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Selected Resources & References
Critical Thinking Lesson Plans/Resources
● Media Smarts – https://mediasmarts.ca/ 
● The Cinematheque (BC) – https://thecinematheque.ca/learn
● TeachBC (BCTF) – https://teachbcdb.bctf.ca/ 
● Stanford History Education Group: https://sheg.stanford.edu/
● Freedom House – Freedomhouse.org
● Reporters Without Borders – https://rsf.org/en/ 
● Global Digital Citizen Foundation (Ultimate Cheatsheet for Critical Thinking) – 

https://globaldigitalcitizen.org/category/critical-thinking
● Media Ownership Chart – 

https://www.vox.com/2018/1/23/16905844/media-landscape-verizon-amazon-comcast-d
isney-fox-relationships-chart  

● Truth in Advertising – https://www.truthinadvertising.org/ 
● ICPSR (Inter-university Consortium for Political and Social Research) – 

https://www.icpsr.umich.edu/web/pages/instructors/teacher-resources.html 
● Logic Check – https://www.logiccheck.net/logiccheck-curriculum 
● NYT What’s Going on in This Picture – 

https://www.nytimes.com/column/learning-whats-going-on-in-this-picture 

Critical Thinking Films
● Thought Maybe – https://thoughtmaybe.com/ 
● Media Education Foundation – https://www.mediaed.org/  

Fact Checking
● Media Bias Fact Check – https://mediabiasfactcheck.com/  
● FactCheck.org – https://www.factcheck.org/  
● Snopes – https://www.snopes.com/ 
● Politifact – https://www.politifact.com/ 
● https://www.iste.org/explore/Digital-and-media-literacy/Top-10-sites-to-help-students-ch

eck-their-facts  

Cybersafety
● Cybersafe BC – https://www.cybersafebc.ca/resources   
● Media Smarts – https://mediasmarts.ca/ 
● Telus Wise – https://www.telus.com/en/wise    



BC’s Core Competencies

● Develop a vocabulary to 
discuss media beyond just 
basic opinions (“I like/don’t 
like it.”)

● Research and present 
findings.

● Engage in mindful 
communication and 
discussions.

● Analyze and critique 
media, and start to see 
patterns in our media.

● Create media thoughtfully 
using one’s own ideas (not 
just templates and 
mimicry).

● Understand ourselves 
within our media 
landscape.

● Self-regulate our usage.
● Communicate responsibly 

and ethically with others.

BC’s Curriculum

● Exploring and analyzing 
“stories and other texts.”

● Comparing and contrasting 
different perspectives of 
events.

● Examining relationships, 
self-identity, and self-care.

● Goal-setting and career 
objectives.

● Creating media of one’s 
own.

Easier connections: 
● English/French 

Language Arts
● Social Studies
● Physical and Health 

Education
● Career Education
● ADST & Arts

● Exploring what information 
is communicated in pictures 
and videos (online and 
offline).

● Comparing and contrasting 
statistics, evidence, and 
messages from different 
sources.

● Examining and analyzing 
bias and motivation in online 
articles. 

More challenging 
connections: 
● Math
● Science
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1. Pre-Assessment: Testing the Waters
○ Preliminary analysis of a piece of media
○ Survey/tracking of media consumption in various forms
○ Brainstorm Marathon

2. Experiments and Evidence: Pavlov, Freud, & Early psychological 
experiments; Neuroscience; Documentaries; Games.

3. Vocabulary Development: Build together, lesson by lesson and/or start 
with a term that drives a lesson (ex. Fake news).

4. Civil discussion and debate: Reframe opinions and observations into 
evidence-based discussions.  
○ “From what I see here…” 
○ “I’m not sure I agree with what (name) said.  I suspect/feel…”
○  “I’d love to build on what (name) shared.  I connect with part of it, 

yet also have other thoughts.”
5. Creativity and Media Production

○ Photo editing with Photoshop (online for free: 
https://www.photopea.com/) - learn about manipulating images 
and how social media filters work.

○ Video production - learn about screenwriting, shot types, editing 
techniques, emotional manipulation and juxtaposition.

○ Podcast/audio production - students choose an issue and create 
a podcast or audio response.

6. Self-agency 
○ Set goals and track progress for technology use.
○ Learn about cyber safety and online community building.
○ Reflect upon and discuss the impacts of mass media and social 

media on one’s own identity. 

ENGAGE:
Critique and 

Critical 
Thinking

UNDERSTAND:
Awareness & 
Vocabulary 

Development

USE:
Creativity, 

Engagement, & 
Self-agency Pick a 

point 
and 

dive in!

Media Education Activities
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Edward L. Bernays (1891-1995) 
Austrian-American pioneer in the field of propaganda (WWI)
Inventor of the term “Public Relations”
Nephew of Sigmund Freud - heavily influenced by psychoanalysis

“There are invisible rulers who control the destinies of millions. It is not generally realized 
to what extent the words and actions of our most influential public men are dictated by 
shrewd persons operating behind the scenes.” 

“Now “public opinion” stood out as a force that must be managed, and not through 
clever guesswork but by experts trained to do that all-important job.”

(Propaganda, 1928)
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A Brief (and incomplete) History 
of Advertising Approaches

The Rational/Associative Approach
John B Watson (1878-1958) 

American psychologist 
Fired from his academic post at Johns Hopkins  

Moved to US Ad Agency J. Walter Thompson

“Tell him something that will tie him up with fear, something 
that will stir up a mild rage, that will call out an affectionate 

or love response, or strike at a deep psychological or habit 
need.”

Walter Dill Scott (1869-1955)
American psychologist
Left Northwestern University to “apply” his trade 
Later elected president of the APA in 1919

● Gain the viewer’s attention
● Focus the consumer on the message to 

create positive feelings about the product
● Make the consumer understand and 

remember the message
● Cause the consumer to desire the           

product and to take the desired action

The Irrational/Emotional Approach



Individualistic Advertising Movement (1960s →)
● What one owns and presents to the world is an 

expression of one’s identity and one’s inner self
● Individuality and customization of products becomes 

mainstream and expected
● Required a radical transformation of manufacturing 

practices and technologies to meet consumer demand

The Individualistic/Identity Approach

Post WWII Advertising Movement (1940s/50s)
● Themes of social progress & conformity
● Mass-production manufacturing techniques
● One’s identity comes from fitting in and by having and 

buying the same things as everyone else

The Algorithmic Approach

Filter Bubble (Eli Pariser, 2010)
● Intellectual isolation from personalized searches - 

users become separated from information that 
disagrees with their viewpoints

● Same products/services/sites recommended 
repeatedly

Spiral Model (Social Media & Streaming Services)
● Ongoing testing of new content to retain and increase 

time spent on a platform
● New products and content are tested, and through the 

data gleaned from you preferring or rejecting the content, 
additional products and content are pitched to you in an 
ever-expanding and ever-more precise model of your 
preferences
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Advertising Analysis
Name: ________________________________ Date: ______________________________________

Target audience is  

____________________________________________________________________________________________

____________________________________________________________________________________________

Product identity is 

____________________________________________________________________________________________

____________________________________________________________________________________________

Advertisement 
(What is the 
product or 
service?

What do you 
see? 
(Describe the 
shot types, 
colours, 
product 
placement, 
striking 
images, etc.)

What do you 
hear? 
(Describe any 
music, sound 
effects, dialogue, 
or other sounds 
you hear.)

What does it mean?  
(Try to identify the 
values they’re selling, 
the product “identity,” 
their target audience,  
and what they really 
mean.)

What do you think?
(Share what you think 
and feel.  Do you 
agree with the 
message and values 
shared in this 
advertisement?  Why 
or why not?)
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Complex/Challenging Advertisements for Analysis
(a few examples)

○ Gillette: We Believe: The Best Men Can Be 
(https://www.youtube.com/watch?v=koPmuE
yP3a0)

○ Always: #LikeAGirl 
(https://www.youtube.com/watch?v=XjJQBjW
YDTs)

○ Proctor and Gamble: The Talk 
(https://www.youtube.com/watch?v=XPl3hZq
FaLM)

○ Peloton bike: The Gift That Gives Back 
(https://www.youtube.com/watch?v=ijof8uw4
OHs)

○ Nike: What will they say about you? 
(https://www.youtube.com/watch?v=F-UO9v
MS7AI)

○ Rainforest Alliance: Follow the Frog 
(https://www.youtube.com/watch?v=3iIkOi3s
rLo)

○ There are a near-infinite number of options - 
just sear“Controversial ad” and year in 
YouTube/Google 

Advertising Analysis
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Science & Math
“There are three types of lies – lies, damn lies, and statistics.” – Benjamin Disraeli

Source: https://www.datapine.com/blog/misleading-statistics-and-data/

DUNNING-KRUGER EFFECT


