to hold 
opinion without interference and to seek, receive and impart informa� on and ideas through any 
media, and regardless of fron� ers’.” 

From this declara� on stems the UN Conven� on on the Rights of the Child; its Ar� cle 13 adds to 
the abovemen� oned rights that persons under 18 have the right to express their own opinion, 
the right to “seek, receive and impart informa� on and ideas of all kinds, regardless of fron� ers, 
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either orally, in wri� ng or in print, in the form of art, or through any other media of the child’s 
choice.” This right can be restricted by laws, which seek to protect the rights or reputa� ons of 
others. 

The UN Conven� on on the Rights of the Child and other declara� ons on children, young 
people and media state that media in the service of the general public and young people 
should be available for all, make available to all the informa� on and knowledge necessary 
to be responsible ci� zens in a democracy, and provide for the many varying interests of all 
users. Moreover, the Conven� on encourages contract states to develop programmes for child 
protec� on from harmful contents of media and programmes enhancing children’s well-being 
(ar� cle 17 [h� p://www.unicef.org/crc/index.html]).

The global nature of growing engagement of young people with media, especially digital 
media and the internet, is one of the reasons why UNESCO has iden� � ed youth par� cipa� on 
in media as a key strategy that needs to be strengthened on various levels — local, regional, 
na� onal, and interna� onal. These principles are ar� culated in the Millennium Development 
Goals (MDGs) and other key documents. These declara� ons, regula� ons and conven� ons have 
implica� ons for media- and informa� on literacies as well. They should be studied by youngsters 
from the viewpoint of local cultures. These kinds of interna� onal conven� ons and declara� ons 
are also worth discussing on intercultural basis because of young people’s interests in global 
communica� on and intercultural connec� ons and produc� on through internet. 

According to Manuel Perez Tornero and Varis, from the global perspec� ve, communica� on values 
should be integrated in media literacy. There is a need for a new balance between the values 
speci� c to communica� on, new ethics of global responsibility, and a deeper understanding of 
the values that have been accepted un� l now. The authors suggest the following principles as a 
basis for global media and informa� on literacies:

a. Balance between freedom of expression and informa� on and the right to informa� on and 
transparency.

b. Balance between the various dominant communica� on � ows, both in the development of 
content and technologies. This (linguis� c, cultural and geographical) balance will require 
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new rules, a new respect for di� erences, and new bridges for coopera� on between 
cultures.

c. Balance between the values of intellectual property and those of use, between private 
interests and group or common interests. It is only in this way that the prevailing right to 
circula� on can be complemented by interac� on. The new interna� onal public sphere can 
only be based on the harmonious par� cipa� on of all, excluding informa� on � ows that are 
exclusively ver� cal.

A collec� on of interna� onal and regional declara� ons and resolu� ons is available on the website 
of The Int er na� onal Clearinghouse on Children, Youth and Media; see h� p://www.nordicom.
gu.se/clearinghouse � Links & Databases � Declara� ons. 

EXERCISE 1. Find out which ins� tu� on regulates the norms of journalis� c ethics in your 
country. Do their norms include the principles that have been discussed in this sec� on?

EXERCISE 2. Re� ect on how the values of di� erent civiliza� ons are seen in media’s 
intercultural communica� on - in other ways than just as stereotypes.

EXERCISE 3. Re� ect on the kinds of sources messages stem from, and whether there 
are any alterna� ves (for instance, news agencies, � lms, documentaries). What kind of 
an exercise could you compile on the subject for your pupils?

 3.10 Classroom Exercises 
1. Life without Media
Goal: Recognising the signi� cance of media and informa� on in their society

Dura� on: Approximately 20 minutes

Materials: Pens and paper 

Divide your pupils into groups of three-four people. Ask them to imagine a world without 
libraries, the internet, newspapers, magazine, television, radio, books, and mobile phones. 

Ask one ques� on at a � me and give your pupils 2-3 minutes to prepare each answer. Ask them 
to use bullet points in each answer.

 ▶ How would you learn about world events?

 ▶ How would you make decisions (what to buy, who to vote, etc.)?

 ▶ Which media would you miss the most?

 ▶ What would the society lose? 

Divide the board into four sec� ons giving a sec� on to each ques� on. Ask the pairs to write a 
few key words in the appropriate sec� on based on their discussion. Sum up the keywords orally. 
While doing this, ask your pupils for elabora� on and examples. 
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Recommenda� on for assessment:

The most important thing is to get pupils involved in the discussion. There are no right or wrong 
answers. The assessment is given to pairs, not individuals. 

5: Pupils discuss the given topics in a lively and enthusias� c way. They bring central viewpoints 
into the discussion. They understand the role of media in society.

4: Pupils remain on the topic and discuss the ques� ons in a lively way. They take part in the 
group work enthusias� cally. They come to understand the role of media in society.

3: Pupils discuss the topics in a s� �  way. They only par� cipate in the tasks when they have to. 
Their discussion on the role of media in society remains super� cial.

2: Pupils have di�  cul� es in keeping the discussion relevant, and their discussion is rather 
forced. Their understanding of the role of media in society is very super� cial. 

1: Pupils discuss the topics poorly. They do not take part in the shared discussion. They do not 
understand media’s role in society at all. 

2. Online News Media
Goal: Understanding the way in which news media are par� cipatory in their produc� on of news

Dura� on: Approximately 20 minutes

Materials: Computers with internet access

Prepare two newspapers, which use readers’ par� cipa� on as the means of content produc� on.

Divide your pupils into pairs. Ask them to explore the online edi� ons of two newspapers. Next, 
ask them to give answers to the following ques� ons using a word processing programme:

 ▶ How do newspapers encourage their readers to take part in the making of the newspaper?

 ▶ In your view, which of the two newspapers is more successful in reader par� cipa� on? 
Why?

 ▶ Why do newspapers encourage their readers to take part in the produc� on of content?

 ▶ What would the papers be like without readers’ contribu� ons?

Ask your pupils to submit their answers to you by e-mail.

Recommenda� on for assessment:

The assessment is given to pairs, not individual pupils.

5: Pupils have found all central ways of reader par� cipa� on. Their answers include a lot of 
their own analysis.

4: Pupils have found nearly all ways of reader par� cipa� on. Their answers also include their 
own analysis.

3: The answers are somewhat imperfect, i.e. they have not discovered all the ways of reader 
par� cipa� on. Their answers include very li� le analysis of their own. 

2: The answers are quite imperfect, but they have found some ways of reader par� cipa� on. 
There is very li� le analysis.

1: Pupils have not understood what reader par� cipa� on means.
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3. Media Technologies in Everyday Lives
Homework.

Goal: Pupils understand how media technologies have a� ected the lives of young people in 
di� erent periods.

Read the texts On the Signi� cance of Media and From Electronic to Digital in advance.

Ask your pupils to interview their parent or grandparent on the media worlds of their youth.

 ▶ What kinds of TV programmes, � lms, or books did they enjoy?

 ▶ How did they get informa� on on current events worldwide?

 ▶ How have their everyday lives and work experiences changed through the development of 
communica� on technologies?

Ask your pupils to write at least a half of a page of the text based on the interview; in the text, 
they will compare experiences of their interviewee to their own media environment. What 
kinds of di� erences and similari� es occur? How has media technology a� ected the lives of 
young people in di� erent � mes?

Recommenda� on for assessment:

5: Pupil considers the di� erences in media environments from many angles. He/she has 
learned something new about the development of media technologies through this 
exercise. He/she has answered all the ques� ons comprehensively. 

4: Pupil considers the di� erences in media environments from many angles. He/she has 
learned something new about the development of media technologies through this 
exercise. His/her answers could have been somewhat more comprehensive, however.

3: Pupil re� ects on the di� erences of media environments in a super� cial way. His/her 
answers include some new insight into the development of media technologies.

2: Pupil re� ects on the di� erences in media environments in a very super� cial and one-sided 
way. He/she has learned only li� le through this exercise. 

1: Pupil’s answers are very short. The answers do not show whether he/she has learned 
anything new about the development of media technologies through this exercise.

4. Age Recommenda� ons in Games
Goal: Understanding of the bases of age recommenda� ons and content symbols

Dura� on: Approximately 20 minutes

Materials: A computer with internet access for each pupil

Ask your pupils to study the age ra� ngs of games, content symbols, and the grounds for their 
use. They can � nd informa� on on e.g. www.pegi.info. 

Ask the pupils to write a short (half a page) informa� onal text for the parents of small children. 
The text should jus� fy why the age ra� ngs should be adhered to.

Recommenda� on for assessment:

5: Pupil has understood the basics of age restric� ons and content symbols. He/her introduces 
them comprehensively in his/her own words and jus� � es why parents should adhere to 
them.
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4: Pupil has understood the basics of age restric� ons and content symbols. He/she introduces 
them well, but has copied some of the text directly from the sources. He/she can jus� fy 
why parents should follow the recommenda� ons.

3: Pupil has understood the basics of age restric� ons and content symbols. He/she introduces 
them well, but has copied some of the text directly from the sources. His/her jus� � ca� ons 
are somewhat weak. 

2: Most of the text has been copied from the sources containing some of the pupil’s own words.

1: It is not clear whether the pupil has understood the basics of content symbols and age 
restric� ons, because she has copied all of the text directly from the sources. 

5. Assessing the Social Media
Goal: Enhanced pupils ability to assess cri� cally social media services

Dura� on: Approximately 20 minutes

Materials: Computers with internet access

Read for your own informa� on the text Media Becomes Social. Come up with a few social media 
services the pupils can study. 

Divide pupils into pairs. Give each pair one social media service to study. Ask them to consider 
the following ques� ons:

 ▶ What purpose can the service be used for?

 ▶ What kinds of possibili� es does the service o� er for public communica� on? What about 
one-to-one communica� on?

 ▶ How can the service be u� lised to express one’s own opinions?

 ▶ What kinds of problems can the service cause?

Finally, discuss the � ndings of the pairs and one service at a � me. You can also ask your pupils 
to email you their answers. 

Recommenda� on for assessment:

The purpose of this exercise is to get pupils involved in the discussion. There are no right or 
wrong answers. The assessment is given to pairs, not individual pupils.

5: Pupils discuss the service in a lively and enthusias� c way. They understand the di� erence 
between public and one-to-one communica� on and come up with many ways to use the 
service, as well as many problem areas. They bring central viewpoints into the discussion. 

4: Pupils’ discussion remains on topic and it is lively. They understand the di� erence between 
public and one-to-one communica� on and come up with many ways to use the service as 
well as many problem areas.

3: Pupils discuss the service rather s� 
  y. Their discussion on the problem areas and usages 
of the service remains on a super� cial level. They take part in the group work only when 
they must.

2: Pupils have di�  cul� es keeping their discussion relevant and ge	  ng to the point. Their 
discussion on the problems and possibili� es of the service remains super� cial. They take 
part in the group discussion lazily. 

1: Pupils discuss the given ques� ons li� le or not at all. They do not come up with any problems 
or possibili� es and do not take part in the group work.
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6. The Concentra� on of Ownership 
Goal: Understanding of the e� ects of the concentra� on of media ownership.

Dura� on: Approximately 20 minutes.

Materials: Computers with internet access.

Read the text The Concentra� on of Ownership for your own informa� on. Find in advance a few 
media companies you would like your pupils to explore. 

Divide pupils into pairs. Give each pair a media company to explore. Ask them to � nd informa� on 
online, concentra� ng on the following ques� ons:

 ▶ What kinds of media are used by the company?

 ▶ Does the company work in other � elds of business?

 ▶ Give an example of the recycling of content among the di� erent media owned by the 
company

 ▶ What kind of impact may the concentra� on of ownership have on the consumer?

Finally, discuss the answers, one company at a � me. You can also ask your pupils to send their 
answers to you by email. If all aspects of the concentra� on of ownership are not raised in the 
discussion, you can inform your pupils of them. 

Recommenda� on for assessment:

The purpose of this exercise is to get pupils involved in the discussion of media companies. 
There are no right or wrong answers. The assessment is given to pairs, not individual pupils. 

5: Pupils discuss the media companies in a lively and enthusias� c way. They understand the 
consequences of the concentra� on of media ownership from many points of view. They 
bring central points into the general discussion.

4: Pupils’ discussion remains on topic and it is lively. They understand the consequences of 
the concentra� on of media ownership from many points of view. They bring central points 
into the general discussion.

3: Pupils discuss the media companies in a s� �  way. Their handling of the consequences of 
ownership concentra� on is rather super� cial. They take part in the general discussion only 
when they must.

2: Pupils have di�  cul� es keeping the discussion relevant, and their discussion is rather 
forced. Their analysis on the concentra� on of ownership is very super� cial. They take part 
in the general discussion lazily.

1: Pupils discuss the ques� ons li� le or not at all. They cannot � nd any consequences for the 
concentra� on of ownership. They do not take part in the general discussion. 

7. News around the World
Goal: Understanding the di� erences of the world-view depending on the country the media. 

Dura� on: Approximately 20 minutes.

Materials: Computers with internet access.

Read the text Democracy and Civic Par� cipa� on in advance.

Divide pupils into pairs. Ask them to look at headlines of the newspapers from two 
di� erent countries (you can ask them to go to h� p://www.newspaperindex.com or 
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www.onlinenewpapers.com). Ask them to give short answers to the following ques� ons and 
email you the answers. 

 ▶ How are the choice of news similar and how do they di� er? Why?

 ▶ How does the choice of news a� ect the world-view of the readers?

 ▶ How is the freedom of expression evident in the headlines?

Recommenda� on for assessment: 

5: Pupils have studied the papers in su�  cient detail. They have made some excellent points 
and their answers contain a lot of their own analysis.

4: Pupils have studied the papers adequately. They have made a few good points and their 
answers contain some analysis of their own.

3: Pupils have made a super� cial study of the newspapers. They have made some good points 
and their answers contain some analysis. 

2: Pupils have made a very super� cial study of the newspapers. They have made a few good 
points, but their answers contain very li� le analysis.

1: Pupils have studied the newspapers in a very super� cial way. In their answers, they 
summarise the content of the papers and do not give any analysis of their own.
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A key part of media and informa� on literacy is an understanding how the media construct 
di� erent types of stories, how they shape the informa� on they present, and what techniques 
they use to organize material that otherwise would be chao� c and di�  cult to understand. It is 
important to have a basic understanding of the di� erent techniques employed by the media, 
‘codes’ they use, and how to interpret them.

In order to be media and informa� on literate, we need to examine media images or 
representa� ons and analyse not only the image or media text itself, but also the context of the 
image, which we some� mes do not see. It is important to recognize that while the media have 
a lot of power to direct and challenge society, they also re� ect society by providing the kinds of 
stories and representa� ons we demand and accept.

With the cri� cal analysis of media texts, we are usually analysing the power posi� ons of media. 
In par� cular, media power consists in deciding whose views are represented and whose are not, 
and determining what is told and from which point of view. Media exert their power by deciding 
what to report as truth (for instance, in the news) and also by leaving some topics out. 

Abstract thinking, which develops during the teenage years, opens doors into the analy� cal and 
cri� cal examina� on of media texts. Ethical dilemmas and ques� ons of value come naturally to 
young people; media and adver� sing provide a boundless supply of material for such re� ec� ons.

This sec� on concentrates on the analysis of media power and representa� ons. It will also deal 
with the reliability of the informa� on. The sec� on includes prac� cal hints for the analysis of 
media texts. 

Learning outcomes
A� er studying this module you will learn about:

• representa� on in media and informa� on;

• news criteria and the anatomy of news; 

• the power of images in adver� sing;

• analysis of narra� on in � lm, TV, and music video;

• assessment of the reliability of online informa� on;

• making an e� ec� ve interview and to write an ar� cle.

4  .1 Representation in Media and Information
Representa� on in the media can take many forms. We live in a culture saturated with images, 
and on a daily basis, we are surrounded by media representa� ons on websites, on television, in 
� lms, in news repor� ng, and in books. Most of our choices and analyses are done unconsciously. 
Reporters, authors, videographers, adver� sers, publishers, and � lmmakers use images, sound, 
and wri� en texts to convey informa� on about an event, story, or issue. They usually face 
limita� ons of � me, space, resources, and other editorial constraints in preparing and presen� ng 
stories to the public. Thus, depending on the story or the message being conveyed, it is o� en 
necessary to ‘represent’ issues or events by referring to characteris� cs such as race, gender, 
sexuality, age, or class. Inevitably, those working in the media select the content to be presented 
to the public. This selec� on is not void of subjec� vity and some� mes leads to stereotypical or 
oversimpli� ed representa� ons, which can be used to label individuals and jus� fy certain beliefs 
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or a	  tudes. This may or may not be the inten� on of the author or journalist. Furthermore, 
some� mes the recipient gives the image or the text a meaning which was not intended by the 
journalist. 

Denotations and connotations
Representa� ons are not clear-cut, although their denota� ons are shared by all of us. Denota� ons 
refer to the surface-level visual meanings which are born when a viewer recognises people, 
things, surroundings, and events in the image. 

Connota� ons, on the other hand, are culturally and individually dependent meanings sparked by 
a word or an image. For instance, the word ‘mouse’ can involve posi� ve or nega� ve experiences, 
which a� ect the connota� on of the word. If you have had a pet mouse, the connota� on for 
you is most likely posi� ve. However, if you think about mice mainly as germ-� lled pests, your 
connota� on is nega� ve.

Connota� ons can some� mes be even stronger than denota� ons. In prac� ce, denota� ons and 
connota� ons merge, and it is not easy to split them. However, it is possible to learn to read the 
connota� ons of images. Visual literacy refers to such skills as seeing beyond the denota� ve 
meaning and understanding the mechanics behind the birth of connota� ons.

Connota� ons can be steered by e.g. the use of composi� on and colours, and these means 
are used in adver� sing. A photograph is always a framed piece of reality, not a representa� on 
of reality as such. Photographers decide which parts of reality they want to picture and how. 
Situa� ons can also be set up and images retouched a� erwards. With the help of a computer, it 
is easy to add backgrounds, � gures, details, or text. Parts of the image can also be removed, and 
the colours tweaked in order to achieve a certain connota� on. 

While observing the world, a reader or viewer is always � ed to oneself: one’s sex, gender, age, 
values, a	  tudes, etc. Everyone reads messages through one’s individual traits. 
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Meanings can be participatory 
and context-dependent 
The language of young people serves as an example of a par� cipatory meaning. It is full of words 
which even slightly older people cannot understand or use somewhat di� erently. Humour is also 
dependent on par� cipatory meanings. It is a very di�  cult genre to use in e.g. adver� sing, as the 
percep� ons of what is funny are very di� erent, for example, between Latvians and Indians. The 
English are famous for their dry humour which might not be understood elsewhere. 

The meanings of words and images can be gleaned from the surrounding context. For instance, 
the narra� ve style of cinema dictates that nothing super� uous is shown; thus, if a woman 
throws up in a � lm, it usually means she is pregnant. In everyday life, vomi� ng does not always 
mean pregnancy.

Therefore, the meanings of words and images must be deduced from the context of other 
words or images, and the larger context of the genre. 

EXERCISE 1. Find an interes� ng ad online and analyse its denota� ons and connota� ons.

EXERCISE 2. Some media cri� cs have expressed concern about the way certain events, 
in par� cular disasters, are presented in the media. Examine the media coverage of 
current events and assess to what extent these concerns are valid. Discuss reac� ons to 
images of people personally a� ected by tragedy or disaster. Analyse the strategies used 
by journalists in mainstream and alterna� ve media to depict the emo� onal impact of 
events while maintaining people’s privacy and dignity.

4  .2. Frameworks for Analysis 
Media texts can be ’read’ below the surface by analysing the ways of technical presenta� on and 
using them as star� ng points of interpreta� on. By close-reading media texts, a consumer will 
learn to see how stories, plots and ways of in� uencing the reader are constructed, as well as 
recognise mechanisms of publicity. This sec� on provides several models and exercises for the 
close-reading of media texts. 

For one’s analysis, it is useful to choose a par� cular point of view or a method for looking at 
a media text. This can be a topical ques� on which will help to direct reader’s a� en� on while 
analysing the media text. 

The � rst task for the analysis of any media text is to break down the themes and ways of 
representa� on in the text. It is advisable to make notes and pay a� en� on to the following 
ques� ons:

 ▶ How are images, sound, and text used?

 ▶ What does the media text o� er as the primary object of interest?

The ways of breaking down the media text can include classi� ca� on, quan� fying, or qualifying 
according to shape or structure. It is also useful to think about di� erent ways of presenta� on 
and, for instance, metaphors. 
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The analysis itself comes next. In this phase, one thinks about the meanings of one’s observa� ons, 
for example:

 ▶ Whose point of view is the most central in the media text?

 ▶ What is the ‘moral’ of the text? How is it presented?

 ▶ What kind of informa� on is missing?

The ques� ons above can be a star� ng point in the analysis of any mediated product or 
presenta� on. In more detailed analysis it is important to bear in mind the nature of a par� cular 
medium. 

EXERCISE. Look up online for more study material, which elaborates on the analysis of 
media texts. What kinds of viewpoints can analysis have? What do you think are the 
most relevant ques� ons for analysis?

4.2.1. A News Item
Journalists need to make sense of a vast amount of informa� on and consider how to organize it 
in the way highligh� ng the most important issues and to make it comprehensible to an audience 
with variable levels of apprehension of the events in ques� on. The judgments involved include 
selec� on of those stories deemed to be important (newsworthy) as well as a decision on how to 
present the informa� on. Inevitably, the form of presenta� on (some� mes known as ‘framing’) 
will re� ect the experience and outlook of the journalists themselves. It is important for an 
audience to understand these framings and to think cri� cally about them.

News agenda is constructed in the following way:

1) Media chooses some events it � nds relevant among a mul� tude of events. The events that 
are assumed to be of less interest to the audience are disregarded.

2) Time and space devoted to par� cular items might di� er.

3) In this way, media de� nes some events more important than others, and a news agenda is 
formed.

4) People internalise media’s order of importance as their personal order of importance. 

We think of news as texts and programmes which easily o� er us current informa� on. They 
inform us on the important and interna� onally relevant events that are going on in the world. 
The idea of news as descrip� on of events and issues stems from the thought that the world can 
be described objec� vely — that reality can be reproduced in ink and bytes. 

Although news journalism strives for objec� vity and neutral language, news texts are always 
wri� en by journalists who choose which viewpoints to take and how to shape them. News texts 
and programmes make meanings and construct reality. 

Even the choice of a news topic has an e� ect: one issue is chosen to be newsworthy, another 
is not. In the choice of news, the criteria of topicality, surprise, rarity and proximity are used. 
A good news item answers the following ques� ons: Who? What? When? Where? Why? How? 
A news item is wri� en so as to priori� se the most important topic. 
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By analysing the news, we can � nd our examples of how the media have constructed a posi� ve 
or nega� ve image of a certain person or group, emphasised some aspect of a ma� er over 
another, or let only certain par� es take part in open discussion.

While analysing the news, we can, for instance, classify how di� erent actors (private persons, 
groups of people, companies, etc.) are handled in narra� ves. We can quan� fy how much space 
certain par� es are allocated and how o� en they are men� oned. Qualita� vely, we can look at 
how certain issues and people are talked about (word choices, camera angles, etc.)

, The following ques� ons become relevant in the analysis of news items: 

 ▶ Why has this par� cular issue become a news item?

 ▶ What is the angle of a story on a par� cular topic or phenomenon?

 ▶ What does the news item not men� on?

 ▶ Whom is this issue relevant for? Who gets their voice heard and who does not? Whose 
point of view seems to be the most central one?

 ▶ What kind of roles are assigned to people?

 ▶ Is some knowledge presented as given?

 ▶ What kinds of sources have been used and how? What else could have been used?

 ▶ How have the choice of sources a� ected the point of view of the item?

 ▶ Who gets the last word — i.e. how does the news item end?

 ▶ Is the journalist’s point of view visible in the choice of words?

 ▶ If this is a printed news item: what aspects do the headline, pictures, and cap� ons 
emphasise?

It is also relevant how the prac� cali� es of journalism show in the item: do the people obscure 
the issue itself, and are issues presented as � aws, disputes, and juxtaposi� ons instead of 
solu� ons?

EXERCISE. Watch the main news programme on a channel of your choice. Compare 
the news items to the channel’s website news of the same day. What similari� es and 
di� erence can you see in the expressions and content? Are the news topics the same? 
Re� ect on the possible di� erences. Which source provides more reliable informa� on?

4.3.2 An Advertisement
Adver� sing can be roughly divided into two groups: informa� ve and image adver� sing. An 
informa� ve advert a� empts to in� uence individuals’ buying pa� erns and/or opinions on the 
product in ques� on. The goal of the advert may be a change or the reinforcement of exis� ng 
a	  tudes or modes of behaviour. The advert wants to have an e� ect as quickly as possible, for 
instance, by saying that the adver� sed product is in shops right now to be bought.

When an image adver� sement is in ques� on, the e� ects of the ad are designed to be longer. 
This kind of adver� sing strives to create an image for a par� cular product, service, or business. 
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Image ads also work by crea� ng di� erent consumer roles, which makes their e� ects cumula� ve 
and long-las� ng. The goal of image adver� sing is to create connota� ons. 

Adver� sing is o� en realised as campaigns which include several supplementary elements. 
Varia� ons of the same campaign can be seen online, on TV, and in print media. Television 
usually concentrates on image adver� sing, whereas online and magazine ads can give more 
detailed informa� on on the product. 

The language and imagery of adver� sing prefer metaphors. Metaphors are thought to steer 
the consumer’s thinking because their connota� ons are o� en di�  cult to spot. Comparisons 
and allegories a� ach to the adver� sed product images, which they do not contain themselves.

Adverts normally appeal either to one’s intellect or emo� ons. Intellectually appealing reasons 
include, for instance, low fat content or a reasonable price. Such ads usually contain percentages 
and other � gures, and scien� � c terminology. Emo� onally appealing reasons include the 
pleasure of ea� ng chocolate, and the boost to self-esteem new clothes can bring. 

Social media some� mes makes it hard to dis� nguish adver� sing from other content. Such 
adver� sing is o� en targeted according to the demographic informa� on provided by a user 
(age, gender, hobbies, place of residence), or according to one’s browsing history. By ‘liking’ a 
business, one also accepts its marke� ng communica� on. The social media audience can also aid 
the adver� ser by spreading videos, tests, and games provided by the business. 

Strategies of illustrated advertising

Layout
 ▶ Directs the gaze;

 ▶ The placement of text and colour in certain posi� ons directs the viewer and their thoughts; 

 ▶ The use of empty space is o� en more e� ec� ve than � lling the whole area;

 ▶ New, per� nent informa� on is posi� oned right of the ver� cal axis. Old, supplementary 
informa� on is usually on the le� ;
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 ▶ Above the horizontal axis is usually placed the image — dream — which the product will 
make come true. Below is usually the product itself, and some textual informa� on.

Angle and size
 ▶ Through the choice of angles and image sizes, the producer of the ad emphasises the 
relevant factors;

 ▶ Objects that are photographed directly from the front are in contact with the viewer;

 ▶ Bird’s eye view gives the viewer a feeling of control over the object. By using this perspec� ve, 
mental or physical smallness of the object can be implied;

 ▶ Objects shot from below dominate the viewer. This perspec� ve emphasises the might, 
strength, or terror of the object;

 ▶ An extreme close-up is very e� ec� ve, as it makes the viewer concentrate on the essen� als. 
A close-up of a person highlights emo� ons. 

Colour
 ▶ The use of colour also directs our associa� ons;

 ▶ Colour emphasises certain direc� ons and points in the image;

 ▶ The use of a few colours can be more e� ec� ve than the use of many, as they keep the 
message simple;

 ▶ Red is o� en associated with warmth, � re, passion, aggression, and blue with coldness, 
sincerity, and melancholy. 

In an ad analysis, the following questions can be 
considered:

 ▶ Who is the target of the ad? Who does the ad try to persuade?

 ▶ What means are used to achieve this?

 ▶ What meanings do text / sound add to the ad? What about layout and the use of colour?

 ▶ How does the ad re� ect the values and a	  tudes of the � me?

 ▶ What kind of informa� on does the ad o� er on the product itself? Is this informa� on 
reliable?

 ▶ How does the adver� sed product di� er from other similar products?

EXERCISE 1. Find a full-page ad in a youth magazine and analyse it using the above 
ques� ons.

EXERCISE 2. Examine several ads from the same poli� cal campaign. Evaluate the 
e� ec� veness of the campaign as a whole by its use of uni� ed graphics, images, slogans, 
and messages.
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The internet does not have an editor who would check the accuracy of each text before they are 
published. User-generated content in par� cular can be par� al, biased, or inaccurate. Forums 
and blogs can o� er valuable assistance, but can also facilitate contact with inappropriate or 
even more harmful advisors. Internet users need to be aware of the dangers of simply believing 
anything they read online.

There are many websites inci� ng users to harm themselves (e.g. those promo� ng suicide, 
anorexia, or sectarianism). With the increasing possibili� es of publishing online, the risk of being 
exposed to the content inci� ng harm is growing. Children and young people are not always able 
to make realis� c assessments of the risks which arise from following the instruc� ons given on 
such websites.

The problems of analysing online informa� on are connected to the bene� ts of the internet: 
publishing is very easy. In prac� ce this means that, for instance, the fan page made by 
a schoolchild can be mixed up with the o�  cial page of a � lm star. Furthermore, ads can be 
very di�  cult to tell apart from genuine informa� on. Online informa� on may be the freshest 
available, but it is always wise to see whether it matches the informa� on in other sources. 

Informa� on found in a private blog has very di� erent rami� ca� ons than informa� on found 
on a society or newspaper website. If the writer is a known expert wri� ng about their � eld 
of study, the informa� on may be seen as fairly reliable. In a private blog, some points of view 
may be over-emphasised — either on purpose or not. A professional writer strives to compile 
their texts from a neutral point of view. Thus, it is important to recognise the writer of the text. 
Although the informa� on may be wri� en by an expert, it is always good to check other sources 
as well, and see if they match each other in informa� on content. 

If a website is clear and user-friendly, and correct language is used, its publishers most likely 
take the site seriously. Conversely, if the site is confusing, its language unpolished, and its facts 
in a muddle, it is likely that the content is not very reliable either. 
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Business websites aim at enhancing sales. Some of these sites are composed of ads and self-
praise, but some include useful informa� on as well. However, coming from a business, even 
facts are always a piece of marke� ng. One should not trust the word of marketers alone, but 
look for unbiased informa� on and, for instance, user experiences. 

The hints provided below will help to decide on the reliability of a website follow below:

Publisher
 ▶ Who is behind the informa� on? (The author is clearly marked: full name, � tle, and 
company. Is the author known, for instance as an expert of the � eld?)

 ▶ Why does the website exist?

 ▶ Are there references to other media products by the same producer?

Quality of the data
 ▶ Are the opinions, adver� sements, etc. clearly separate from the facts?

 ▶ Has the material been evaluated (by a publisher, journalist, peer reviewer, and/or a 
publishing house)? Are there references to this material elsewhere? If there are links to 
this page from elsewhere on the internet, it usually speaks of common approval.

 ▶ Are views jus� � ed?

 ▶ Is some viewpoint emphasised more than others?

 ▶ Are the facts corroborated by ci� ng sources? Are the facts and sources recent?

 ▶ Is the language correct? What does the website look like?

 ▶ When has the page been updated — i.e. is the informa� on s� ll valid? Is the date of wri� ng 
visible?

 ▶ Is the informa� on detailed enough — not just mere basics — and is the informa� on more 
scien� � c than popular?

Con� rmability
 ▶ Can you � nd the same informa� on in several, independent sources?

 ▶ Think why you should believe this par� cular informa� on.

EXERCISE 1. Find a website targeted at young people and analyse it using the above 
ques� ons.

EXERCISE 2. Imagine that your li� le brother has had a bicycle accident and has been 
diagnosed with a torn ligament on his right knee. His injury does not require immediate 
treatment. Search the internet for reliable sources which o� er informa� on on how to 
treat his injury.
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In the analysis of moving images, it is useful to watch the material many � mes and pay a� en� on 
to the di� erent aspects of audio-visual communica� on: camera work, sound, and edi� ng. Films 
and television programmes consist of shots — sequences of � lm shot without interrup� on. 
Shots are compiled into scenes, which make up the story. Edi� ng (or cu	  ng) refers to the 
process of choosing sequences of sound and image and compiling them into a narra� ve whole.

Aesthe� c analysis concentrates on the characters, plot, surroundings, and visual and aural 
expression. Typical ques� ons in such analysis include:

 ▶ How is the posi� on of the protagonist enhanced by the use of cameras, ligh� ng, sets, and 
music?

 ▶ What is the rela� onship between the protagonists?

 ▶ What are the central turning points of the plot, and how are they constructed?

 ▶ How does � lm’s/programme’s physical se	  ng enhance the mental atmosphere — or is 
there a discrepancy between the two?

 ▶ How are the sound e� ects used?

 Societal analysis looks at the way the � lm/programme is � ed to a certain genre, how it refers to 
current or mythical events and uses subjec� ve connota� ons. Central ques� ons include:

 ▶ Does the � lm/programme clearly represent a certain genre (comedy, tragedy, drama, 
science � c� on, etc.), or does it mix genres?

 ▶ Are there references to e.g. poli� cal issues or topics?

 ▶ What kinds of values and a	  tudes does the � lm/programme mediate?

 ▶ Do the characters clearly represent some character types, groups, or classes?
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If we want to analyse a � lm/television programme according to narra� ve meanings, we pay 
a� en� on to the development of protagonists, surroundings, and symbols. Important ques� ons 
include:

 ▶ How do the protagonists develop during the � lm?

 ▶ How do their rela� ons to other characters change?

 ▶ How do surroundings change as the plot develops?

 ▶ What kinds of metaphors and ‘illustrated thoughts’ does the � lm contain?

Reality TV
Reality television is a genre which has become popular during the 21st century; it strives to 
present partly non-scripted, real-life situa� ons. The style can be documentary, following the 
life of a celebrity. Programmes can also be based on discussions, compe� � on, the search for a 
rela� onship or a job, or candid camera-type comedy clips. Most of the popular reality TV shows 
are based on an interna� onal format. 

The ‘reality’ in reality TV is based on the fact that these programmes use normal people instead 
of actors. The shows try to make an impression of not having any script or formal sets, although 
in reality most of the lines can be wri� en beforehand. Many reality shows shoot a wealth of 
material, out of which only a frac� on is shown. The huge popularity of reality TV is partly based 
on the appeal of ‘real’ people whose emo� ons are easier to relate to than those of � c� onal 
ones. 

Reality TV can be assessed e.g. by the feel of reality it o� ers:

 ▶ How are the scenes staged?

 ▶ How have the performers been chosen and styled?

 ▶ How has the ‘reality’ of the show been modi� ed through staging, cu	  ng, shots, music, 
sound e� ects, etc.?

 ▶ How real do you think the events are?

 ▶ Have the performers’ lines been wri� en beforehand?

EXERCISE 1. Think about a � lm you have seen recently. Concentrate on analysing one of 
the protagonists of the � lm — you do not need to pay a� en� on to the other characters. 
What is the star� ng point of the character? How does she/he develop? Where does 
she/he end up as the plot progresses? What kinds of physical characteris� cs does the 
character have? What do they tell about her/him as a person? What kinds of devices 
are used to emphasise the character’s inner traits?

EXERCISE 2. There is a myriad of reality TV shows depic� ng all walks of life. So, there is a 
lot to choose from for teaching purposes. Think, which reality show you would choose 
as a part of you teaching, and how you would do it?
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Usually, the aim of music videos is to promote a certain ar� st or song: in this way, music videos 
are adver� sements. The goal of the video is to a� ect the viewer through image or brand 
adver� sing. Metaphors and stereotypes are thus strongly present in music videos, and these 
are the aspects we should pay a� en� on when analysing them. 

The style of music videos is typically fast-paced, dense and rich, which is also true of audio-
visual ads. The imagery of music videos is fragmentary, emphasising the layered nature of 
popular music: some visual elements mirror the rhythm, others reinforce a certain melody line. 

The visual narra� on of music videos is usually built around the structure of the song itself. As 
di� erent parts follow each other — for instance, in the transi� on between verse and chorus — 
the visual narra� on can also change. Dance and bodily movement play a vital part in the 
visualisa� on of music. Cuts usually fall on the beats. Furthermore, illustrated events, such as 
explosions, falls, and moving cars, can be synchronised with the music. 

Typical traits in music videos include:

 ▶ Quick cuts;

 ▶ Hand-held cameras;

 ▶ Distorted camera angles (e.g. extreme bird’s eye view);

 ▶ A rota� ng camera or a rota� ng object;

 ▶ Close-ups and extreme close-ups;

 ▶ Special e� ects: colours, cu	  ng, sha� ering of the image;

 ▶ Anima� on;

 ▶ The rhythm of the visual stream follows that of the music.
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While analysing music videos, one should pay a� en� on to the points men� oned above, and 
ponder:

 ▶ Why has the director ended up with these par� cular choices?

 ▶ Why does the camera rotate in certain scenes?

 ▶ What part do the extreme close-ups play?

 ▶ What metaphors or references to other popular culture can you � nd?

 ▶ What is the general atmosphere like?

 ▶ Does the music video mediate some values or a	  tudes?

EXERCISE. Go to one of the online video services and � nd a music video of an ar� st 
popular among younger listeners. Analyse it using the ques� ons above.

4.3. Let’s Write an Article!
The best way to master analysing media texts is by producing them on your own. Thinking 
about the choice of interviewees, interview prac� ces, informa� on search, headlines, and the 
structure of the ar� cle makes it easier to pay a� en� on to these factors when reading other 
people’s stories.

The star� ng point of a writer’s work is genera� ng ideas. Which events are current, what is 
on the news? When the topic has been chosen, it is the � me to think about the angle. From 
which point of view should the story be told and what does it want to convey to the readers? 
Informa� on search comes next. Who will be interviewed and is there informa� on available 
online?

Interview
Interviews are perhaps the most important means of gathering informa� on for a journalist. This 
informa� on is used for the bene� t of viewers or readers. However, interviews can be labour 
and � me-intensive. During almost all assignments, a journalist has to make several calls in 
order to � nd the appropriate person to interview. Some� mes it takes hours just to � nd contact 
informa� on. Comments are needed from many sources in order to make the ar� cle balanced. 
It also takes � me to conduct face-to-face interviews.

Only a frac� on of the interviews are used in a � nished piece. An interview can last for half an 
hour, yielding the journalist only one cita� on for the ar� cle. Thus, there is a danger of taking 
a sentence out of its context and changing its meaning. It is a good journalis� c prac� ce to send 
a � nished ar� cle to be reviewed by interviewees before publica� on, so that possible mistakes 
could be corrected.

In a television or radio interview, the audience o� en hears the interviewer’s ques� ons, and 
thus, the probability of misunderstandings is smaller.
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Professional journalists conduct a thorough research before an interview, familiarising 
themselves with the subject and planning ques� ons. It is hard to make sharp ques� ons if one is 
not familiar with the interviewee’s � eld. 

Tips for interviews:

 ▶ Do not ask ques� ons which can be answered in one word.

 ▶ Ask one ques� on at the � me. If you ask two ques� ons, the interviewee will answer only 
one of them.

 ▶ Show interest for the interviewee and their answers. This can be done by e.g. preparing for 
the interview with great care and making precise ques� ons.

 ▶ Concentrate and listen. Ask clarifying ques� ons based on what an interviewee has been 
saying.

 ▶ Do not ask leading ques� ons.

 ▶ Do not air your own opinions, but concentrate on those of your interviewee.

 ▶ Do not ask ques� ons that are too complicated.

From an Interview to an Article
A journalist uses interviews and other sources to compile a whole by summarising the most 
salient points in a way that readers � nd interes� ng and readable. Although the interviewee has 
provided the journalist with a wealth of good material, it needs to be pruned down; one cannot 
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� t everything wri� en down in a notebook into one ar� cle. A good journalist knows how to si�  
the most interes� ng facts from the less valid ones. 

The recommended way is to alternate the journalist’s own narra� on with direct and indirect 
cita� ons from interviews. Most newspaper ar� cles are wri� en in the present tense, which 
makes the text seem more current.

The words of interviewees can be understood di� erently depending on the order of 
presenta� on, the amount of space allocated to each interview, and the word choices of the 
journalist. Di� erent repor� ng verbs (says, relates, states, claims, barks, suggests, emphasises, 
shows…) can a� ect the viewpoint of the story. 

The forming of a good headline is a skill which grows with experience. A good headline grasps 
reader’s a� en� on, whereas a bad one cannot make the reader interested in the ar� cle, no 
ma� er how good it is. A rule of thumb is that the � rst ten lines of the ar� cle should provide an 
explana� on for the headline. The most important func� on of the headline is to give a truthful 
depic� on of the event in a nutshell. 

4.4 Classroom Exercises
The following are examples of exercises can be used to enhance media and informa� on literacy. 
They do not form a uni� ed lesson plan, can be modi� ed according to the size and age of the 
group, and used in a di� erent order. 

1. The Means of Adver� sing
Goal: Pupils analyse the means of adver� sing, and compare the ways di� erent adver� sers 
mediate messages to their audiences. 

Dura� on: one hour

Material: chosen adver� sements or websites.

Read the Sec� on “An Adver� sement”.

Before the lesson, ask your students to observe their media environment by looking at adver� sing 
in magazines, radio, TV, outdoors ads, and online. Which media contain informa� ve adver� sing, 
and which image adver� sing? Why do di� erent media use di� erent kinds of adver� sing? Have 
a brief discussion on the subject. 

Divide the pupils into small groups. Give each group a full-page magazine ad, or a link to a 
certain brand’s website. Ask your pupils to answer the following ques� ons:

 ▶ Who is the target audience of this ad? How can you tell?

 ▶ How does the ad strive to a� ect its recipient? Are these means enough?

 ▶ What is the desired e� ect of the se	  ng, image size, and colours?

 ▶ Is the ad e� ec� ve — i.e. does it convince you? Why/why not?

 ▶ Do you think the ad could be improved to make it more e� ec� ve?

Compare the � ndings of the groups, so that each group contributes their ads. Finally, discuss 
the means of persuasion the groups encountered. What kinds of means are the most common? 
What kinds of strategies are used to make adver� sing messages as credible as possible?
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Recommenda� on for assessment on scale 1 to 5 (5 being the best):

The discussion is assessed as a group ac� vity.

5: Pupil re� ects and discusses adver� sing and its e� ects from many di� erent viewpoints. He/she 
analyses the material competently. He/she has learned many new things about adver� sing 
and its means of persuasion through this exercise. He/he can answer all the ques� ons.

4: Pupil re� ects and discusses adver� sing and its e� ects from many di� erent viewpoints. He/
she analyses the material competently in the group. He/she has learned something new 
about adver� sing through this exercise. His answers could be somewhat more extensive.

3: Pupil takes part in the discussion. He/she analyses the material super� cially and one-
sidedly in the group. His/her answers include some insight into the means of persuasion in 
adver� sing. 

2: Pupil is reluctant to take part in the discussion. He/she analyses the material super� cially 
and one-sidedly. He/she has learned very li� le from the exercise. 

1: Pupil hardly takes part in the discussion. His/her answers do not show that she has learned 
anything about adver� sing from this exercise. 

2. The Same News Item, Di� erent Media
Goal: pupils learn to compare di� erent ways of repor� ng, and the ways of in� uencing the audience.

This exercise can be used as a homework. 

Ask your pupils to compare the handling of a current event (e.g. a sports news item) in a daily 
newspaper and a tabloid. 

 ▶ How do the repor� ng styles di� er? Why?

 ▶ Have the papers allocated the same amount of space for the news item?

 ▶ How do the tones of the headlines di� er from each other?

 ▶ What kinds of images are used and how big are they?

 ▶ Is the tone neutral or more emo� onal?

 ▶ Whose voices are heard?

 ▶ Do the ar� cles refer to the same sources and experts?

Ask your students to send their answers to you by email. 

Recommenda� on for assessment on scale 1 to 5 (5 being the best):

5: Pupil re� ects on the di� erences and impacts of news repor� ng from di� erent viewpoints. 
He/she analyses the material from diverse angles. He/she has learned a lot about the 
di� erences and means of persuasion in news repor� ng. He answers all the ques� ons.

4: Pupil re� ects on the di� erences and impacts of news repor� ng from di� erent viewpoints. 
He/she analyses the material from di� erent angles. He/she has learned something about 
the di� erences and means of persuasion in news repor� ng. His/her answers could be 
more comprehensive.

3: Pupil has answered all ques� ons. He/she analyses the material in a super� cial and one-
sided way. His/her answers show that he/she has learned something about the di� erences 
between news media.
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2: Pupil has given short answers to all ques� ons. He/she analyses the material in a very 
super� cial and one-sided way. He/she has learned very li� le from this exercise.

1: Pupil has answered ques� ons very brie� y. The answers do not show that he/she has 
learned anything about news media from this exercise. 

3. From a Topic to an Ar� cle
Goal: pupils understand how to structure an ar� cle.

This exercise can be used as a homework.

Teach your pupils the main points in sec� on ‘Let’s write an ar� cle!’ (4.3).

Pupils write a one-page ar� cle. Ask them to choose a topical subject that is of par� cular interest 
for them. Pupils should interview at least two people and � nd extra informa� on on the topic 
online.

Recommenda� on for assessment on scale 1 to 5 (5 being the best):

5: Pupil has found an interes� ng point of view for the ar� cle, which he/she introduces by 
interviewing two relevant people. The ar� cle is re� ec� ve and many-sided. The pupil has 
understood the basics of ar� cle-wri� ng and has employed them excellently.

4: Pupil has found an interes� ng point of view for the ar� cle, which he/she introduces 
by interviewing two relevant people. The ar� cle is well-wri� en, but could be more 
extensive. The pupil has understood the basics of ar� cle-wri� ng and has employed them 
well.

3: Pupil has wri� en an ar� cle and interviewed two people. The ar� cle is one-sided, and its 
content is super� cial. There are shortcomings in the basics of ar� cle-wri� ng, but the ar� cle 
s� ll shows some understanding. 

2: Pupil has wri� en an ar� cle and interviewed two people, but has not u� lised the interviews 
in the ar� cle. There are clear shortcomings in the understanding of the basics of ar� cle-
wri� ng. Pupil has learned only li� le through this exercise. 

1: Pupil has wri� en an ar� cle and tried to conduct interviews, but has not been successful in 
bringing his/her own point of view together with those of the interviewees. The ar� cle has 
been wri� en carelessly and contains factual errors. The pupil is not familiar with the basics 
of ar� cle-wri� ng. 

4. Interviewing Techniques
Goal: Pupils learn to observe how posing ques� ons a� ects the answers, and, consequently, how 
reality is perceived in an interview.

This exercise can be used as a homework.

Pupils choose an interview programme on television for analysis. They observe the � ow of the 
interview and the ques� ons posed and answer the following ques� ons:

 ▶ Is the interviewer well prepared for the interview? How can you tell?

 ▶ How is listening evident in the interview? Does it enhance the interview?
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 ▶ Does the interviewer make further ques� ons or conclusions based on what he/she has 
heard?

 ▶ What is the atmosphere like?

 ▶ Which aspects can be improved?

Pupils make a short analysis based on their answers, and send it to the teacher. Remind your 
pupils to include the name and airing � me of the programme along with a possible link to it. 

Recommenda� on for assessment on scale 1 to 5 (5 being the best):

5. Pupil analyses the interview excellently. He/she answers all ques� ons and ponders the 
aspects of interview techniques in a many-sided way. He/she has understood the basics of 
interviewing and knows how to assess them in prac� ce.

4: Pupil analyses the interview well. He/she answers all ques� ons and ponders on the 
viewpoints of di� erent interview techniques; however, this could have been done in a 
more extensive way. He/she has understood the basics of interviewing and knows how to 
assess them in prac� ce.

3: Pupil analyses the material by answering most of the ques� ons. There is no re� ec� on on 
di� erent interview techniques. His/her analysis is super� cial, but nevertheless includes 
some new insight into interviewing. 

2: Pupil’s analysis is insu�  ciently deep, some of the ques� ons are answered, but the answers 
are not based on the interview. He/she does not show an understanding of interview 
techniques. He/she has learned very li� le through the exercise. 

1: Pupil has wri� en a super� cial analysis, answering only few ques� ons. There is no re� ec� on. 
Judging by the analysis, she has learned next to nothing from this exercise. 

5. A News Item in Di� erent Media 
Goal: Pupils understand how news repor� ng is realised di� erently in di� erent media.

Dura� on: depends on the method.

Tell your pupils that the government is planning to change legisla� on that will a� ect environmental 
protec� on. A government o�  cial has just made a speech to jus� fy the government’s posi� on. 
A large group of young people are present to protest and a struggle breaks out between the 
protesters and the police.

Ask the pupils to predict how this event will be covered by

a) a newspaper,

b) a radio sta� on, or

c) a television sta� on.

How do you think the coverage will di� er and why? How much of this di� erence would be 
based on the unique characteris� cs of each medium?

Divide your pupils into � ve groups and ask them to produce a short news item for one of the 
following media: 

1. A radio sta� on with a reporter present at the scene.

2. An internet magazine run by environmental ac� vists.
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3. A police bulle� n.

4. A local newspaper.

5. Television news.

For the radio, the story can be no longer than 20 seconds; for the newspaper, 210 words; and 
for television, 1–2 minutes.

Compare your news. How do the news in di� erent media vary? How do di� erent media a� ect 
the kind of coverage and informa� on given? What codes and conven� ons are used in the 
development of each story?

Recommenda� on for assessment on scale 1 to 5 (5 being the best):

5: Pupil has wri� en a news item appropriate for the chosen medium and has followed the 
instruc� ons. He/she discusses the news item and compares it with the others. He/she 
has gained new insights into the basics of news coverage and learned a lot through the 
exercise.

4: Pupil has wri� en a news item appropriate for the chosen medium, and has followed the 
instruc� ons. The news item could be more extensive. He/she discusses the news item, 
and compares it with the others. He/she has gained new insights into the basics of news 
coverage.

3: Pupil has wri� en a news item which is rather appropriate for the chosen medium. He/
she takes part in the discussion, but cannot jus� fy his/her views very well. Through the 
exercise and the discussion, he/she has learned something about the basics of news 
coverage.

2: Pupil has wri� en a news item which may not be at all appropriate for her chosen medium. 
He/she is reluctant to takes part in the discussion and analyses his/her thoughts in a 
super� cial way. He/she has learned very li� le through this exercise. 

1: Pupil has wri� en a news item which does not wholly correspond to the assignment. He/
she barely takes part in the discussion. Judging by his/her answers, it is not clear whether 
he has learned anything through this exercise. 

6. The Rela� onship of Image and Text
Goal: understanding of images and cap� ons. 

Dura� on: Approximately half an hour.

Materials: Newspapers or computers with internet access. Glue, paper, pens. 

Divide your pupils into small groups and provide each with a newspaper. Ask them to � nd a 
large news image, the meaning of which is unclear without a cap� on. Alternately, groups can 
look up an image in an online newspaper and print it out. Ask your pupils to save the cap� on, 
but to keep it separate from the image. In groups, the pupils will re� ect on and take notes based 
on the following ques� ons: 

 ▶ What is going on in the picture?

 ▶ Why has the picture been taken?

 ▶ What happens next?

 ▶ What kinds of meanings does the image convey?
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Pupils glue the image on a piece of paper leaving plenty of empty space below. The groups 
provide the image with an alternate cap� on which they think will be appropriate for the image.

Each picture is put up on the wall. Other groups write their own cap� ons below each image. 
When everyone has completed the exercise, you can ask them how the new cap� ons di� er 
from the original ones. How does the meaning of the image change with the change of cap� on?

Recommenda� on for group assessment on scale 1 to 5 (5 being the best):

5: The group has made extensive notes on the news image. Pupils take an ac� ve part in the 
discussion and give excellent reasons for their points of view. They have understood a lot 
about the rela� onship between images and cap� ons through this exercise.

4: The group has made good notes on the image, although they could be more extensive. 
Pupil takes part in the discussion and has many relevant points of view to the image. They 
have learned something about the rela� onship between images and cap� ons through this 
exercise.

3: The group has made notes on the image. Pupils take part in the conversa� on, but do not 
necessarily give extensive reasons for their points of view. They have learned something 
about the rela� onship between images and cap� ons through this exercise.

2: The group has made super� cial notes on the image. Pupils are reluctant to take part in the 
discussion and cannot give very good reasons for their points of view. They have learned 
very li� le through this exercise.

1: The group has made meagre notes. Pupil hardly takes part in the discussion. The answers 
do not show whether they have learned anything through this exercise. 

7. Remembering the News 
Goal: Pupils understand how news a� ects their lives and where their e� ec� veness stems from.

Dura� on: Approximately half an hour.

Remembering the news and discussing them together:

 ▶ What kind of new informa� on have you received from the news lately?

 ▶ What has been the most memorable news item in your life?

 ▶ What news item has been the most pleasant?

 ▶ Which piece of news would you rather forget?

 ▶ Which news item would you rather have heard more about?

Ask pupils to write an essay in which they re� ect more closely on a news item which has a� ected 
their lives. It can be an item which they remember vividly, or one that has had a tangible e� ect 
on the pupil’s life, or has had societal rami� ca� ons. Ask your students to think about, for 
instance, the following ques� ons in their essays: 

 ▶ Where did you hear or see the news item? Where were you, and who were you with?

 ▶ How did the item catch your a� en� on — by the use of images, videos, headlines?

 ▶ What kinds of feelings did the news item evoke?

 ▶ Did you discuss the news item with anyone?

 ▶ What kind of impact did the story have on your life and the people around you?
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 ▶ Why did the story have this e� ect?

 ▶ What types of news criteria did the item ful� l?

Recommenda� on for assessment on scale 1 to 5 (5 being the best):

5: Pupil takes an ac� ve part in the discussion. His/her essay is broad and extensive, well 
thought through and based on facts. He/she has understood a great deal about his/her 
own rela� onship with the news through this exercise.

4: Pupil takes an ac� ve part in the discussion. His/her essay is excellent, although not quite as 
extensive as it could be. He/she has re� ected on his/her own life in rela� on with the news 
item and has learned something new with the help of this exercise.

3: Pupil takes part in the discussion, but cannot give reasons for his/her opinions. The essay 
is good and he/she has learned something new from this exercise.

2: Pupil is reluctant to take part in the discussion and cannot give reasons for his/her opinions. 
The essay is rather one-sided and concentrates on descrip� on rather than re� ec� on. He/
she has learned only li� le through this exercise.

1: Pupil hardly takes part in the discussion. His/her essay is meagre and mainly describes 
the news item on a super� cial level. It is hard to say whether he/she has learned anything 
through this exercise.

8. Assessing Online Informa� on
Goal: Pupils learn to assess various sources of internet informa� on and re� ect on the value of 
such informa� on.

This exercise can be used as a homework. 

Ask your pupils to look up online informa� on on some illness. The pupils should try to � nd as 
many of the possible sources and compare their informa� on:

 ▶ A library source;

 ▶ A source of authority;

 ▶ A medical company source;

 ▶ A source maintained by an associa� on;

 ▶ The website of a health-oriented or wellness magazine;

 ▶ The home page of a chemist’s or a doctor’s clinic;

 ▶ A blog or a homepage run by a private person;

 ▶ A website maintained by a commercial business which a� empts to o� er unbiased health 
informa� on;

 ▶ A discussion forum.

The pupils write an essay in which they list and discuss the main ways to determine the 
authen� city and authority of a medical website. They can answer the following ques� ons:

 ▶ What kind of informa� on did you � nd on the illness, its onset, forms, preven� on, and 
treatment?

 ▶ What kind of informa� on do you trust?

 ▶ Was there any informa� on which surprised you?
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 ▶ Can medical websites help you diagnose any health problems you might have?

 ▶ Is it safe to take ac� on concerning your health based on advice from the web? 

Recommenda� on for assessment on scale 1 to 5 (5 being the best):

5: Pupil has found most of the appropriate sources and used them for an extensive analysis. 
He/she combines the informa� on from the ar� cle to his/her own observa� ons and states 
his/her reasoning well. He/she has learned a lot on the assessment of online informa� on 
and its reliability through this exercise. 

4: Pupil has found at least a half of the sources. He/she has compiled a good analysis which, 
however, could be more extensive and be� er thought through. He has learned a lot on the 
assessment of online informa� on and its reliability through this exercise.

3: Pupil has found a half of the sources. He/she has come up with an analysis which contains 
the basics on the assessment of online informa� on, but does not concentrate on combining 
observa� ons with theory. Judging by the wri� en work, the pupil has found some insights 
on the topic through this exercise. 

2: Pupil has found a few of the sources. He/she has made a meagre analysis based on his 
� ndings which hardly contains any re� ec� on. He/she has learned only li� le through this 
exercise.

1: Pupil has found only a couple of the sources. His/her analysis is super� cial. He/she cannot 
combine theory with the sources he/she found. It is not clear whether he/she has learned 
anything from the exercise. 

9. The Reliability of Wikipedia
Goal: reinforcement of cri� cal skills.

Materials: computers with internet access.

Familiarise yourselves with the biggest collabora� ve encyclopaedia, Wikipedia. What kind of 
informa� on is available there? Who can par� cipate in its wri� ng? How can you tell whether 
the informa� on is correct? Find the Wikipedia page of your home town. What has been wri� en 
about it? Is there any informa� on missing? Is young people’s viewpoint represented in the text?

Divide your pupils into pairs and ask them to improve a Wikipedia ar� cle. Ask the pairs to � nd 
out how to make internal and external links and how to refer to other sources on Wikipedia. 
Pupils can improve pages on their home town, celebri� es, their hobbies, etc. Ask your pupils to 
� nd as reliable sources as possible for their texts and to mark them in the entries. 

Ask your pupils to send you a link to the page they have edited indica� ng what kinds of 
improvements they have made and why. They should also link the source informa� on to their 
text. 

Follow up on how other users edit the entries during the next few months. 

Recommenda� on for assessment of pairs on scale 1 to 5 (5 being the best):

5: The pair takes part in the discussion ac� vely. Pupils have improved the wiki ar� cle 
in a crea� ve and extensive way. They have found relevant sources and linked their 
improvements to them in a correct manner. They can jus� fy their improvements, and have 
made a no� ceable di� erence to the ar� cle. The pair has learned the basics of Wikipedia 
edi� ng and have understood a great deal about the topic through the exercise.
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4: The pair takes part in the discussion ac� vely. Pupils have improved the wiki ar� cle, but 
their amendments are not very extensive. However, they have linked the amendments 
appropriately. Their jus� � ca� ons are not extensive, but su�  cient. The pair has learned a 
lot about the improvement of Wikipedia through this exercise. 

3: The pair takes part in the discussion. Pupils have made few improvements to the ar� cle 
of their choice, but can nevertheless jus� fy their changes. Their sources are correctly 
marked, but are not necessarily as accurate as possible. The pair has learned a lot about 
the improvement of Wikipedia through this exercise.

2: The pair is not enthusias� c about the discussion. Pupils made very few changes to their 
ar� cle of choice, and their improvements are not necessarily of good quality. They have not 
found any substan� al sources, but have nevertheless tried to cite their sources. They are 
unable to jus� fy their amendments. The pair has learned very li� le through this exercise. 

1: The pair did not take part in the discussion. They hardly managed to improve the wiki 
ar� cle, but have nevertheless tried to � nd sources, though the sources they found are 
irrelevant. The pupils cannot jus� fy their amendments. The pair has learned nothing about 
the improvement of wiki ar� cles through this exercise. 

10. Informa� on Literacy Skills in Prac� ce
Goal: Revealing an informa� on need and organising the informa� on.

Dura� on: Approximately 45 minutes.

Materials: Computers with internet access.

Divide your pupils into pairs. Give them an assignment to plan a holiday trip to Florida (or 
another place relevant to the subject at hand).

The complete holiday plan should include all the informa� on needed for a successful trip. Tell 
your pupils that this exercise is not about speed. The best grades are awarded to those pupils 
who have used varying sources and whose plan is the most realis� c. 

Inform your pupils that while planning a trip, one should use several informa� on sources: 
videos, pictures, � metables, discussion forums, travel agency websites, news, etc.

Ask your students to re� ect on the following ques� ons:

 ▶ What kind of informa� on do you need in order to plan a trip?

 ▶ How do you iden� fy a need for informa� on?

 ▶ Did the sources you found match your informa� on need?

 ▶ Where do you � nd the informa� on? How can you tell that your source is reliable and 
suitable?

 ▶ How do you know that you have enough informa� on?

 ▶ How do you organise the informa� on?

 ▶ How will you present your informa� on in a comprehensible form?

The pupils’ task is to come up with a detailed travel plan made up using all available informa� on: 
des� na� on, hotel or B&B they will stay in, sights they are going to visit, etc. The plan should 
include links to the pages where students have found their informa� on. Ask them to email you 
the � nished travel plan with appropriate links. 
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Recommenda� on for pair assessment on scale 1 to 5 (5 being the best): 

5: The pupils have revealed the relevant needs for informa� on and known how to make use 
of them. They have presented the informa� on in a comprehensible form.

4: The pupils have revealed almost all informa� on needs and known how to make use of 
them. They have presented the informa� on in a fairly comprehensible form. 

3: The pupils have not revealed all informa� on needs. The informa� on is not always presented 
comprehensively.

2: The pupils have revealed only few informa� on needs. The informa� on is not always 
presented comprehensively.

1: The pupils have not revealed informa� on any needs and have not presented their 
informa� on in a comprehensible form. 
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At its best, media educa� on is based on coopera� on. Media are present in many walks of 
life; thus, schools should also handle media from di� erent perspec� ves and within di� erent 
subjects. Ideally, all subjects would collaborate with each other. 

Partners can be found also outside the school walls. Youth workers and libraries are o� en 
ac� ve media educators, and are more than willing to cooperate with schools. Youth centres and 
libraries may provide be� er resources for media educa� on, which makes co-opera� on useful 
for schools. Other viable partners can be local child welfare organisa� ons, media professionals, 
or museums. 

Media educa� on at schools can be realised through a di� erent kind of informal clubs. Pupils 
can work as assistants in these clubs because young people share a common media culture and 
older pupils are credible guides in media ma� ers in the eyes of the younger ones. A teacher 
does not necessarily understand the nuances of young people’s media cultures. 

The goal of this module is to encourage coopera� on both within and beyond schools. We provide 
examples of collabora� ve projects with youth work and libraries. In addi� on, we illustrate how 
young people can work as assistants in school clubs. The case examples are from Finland and 
they base on the Finnish school culture and structures.

Learning Outcomes
A� er studying this module your will learn:

• about collabora� ng with libraries and youth centres working in the � eld of media educa� on,

• about se	  ng up a media club in your school,

• about using young people as assistants in media clubs.

EXERCISE 1. Using search engines and other resources, run a search for programmes, 
projects, or ini� a� ves in media and informa� on literacy that currently exist in your 
area. How could you make use of these in your own teaching?

EXERSISE 2. Who are the current co-opera� on partners of your school in media and 
informa� on literacy educa� on? How could the co-opera� on be enhanced?

5.1 Teaching Media and Information Literacy 
in Youth Work
Media use is an important part of young people’s leisure � me; therefore, it is natural to 
combine media educa� on with youth work. By youth work, we mean ac� vi� es for young people 
provided outside formal educa� on situa� ons. For example, in Finland there is a strong tradi� on 
of communal youth centres maintained by well-trained youth work professionals. Youth centres 
welcome all young people at certain opening � mes, usually in the evenings and at weekends. 
Young people come to youth centres just to hang out or drawn by di� erent ac� vi� es held at 
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s the centre. Youth workers can see young people’s media world more precisely than teachers, as 
young people use media in youth centres more than at school. 

Youth workers act as media educators in the sphere of young people’s own media culture. This 
culture can signi� cantly di� er from the media culture of adults. To prevent misunderstandings 
and ensure a high quality of media educa� on, it is useful to have some knowledge of media and 
young people’s media cultures before developing media-related ac� vi� es for young people.

Youth centres are excellent places for discussions between adults and young people. Most 
young people like to be seen as tech-savvy, aware users of media; yet, they need adults to 
support them, par� cularly when it comes to ques� ons considering values, choices, and ethics. 
Adults have a crucial role in helping young people to use media safely. In addi� on, youth workers 
can encourage pupils express themselves through media (for instance, by producing content 
and publishing their own opinions) and at the same � me help young people to familiarise 
themselves with intellectual property rights, age limits, and other legal issues.

In youth work, media educa� on prac� ces can be applied in many ways. Media educa� on is 
not just a tool for working with the challenges and opportuni� es of media: it can be used to 
emphasise themes such as bullying, exclusion, racism, loneliness, and isola� on as well as to 
develop ways of involving young people in the preven� on of these threats through media. 
Youth centres provide a useful space for discussion because they o� en already have media 
tools, such as computers and game consoles. One of the easiest approaches to media educa� on 
is talking with young people about media contents, contexts, and produc� ons in general. Events 
such as theatre performances, game and movie evenings, or the premiere of a short � lm made 
by the young people themselves are media educa� on prac� ces as well.

Media-related projects, such as producing journals, blogs or videos, are more advanced 
methods of media educa� on. Usually these types of projects are too extensive for schools. 
In youth work, there is more � me and workshops can be arranged during weekends, or even 
longer periods. Youth workers can also employ the internet for media educa� on purposes by 
providing assistance and counselling in online environments. Youth work in online environments 
is quite a novel domain; it includes themes such as suppor� ng crea� vity and par� cipa� on as 
well as providing informa� on about threats (for example, cyber-bullying, internet addic� on and 
grooming).

For teachers and youth workers, coopera� on in media educa� on can be mutually bene� cial. 
For example, youth centres may have be� er facili� es and equipment and advanced exper� se 
on media than schools. Coopera� on requires that both teachers and youth workers know each 
other’s prac� ces and are able to develop a common culture. This type of coopera� on can 
be developed in many ways. Representa� ves of youth work can come to schools to provide 
informa� on about certain topics, or organize media-related ac� vi� es (media clubs, workshops, 
theme days) at school or at the youth centre. Informal and formal learning environments as well 
as a team, consis� ng of teachers and youth workers, complement each other.

5.1.1 Case Study: Youth Work in Co-operation with School
Esa Linna, Project Secretary, Youth Department of Jyväskylä, Finland
Mr. Linna works with young people who produce the local Painovirhe-webzine, which is 
published almost monthly. The young people write ar� cles, take pictures, and shoot videos 
for each edi� on. The webzine contains concert, book, and album reviews, lifestyle ar� cles, 
opinions, short stories, poems, videos, and news from the local youth council. Linna has been co-
opera� ng with schools many years, � rst of all, to get new, enthusias� c editors for the webzine, 
but also to familiarize teachers with media educa� on provided by the youth department.
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Could you brie� y explain the co-operation you have done with schools?
A teacher asked me to visit the secondary school to introduce the Painovirhe-webzine. I took a 
couple of editors of the webzine with me, and later, together with the art teacher, I planned and 
executed a video course for pupils. Pupils were really interested to work with us. In addi� on, I’ve 
visited parent-teacher evenings and introduced the media culture of young people to parents. 
From my perspec� ve, it is important to � nd ways which bene� t both school and youth work. 

Have you encountered any problems during the collaboration?
Not problems as such, but it was challenging to � t the course into the school schedule. From 
the perspec� ve of a youth worker, schools have stricter schedules and limited hours in general. 
The co-opera� on projects need to be assessed and scheduled carefully because working with 
media takes � me, and it is impossible to con� nue working, if the pupils need to run for the next 
class. The division of labour between the youth worker and the teacher as well as among pupils 
who par� cipate — who does what and when — needs to be considered carefully in advance.

What are the advantages of schools and youth work cooperation from 
a worker’s point of view?
I believe it is important to � nd prac� ces which bene� t both school and youth work. Through 
coopera� on with schools, youth workers can get contacts to young people who are not within 
the scope of youth work. Ideally, some of these youngsters could get interested in our ac� vi� es 
and join the editor board later.

Why schools should seek cooperation with youth work?
Schools truly bene� t from the addi� onal labour force and prac� ces of media educa� on. 
Teachers and youth workers can develop their coopera� on and work as a media educa� on 
team. Furthermore, for pupils, coopera� on is truly inspiring because pupils are allowed to deal 
with media equipment, produce media content and work together.
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s 5.2 Media and Library Skills Education 
in Library Work
Current socie� es are built largely on informa� on. Par� cularly in the West, the problem is not the 
access to informa� on, but rather an excess of it. It is at � mes problema� c to pick relevant points 
from among all the available informa� on. The incoherence, variety, and unreliability of sources 
pose challenges to the organisa� on and management of informa� on. Thus, the importance 
of choosing, analysing, and summarising correct informa� on increases. Furthermore, as 
informa� on is increasingly produced by amateurs, one must pay a� en� on to quality in one’s 
searches. It is important to read cri� cally, and analyse both the text and its source, for the 
informa� on may be coloured depending on the interests of its producers. These kinds of cri� cal 
reading skills are an integral part of informa� on literacy.

As the amount of informa� on increases, so does the number of data formats. In addi� on to 
printed books, sound, images, and various digital materials will proliferate. With the help of 
technological development, the � ow of informa� on will accelerate. Apart from media contents, 
users will also have to be familiar with new technologies. For libraries, this means not only 
the constant acquisi� on of new formats, but also the guiding of library users in the use of 
developing systems. Thus, the importance of pedagogical competence in the areas of internal 
and customer training, as well as PR and marke� ng skills, is emphasised. Informa� on industry is 
a growing area, which has applica� ons in every sector of modern socie� es. 

In the development plan of the Finnish Ministry of Educa� on and Culture concerning educa� on 
and research, libraries have been allo� ed par� al responsibility for the development of media 
literacy. The Finnish library law contains an objec� ve that ci� zens have an equal right to 
educa� on, but also to “a con� nuing development of knowledge and skills, interna� onality, 
and lifelong learning” (L 4.12.1998/904). Currently, these objec� ves also include the use of 
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electric media and informa� on literacy. Libraries have been exemplary in carrying out these 
goals in a way which could be described as a ‘hidden curriculum’; however, par� cularly during 
the last few years, these objec� ves have been ac� vely adhered to. This tendency is shown in the 
increased coopera� on of schools and libraries as well as other par� es, and the increased hiring 
of pedagogical informa� on specialists in libraries. 

Finland has a long tradi� on of public libraries. They o� er free loans of e.g. books, CDs, DVDs, 
and comic books. Libraries are well equipped with computers and game consoles, and young 
people come to spend their free � me in libraries. Libraries have their own sec� ons for children 
and young people. Libraries are funded with tax funds. The purpose of libraries is to give equal 
opportuni� es to everyone to be civilized. Libraries play an important role in educa� on as well 
as in social engagement and global understanding.

5.2.1 Case Study: Vocational Institute Library 
in Cooperation with School
Johanna Ekoluoma, Information Specialist, Library of the Vaasa Vocational 
Institute, Vaasa, Western Finland
Connec� on to a public library: The library of the Vaasa Voca� onal Ins� tute shares a common 
library management system with the Vaasa City Library. This helps both libraries, for example, 
to share materials. In addi� on, the same library card can be used in both libraries.

Target audience: Serves primarily students and sta�  from its own learning ins� tu� on, but is 
open also to other customers. 

Collec� on: Collec� on consists mostly of course, professional, and other factual literature, but 
there is also a small amount of � c� on (novels and short stories). Collec� on includes print books, 
e-books, newspapers, magazines, and audiovisual material. Everything can be loaned.

Could you explain what is included in your job description?
My current job descrip� on includes e.g. the acquisi� on of new material, the indexing of exis� ng 
library material, customer service, training in library use and informa� on search. Because our 
collec� on includes very li� le � c� on, the role of recommending books is not as central in my 
work as it is in public libraries. My job requires good skills in Finnish, Swedish, and English � rstly, 
because Vaasa is a bilingual city, and, secondly, because VAO o� ers teaching in all of these 
languages. 

How are international customers taken into account, and how do they 
appear in the everyday practices of the library? 
Because at VAO our customers come from many di� erent countries, our selec� on of books 
includes lots of dic� onaries and Finnish textbooks. Although we provide all educa� onal 
� elds at VAO, an appropriate hand-out with a list of links and other sources of relevant study 
informa� on, I’ve also come up with a language immersion method for nursing students. These 
sessions combine library induc� on with language study and have become very popular and 
useful among both students and teachers. On the VAO homepage, there is a list of links for each 
subject, but my job is to provide each student who comes to study informa� on retrieval with 
a printed hand-out containing the names of appropriate magazines and journals and library 
classes, which contain � tles relevant to the student. 
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s Could you tell a bit more about your language immersion method that 
sounds interesting?
One of the Swedish teachers came up with it during last spring term. A group of nursing 
students came to the library during their Swedish lesson, and we gave a library induc� on in 
Swedish, followed by an exercise in informa� on search. It’s basically killing two birds with one 
stone: the student learns to use the library and to look up a material, and picks up Swedish 
that is relevant to their studies. The Swedish teacher had told of these experiences to an 
English teacher, and we did the same thing in English. All par� es have been pleased with the 
system, and I myself have par� cularly enjoyed the alterna� ve way of teaching this method 
gives to library induc� ons.

How actively do students take part in these inductions?
In Finnish secondary educa� on, library induc� ons are not an obligatory part of the syllabus like 
they are in higher educa� on. This leaves students in secondary educa� on in an unequal posi� on. 
At the moment, it is up to the teachers whether they take their groups to the library and how 
much � me they spend there. Usually one or two lessons are allo� ed to library induc� ons. We 
have compiled di� erent models for induc� ons. An experienced informa� on specialist knows 
what to include in one lesson on the informa� on search and what to leave out; they have also 
prepared lots of exercises in case the group is very advanced in informa� on search skills. 

What does a library induction usually consist of?
I usually begin my lessons with a short introduc� on of the library itself. A� er this, we move 
on to the computer class, in which each student gets to sit by their own computer and watch 
as I show our contact informa� on and links on the library homepage. Then I usually introduce 
the Venny e-library which belongs to the Vaasa City Library. We use Venny to get a general 
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impression of a webpage and do simple search exercises as well as looking up certain books 
availability and making reserva� ons a� erwards. Normally I also teach students how to use the 
reference database Aleksi. A� er this, the teaching takes into account special needs of each 
subject and possible wishes of a teacher. 

A� er prac� cing these skills together, we do exercises, their number depends on the available 
� me. The level of these exercises is rather basic, including looking up material using a book 
� tle or an author name. I’ve no� ced that these kinds of exercises are su�  ciently challenging, 
par� cularly for � rst-year students. For older students or those taking part in upper secondary 
school-based programmes, the exercises can be more advanced. For last-year students, we 
provide an almost iden� cal lesson as in the beginning of their studies in order to recall to their 
minds the former teachings. We also give the more exercises based on their own subjects and 
answer their ques� ons. Students wri� ng their theses are o� en very mo� vated to take part in 
our informa� on search tutorials. 

Have you encountered any problems?
Because among our students there are lots of immigrants and exchange students from di� erent 
countries, language can cause some problems. In teaching, this can lead to situa� ons in which 
certain things are not common knowledge to everyone, causing us to diverge from the planned 
teaching route. Some� mes we need to reserve � me for wri� ng the � rst-� me students a library 
card — the � rst one they have ever had. In addi� on to the uneven level of students, teachers 
some� mes have problems reserving a slot for informa� on educa� on on � me or knowing what 
they actually want from the library. 

How well are criticism towards di� erent information and the ethical use 
of information realised in teaching?
Teachers, as well as myself, would like to add into the teaching even more media cri� cism and 
the ethical use of informa� on, which are a crucial part of informa� on literacy. However, there’s 
rarely � me for these issues, because library induc� ons are used very seldom and, on these 
occasions, the � me is spent learning basic skills. The handling of the aforemen� oned skills 
would be very important. We could also develop the way all school classes get informa� on 
educa� on, and that they all get it equally. 

From the point of view of the library, what advantages does 
the cooperation between schools and libraries ensure?
Students become aware of the existence of the library, they learn to use our services, and, 
most importantly, they know how to come to the service desk to ask for help — the library 
becomes a natural part of the student life. If such coopera� on did not exist, who would be 
aware of our databases, our collec� ons, or our services? Furthermore, people begin to have 
more apprecia� on towards the � eld when they know what our job entails. They know that I am 
a professional and not just a keeper of books, who sits at the desk, mouth clamped shut and 
hair in a � ght bun. They know that with my job e� ort, I support the everyday workings of the 
school and that they can turn to me in any ma� ers involving libraries or informa� on search. 

Why should schools cooperate with libraries?
This is something we discuss with teachers all the � me: young people certainly know how 
to look up all kinds of unimportant informa� on, but when it comes to searching for real 
informa� on, they � nd their skills lacking. A printed book is a more reliable source of informa� on 
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s than an internet chat page. Young people need to be guided into using libraries and searching 
for informa� on — and, indeed, not only young people, but adult learners as well. The si� ing 
of informa� on is a ci� zenship skill in my opinion, because otherwise, people get bogged down 
with irrelevant informa� on and � nally no one knows anything, although supposedly everyone 
knows everything nowadays. 

Examples of Information Retrieval Exercises for Barber Trainees
1) Find the library class 59.3. What subject ma� er are the books in this class? Men� on one work 
in Finnish and, if you are able to � nd it, one in English as well. 

2) Find a journal in your own subject area. What is the name of the journal? Find one ar� cle 
which sounds interes� ng and write about it brie� y.

Examples of Information Retrieval Exercises for Nursing Students
1) Who has wri� en the book Sosiaalisuus ja sosiaaliset taidot [Sociability and Social Skills]? Can 
you � nd it in the school library?

2) Do a search, using the term ‘blood pressure’. Limit the search to Finnish � tles. What kind of 
search results did you get?

3) Familiarise yourself with the Terveyspor�   library’s diabetes database and describe why 
smoking is harmful to a diabe� c.

Examples of Information Retrieval Exercises for Cook Training 
Students
1) Search for � tles wri� en by Hans Välimäki. Men� on at least two. 

2) Who has wri� en the book Villiyr�  kei� okirja [How to cook with wild herbs]? In which libraries 
is it available? Click on the details on the work and look up its keywords. 
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5.2.2 Case Study: Public Library in Cooperation 
with School
Terhi Piikkilä & Lena Sågfors, Finnish and Swedish-speaking pedagogic 
information specialists trying to take into account the needs of elementary 
and secondary school students, Vaasa City Library, Finland
Target audience: The City Library is open to everyone, and is also the regional library of the area. 

Collec� on: The City Library collec� on consists mainly of Finnish and Swedish � tles, but it also 
includes material in other languages, for instance, in English. There is a wealth of printed and 
electronic material at the library. The library home page includes a list of links which helps an 
independent informa� on-seeker. 

Other special informa� on: The Vaasa City Library, founded in 1794, is the � rst of its kind in 
Finland.

On-going projects: The library implements a number of projects, most of which have to do 
with children and young people. One of these is the Tie � etoon [A road to knowledge] school 
library project aimed at transforming Vaasa’s school libraries into a workable and � exible part 
of the library network of the city. A shared school library database enables uniform teaching 
of informa� on retrieval skills using material from both school libraries and the city library. The 
main idea behind the project is to o� er library services to all students equally.

Can you describe your job? 
What kind of information search training do you give?
We go to schools to do booktalks. This is one of the most central parts of our job as pedagogic 
informa� on specialists in general libraries, and one that teachers wish for the most. We could 
work for more hours a day; we have not been able to adver� se our services in all secondary 
schools, because we simply wouldn’t have the � me to visit them all. 

Groups and classes are always welcome to the library. However, if they want a guided visit, it 
is always best to book a � me beforehand. There are di� erent types of tours for di� erent kinds 
of groups and needs. Depending on the available � me, level and wishes of the group, these 
tours can be basic ones, which include ge	  ng a library card and learning to use the self-return 
machine, and hearing about how books are classi� ed. An alterna� ve tour can o� er more varied 
and in-depth tutorials on informa� on search on the internet. 

We teach the use of the e-library by giving simple exercises such as searching for books by 
their author, � tle, or subject; we also teach how to reserve books and renew loans online. 
A wider informa� on search tutorial includes the use of the e-library in various ways, ge	  ng 
to know ar� cle databases and the most common sources of informa� on online. Informa� on 
search tutorials can be modi� ed according to the wishes of the group and they can concentrate 
on certain themes, for instance, literature or music. Usually it is a Finnish or Swedish teacher 
who books a tour for their group, although our tutorials could be applied to other subjects as 
well — art or music, for instance. We have also tried a drama� c booktalk service at the library, 
which has been warmly received. 

How actively do groups take part in your tutorials?
With elementary schools, libraries have a clear strategy and goals, according to which their 
visits are scheduled. Coopera� on of secondary school with libraries depends a lot on the 
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s ac� vity of teachers. However, we o� er di� erent types of ac� vi� es for di� erent target groups. 
For instance, during the yearly literary event Li  est, which is organised by the library, we o� er 
mee� ngs with authors and other literary ac� vi� es for young people. We have also had some 
experimental ac� vi� es with certain groups, for instance, an ancient Greece and Rome themed 
drama� sed booktalk. Furthermore, following the example of the TV series Amazing Race, we 
have organised experien� al Amazing Libraries — induc� ons. 

How does cooperation with schools bene� t the library?
By coopera� ng with schools, we reach a number of children and young people. When the 
coopera� on works well, it is possible for us to reach en� re age groups. Through this collabora� on, 
we reach also those young people who never visit libraries by themselves or with their families. 
During school visits, libraries become familiar, so one can think school coopera� on as a kind 
of PR and marke� ng tool. We can give informa� on training to a larger group at a � me, and 
some� mes- to the en� re class. 

Why should schools cooperate with libraries?
Libraries reinforce the teaching done at schools. O� en the collabora� on of schools and libraries 
is only thought to be a part of Finnish or Swedish lessons; however, libraries can be used in 
the teaching of other subjects as well (foreign languages, theore� cal subjects, music and art). 
Libraries will guide pupils in the diverse ways of the informa� on search and cri� cal evalua� on 
of knowledge. We could allot much more � me to these ac� vi� es, however. 

Schools can also take advantage of our collec� ons in the teaching of literature, as the resources 
of school libraries are scanty, even non-existent. Town libraries provide a diverse collec� on of 
material, from which children and young people can choose their favourites, with the help 
of the sta�  if need be. Libraries also o� er professional booktalks. In my view, all children and 
young people need help in � nding literature that is right and interes� ng for them. This will help 
them discover and retain the pleasure of reading. 
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Is there anything else you wish to talk about, for instance, concerning 
information search tutorials?
Although our work is very ac� ve and partly highly planned, and although there are many 
interes� ng projects, we would need a lot more � me with each group. For instance, we would 
need more � me to teach students about the ethical and cri� cal use of informa� on. At the 
moment, such teaching is limited to subordinate clauses and di� erent pilot projects, mainly 
because schedules are very � ght and syllabuses � xed, in par� cular, in elementary schools. 

Examples of search exercises for upper elementary school pupils
1. Who has wri� en the book Unelmien sinä? 

2. Where can you � nd the book in the library?

3. Is the book currently available in the main library? If you have the � me, look up the book 
in the young readers’ sec� on.

4. Find a book in Finnish which deals with � gure ska� ng.

5. What is the name of the book?

6. Who has wri� en the book?

7. What is the loca� on/shelf number of the book?

8. Is the book available in the main library? In which sec� on?

5.3. Pupils as Media Club Assistants
Young people live in a media culture that adults can � nd di�  cult to understand. The experiences 
of young people can and should be used by recrui� ng them as club instructors or teaching 
assistants. Younger pupils are excited to get elder students from their own school to instruct 
them. There are some subjects that children will not even want to discuss with adults; so, clubs 
can o� er a natural way of ge	  ng a chance to talk with someone a bit older. However, young 
assistants should not be le�  alone with their groups and there should always be a grown-up 
instructor responsible for the group. 

Behind the assistant ac� vity is the idea of peer instruc� on. Peers have a shared world of 
experiences and they speak the same language, having the same meanings for certain concepts. 
A young peer is someone who can iden� fy with another young person’s experiences and the 
community around them. Peer groups are usually very important for young people because a 
young person mirrors their own development on their friends’, and by either belonging to a 
certain youth culture or separa� ng themselves from it. 

Youth is a stage in which people grow independent and separate from their parents. Young 
people rather spend � me with their peers than with adults, and older people’s mindset is not 
always even taken seriously. In early youth, it is usual to look for role models outside home, for 
instance, in media or social networks. Slightly older peers can be seen as role models as well. 
Thus, it is important for club assistants to remember that they are ac� ng as role models for the 
younger pupils. 

Young people who are around the same age can o� er credible peer support in many problems 
which face people of their own age. Young people pick up new thoughts and forms of behaviour 
from each other easier than from adults — parents or teachers. 
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s An assistant can be any young person who has the sensi� vity and willingness to engage in 
reciprocal and authen� c social contact with other young people. They should be mature enough 
to receive cri� cism and feedback about their work. 

Working as a club assistant can be a voluntary ac� vity, another op� on is awarding credits for it. 
In any case, the work will provide them with valuable experience for future use.

5.3.1. An Adult’s Role in Club Assistant Activity
In par� cipatory ac� on, the role of an adult is to step back and give room for the young people. 
An adult’s role is to provide background support and enable ac� vi� es. A par� cipatory instructor 
works in such a way as to give pupils the centre stage. The instructor helps to deal with 
unsuccessful situa� ons, and encourages young people to carry on despite failure, or the fear 
of it. An adult provides the framework for the ac� vity, mo� va� ng and rewarding young people. 
Helping young people par� cipate may require pa� ence and open-mindedness, but at the same 
� me it lightens the workload of instructors. 

Young people cannot be thrown into club ac� vi� es without prepara� on. They need to be 
trained or at least familiarised with the running of clubs. Although such ac� vi� es are informal 
and extracurricular, all clubs should have a clear goal. For a media-oriented club, it might be 
good to ask the following ques� ons: what should the club members learn about media? How 
can the young assistants steer the club in the right direc� on? How can they know that the goals 
are being met?

It is also useful to make the role of the assistant clear to the young people from the start. Which 
issues are the responsibili� es of the adult, which are those of the young people? Availability 
of at least two assistants per club helps to divide responsibility and workload between pupils. 

The job of the par� cipatory instructor is to give feedback to club assistants. This feedback helps 
to steer the ac� vity and aids the forming of an instructor iden� ty. Young people require a lot 
of posi� ve feedback; they are afraid of failure because their iden� � es and self-esteem are s� ll 
developing. Thus, ideas for development should be worded carefully. 
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An adult’s role in club assistant ac� vity is triple:

• Enabler: starter and promoter of the ac� vity.

• Educator: trainer of young people and organiser of educa� on.

• Par� cipatory instructor: director and supporter of pupils’ ac� vity during club � me.

5.3.2. Examples of Media Clubs
Media clubs can be formed around a certain theme, for instance, � lms, comics, or anima� on. 
There can be a club centred around the aural world of media and the manipula� ve power of 
sounds. In other words, the target can be images, series of images, � lm, games, sound, music, 
narra� on, text, or any other part of media. 

The central aspect, however, is that the star� ng points of the club are the media worlds and 
experiences of children and young people; from this basis they can be lead into recognising, 
analysing, understanding media, and into producing media themselves. At its best, a media 
club will encourage its members into becoming media experts who understand and use media 
and par� cipate in it ac� vely. Club members learn something new about themselves as media 
consumers. The media skills of pupils will be polished almost unno� ceably, but a club assistant 
can also help the club members to recognise what they have learned through his or her ac� ons. 

Skills of cri� cal thinking will be reinforced by changing the role of a consumer into that of a pro-
ducer: by making one’s own media contents; making magazines, ads, news, drama, or websites. 
Learning by doing helps students to understand media’s ways of expression, and brushes up 
technical skills. When young people no� ce what kinds of choices go into media contents, they 
will become more analy� cal towards other people’s media products. Therefore, it would be 
useful to concentrate on do-it-yourself media ac� vi� es. 

Possible themes for clubs may include:

A video opinion
What’s wrong with your school or residen� al area? Make videos in which you talk about a � aw 
in your surroundings and give sugges� ons for repairing it. Publish your videos on e.g. YouTube, 
and see what kind of comments they receive. You can also promote your videos on social 
networking sites in order to gain more viewers. 

Ad magic
The club explores the means and e� ec� veness of di� erent kinds of ads. Members can make an 
adver� sement on e.g. the performance of the local church choir or a village fair. Instead of a 
print ad, make a radio or TV commercial!

Talking book
Make a digital story out of an ordinary book! Illustrate the events of the story using photos or 
drawings and use e.g. Windows Movie Maker to put sound and images together. 

Webwise
How to use the internet in a clever and useful way? What kinds of images it is wise to upload 
online? What do copyright and the law have to say about these things? How can you know 
whether online informa� on can be trusted?
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s From a book to a � lm
Read an extract from a novel which has been adapted into a � lm. Then watch the same extract 
in the � lm and think how the text has been transposed into an audio-visual form. What kinds of 
choices have the � lmmakers done?

Fan � ction
Watch a � lm together or read the same novel. Con� nue the plotline of the � lm or the book in 
your own produc� on, which can be a short story, play or a short � lm. Publish your story on a 
fan � c� on site!

The world of anime
Anime is Japanese-style anima� on, which has spawned its own world with homemade anime 
� lms and cosplay. In your club, you can make anime-anima� ons, discuss all things anime, dress 
up as anime characters, and drama� se scenes from famous anime � lms with others who are 
also interested in the genre. 

Into the ether
The purpose of the club is to produce a radio programme. The programme can include interviews 
and the music of the school band. It can be produced in collabora� on with the local radio 
sta� on, from which it can be easily broadcast. Another op� on is to produce the programme 
and make it available on the school website or to broadcast it weekly at the school assembly. 
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Advertising 
A set of prac� ces and techniques that draw consumer’s a� en� on to products or services 
with the purpose of persuading them to purchase the adver� sed product or service.

Audience 
The group of consumers for whom a media text was produced as well as anyone else who 
is exposed to the text.

Blog 
A website, usually maintained by one person, where he or she posts commentary, 
descrip� ons of events, pictures or videos. Other users can leave comments on blog entries, 
but only the owner can edit the actual blog. Blogs are o� en referred to as ‘online journals’.

Brand
A well-known name or product associated with quality. Usually a logo or symbol is used to 
di� eren� ate the product from others. Coca-Cola and Nike are typical brands. 

Citizenship
A member of a de� ned community (poli� cal, na� onal or social). Ci� zenship is usually 
understood to comprise of a set of rights (e.g. vo� ng and access to welfare) and 
responsibili� es (e.g. par� cipa� on). Ac� ve ci� zenship is a philosophy sta� ng that ci� zens 
should work towards the improvement of their community through economic par� cipa� on, 
public and volunteer work, and other e� orts to improve life for all ci� zens.

Communication 
A process whereby informa� on is packaged, channelled, and imparted by a sender to a 
receiver via some medium. All forms of communica� on require a sender, a message and 
an intended recipient. However, the recipient need not be present or aware of the sender’s 
intent to communicate at the � me of communica� on in order for the act of communica� on 
to occur.

Context 
A set of facts and circumstances that surround a media text and help determine its 
interpreta� on.

Convention 
A standard or norm that acts as a rule which governs behaviour in the media context.

Convergence 
Refers to the ability to transform di� erent kinds of informa� on, whether voice, sound, 
image, or text, into digital code, which is then accessible by a range of devices, from personal 
computer to mobile phone, thus crea� ng a digital communica� on environment.

Copyright 
A set of rights granted to the author or creator of a work, to restrict others’ ability to copy, 
redistribute and reshape the content. Rights are frequently owned by the companies who 
sponsor the work rather than the creators themselves, and can be bought and sold on the 
market.

Glossary of Term
s
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Critical thinking 
The ability to examine and analyse informa� on and ideas in order to understand and assess 
their values and assump� ons, rather than simply taking proposi� ons at face value.

Culture 
A shared, learned, and symbolic system of values, beliefs and a	  tudes that shapes and 
in� uences percep� on and behaviour — an abstract ‘mental blueprint’ or ‘mental code’. 
Can also refer to an integrated pa� ern of human knowledge, beliefs, and behaviour that 
depends on the capacity for symbolic thought and social learning.

Curriculum 
A set of courses whose content is designed to provide a sequen� al approach to learning.

Cyberspace
The no� onal environment in which electronic informa� on exists or is exchanged. A global 
computer network in which electronic informa� on exists and is exchanged. Cyberspace also 
stands for the environment of human experiences occurring in computerized networks. 

Democracy 
A system of government where the people have � nal authority which they exercise directly 
or indirectly through their elected agents chosen in free elec� ons. It also implies freedom 
to exercise choice over decisions a� ec� ng the life of the individual and the protec� on of 
fundamental rights and freedoms.

Digital divide
The discrepancy in opportuni� es available to those people who have access to modern 
informa� on technology, and those who do not; a metaphorical division which separates 
those ci� zens who can use new technologies to their own bene� t from those who cannot. 
Digital divide is one of the biggest dangers to the consolida� on of a harmonic development 
of the informa� on society.

Digital learning
Educa� on using electronic tools, e.g. interac� ve so� ware. 

Diversity 
Genuine respect for and apprecia� on of di� erence; central to the idea of pluralism. 
Democra� c socie� es or systems protect and value diversity as a human right.

Equality 
The concept that suggests that everyone, irrespec� ve of age, gender, religion and ethnicity, 
is en� tled to the same rights. A fundamental principle of the Universal Declara� on of 
Human Rights: “recogni� on of the inherent dignity and the equal and inalienable rights 
of all members of the human family is the founda� on of freedom, jus� ce and peace in the 
world”. The idea of ci� zenship embraces issues of equality.

Freedom of expression
The freedom to express and exchange views and opinions without fear of threats or puni� ve 
ac� on. Freedom of expression is a fundamental human right.
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Freedom of information
The right of ci� zens to access informa� on held by public bodies.

Freedom of speech
The freedom to speak freely without censorship or limita� on, or both. The synonymous term 
freedom of expression is some� mes used to indicate not only freedom of verbal speech, but 
any act of seeking, receiving, and impar� ng informa� on or ideas, regardless of the medium.

Freedom of the press
The media in general (not just print media), being free from direct censorship or control by 
government, does not preclude the applica� on of compe� � on law to prevent monopolies, 
or state alloca� on of broadcast frequencies.

Genre 
Speci� c kinds of media content (e.g. entertainment, informa� on, news, adver� sing, drama, 
etc.) Each has its own general purpose and design.

Hate speech 
Any communica� on that incites hatred of a de� ned group of people because of their 
collec� ve characteris� cs (ethnicity, gender, sexuality, etc.).

Human rights 
A set of en� tlements and protec� ons regarded as necessary to protect the dignity and 
self-worth of a human being. Such rights are usually included in na� onal and interna� onal 
documenta� on that ar� culates these rights (e.g. Universal Declara� on of Human Rights, the 
European Conven� on on Human Rights and the Conven� on on the Rights of the Child, etc.). 
Furthermore, the rights of groups or peoples; seeks par� cularly to protect the poor and/or 
marginalized groups in society.

ICT
Informa� on and communica� on technology consists of all technical means used to handle 
informa� on and facilitate communica� on, including computer and network hardware as 
well as the necessary so� ware. In other words, ICT consists of Informa� on Technology 
as well as telephony, broadcast media, and all types of audio and video processing and 
transmission.

Information 
A broad term that can cover data; knowledge derived from study, experience, or instruc� on; 
signals or symbols. One way to de� ne it is “knowledge given to somebody in a form they can 
understand”. In the media world, informa� on is o� en used to describe knowledge of speci� c 
events or situa� ons that has been gathered or received by communica� on, intelligence, or 
news reports.

Information age
A period characterised by widespread electronic access to informa� on through the use of 
computer technology.

Information literacy
Usually understood as a set of competencies (knowledge, skills, and a	  tudes) for obtaining, 
understanding, adap� ng, genera� ng, storing, and presen� ng informa� on for problem 
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analysis and decision-making. These are competencies applicable to any learning context, 
whether in the educa� onal environment, general work/professional environment, or for 
personal improvement.

Information retrieval
Refers to the seeking of (a par� cular kind of) informa� on from various sources. Presupposes 
a knowledge of informa� on sources and a technical skill to use e.g. databases. Usually 
means a search performed on a computer. 

Information seeking
A wider term than ’informa� on retrieval’; refers to all kinds of informa� on search, regardless 
of the means or media. The collec� ng of relevant and extensive informa� on from a variety 
of sources. 

Information management
The storage, search, retrieval and upda� ng of informa� on so that it is easily accessible. It is 
also called informa� on handling. In addi� on to informa� on search, informa� on management 
refers to a skill of cri� cally evalua� ng informa� on and a�  xing it to the informa� on one 
already possesses. 

Information skills
Ability of users to access and retrieve the informa� on they require.

Information source
Any book, document, database, media or person which provides informa� on.

Internet 
A global system of interconnected computer networks that use the standard Internet 
Protocol Suite (TCP/IP) to serve billions of users worldwide. It is a network that consists of 
millions of private, public, academic, business and government networks of local to global 
scope, linked by a broad array of electronic and op� cal networking technologies.

Journalism 
The collec� ng, wri� ng, edi� ng and presen� ng of news in newspapers, magazines, radio, and 
television broadcasts or the Internet.

Knowledge 
The fact or condi� on of having informa� on or of being learned.

Library user education
Training courses which help library users to make a more e�  cient use of the library.

Life-long learning 
Recognizes that life does not ‘start’ and ‘stop’ a� er a programme of instruc� on within a 
speci� c � me and space. Each individual is constantly learning, which makes media and 
informa� on technologies cri� cal for the sustaining of this kind of learning. The development 
of media and informa� on literacy is not restricted to simply comple� ng a programme, but 
extends beyond formal educa� onal contexts. It occurs in various se	  ngs (workplaces, 
communal ac� vi� es, non-formal educa� onal se	  ngs, etc.).
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Mainstream media
Media disseminated via the largest distribu� on channels, which are, therefore, representa� ve 
of what the majority of media consumers are likely to encounter. The term also denotes the 
media that generally re� ect the prevailing currents of thought, in� uence, or ac� vity.

Marketing 
The process by which companies create customer interest in goods or services. Marke� ng 
generates the strategy that underlies sales techniques, business communica� on, and 
business development.

Mass media 
Media designed to be consumed by large audiences using the agencies of technology. Mass 
media are channels of communica� on through which messages � ow.

Media 
Physical devices used for communica� on, or mass communica� on through physical devices 
such as radio, television, computers, � lm, etc. Also refers to any physical device used in 
communica� ng media messages. Media are a source of credible informa� on in which 
contents are provided through an editorial process determined by journalis� c values; 
therefore, editorial accountability can be a� ributed to an organiza� on or a legal person. 
Recently, the term media encompassed the new online media as well.

Media content 
The content developed for media and delivered to the audience by media

Media education
A conscious, pedagogic process which aims at developing media literacy skills. It includes 
protec� ve, crea� ve, and cri� cal perspec� ves. Media educa� on is typically implemented at 
schools, but also parents act as media educators for their children. 

Media and information literacy 
Refers to the essen� al competencies (knowledge, skills, and a	  tudes) that allow ci� zens to 
engage with media and other informa� on providers e� ec� vely and develop cri� cal thinking 
and life-long learning skills for socializing and becoming ac� ve ci� zens.

Media languages 
Conven� ons, formats, symbols, and narra� ve structures that indicate the meaning of media 
messages to an audience. Symbolically, the language of electronic media works in much the 
same way as grammar works in print media.

Media literacy 
Understanding and using mass media in either an asser� ve or non-asser� ve way, including 
an informed and cri� cal understanding of media, the techniques they employ and their 
e� ects. Also, the ability to read, analyse, evaluate, and produce communica� on in a variety 
of media forms (e.g. television, print, radio, computers, etc.). Moreover, the ability to 
decode, analyse, evaluate, and produce communica� on in a variety of forms.

Media text 
Media text usually refers to the individual results of media produc� on, both wri� en audio and 
video (e.g. a TV episode, a book, an issue of a magazine or newspaper, an adver� sement, etc.).
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Merchandising 
Ac� vi� es aimed at the quick retail sale of goods using bundling, display techniques, free 
samples, on-the-spot demonstra� on, pricing, special o� ers, and other point-of-sale 
methods.

News 
The communica� on of informa� on about current events by print, broadcast, Internet, or 
word-of-mouth to a third party or mass audience.

News media
The sec� on of mass media which focuses on presen� ng current news to the public. Includes 
print media (e.g. newspapers and magazines), broadcast media (radio and television), and 
increasingly, Internet-based media (e.g. websites and blogs).

News values 
Some� mes called news criteria, they determine how much prominence a news story is given 
by a media outlet, and the a� en� on it is given by the audience. Some of the most important 
news values include frequency, unexpectedness, personaliza� on, meaningfulness, and 
being con� ict-generated.

Participation
Par� cipa� on is at the heart of democracy, with its main aim to ensure that each individual 
can take their place in society and make contribu� on to its development. It is an important 
element of democra� c prac� ce and crucial to decision-making processes, considered a 
cornerstone of basic human rights.

Pluralism (media pluralism)
Characterized by a diversity of media outlets, both in terms of ownership (private, public 
and community) and types of media (print, radio, television and Internet). More broadly, 
pluralism in society is characterized by a situa� on in which members of diverse ethnic, 
racial, religious or social groups maintain an autonomous par� cipa� on in and development 
of their tradi� onal culture or special interests within the con� nes of a shared civiliza� on.

Popular culture 
The totality of ideas, perspec� ves, a	  tudes, themes, images, and other phenomena that 
are preferred by an informal consensus in the mainstream of a given culture, especially 
Western culture of the early to mid-20th century and the emerging global mainstream of 
the late 20th and early 21st centuries.

Press 
Print media responsible for gathering and publishing news in the form of newspapers or 
magazines.

Print media
A paper and ink medium, produced in a prin� ng process that is tradi� onally mechanical.

Production
The process of pu	  ng together media content to make a � nished media product. It can also 
refer to the process of crea� ng media texts, as well as the people engaged in this process.
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Public service media
Publicly-funded media that are o� en required to play a role in suppor� ng the public interest 
by providing balanced and diverse programming that is representa� ve of the community as 
a whole.

Public library
A library that serves the general public (open to everybody) in a city, town, or village. 

Public sphere 
The no� on of a public space in which members of society can freely exchange news, 
informa� on, and opinions — a place where individuals meet and exchange views on ma� ers 
of common concern in public, on the basis of equality and inclusivity. The most in� uen� al 
modern theorist of the public sphere is Jürgen Habermas.

Regulation 
Refers to a� empts to control or a� ect the behaviour of media organiza� ons and media 
actors by developing and enforcing rules and codes for their behaviour.

Relationship with media
An on-going process, in which an individual recognises, analyses, and re-signi� es media 
contents over and over again. An all-encompassing or a community way of looking at media 
contents and cultures. 

Representation 
Processes by which a constructed media text stands for, symbolizes, describes, or represents 
people, places, events, or ideas that are real and exist outside the text. It can also mean the 
rela� onship between actual places, people, events and ideas, and media content.

Self-regulation 
Rules imposed by poli� cal or economic actors on themselves. For media, self-regula� on 
implies respec� ng codes of ethics and codes of prac� ce without interference from any 
governing source or ins� tu� on.

Social media
Online environments and services, which are based on interac� ve communica� on and 
maintaining interpersonal rela� onships, crea� ng and sharing user-generated content, and 
developing services by employing users’ input. Typical social media network services are 
content sharing services (Wikipedia), social networking services (Facebook) and discussion 
forums. 

Social networking
Online ac� vity of people having common interests. Social network ac� vity includes people 
publishing pro� les that provide informa� on about themselves and other forms of self-
expression. Facebook, LinkedIn and Twi� er are examples of popular social networks.

Software 
The programmes and data that instruct a computer on how to handle data or opera� ons of 
various kinds. Examples range from o�  ce so� ware that produces and manipulates data to 
so� ware that controls the shaping and edi� ng of images.
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Stereotypes 
A common form of representa� on that uses instantly recognized characteris� cs to label 
members of a social or cultural group. It can have both nega� ve and posi� ve connota� ons.

Technology 
Hardware used to create and communicate with media (e.g. radios, computers, telephones, 
satellites, prin� ng presses, etc.).

User-generated content (UGC)
Also known as consumer-generated media, UGC refers to various kinds of publicly-available 
media contents that can be produced by the users of digital media. Consumers of content 
can also produce content.

Wiki
Open online encyclopedia produced collabora� vely that can be edited by anyone. Websites 
using wiki so� ware o� en have mul� ple interlinked pages and content including commentary, 
descrip� on of events, documents, etc. 
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UNESCO has been ac  vely involved in developing founda  ons for 
media and informa  on literacy to assist Member States in pursuing 
the achievement of the objec  ves of the Grünwald Declara  on (1982), 
the Alexandria Declara  on (2005) and the UNESCO Paris Agenda 
(2007) related to MIL. 

The UNESCO Ins  tute for Informa  on Technologies in Educa  on 
commissioned this Handbook, which is intended to become a useful 
tool that would equip teacher training ins  tu  ons and facilitate 
teaching media and informa  on on literacy both in pre-service and in-
service teacher training, to the Finnish Society on Media Educa  on. The 
aim of this Handbook is to help teachers to enhance their media and 
informa  on literacy and encourage them to take up media educa  on 
in the classroom. The main target group is teachers of secondary 
school who are either in training or in service. The Handbook provides 
teachers with basic knowledge on media and informa  on literacy, and 
the way these skills can be taught.

The Finnish Society on Media Educa  on (www.mediaeduca  on.�  – 
FSME), founded in 2005 by Finnish researchers and prac   oners within 
media educa  on, is an associa  on opera  ng na  on-wide in two main 
languages (Finnish and Swedish). The society and its ac  vi  es are 
funded by the Ministry of Educa  on and Culture. The aim of FSME 
ac  vi  es is to support and develop the � eld of research and prac  ces 
concerning media educa  on, contribute to the public debate and 
provide opportuni  es to share media educa  onal experiences online 
and o   ine. It has about 200 personal members from all over the country 
(teachers, early childhood pedagogues, social workers and librarians). 
In 2012, FSME joined nearly 50 community members, among them 
are � lm centres, youth centres, culture centres, associa  ons and 
companies.


