Lesson 7

The Power of
Advertising

Total Time I 90 minutes

¢ 70 minutes for Activities
¢ 10 minutes for Snack Break
¢ 10 minutes for Action Break

& Lesson Overview

This lesson focuses on advertising. Youth create a list of all the different ways

they are exposed to advertisements. They also talk about body image and create
collages. For the Mini-Production, youth explore the media concept of “omission”
while creating advertisements for a new granola bar.

® Lesson Objectives

By the end of the lesson, youth will be able to:

+ Name at least three ways they are exposed to advertisements.
+ Explain at least two ways that ads can influence food choices.
¢ Describe the influence of the media on body image.

+ Explain the media concept of “omission.”

¢ ldentify missing information in an advertisement.

[# Lesson Activities

+ Activity A: What Is Advertising? (20 minutes) 7‘( A Note About Timi ng

Snack Break: Food-Group Mania (10 minutes)

+ Activity B: Thinking About Body Image
(23 minutes)

2

The times suggested for the
activities and the breaks are the

+ Action Break: Let’s Do Yoga! (10 minutes) minimum recommendations. If
¢ Activity C: Mini-Production: Omission you have more than 90 minutes
Mission (25 minutes) available, consider expanding
+ Finishing Up the Lesson (2 minutes) the time you allow for activities,

particularly Activity C: Mini-
Production and the Snack Break.
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\ Materials Needed For Snack Break
i ® Fat-free or low-fat cottage cheese,
For Activities part-skim or fat-free ricotta
m  Youth folders cheese, Greek yogurt, or low-fat

dable ch
m  Flipchart paper, easel (if available), spreadable cheese

markers, masking tape, watch or timer = Whole-wheat English muffins or
rice cakes (if these are not available

in your local stores, look for other

= Equipment to play and show the whole-grain substitutes)
Media-Smart Youth DVD (optional)

®  Brief segment of a popular TV show
or movie for youth that includes
product placement—the intentional
placement of a product in a film, TV
show, video game, radio program,
or other media (optional); if ®  Sink or bathroom for hand washing,
including, make sure these examples or alcohol-based (60%) hand sanitizer
reflect the cultural identities of the
group members

B 6 Media Questions poster

® Bananas

m  Other fruit that the group likes,
such as apricots, apples, raisins, or
cranberries (fresh, frozen, dried, or
canned in water or 100% juice)

m  Paper plates, paper towels, and
napkins
m  Teen, fashion, and health magazines—

®  Plastic knives and spoons
make sure that these examples reflect P

the cultural identities of the group m  Drinks (water, seltzer, fat-free or low-
members (several magazines—one fat milk, or 100% fruit juice)
fo two to th outh i ;
r every tw ree youth in For Action Break
the group)

m  Equipment to play and show the

m  Scissors (several pairs for each group) Media-Smart Youth DVD (optional)

®m Glue

®m  Markers and other creative supplies A ope ' .
(enough for the two groups to use at 'Q' Facilitator's Preparation

the same time)

. Activity A
®m  Pencils or pens (one for each youth) civity
.. .. . m  Post the 6 Media Questions poster in
®  Omission Mission Script Starter sheets
the room.

(several copies for each group)
m  Post two sheets of flipchart paper on

m  Small pieces of paper (one piece for one side of the

each group)

room spaced a Ways To Advertise
m  Take Home a New Idea! sheets (one few feet apart.
copy for each youth) Write “Ways
m Tips for Media-Smart Parents sheets To Advertise”
(one copy for each youth) across the top of
each page.
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can move from the back of the room
to the front of the room easily (or
from one side of the room to the
other), and in which they can also sit
down in a circle.

If using the Media-Smart Youth DVD,
preview the segment before the
lesson. Set up the equipment to play
and show Segment #8: The Power of
Advertising. This segment discusses
the influence of advertising and its
connection to health.

If you are showing a brief clip of a TV
show or movie that includes product
placement, have the DVD player set
up and ready to play the clip for
youth (optional additional activity).

Snack Break
m  Review the snack and prepare ahead

of time as needed.

Rinse all vegetables and fruits prior to
cutting or peeling, even if the peel is
not consumed.

Activity B
m  Collect fashion and health magazines

with pictures of models, and teen
magazines with images of popular
celebrities and athletes. Make sure
you have enough magazines for
members of each small group to look
through and cut pictures from.

m  Create an open space where youth Action Break

If using the Media-Smart Youth

DVD, preview the segment before
the lesson. Set up the equipment to
play and show Segment #7: Let’s Do
Yoga! Additional Yoga Poses! This
segment features a yoga instructor
demonstrating the yoga poses used
in this Action Break. We recommend
that you show this DVD segment to
the youth to help them learn the yoga
poses. However, if you aren’t able to
do so, practice the poses when you
watch the segment in advance so
you can teach the youth how to do
the poses properly. This segment also
includes several optional poses that
you can do if time allows.

Activity C
®  Photocopy the Omission Mission

Script Starter sheet (several copies for
each group).

For each group, write one statement
about Giddyup Granola Bars on a
small piece of paper. Use one of the
statements from the list on page 272.
Fold each piece of paper to conceal
the statement. You will give one to
each small group. These statements
are the facts that each group will
leave out of its ad.

Photocopy the Take Home a New
Idea! sheet (one copy for each youth).

Photocopy the Tips for Media-
Smart Parents sheet (one copy for
each youth).
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Lesson 7

Activily A:
What Is
Advertising?

Time

20 minutes

[2 Activity Overview

Youth talk about advertising and list all the ways they are exposed to ads.
They also talk about subtle advertising approaches, such as logos and
product placement.

® Activity Objective

By the end of the activity, youth will be able to:

+ Name at least three ways they are exposed to advertisements.
+ Explain at least two ways that ads can influence food choices.

Materials Needed

¢ Flipchart paper, easel (if available), markers, masking tape, watch or timer

+ 6 Media Questions poster

¢ Brief segment of a popular TV show or movie for youth that includes product
placement—the intentional placement of a product in a film, TV show, video
game, radio program, or other media; make sure these examples reflect the
cultural identities of the group members (optional)

¢ Equipment to play and show the Media-Smart Youth DVD (optional)

-

-0~ Facilitator's Preparation
Ways To Advertise

¢ Post the 6 Media Questions poster in the room.

+ Post two sheets of flipchart paper on one side of
the room spaced a few feet apart. Write “Ways To
Advertise” across the top of each page.
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+ Create an open space where youth can move from the back of the room to the
front of the room easily (or from one side of the room to the other), and in which
they can also sit down in a circle.

¢ If using the Media-Smart Youth DVD, preview the segment before the lesson. Set
up the equipment to play and show Segment #8: The Power of Advertising. This
segment discusses the influence of advertising and its connection to health.

+ If you are showing a brief clip of a TV show or movie that includes product
placement, have the equipment set up to play and show the clip for youth
(optional additional activity).

Warm-Up | 1minute

1.

2.

WELCOME youth back.

SAY:
In the past couple of lessons we’ve focused on nutrition and physical activity. In this
= lesson we're going to return to media. We're going to consider a form of media
Y that we're exposed to all the time. This form of media has a big influence on the
decisions we make every day.

ASK youth:
+ What is an advertisement?
LISTEN to ideas from youth. If necessary, GUIDE them to the following responses:
» An advertisement is an announcement designed to attract people’s attention.

« It is a specific kind of media with the main purpose of persuading people to buy
or support something—a product, service, or belief.

ASK youth:
+ When you think of advertisements, what is the first thing that comes to your mind?
LISTEN to ideas from youth. If necessary, GUIDE them to the following types
of responses:
e TV commercials

» Radio commercials

* Newspaper ads

» Magazine ads

» Brand names, logos, or characters
« Word-of-mouth

* Internet pop-up ads

« Website banners
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Advergames

E-mail ads

Spam

Mobile ads (text messages)

Doing the Activity | 15 minutes

Part 1: Advertising Relay Race | 10 minutes

1. SAY:

. I’'m going to divide you into two groups. Each group will stand in the back of
SX the room, and the group members should line up as though they’re going to
do a relay race. On the other side of the room are two sheets of flipchart paper
entitled, “Ways To Advertise.” Each group will use one of these sheets.

7m

Here’s how we’ll do the race:
« I'll give the first person in each line a marker.

« That person will hop, walk backwards, or skip across the room to your group’s
flipchart paper and write down one type of advertising you encounter on a
typical day.

« After you write it down, hop, walk backwards, or sRip back to your group and
pass the marker to the next person—who will then hop, walk backwards, or
skip across the room and add an idea to the list.

» All group members will repeat this process. We’ll keep playing until | tell you
to stop.

« If anyone has trouble thinking of a type of advertising, talk with the rest of your
group to get ideas.

2. TELL youth they will have 5 minutes for the relay race. SAY:
Move quickly to see how many ideas your group can come up with. The group

SX \5 with the most ideas on its list wins!
A\

3. SAY:

But there’s one catch: You can decide if you want to hop, walk backwards, or
sRip to go across the room and back, but you must choose a different movement
from the person who went before you. If you start with the same movement, you
have to go back to the line and start again. For example, if the person before you
chose to skip across the room and back, you must either hop or walk backwards.
If you choose to hop, the person who goes after you should either skip or

walk backwards. Your group members will have to help you remember what
movement the person before you did so you don’t do the same one.

W
7Im
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-X A Note About Movement in This Activity

During the pilot test of this workshop, we learned from youth that they liked being active
while learning the lesson content, and they also liked having activity options to choose

from. You can substitute other fun options the youth enjoy for the movements listed for this
activity. We recommend that you include two or three comparable movements and let youth
choose which one they want to do.

Suggestions for other ways to move across the room include:

*  Doing jumping jacks

* Crawling

* Sashaying sideways

* Linking arms with another teammate and moving in pairs

Adding a twist to the rules of the activity, such as saying that youth must do a different
movement from the person before them, adds a sense of excitement and competition to the
activity that many youth enjoy.

Demonstrate each movement youth can select from—hop, walk backwards, skip, or
whatever else you choose—so they are clear about their options.

For more information and ideas about tailoring activities for individuals with physical
disabilities, see Appendix B.

4. ALLOW 5 minutes for youth to create their lists and finish the race. TELL
youth when they have 1 minute left. TELL youth when it is time to stop.
1 CONGRATULATE youth on their great ideas.

5. ASK for a volunteer from each group to read its list. REVIEW the lists quickly.
SUGGEST other ideas as needed. Possible ideas include:
¢ TV commercials

Radio commercials

Infomercials (30-minute programs that promote a product or service)

Newspaper ads

Magazine ads

Public service announcements (PSAs) (print, TV, or radio)

Billboards

Brand names, logos, or characters

Word-of-mouth

Signs on the outside and inside of buses

Internet pop-up ads

L 2B R JER JER R IR JER R R 2
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Website banners

Branded advergames

Online video ads

User-generated ads

E-mail ads

Spam

Product tie-ins with popular movies and TV programs (such as a cereal box
featuring characters from a film)

Mobile ads (text messages)

Previews before movies and DVD rentals
Promotional activities in schools or at shopping malls
Radio contests

Art contests

Signs in sports stadiums

Signs on the sides of trucks and vans

Food and drink packages

Shopping bags

Direct mail

Telemarketing

Cups, mugs, and other giveaway items

® 6 ¢ 6 6 o o

® 6 6 O 6 O O O O O 0

6. CONGRATULATE youth on creating great lists quickly while being physically active
at the same time!

7. ASK youth:
¢+ What did you learn from the ideas on your lists?
LISTEN to ideas from youth. If necessary, GUIDE them to the following types
of responses:
« Advertising is all around us, in many parts of our lives—outdoors, at home, on
the Internet, and when we use media.

e There are many different ways advertisers can reach consumers.

« Advertising appears in places we may not immediately think of, such as on
grocery bags, cereal boxes, or other product packaging.

8. TELL youth they are going to spend a little time talking about some subtle forms
of advertising.
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Part 2: Subtle Advertising Approaches | 5 minutes

1.

2.

3.

SAY:
Some ads are powerful because they really grab your attention. Others are
= powerful because they are subtle. “Subtle” describes something that can be hard

' to detect or notice. Let’s use a logo as an example.

ASK youth:
¢ What is a logo?
LISTEN to ideas from youth. If necessary, GUIDE them to the following types
of responses:
* Alogo is a symbol that stands for a company or organization, its products, and
its beliefs.

» A logo aims to make you recognize and like a product, company, or
organization.

* How many of you think of logos as advertisements? (ASK for a show
of hands.)

SAY:

We’'re going to do a quick exercise to explore the concept of logos. Let’s sit in a
= circle together. I'm going to say a few statements. When [ say a statement that
S applies to you, jump up from your seat quickly and then sit back down.

READ the statements from the list below. ALLOW time in between reading each
statement for youth to jump up and down.

+ If you have a logo on your shirt.

¢ If you have a logo on your jacket.

+ If you have a logo on your shoes.

¢ If you have a logo on your backpack or school bag.

ASK youth:
+ Why do many people think it is important to wear clothes with particular logos
on them?
LISTEN to ideas from youth. If necessary, GUIDE them to the following types
of responses:
« They want to be associated with products, companies, or teams they like, they
think are cool, or that represent a certain lifestyle or attitude.

« They see people they like, such as actors, musicians, celebrities, athletes, or
their friends, wearing the logo or items with the logo, and so they want to
wear them, too.

» Many of these products are heavily advertised. Seeing them often makes
people want to have them.

Media-Smart Youth: Eat, Think, and Be Active!



6. SAY:
} Because they are such a common form of advertising, you are exposed to logos

= every day. Advertisers rely on repeated exposure to these logos to help sell their
Y brand or product to consumers. You may see a popular logo placement so often
that, without realizing that it’s happening, you begin to more strongly associate
that product with a brand over several other brand choices. That’s why it’s subtle.
ASK youth:

+ Can you think of any products or food you encounter every day that use an easily
recognizable brand logo?
LISTEN to ideas from youth. If necessary, GUIDE them to the brand names of
products such as sneakers, jeans, sporting goods, restaurant chains, foods and
beverages, computers, MP3 players, social networking sites, video game consoles,
and website search engines.

SAY:
}/ Now, let’s talk about another subtle form of advertising—product placement.
N

7. ASK youth to respond to the following question with a show of hands:
+ When you’re watching a TV show or a movie, have you ever noticed specific
products used by actors or logos in the scenes?

8. SAY:
} This is called product placement.
N
9. ASK youth:
¢ What does product placement mean?
LISTEN to ideas from youth. If necessary, GUIDE them to the
following responses:
« Companies pay to have their products shown in specific films and TV shows
and used in a certain way.

e Product placement occurs in other forms of media, too, such as advergames,
social networking sites, books, music lyrics, and comic books.

10. ASK youth to respond to the following question with a show of hands:
+ How many of you have ever wanted to buy a product after you saw it in a TV
show or movie that you like?

Lesson 7—The Power of Advertising



11.  ASK youth:

+ Why is product placement such an effective and subtle form of advertising?
LISTEN to ideas from youth. If necessary, GUIDE them to the following types
of responses:

» From the audience’s point of view, it looks like the product just “happens” to
be there, but it is put there on purpose to market it to the show’s audience.

o We want to be like the actors and celebrities in TV shows and movies who use
those products.

» Seeing a particular product all over the place—even in TV shows and the
movies—makes it seem as though it’s everywhere and that everyone uses it.

« Companies want you to see their product because, when you think about
needing a product like it or when you are shopping in a store, you are more
likely to think of buying their product or using their brand.

Optional Additional Activity

If you have time, play a brief clip of a popular TV show or movie that includes product
placement. View the clip and discuss it with the group.

Closing the Activity | 4 minutes

. DVD Segment #8: The Power of Advertising

1. If you choose to use the Media-Smart DVD, SAY:
You may not realize how much advertising you actually see in a day. We are
= going to watch a short segment that shows the power of advertising and its
Y connection to health.

SHOW Segment #8: The Power of Advertising. When the segment is finished, SKIP
Step #3, and GO to Step #4.

2. If you choose not to use the Media-Smart Youth DVD, GO to Step #3.
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3. ASK youth to share some of their observations about the effects of media.
ASK youth:
+ What do you think about the effect of the different forms of advertising on
your lives?
LISTEN to ideas from youth. If necessary, GUIDE them to the following types
of responses:

Advertising makes us want the products we see promoted.

We associate certain products with specific ways of being or feeling, such as
being beautiful, happy, carefree, popular, rich, or smart.

We associate certain actors or music with specific products.

Advertising affects our emotions by portraying the way we want to feel about
ourselves.

The Internet provides new, exciting, entertaining, and interactive ways to
advertise. When we use more than one form of media at the same time, we
need to remember that our exposure to advertisements significantly increases.

4. ASK youth how many ads they think young people see and hear, on average, every
year. LISTEN to their suggestions.

5. CONGRATULATE youth on their ideas. SAY:

3

7m

Youth ages 8 to 14 see and hear an average of 30,000 television advertisements
a year.'? Most of these advertisements are for food. On average, you may see
16 ads per day for candy, snacks, fast food, cereal, sodas, and soft drinks. Now

compare this to only two ads per day for dairy products, juices, water, grains,
meats, poultry, fish, fruits, and vegetables combined.”? Try to keep this in mind
the next time you are watching TV and think about just how much airtime
advertisers are purchasing to sell their products to you.

12 Henry J. Kaiser Family Foundation. (2007). Food for Thought: Television Food Advertising to Children in the United States. Publication 7618.
Retrieved on July 19, 2010, from http:/www.kff.org/entmedia/7618.cfm.

13 1id,
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6. ASK youth how much they think companies
spend to advertise and market food products

specifically to children and youth. LISTEN to A

their suggestions. SAY: .,}( N(,)fe About
Companies spend about $1.6 billion a Helplng the Youth

= year on promoting food products to Undersfand Spendi

S children and youth.'? P dlng

on Adver’rising

7. SAY: $1.6 billion is a big number and
. To get an idea of what companies are hard to conceptualize! You
5\5 trying to sell you, consider this fact. may want to write it out as a

Y Carbonated beverages, restaurant number—$1,600,000,000—

food, and breakfast cereals account
for approximately 63 percent of the
total amount spent on marketing food
products to youth.'®

to help youth understand what a
large sum this js.

8. SAY:

With so many forms of media available today, advertisers can use more

than just traditional TV ads to reach you. Companies will often combine

several advertising techniques and do cross-promotion using the Internet, social
networking sites, attractive product packaging, in-store advertising, and event
promotions, all for the same item.'® Imagine that you see a website link on a
television ad and decide to go to the website. Once online, the advertiser may
entice you with a branded advergame to hold your attention and attempt to
immerse you deeper into the brand or product. The website might encourage
you to tell a friend about the product using an e-card or to become a fan of their
brand on a social networking site. Companies make all of these offers on purpose
to increase exposure to their product or brand.

7.5
71N

It’s important to keep these techniques in mind, especially because we all use
multiple forms of media. Think about what messages advertisers are using and
how they are communicating to you across various media—whether it’s on TV,
online, or on product packaging.

14 Heilman, E. (2010). The Politics Behind an Overweight America: Talking with Dr. Marion Nestle. Retrieved November 7, 2012, from
http://acs.healthology.com/healthcare/healthcare-issues/article1097.htm.

5 Federal Trade Commission. (2008). Marketing Food to Children and Adolescents: A Review of Industry Expenditures, Activities and
Self-Regulation. Washington, DC: Federal Trade Commission. Retrieved July 20, 2010, from http:/www.ftc.gov/0s/2008/07,
P064504foodmktingreport.pdf.

16 Henry J. Kaiser Family Foundation. (2007). Food for Thought: Television Food Advertising to Children in the United States. Publication 7618.
Retrieved February 22, 2012, from http://www.kff.org/entmedia/upload/7618ES.pdf.
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9. ASK youth:
+ What do you think about all of the food advertising aimed at young people?
LISTEN to ideas from youth. If necessary, GUIDE them to the following types
of responses:
« It’s nice that advertisers are paying attention to young people, but the products
being advertised aren’t necessarily healthy for them.

» Food advertisements promote processed foods and foods that are high in solid

fats and added sugars more than they promote vegetables and fruit, whole
grains, and foods that are low in solid fats and added sugars.

It can be hard to choose vegetables and fruit, whole grains, and foods that are
low in solid fats and added sugars when advertising focuses so much on foods
that are high in solid fats and added sugars. With all that attention, foods that
are high in solid fats and added sugars can be hard to resist.

10. CONGRATULATE youth on their great work. ASK whether youth have any
comments or questions.

11. TELL them that they will enjoy items from several food groups during the
Snack Break.

Lesson 7—The Power of Advertising



Lesson 7

Time
10 minutes

What’s In It?

Fat-free or low-fat cottage cheese, part-
skim or fat-free ricotta cheese, Greek
yogurt, or low-fat spreadable cheese

Whole-wheat English muffins or rice
cakes (if these are not available in your
local stores, look for other whole-grain
substitutes)

Bananas

Otbher fruit that the group likes, such as
apricots, apples, raisins, or cranberries
(fresh, frozen, dried, or canned in water
or 100% juice)

Other Things You Need
Sink or bathroom for hand washing, or
alcohol-based (60%) hand sanitizer
Paper plates, paper towels, and napkins
Plastic knives and spoons
Drinks (water, seltzer, fat-free or low-fat
milk, or 100% fruit juice)

How To Put It Together
TELL youth to spread the cheese on a
rice cake or an English muffin.

. SUGGEST they top it with sliced
bananas or other fruit.

ENJOY!

Snack Break

Food-Group Mania

®  POINT OUT that whole-wheat English
muffins are a whole-grain food and that the
cheese contains calcium. TELL youth they
will talk about calcium in a later lesson.

B TELL youth they will be able to take home
a copy of the recipe for this snack at the end
of the lesson. ENCOURAGE them to share it
with their family and friends.

Important Notes

To prevent the spread of germs, make sure

that youth wash and dry their hands before
preparing and eating their snacks. If soapy
water is not available, use alcohol-based (60%)
hand sanitizer.

All cut-up vegetables and fruits, dips, cooked
foods, and leftovers must be refrigerated.

% Adapt this snack as needed to reflect the
cultures of the youth in your group or for youth
who have food allergies or other dietary needs.

If you think this snack will not work for your
group, see Appendix C for other snack ideas,

including easy-preparation, no-refrigeration-

needed options.

When deciding how much food to put out, keep
in mind that this is a snack and not a meal.
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Lesson 7

Activity B:
Thinking About
Body Image

O Time

23 minutes

[* Activity Overview

Youth talk about body image and create collages of body types found in magazines.
Youth reflect on how media products promote certain body types.

® Activity Objective

At the end of the activity, youth will be able to:

¢ Describe the influence of the media on body image.

Materials Needed

+ Flipchart paper, easel (if available), markers, masking tape, watch or timer
+ Teen, fashion, and health magazines—make sure that these examples reflect the
% cultural identities of the group members (several magazines—one for every two to

three youth in the group)

+ Scissors (several pairs for each of two groups)

¢ Glue

+ Markers and other creative supplies (enough for the two groups to use at the
same time)

-

J- Facilitator's Preparation

¢ Collect fashion and health magazines with pictures of models, and teen magazines
with images of popular celebrities and athletes. Make sure you have enough
magazines for members of each small group to look through together and cut
pictures from.
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-+« A Note About Creating a Comfortable Environment

In this activity, it is important to carefully observe responses and reactions of the youth to
the discussion. Body image is an extremely sensitive topic for many people, particularly
young people, because their bodies are still growing and changing. Youth may bring up some
ideas that they struggle with—appearance, body size, self-image, self-acceptance, fitting into
a group, and fashion trends, among others. Attitudes about body image are also influenced

% by culture. Create a comfortable, supportive environment for these discussions. See pages
32 and 33 in the Introduction and Overview for tips on handling sensitive topics.

During this activity, ask questions that are general and broad rather than personal or specific
to individuals in the room. It is much easier for people to talk about body image issues in
general, rather than to talk about their own bodies. For example, instead of asking, “How

do images in the media affect how you feel about your own body?"” ask, “How do you think
images in the media affect how young people feel about their bodies?” Also keep in mind the
gender and cultural mix of the group. These factors may affect comfort levels for discussing
these topics. If you know that any youth in the group have serious issues with body image,
you may want to tell them privately about the lesson topic beforehand so they have time

to prepare.

Warm-Up | 1 minute

1. ASK the following question:
+ What does the term “body image” mean?
LISTEN to ideas from youth. If necessary, GUIDE them to the
following responses:
» Body image refers to what we think our bodies look like and how we feel
about our bodies.

» Body image is also how we think others see us.
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Doing the Activity | 21 minutes

1. SAY:

. Now we’re going to talk about body image and the media. You’'re going to

SX work in groups to create collages of body types that are typically shown in the
media. Each group will get some magazines and creative supplies. Go through
the magazines and select a few pictures of people. After you cut out the pictures,
work together as a group to paste them onto a piece of flipchart paper and
create a collage. You will have 15 minutes to create your collages.

7m

2. DIVIDE youth into two groups. HAND OUT flipchart paper, magazines, and
creative supplies to each group.

3. ALLOW youth 15 minutes to do the collage activity. WALK around the room and
HELP youth as needed. TELL youth when they have 5 minutes and then 1 minute
left. TELL youth when time is up.

4. ASK youth to hang their collages in the front of the room so everyone can see them.

5. ASK the full group:
+ What do the people in your collages look like? Why did you choose them?
+ Why do you think actors and models look the way they do?
LISTEN to ideas from youth. If necessary, GUIDE them to the following types
of responses:
» Actors and models get a lot of professional help to look the way they do. They
spend a lot of time with hairstylists, make-up artists, personal trainers, and
clothing consultants.

» Actors and models often limit what they eat to maintain a certain body
weight. Many models and actors are very thin, which can be unhealthy.

+ What effects can the body types shown in the media have on the way young
people feel about their own bodies?
LISTEN to ideas from youth. If necessary, GUIDE them to the following types
of responses:
» Youth may want to look like the people they admire or see in the media.

» The body types shown in the media can create unrealistic expectations for
people about how their bodies should look.
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6. SAY:

Although the body types shown in the media may be a positive motivating force
to achieve healthy goals, such as athleticism and fitness, we have to remember
that what we see in the media isn’t always realistic. Advertisers often use
computer programs to make models look even thinner than they really are. They
touch up pictures to take out blemishes, wrinkles, bulges, and even freckles.

W
7Im

Actors’ and models’ body types and looks may seem effortless and natural in a
picture, but in reality, their looks are not always realistic or easy to achieve. Many
actors and models have people helping them look the way they do; they also
spend a lot of money and time to look the way they do. These body types may
not be healthy for most people, including the actors and models themselves.

Closing the Activity | 1minute

1. SAY:
} Great work! Thank you for such a thoughtful and important discussion.

=
N
2. ASK whether youth have any comments or questions.

3. SAY:
} Now, we are going to have fun stretching and twisting during our Action Break!

7Im
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Lesson 7

Aection Break

Let’s Do Yoga!
Time

10 minutes

Materials Needed Doing the Activity

B Media-Smart Youth DVD (optional) 1. SAY:
= Equipment to play and show the . Yogq is a very old practic'e that in\./olves
Media-Smart Youth DVD (optional) 5\\5 physical postures, breathing techniques, and
' meditation. One meaning of the word “yoga”
is to unite or to come together. Yoga brings

Facilitator’s Preparation
together the mind and the body. Yoga has

If using the Media-Smart Youth DVD, many physical and emotional benefits, such
preview the segment before the lesson. as increased energy, reduced stress, better
Set up the equipment to play and show coordination, and lower blood pressure.
Segment #7: Let’s Do Yoga! Additional

Yoga Poses. 2. SAY:

This segment features a yoga instructor
demonstrating the yoga moves used in this

poses can look very simple from an outsider’s

} Let’s do some yoga together now. Yoga
© perspective. But people who do yoga know

Action Break. We recommend that you that it requires a lot of muscle strength,
show this DVD segment to the youth to balance, and concentration. It’s not as easy as
help them learn the yoga poses. However, it looks!

if you aren’t able to do so, practice the
poses when you watch the segment or
read through the following instructions

so you can teach youth how to do the =}< A Note About Doing

poses properly. the Poses

Decide which poses you want to do with
the youth. You may choose to do all four,
or just some of them. This segment also
includes several optional poses that you can
do if time allows.

Make sure you allow enough time for the
youth to get into a position and hold it for
at least several seconds, Repeat a pose a
few times before moving on to the next one.
Youth should stop doing any pose that is
painful for them. Yoga is about stretching,
not about pain. While talking youth through
the poses, keep reminding them to breathe.
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Lesson 7

Mountain Pose

B Stand straight in an upright position

with your feet together. Press your feet
flat against the floor as if to stretch
them. As you stand straight, picture

a string running through your spine,
pulling you upward, lifting your knees,
hamstrings (back of the thigh), and hips.
Push through the soles of the feet and
gently lift your toes to activate your
lower legs.

Keep your abdomen tucked in and chest
high. Your arms may remain at your
sides in a relaxed manner. Relax your
shoulder blades and let them drop back
and down. Let the crown of your head
gently lift upward. Take deep breaths in
and out.

Try to hold the pose for 30 seconds

or so. Repeat several times, trying to
elongate your body more and more
each time. With each inhale, find
stability in the pose. With each exhale,
elongate your back and create space in
your spine.

This pose is good to repeat between
other stretches or poses.

Action Break

Let’s Do Yoga! (continued)

Downward Dog Pose

Start with your hands and knees on
the floor. Keep your arms shoulder-
width apart and place your hands
flat on the floor directly below your
shoulders. Point your fingers straight
ahead. Spread your fingers wide
and press the inside of your palms
firmly into the ground. Keep your
legs about hip-width apart.

Inhale and curl your toes under,

as if getting ready to stand up.
Exhale and straighten your legs;
push down into the floor with your
hands so that you end up looking
like an upside down “V.” Your
weight should be evenly distributed
between your hands and feet.

Try to keep your legs straight and
remember to breathe while in the
pose. Hold the pose for at least a
couple of deep breaths.

Go back to your starting position
and exhale. Repeat the Downward
Dog pose several times.
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Lesson 7

Let’s Do Yoga! (continued)

Aection Break

Triangle Pose

®  Stand with your feet well apart (about
3 feet). Point the toes of your left foot
all the way to the left, and your right
foot just slightly to the right. Stretch
your arms straight out at shoulder level
as if you were pointing to the walls on
your left and right. Now inhale.

B As you exhale, bend to the left and
slightly forward. Lower your left arm
and slide your left hand down your left
leg as far as you can comfortably go.
Hold on to your knee, shin, or ankle—
however far down you can reach. As
you bend down to the left, raise your
right arm so that it points to the ceiling.
Turn your head to look at your right
hand. Take several full breaths in this
pose before releasing it. Inhale as you

rise and return to your starting position.

B Now point the toes of your right foot
all the way to the right, and your left
foot just slightly to the left. Stretch
your arms straight out at shoulder
level. Repeat the steps above, this time
bending to the right. Repeat the pose
several times, alternating between your
left and right sides.

Lesson 7—The Power of Advertising

Cat and Cow Pose

b N

B Cat—Start on your hands and knees on the
floor. Keep your hands shoulder-width apart
and just in front of your shoulders; keep your
legs about hip-width apart. Take a deep breath
in. As you exhale, move into the Cat pose by
drawing your spine up and pulling your chest
and stomach in so your back reaches up to the
ceiling. Drop your head down gently toward
the floor.

B  Cow—As you inhale deeply, move into Cow
pose by letting your back come back down.
Drop your stomach low toward the floor and
lift your head up so your back creates a cup.
Stretch gently.

B Repeat this movement several times, flowing
smoothly from the Cat pose into the Cow pose,
and then the Cow pose back into the Cat pose.

3. CONGRATULATE youth when they have finished
the activity.

4. ENCOURAGE youth to try this activity with their
family, friends, or sports teams.

If you think this Action Break will not work for your
group, see Appendix B for other Action Break ideas.

Remember, if you have extra time and the youth are
interested in learning more yoga, the end of the DVD
segment has some additional poses.



Activity C:
Mini-Production:
Omission Mission

Time

25 minutes

[+ Activity Overview

Youth discuss the media concept of “omission.” Youth practice omission by creating
an advertisement for a new granola bar and leaving out a fact from their ads.

® Activity Objective

By the end of the activity, youth will be able to:

+ Explain the media concept of “omission.”
¢ ldentify missing information in an advertisement.

\ Materials Needed
+ Youth folders
¢ Pencils or pens (enough for each youth)
+ Omission Mission Script Starter sheets (several copies for each group)
+ Small pieces of paper (one piece for each group)
+ Take Home a New Idea! sheets (one copy for each youth)
+ Tips for Media-Smart Parents sheets (one copy for each youth)

-Q- Facilitator's Preparation

+ Photocopy the Omission Mission Script Starter sheet (several copies for
each group).

+ For each group, write one statement about Giddyup Granola Bars on a small piece
of paper. Use one of the statements from the list on page 272. Fold each piece
of paper to conceal the statement. You will give one to each small group. These
statements are the facts that each group will leave out of its ad.

+ Photocopy the Take Home a New Idea! sheet (one copy for each youth).

+ Photocopy the Tips for Media-Smart Parents sheet (one copy for each youth).
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Warm-Up | 4 minutes

1. SAY:

. This Mini-Production plays with several of the 6 Media Questions you learned
SX about, but its focus is on Media Question #5: What information is missing? The
sRills you practice in this Mini-Production will help you in your Big Production at
the end of the workshop.

7Im

2. ASK youth:
+ Media Question #5 focuses on a concept called “omission.” What does
omission mean?
LISTEN to ideas from youth. If necessary, GUIDE them to the following response:
» To leave something out or to fail to include a specific fact or piece of
information

+ Why might media producers leave out some of the facts about an issue, story, or
product in their media product?
LISTEN to ideas from youth. If necessary, GUIDE them to the following types
of responses:
» Producers often want to stress a specific point that might sound good to
an audience.

e Producers may want to ignore a particular feature about a product that might
not sound appealing to or might not be good for a target audience.

3. ASK youth for examples of media products that leave out certain information, or

SHARE some of the following examples with youth:

+ A local news show may not cover some types of news stories because its
producers do not think these stories are important to its audience.

+ A television show may not reflect the real impact of situations because those
storylines may not be funny or interesting to the audience. A good example of this
situation is when a main character on a show has a baby. Even though the main
character and the baby live together and the show focuses on the character’s daily
life, the baby may be only a very small part of the show. The show doesn’t reflect
the reality of life with a baby.

# A product that is called “Cool Fruit Thirst Quencher” may not mention in its ad
that only 10 percent of the drink is real fruit juice. The advertisers do not mention
this fact because it probably would not help them sell the product.

¢ An advertisement for a car may focus on how fast and powerful the car is but not
mention anything about the car’s safety features because the target audience is
most interested in buying a car that offers speed and a powerful engine.
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Doing the Activity | 20 minutes

1. SAY:

Advertisers need to include information in their ads that will persuade people to buy
\5 or support their product, service, or idea. They might leave out information they
N think will not help in that persuasion.

Now you’re going to work in two groups to create a 30-second radio advertisement
for a product. You want to persuade your target audience to buy your product.

2. TELL youth they should keep the following in mind as they create their ads. SAY:
. e The Daily Deliciousness Company has just developed a new granola bar for youth
SX called Giddyup Granola Bars.

7m

» The Daily Deliciousness Company has hired your advertising firm to create a
30-second ad that promotes this granola bar.

« The Daily Deliciousness Company has two main target audiences for its ads—young
people and parents. Your group can decide if you'd like to choose young people or
parents as your target audience, but make sure to choose only one.

e The Daily Deliciousness Company wants the audience to know it is the sponsor of
the ad.

e Giddyup Granola Bars are:
a2 Made from rolled oats and crisp rice
3 High in added sugars
3 Anirresistibly tasty and nutritious snack
2 Highin fiber
2 Fortified with eight vitamins and minerals
2 High in calcium, with 30%DV

3. SAY:

There is one catch: You have to leave out one fact about Giddyup Granola Bars
from your ad. After you get into your groups, I’'m going to give each group a folded
piece of paper with a fact written on it. This is the fact that your group will leave out
of your ad. Do not share your fact with the other group! Your job is to create an
appealing radio ad about Giddyup Granola Bars based on all the facts | have given
you, except the one written on your group’s piece of paper.

WA
71N

Each group will have 15 minutes to create an ad and to rehearse it. Then each group
will present its ad to the other group, which will try to guess what fact is missing and
who the target audience is. Don’t forget to include the name of the author or sponsor
in your ad. Sponsors are often named at the end of a radio or TV advertisement, at
the beginning and end of a radio or TV show, and in the small print at the bottom of
a print ad.
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4. HAND OUT the Omission Mission Script Starter sheets, youth folders, and pencils
or pens.

5. DIVIDE the youth into two groups.

6. GIVE each group a folded piece of small paper. REMIND youth that the paper
contains the statement about Giddyup Granola Bars that the group should omit from
its ad.

7. ASK the groups to begin work. TELL youth when they have 5 minutes and then
1 minute left. TELL youth when time is up.

8. ASK one group to come to the front of the room and read its advertisement. ASK
the other group to guess what important fact was missing.
ASK youth:

Who is the author or sponsor of the ad?

What is the purpose of the ad?

Who is the target audience for the ad?

What is the message of the ad?

What techniques are used to attract attention to the ad?

Would knowing about the missing fact change your mind about wanting

the product?

+ Do you think knowing the missing fact would change a parent’s mind about

purchasing or wanting the product?

® 6 6 6 O o

9. After the first group’s presentation, ASK the second group to present its
advertisement and allow the first group to guess the missing fact. REVIEW the same
set of questions about the second ad.

Closing the Activity | 1minute

1. CONGRATULATE youth for their creative ideas and fun advertisements, and
for doing a great job guessing the missing information and target audience. ASK
whether youth have any comments or questions.

2. SAY:
Don’t forget to be a Media-Smart Youth when you experience media, especially
= advertisements. Keep in mind that you may not be hearing the full story, and that
the missing facts may be important to you.

o

3. ASK youth to place their Omission Mission Script Starter sheets in their folders.
COLLECT youth folders.
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Lesson 7

Finishing Up
the Le5$§n @\

Time

2 minutes

1. THANK youth for doing great work during today’s lesson.

2. ASK for one or more volunteers to share something fun or interesting they
learned today.
LISTEN for ideas from youth about these key topics:
+ Ways young people are exposed to advertisements
¢ The influence of media on body image
+ Reasons advertisers omit information from their ads

3. SAY:
I have two sheets for you to take home today. The first is the Take Home a New
.53 Idea! sheet, which highlights some key ideas and the snack recipe from today’s
lesson that you can share with your family and friends. The second is the Tips for
Media-Smart Parents sheet, which is for your parents or guardians, to help them
learn about media, nutrition, and physical activity.

7m

4. HAND OUT the Take Home a New Idea! and Tips for Media-Smart Parents sheets.

5. TELL youth that in the next lesson they will start planning for the Big Production!
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Lesson 7, Activity C

Omission Mission Script Starter

Your Mission: Create a 30-second radio advertisement for Giddyup Granola Bars. You want

to convince your audience that they’re an irresistible and tasty snack. Your group must leave
out one specific fact in its ad. Except for this one fact, your ad should include all the other
information about Giddyup Granola Bars listed below. When you are done, rehearse your script
with your group so that you can present it to the other group.

Names of Group Members:

Sponsor of This Ad:

Product: Giddyup Granola Bars
Giddyup Granola Bars are:

Made from rolled oats and crisp rice

High in added sugars

An irresistibly tasty and nutritious snack

High in fiber

Fortified with eight vitamins and minerals

High in calcium, with 30%DV
Target Audience (Circle one): Young People OR Parents
Ad’s Purpose: To persuade people to buy Giddyup Granola Bars
The fact that we will omit from our advertisement is:

Script:

If you need more room to write, use the back of this page.
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@ Take Home a New Ideal

Share your new Media-Smart Youth smarts with your family and friends:

1. The next time you use media—such as watching TV or a movie—look for product placement.

2. Tell your parents and other family members about the product that was placed in the media you
were using. Ask them to look for product placement the next time they use media. If they need
help, explain “product placement” to them. You can also make this activity into a game. The
next time you and a parent or family member are watching TV or using other media together,
have a contest to see who can be the first to find an example of product placement.

Take Home a New Snack: Food-Group Mania

Try it at home with your family and friends.

What'’s In It?
e Fat-free or low-fat cottage cheese, part-skim or fat-free ricotta cheese, Greek yogurt, or
low-fat spreadable cheese

Whole-wheat English muffins or rice cakes (if these are not available in your local stores,
look for other whole-grain substitutes)

Bananas

Other fruit, such as apricots, apples, raisins, or cranberries (fresh, frozen, dried, or canned
in water or 100% juice)

How To Put It Together:

1. Spread the cheese on a rice cake or an English muffin.
2. Top with sliced bananas or other fruit.
3. Enjoy!

Bonus: The whole-wheat English muffin you are eating is a whole-grain food, and
the cheese contains calcium!

Media-Smart Youth: Eat, Think, and Be Active!



Tips For Media-Smart Parents

Throughout the Media-Smart Youth program, youth will bring home Tips for Media-Smart
Parents. These handouts will highlight what they are learning about media and the connection
to health, nutrition, and physical activity. Knowing about these topics can help you make
healthy nutrition and activity choices for you and your family.

What did your young person learn in
Lesson 7: The Power of Advertising?

He or she:

B learned about the power of advertising
and its influence on food choices. Food
advertisements targeted at youth often
promote foods that are high in solid
fats and added sugars more than they
promote vegetables and fruit, whole
grains, and foods that are low in solid
fats and added sugars.

B Explored ways that advertisements tend
to influence young people’s perceptions
of body image. The body types shown
in the media can create unrealistic
expectations for people about how
their bodies should look. Actors and
models get a lot of professional help
to look the way they do. They spend
a lot of time with hairstylists, make-up
artists, personal trainers, and clothing
consultants.

B Investigated the subtle advertising
technique of “omission” and created
a 30-second radio ad for granola bars
using this technique. Advertisers need
to include information in their ads that
will persuade people to buy or support
their product, service, or ideas. As a
result, they often omit undesirable, yet
important, facts about a product from
their messages.

Here’s how to put it into action at home:

Encourage your young person to choose
nutritious snacks, such as vegetables, fruits,
and whole grains, as opposed to the foods
mostly advertised on TV. Put this skill

into action during your next trip to the
grocery store!

Think about the body types shown in
media you and your youth experience on
TV, online, in print, in the grocery store,
and in other places. Remind your youth
that although the body types shown in the
media may be a positive motivating force
to achieve healthy goals, such as athleticism
and fitness, the media often portrays
extremes that are not realistic.

The next time you are exposed to TV or
radio ads, ask your young person:

 Does the ad tell you the full story
about the product?

d  What information is missing?

A Would knowing about the missing
facts change your mind about wanting
the product?

Try to point out “omission” on product
packaging the next time you and your
young person are at the grocery store.

Ask your young person to present his or her 30-second radio ad and show you
new yoga poses you can try together at home!

For more resources and ideas for parents and guardians,

visit: http://www.nichd.nih.gov/msy.
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