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Media are

constructions

 

Purpose
Identify the purpose of the media piece. 

 

Media Bias
 

  

Influence of

Media

Creators

What other companies or media outlets does the

corporation own? 

Have they contributed to any political campaigns or

organizations? 

How might this influence the piece of media? 

Ask how the entire ownership structure of the media

may affect the news, entertainment, and

advertisements that you consume.

What are the beliefs, ideas, and values that this piece  is

communicating?

What influence does it have on you? 

What influence might it have on others?

All media have a bias. Ask what messages are implied or what

beliefs, ideas, or values are communicated.

Why was it made and who is the intended audience? 

Is profit a motivating factor? 

Is there an action they want their audience to take or an

attitude they want them to adopt? For what purpose? 

Are they directing you to think a certain way about

something, or someone? Why do you think they want you

to think that way?

Think critically about the media creators, both the individuals and

institutions. All commercial media are owned and created by larger

corporations that have specific agendas. For some media pieces,

such as films and television shows, it is possible to identify an

individual primarily responsible for the creation. If it is possible to

identify the individual that created the piece of media, investigate

what other media messages the individual has been a part of. Also

investigate the networks and corporations that funded or aided in the

production of the media message.

Remember that all media are constructions. From advertisements to

your favorite television shows, each piece of media has been carefully

crafted to construct a specific message designed to tap into and

influence thoughts, beliefs, and values.

Persistent

Media

Messages

Be aware of persistent media messages and patterns. 

Why do you think this message is prevalent? 

What stories are omitted or not told?

 What people and communities are not represented? Or are

people and/or communities being presented in only one

way?
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Context and

Time Period

 

 

The craft of the media is just as important as the content.

Investigate what techniques are being used aesthetically

to showcase their message. Look at the components of

the medium such as the colors, camera frame, camera

angle, lighting, space, movement, production design,

word choice, sound, location, and everything you can see

or hear.

Representation
 

  

Craft of the

Media

How do these techniques affect the message? 

What do you think the underlying message is?

How does the media piece represent race, gender,

ethnicity, ability, age, etc.? 

Is the media employing stereotypes? If yes, why do you

think it might do so? 

Does it communicate any messages about power,

privilege, dominance and control? How? 

How might the messages affect individuals or groups? 

Might anyone be harmed or offended? Why and how? 

Might anyone benefit from the message? How? 

How might some voices be privileged while others may

be silenced? 

How might this message influence viewer’s ideas of

race, gender, ethnicity, class, age, power, privilege, etc.?

Examine how certain people or communities are being

presented.

The time period and geographical locale in which a media piece is

(or was) produced also provides context for its message.

When was the piece of media created (year, era, etc.)?

What were the social norms of the time? 

What current events were happening? 

Where was the piece produced? How might that affect its

message?

People’s lived experiences influence the way they

respond and interact with a piece of media. Brainstorm all

the possible ways people could interpret the message.

Everybody is

Different
How do you interpret it? 

How does the media make you feel and what does it make

you think? Explore why it might make you feel and think as

you do. 

How might it make others think and feel?
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ZIMCORE SOCIAL MEDIA SERVICES

1. Identify the pieces of media that you personally consume every

day. This could be films, television shows, advertisements, music,

anything really! 

2. Make a column and list actions, representations, and expectations

that occur in that media. 

3. Make a second column and list actions and behaviors in real life. 

4. How do the media constructions and life differ? Reflect on the

differences.

1. Examine Free Press’s “Who Owns the Media?” chart at:

https://www.freepress.net/ownership/chart. 

2. What effects does the ownership structure of media have on the

news and entertainment we receive? 

3. How does consolidation affect diversity in viewpoints and people

we see in media? 

4. How might criticism (of the “status quo,” corporate practices, the

power elite, capitalism, etc.) be stifled within such a structure?

All Media Are Constructions

Focus on Media Ownership

CRITICAL MEDIA LITERACY ACTIVITIES 

Analysis of News Story

1. Look at a current, popular news story. Examine the rhetoric being used,

the conversations taking place and the story, and subjects of the story. 

2. Why do you think this story is receiving so much attention? 

3. Who exactly are they talking about and why? 

4. Who is the intended audience for the piece and why? What are they

trying to tell their audience and for what purpose? 

5. Whose story is not covered or what perspective is not covered by this

piece? 

6. What might be the impact of this story on those who read or watch it?
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1. Browse news websites and look for repetitive news stories. Look for

patterns in topics each of these websites cover. 

2. Do they cover a diversity of perspectives—or do they seem to look at the

perspective of a particular race, gender, class, ethnicity, culture, etc.? 

3. If you see the same news story or stories repeated, why do you think it is

receiving so much attention? 

4. What stories might be ignored or missing?

1. When you encounter an advertisement online take a second to look at the

aesthetic features of the advertisement. 

2. Describe what you see. If there are people involved, who is represented?

What do they look like? What colors does the ad use? What fonts are used?

What effect do the fonts have on you as a viewer/consumer? What might be

outside of the frame that you cannot see? What is the person/people

wearing? How is the space used, both in the overall layout of the ad, as well

as between the subjects in the advertisement? 

3. After you have identified the various visuals, ask yourself what those

visuals are saying. Are they making any assumptions about the individuals

in the advertisement as well as the audience? Why might they do that? 

4. What might be the impact of these aesthetic components on viewers?

What thoughts, ideas, beliefs or feelings might they elicit? 

5. Remember that the end goal of all advertising is to get the audience to

buy a product or service. How do you think the aesthetic components of the

ad might compel a viewer toward this end?

Persistent Media Messages & Patterns

The Craft of the Media

CRITICAL MEDIA LITERACY ACTIVITIES 

Spotlight On Digital Advertising
1. Visit a social networking site or open a mobile app you use frequently.

Do you see ads? What do they look like? What do they promote? Are the

ads labeled (“advertisement”; “sponsored”; “promoted”; “paid”)? 

2. Why do you think these ads are the ones you see? 

3. Can you spot any ads that are not obvious? How do you know they are

promotions? 

4. In what ways do you, intentionally or not, aid the company in furthering

the ad's reach?

5. What data are you prompted or required to share in using the platform?

(For example, your contact information, location, access to your contacts,

etc.) What, if any, concerns do you have about sharing this data?
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1. Choose a film genre and watch films in this genre from a few

different time periods. What was going on in the world at the time of

each film and how might that have affected the narrative and

characters of the films? 

2. What were the current events? Social norms? Does the film reflect

aspects of the time and place in which it was created? How? 

3. Does the film address any specific issues of the time? Does it

reinforce those events or norms? Or challenge them? And what

would have that meant in the context of the time and place which

the film was created?

1. Watch your favorite television through a critical media literacy

lens. 

2. Focus of the way that people and communities are portrayed.

How many women, LGBTQ characters, and people of color are in

the show? If they are present, how many of them are main

characters? How many have speaking lines? What roles do they

play? How often are they on screen?

3. What are their occupations? What do they wear? What

relationships do they have with other characters? 

4. What conflicts do they face? Are there any stereotypes that these

characters perpetuate? Why do you think the character was

written/portrayed in this way? How does this affect the way that

you view the character? 

5. How do the characters talk to each other? What social norms do

they participate in? What social norms do they challenge? How do

the ideas, norms, and representations in the show affect the way

you see the world?

Time Period & Geographical Locations

Critical Television Viewership

CRITICAL MEDIA LITERACY ACTIVITIES 
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