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WEEK ONE 

DEFINITION

Media literacy is mostly defined in terms of the knowledge and skills individuals need to analyze, evaluate, or produce media
messages. These knowledge and skills mainly relate to four key facets of the mass media phenomenon, i.e. media industries,
media messages, media audiences, and media effects.

Analyzing mass communication is a set of skills essential for survival in today's society. If we do not learn to control the mass
communication that dominates our world we should expect that it will (continue to) control us.

Often, media literacy researchers reason that awareness of the constructed nature of media
messages is essential to a valid evaluation of media content. “Media do not present reality like
transparent windows because media messages are created, shaped, and positioned through a
construction process. This construction involves many decisions about what to include or exclude
and how to represent reality” (Kellner and Share 2005, 374)

The main purposes of media education/media literacy:

1/ to develop person’s critical thinking/autonomy

2/ to develop an appreciation, perception and understanding & analysis of media texts

3/ to prepare people for the life in the democratic society

4/ to develop an awareness of social, cultural, political and economic implications of media texts

5/ to decode media texts/messages

6/ to teach a person to identify, interpret, and experience a variety of techniques used to create media products/texts

7/ to learn about the theory of media and media culture



WEEK TWO

KEY QUESTIONS

What is the purpose of this media/information text? 
How is this produced? 
Who created it? 
Who is the intended audience? How do you know? 
What is the main message?  Who benefits and what do they gain? 

“The Five Key Concepts of Media Literacy through Critical Thinking” carefully
explores each concept in turn with sample texts, activities, and assessment
tools.
• Key Concept #1:  All media are carefully wrapped packages. 
• Key Concept #2:  Media construct versions of reality. 
• Key Concept #3:  Media are interpreted through individual lenses. 
• Key Concept #4:  Media are about money
• Key Concept #5:  Media promote agenda. 



WEEK THREE 

The media is the only one which has the greatest influence on our attitudes, thoughts and interests. It is the
media with its mixture of languages, image, tone and context which is the main source of information in the
XXI century and which has an enormous influence on the public, thus creating the values of a society.

Representation – The media do not offer us a transparent “window on the world,” but a mediated version of
the world. They don’t just present reality, they re-present it.

What signs, modes and discourses help convey the meaning – not only the ‘factual’ or informational meaning,
but also the social meaning. For example, what does the colour pink represent in your cultural context?

Production — Media texts take time– and sometimes a great deal of money–to produce. Although some are
made by individuals working alone, just for themselves or their family and friends, most of the media texts we
consume are produced and distributed by groups of people, often working for large corporations, Meaning can
be produced and reproduced in a number of ways. An individual may produce meaning about themselves in
the way they dress or wear their hat. This act of meaning production may be unproblematic within
mainstream culture, and help maintain the hegemony, the dominance of a particular set of schema or
values. Alternatively, this production may challenge dominant beliefs or values in some.

EXAMPLE:

Lady Gaga, whose mode of dress was confrontational because it deviated from existing cultural schema about
appropriate dress for someone of her class, race, gender and occupation.

https://opentextbc.ca/mediastudies101/back-matter/glossary/#representation
https://opentextbc.ca/mediastudies101/back-matter/glossary/#representation
http://opentextbc.ca/mediastudies101/chapter/semiotics/
http://opentextbc.ca/mediastudies101/chapter/gender/
https://opentextbc.ca/mediastudies101/back-matter/glossary/#production


Consumption of texts, whether they be an outfit, a conversation, or a pop-song,
reflects cultural values and expectations – conforming to values and expectations
leads to unproblematic consumption – it’s what is expected, it fits our internalized
schema. Texts that do not fit this schema are confronting, challenging, even
shocking.

Regulation

regulation refers to the forces which constrain the production, distribution, and
consumption of texts. These forces may be explicit, such as the television
broadcasters code of conduct, or they may be implicit, such as the bloggers.

http://opentextbc.ca/mediastudies101/chapter/consumer-cultures/
https://opentextbc.ca/mediastudies101/back-matter/glossary/#regulation


WEEK FOUR

Mainstream Media and Alternative Media

Mainstream media is everywhere, and encompasses television, print, radio and certainly the

internet, in the form of online publications. Mainstream media generally uses as a voice of the
majority. Therefore mainstream media typcially reach a larger audience.

The main aim of mainstream media organization is to amuse people towards their benefits. These
organizations make money appealing as many people as possible. They seem people as part of
their project. The public usually tends to wait until the mainstream media pick up the story to
lend it credibility. In other words, mainstream media is often seen as more trustworthy.



• Alternative media also called anarchist, small, activist, grassroots,
progressive, non-corporate, subversive underground, radical, dissident,
independent media. They are defined as small-scale politically radical
media, using a wide spectrum of communication technologies and
formats.

• Because of the nature of these two types of media, their audiences differ
greatly. Most alternative media companies are much smaller than their
mainstream counterparts. These outlets are also typically polarized in the
content they produce. Some alternative media houses are geared toward
polarized political views – some produce mostly liberal content, while
others produce mostly conservative content. These media houses are also
typically not linked with television but mostly distribute their content via
newspapers, radio and the internet. The rise of the internet led to the
explosion of alternative media, as it allows them to reach and expand an
audience much more cheaply than MSM.



WEEK FIVE

Citizen journalism may mean news and information not originating from a legacy or traditional media
organization, such as a newspaper, radio, or television network. It refers to journalism conducted by
individuals with an activist agenda.

Today, citizens are both consumers and producers of news. The 24/7 appetite for information is fed in
part by cellphone photos, YouTube videos, and micro-messaging tweets of everyday citizens. Many
citizens can afford and use the same tools as professional journalists. Yet, few have the training or are
media literate enough to be fair and accurate purveyors of news.

EXAMPLE

Bloggers can be essential independent voices, especially in regions of the world where traditional media 
are often limited by government censorship
Bloggers may reach larger audiences and adhere to professional journalism ethics and standards.

Citizen media has become among the principal sources most Moroccans heavily rely on for news and
information on their country. Citizen journalists, in brief, report on issues the Moroccan government
does not want its citizens to know about. And what really makes most professional journalists different
from citizen ones is that the latter see Morocco as it is, not as the government wants them to see it.



WEEK SIX

Advertisement

Advertisements are messages paid for by those who send them and are intended to inform
or influence people who receive them.

In today's world, advertising uses every possible media to get its message through. It does
this via television, print (newspapers, magazines, journals etc), radio, press, internet, direct
selling, hoardings, mailers, contests, sponsorships, posters, clothes, events, colours, sounds,
visuals and even people (endorsements). Advertisements alert people about new products
and services in the market that could potentially fulfill their needs or solve their problems.
A typical advertisement will tell you what the service or product is, where it can be bought,
for how much, by whom, and why it should be bought. This is possible through the power
of the media to reach millions of people at the same time

Compare a selection of ads for a particular type of product ( for example Coca Cola, Mc
Donald etc). How do advertisers create the idea that the product is classic or modern,
natural or hightech, sophisticated or down-to-earth?

We can say that media messages use a number of techniques to try to persuade us to
believe or do something. If we can spot the techniques being used, we’re less likely to be
persuaded.We can use our understanding of these techniques as specific tools for decoding
media messages.



WEEK SEVEN

Media makers – particularly advertisers -- use a number of identifiable techniques to inform and 
persuade media consumers.  We can use our understanding of these techniques as specific tools 
for decoding media messages.

1. Symbols can be words, designs, places, ideas, music, etc., symbolizing tradition, nationalism, 
power, religion, sex, family or any concept with emotional content.  In media, people and things 
often symbolize some larger concept.

2. Fear.  Media often try to make us afraid that if we don’t do or buy something, something bad 
could happen to us, our families and friends, or our country.

3. Humor is a powerful tool of persuasion. If you can make people laugh, you can persuade them.

4. The Big Lie.  Most people want to believe what they see.  Lies work -- on cereal boxes, in ads 
and on television news.  According to Adolf Hitler, one of the 20th century’s most dangerous 
propagandists, people are more suspicious of a small lie than a big one.

5. Testimonials use famous people or respected institutions to sell a person, idea or product.  
They need have nothing in common.

6. Repetition drives the message home many times.  Even unpleasant ads work if they are 
repeated enough to pound their message into our skulls.

7. Name calling is frequently used in media.  It can be direct or delicately indirect.  Audiences 
love it.  Our violent, aggressive, sexualized media teaches us from an early age to love to hear 
dirt.  (Just tune in to daytime talk radio or TV!)



WEEK EIGHT

Censorship is the suppression of speech, public communication or other information which may be
considered objectionable, harmful, sensitive, politically incorrect or inconvenient as determined by
governments, media outlets, authorities or other such entities.

*Censors try to use the power of the state to impose their view of what is truthful and appropriate, or
offensive and objectionable, on everyone else.

*People may feel overhelmed and confused by the amount of useless information they

receive. It is necessary to carefully select the facts that are published and broadcast so that only the really vital
information is given to the public. More then 50% of informations are useless for the audiance.

*People have the freedom of choice

People themselves should have the right to choose the kind of information they want to

get. One cannot inhibit people from decidnig for themselves what papers they want to

read and what television stations they want to watch.



WEEK NINE

THEORIES OF MEDIA

Agenda setting theory

Cultivation theory

Uses and gratification theory

Hypodermic theory



WEEK TEN

Media Audiences
Media would not exist without audiences. Yet the media have to compete 
for people’s attention and interest; and finding and keeping an audience is 
not easy. Producers might imagine they know what different groups of 
people will want.
Media literacy programs often feature an awareness of how audiences 
interpret media content. Different people can experience the same media 
message differently. 
It is said that a distinction must be made between the encoding of media
texts by producers and the decoding by consumers.
Audiences are not passive recipients; instead they bring their own social
positions, age, gender and race to bear on their interpretations of all kinds
of media messages.



WEEK ELEVEN

QUIZ -1-

-Choose a form of communication or a media text, and see if you can apply the five key concepts of media
literacy.
.1-Who created this message? 2. What creative techniques are used to attract my attention? 3. How might
different people understand this message differently? 4. What values, lifestyles & points of view are
represented in, or omitted from, this message? 5. Why is this message being sent? 6. Have you ever created or
seen messages like this?

-Make a list of media that are present in the daily lives of students today. What are the key roles and functions
that each of these media perform? What do you think it means to be ‘literate’ when it comes to using the
media and other information providers? What knowledge, skills and attitudes are necessary?
- Imagine that you wake up one day and there are no more media, libraries, Internet and cell phones. In
addition, all newspapers, magazines, radio stations and TV channels have disappeared. Analyze what would
happen to citizens:
-The media plays a significant role in forming values and attitudes,using representational tools of
language, image and sound to construct and distribute ideas and attitudes in texts.
-Discuss how one media representation has been constructed to reflect an idea, a value, or an attitude?
-How effective is this text in delivering the message to the target audience? Explain by using evidence from the
text to support your evaluation.



WEEK TWELVE

QUIZ-2-

Fashion plays a major role in the way individuals view themselves. The media uses fashion to
represent individuals, popular figures, or in order to advertise products displaying the ideal
body type and image. By doing so, fashion influences the public and shapes their identity. In
the fashion industry, there exist positive and negative male and female role models that
influence how we behave and participate in the consumer culture. These role models represent
an “ideal” lifestyle that not all average individuals are able to conform to, which could result in
a frenzy to do whatever it takes to look a certain way.

-Identify typical “ideals” found in the media and how fashion is represented .

- Demonstrate an understanding for fashion trends that may influence or persuade the public . 

Classify positive and negative role models in the fashion industry and the impact they have on 
the public .

- Analyze various fashion advertisements and identify the effects on they have on the public 

-Examine how different groups of people are persuaded or effected by advertisements.



QUIZ-3-

-What do you think draws the public into consumerism, is it the way the 
advertisement is presented or the product itself?

-Media theories have a variety of uses and applications. Research one of the following 
topics and its effect on culture. Then, write a one-page essay about the topic you’ve 
selected.

– Media bias
– Internet habits
– Advertising and self-image
– Racial stereotyping in film

-Many of the theories already discussed in this section were developed decades ago. 
Identify how each of these theories can be used today? Do you think these theories 
are still relevant for modern mass media? Why?


