Teach Critical Literacy & Media Production

Students will practice rhetorical analysis, explore authorship and credibility of
sources, and even produce their own forms of media.
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Dive into media production, forms of

advertisements, and persuasive techniques!

e Teach students to evaluate
advertisements and news media by
analyzing persuasive techniques, rhetorical
appeals, and credibility of real-world media
texts.

 Engage learners with interactive activities

such as gallery walks, sorting games, and
scavenger hunts that reinforce rhetorical
analysis and critical thinking.

e Guide students through hands-on media

production projects where they design
advertisements, analyze target audiences,
and present persuasive campaign ideas.

PURCHASE HERE



https://mondaysmadeeasy.com/product/media-literacy-production
https://mondaysmadeeasy.com/product/media-literacy-production

Included with this resource:

@ 5 Interactive Slideshow Lessons

e Explore types of media and persuasive techniques

@ Detailed Informational Handbooks

* Reference materials to interpret forms of
advertisements, persuasive techniques in media,
and mnemonic devices for rhetorical analysis

@ Application Activities, Worksheets, & Games

¢ Includes gallery walks, scavenger hunts, sorting
activities, match-up card game, and more!

@ Engaging Projects and Authentic Assessments
@ Answer Keys, Rubrics, and Sample Answers

(J) Teacher Instructions for how to use these resources

Group 1: Print Media Advertisement

Instructions:

Answer the questions below based on your personal experience during the project. Reflec
on your contributions, challenges, and key takeaways. Be thoughtful and honest in your
responses. Write your answers in the spaces provided.

* Indicates required question

1. What did you learn from collaborating with your group on this project? *

2. What was your favorite part of the process, and why did you enjoy it? *

Submit

Includes Digital Versions for Google Drive®



Understanding Media Texts Lesson

Students will evaluate media texts, analyze sources, and explore how to identity
credible information during this interactive lesson plan
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Media texts refer to any form of

communication designed to deliver
messages to an audience. These include
news articles, advertisements, films,
television shows, and social media posts.
They play an important role in shaping
public perception, influencing opinions, and

disseminating information.
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Students will move through a media literacy gallery walk to challenge their
understanding of 9 different media sources!



Forms of Advertisements Lesson

Students will learn about the tive types of ads, explore target audiences,
and analyze media messages during this interactive lesson plan
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Ad Campaign Showdown Assignment
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Persuasive Technique Matching Game Cards

These rhetorical device game cards showcase examples from popular culture and
mainstream media

PUATIFODS -

A persuasive language tactic that
presents the speaker as relatable
and ordinary.

ALSEIDILEMMAY

A persuasive language tactic that
presents only two options when more
exist.

A persuasive language tactic that
claims one small step will lead
to disaster.

BILIEBERY L

A persuasive language tactic that
attacks the person instead of
the argument.

PERSUASIVE LANGUAGE TACTIC:

Persuasive Language Tactics refer to
strategic techniques used to influence h
people think, feel, or act. Persuasive tac
can appeal to emotions, logic, or
credibility, and often use clever wordin
repetition, or exaggeration to make

messages more convincing.




Rhetorical Triangle Lesson and Activity

Students will apply the rhetorical triangle to advertisements and analyze how
ethos, logos, and pathos impact messaging in commercials

Name: Date:

RHETORIC IN ADVERTISING

Name: Date:

1k

Analyzing Commercials Using Ethos, Pathos, and Logos Worksheet

e Which of the three rhetorical appeals (ethas, pathes, or lagos) do you think is the most dominant in this commercial? Why?

o Cuverall, how effective do you think this commercial is7 Explain your reasoning, ond think about whether it would actually convig

someone you know to purchase the product,

RHETORIC IN ADVERTISING

Analyzing Commercials Using Ethos, Pathos, and Logos Worksheet

This activity will help you understand and apply the concepts of the thetorical triangle—ethos, pathes, and logos. You'll analyze three popular

commercials o deconstruct the persuasive appeals used by the advertisers,

o Purpose: What iz the main goal of the commercial? What is it trying to get you to do or feel?

A\

k

Date:

Name: Date:

RHETORIC IN ADVERTISING

INCLUDES
ANSWER

KEYS!

Analyzing Commercials Using Ethos, Pathos, and Logos Worksheet

RHETORIC IN ADVERTISING

L | commercials to deconstruct the persuasive appeals used by the advertisers,
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Watch the Commercials

Fill Qut Your Worksheets

The YouTube videos for the Mow, use the Worksheets to

Analyzing Commercials Using Ethos, Pathos, and Logos Worksheet

This activity will help you understand and apply the concepis of the thetorical triangle: ethos, pathos, and logos. You'll analyze three popular

Prepare for Discussion

After you've completed your

worksheets for all three

1 B Rhetorical Triangle: Answer the following questions using the triangle graphic organizer.

How daes the commercial's "speaker”
(the brand, a spokesperson, a

character) establish credibility and
trustworthiness?

What emations are the
gdvertisers trying to evoke in
the audience? How do they

use elements like music,

visusls, or storytelling to
Ereate these feelings?

Pathos Logos

commercials will be provided
by your teacher, As you watch
each video, pay close
attention to the details. Think
about the story, the pecple,
the music, and the averall

Mmessoge.

—

analyze each commercial, Far
each ad, you'll complete two
Worksheets to answer

questions about its persuasive

5rr::1e-g:e~s.

commaeraials, take o moament
to review your answers. You'll
be sharing your thoughts and

reflections with the class.

What logical mezsage or
argument is being made about
the product or service? Is the

commarcial using facts,

statistics, er a clear reasen to
persuade you?

M

Break down each appeal with
scaffolded questions:

o Ethos: How is credibility or
trustworthiness established?

e Pathos: What emotions are
targeted and how?

* Logos: What logical
argument or evidence
supports the ad’'s message?



SPACECAT Rhetorical Analysis Scavenger Hunt

Students will exp

ore how real-world media texts use rhetorical elements to
versuade, inform, or influence audiences!

—

Mama:

Date:

Media Text No. 4
MName:

SPACECAT Scavenger Hunt

Exploring SPACECAT Within Media Texts
%

An Excerpt from Anya Schulty's op-ed “The Problem With
With Productivity”, published as a finalist untry in The Ne

Media Text No. 3

]
An Excerpt from the official statement made by UK Education
Gillian Keegan on Februery 19, 2024, regarding mobile phon
echools

Student Editorial Contest (2021}

.
5 Tmts COFMTUAR
| Yol re choul 1o dig 1049 b bhedic

= jorers! You

Welcame, SPACE exp

+ gudisnce
v connect with their cud
meaning @

Media Text No. 5

— 66

A Viral Post from X made by o paet and speaker, aNojwaZel

Cansit
o a1 ramevead. Co
SPACECAT b
jected Meado Texis using the SPaL
=l ook af the SEIECT
Take a closes

e spooke? 8 ole and creaies L + eynd irmplies P odes, The OUC encE s
P "
ikt ﬁ1ﬂl'lcﬂ50 4 L1
tl
¥ ! ) di

—~ 66

s © neios ¥ lnd o I8 poayt i, GRING w

WS, e & e 1, ¢ LEv o ith G e A
> by @I IEY

i Tl 1

o reaoian L e g

ant ¥ A

An Excarpt from Molalo Yousafzai's speach at the United Hations Yauth

tha chokowd, :P.q_-aah. and toree & the outhaf.

copsE Soa r
port 1: Bummory acichts from the 5PACE Scowng®
Taut, yaa yoUr MEIEFTE
Forwach Mado 18F

]
e, ChoteEs,
e uldrence.\:er'eﬂ.enge
OESE,
§ fhe speakef, puU
about 1
and cohesvetf Be

ol o)
: ning ard el
nding af the wexi s deeper meaning

Fanaing
ceflact yourt understal

unt!
Let's get started with the scavenget U

\ rr MESRONEET
citic o you il in moch plank, yo
thoughths and spact

"
Hgnt 1o compeTe

ya
4 n argan Ag
ste guined you
aomgroph. The P2 rograph 1emp a
d shaleTon
pravine

and ot

We live in a culiure that glonfies baing busry, Studenty by aboul
all-nighters and skipping mecls 1o fimak cualgrments, Adults w
exhauation like o bodge of harar. But this cbasssion with productly
sustainable. If leads to burnout, ansiety, and o loss of fay in learnie

lwlr\g. We need 14 stop mecsuring our warth by how much we aces

and start valuing rest, reflesfion, and eonfsction

99

— 66

Y our mental health matters. It really matism. Mot fust on papet. Mo ju

< % maties  you e srugaiin
theary. Mot just when I's convamant. @ matien whan ¥ =]

: Fo i
gat cut of bed. it matters when you feel like you're foo much of RTS8

1§ mostars avery single doy

99

Thas is an Increaaing bady sl evidance that s

the unFecmsar

distraction, ¢ suption and dversan caused by mabile pheney in sche
Cfcam’s repart faund that by the ogecl 12, 97% of chidren own o mo
phane. The Notional Behowour Survey (20212022} found that 99% ¢
scondory schael pupils reporied mobile phanes being

wsed without
permssion in most of their lessons

Thiz is why we ore determined that ol schook should prohibil the use «
maalba phonay l"‘\rlnu;_llﬂu' the schaal day.

-neat enly dharing leasens but ba
and |umchtimes on well, Thay wi

| ereate on emiranmest whiste pupds sa
focus on looming and aocinli

ung while smauring that cyberbullyng is nay
tolemyted

99

You do not need devices or an internet connection to access these
media texts; they are all included within the handouts provided!
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Create an Advertisement Group Project

Students will create an advertisement while exploring target audience,
persuasive strategies, and real-world media literacy skills
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DBM@"C“ Du\gﬂdl D ,Dc!es the advorhsement inelud fecurent pour goal and exploin why
- |”L1|I"'TE“' "f""l'll'l"'(l f|'l"""'|""'|" Duw o | semant include o strang ca ll-to aston (o 4., By Now," "Sign Up Tode T I platiarm. enct
I ~dlEs Ie(u 1 QuUesiii R— TARGET AUDIENCE
!
S Group Task Group Task
Group No: l i SroupNo, . i h’u" e, | J@ hm"i :B
tw the min message o foglne Use the werkshest o brainstsm
- - S nd include any additional vigual ideas. Sketeh docigns,
. s - s . ) hakis | Group 1= Pr‘ nt Med'a Advertlsemen‘ infermation you need to see in your choose color sehames, and discuss
w* :
1. What did you learn from collaborating with your group on this project” | Workshet 41 Workshoot 1 B U o wotshoebo whie boas e gmeNionid itble
| 3 et #2 yniit wereling and snsure B aligns usad 19 yout sdariissement.
Herads bt e Brainstarming Ideas; Uss this section to bramsterm peteniial topics. procusts, ar 1;,0 Know YQ“FAud' with your abjective and audience
i ; Far your print adverfisament. List 1-3 idecis your group wants to adverfise ience et
Corhments Sugs - Gt

Group No:

-

© Fincl Topic/Mossoge/Product:

Print Media Advertisement )

Exciting rews
Farmat: Declde on the fype of print medio youlll use for yeur advertizement Chocse e

2. What was your favorite part of the process, and why did you enjoy it? *

Tour group has been atsigned 16 create an advertisement for print media, Bagin by
brainstoming with your greup 1o coms up with a topie, product, or message that you'd like

to advertisa. Chesee somsthing thet will resenate with yaur audisnce and werk wall ino

yeur fermat bl

[ Hyer [ Mogezine Ad e

[ Pearer i [ e — print fermat, Then, dewide an the type of print media you want fe ereate, such es a flyer, §
; poster, brochure, ar mogozine ad
[ Bacchus oy 2
a Tnee you've made your decision, follow the steps below ond complete sach group task
{'_' Understand Your QI:I]EE'(IVE 2 Wy iy s dudisr, togethar. Accomplish the workshaets, collaborate effectively, and make your print
y e advertsement stand out in style!

. What e jou wantis ackisve with your print advertisemant?

Q
g Understand Your Objective
&

The first step in creofing a print medio od i fo
determine its main purpose.

Submit

z

Lo thiss loments i g
of yoyr udiancy, -

2. Explain why this abjectve is Impertant.

GROUP TASK

Diszuss and agres on the primary sbjsctive of your aclerteams i
Use the worksheet fo ¢ learly ouiline your objective and explan

Ask yourselves: What do you went 1o achigve with
thiz adT It it to promale a produel, raice awargnets,
or provide information?

S

Jeehoar chieciive: il e everdesigriand haw print media ean sfactvaly suppad achieving this goal_

content decision.




Name:

SHARK TAN

Emational
Anecdote /Story
(Brief description

anly)

Wivid /Evocative
Imagery
[Description that
creates strong
fealing)

Other Dramatic
language

Key Phrase /s
(The specific line /s
you will say to
evoke arnmiorlﬁ

Shark Tank Persuasion Project

Guide students through the steps of inventing an absurd product, targeting an
audience, and developing a pitch that strategically applies rhetorical techniques

Name: Date:

SHARK TANK: RHETORICAL APPEALS EDITION
Group Tasks

o BRAINSTORMING AND PITCH SELECTIQ N
ame:

Name:

Date:

SHARK TANK: RHETORICAL APPEALS EDITION

Group Tasks

Absurd Product/Cause Idea 1:

Absurd Product/Couse Idea 2:

Group Tasks

II. LOGOS

Date:
Use this space to generate ideas before se!scf'mg your final pm::h [ ftch must sfrufegic:o| |],r use all three
pur audience. The table below
¢ SHARK TANK: RHETORICAL APPEALS EDITION fic Blueprint.

REQUIREMENT

lude fake credentials, fitles.
perience, or awards that sound
impressive. Get creative!

nvent a convineing and sound
“statistic” or "study”.

heartstring-tugging story, describe

i image, or use dramatic language
to evoke emotions.

RINT

Statistic
Absurd Product/Cause Idea 3:
Study
o UNIQUE ABSURD PRODUCT/CAUSE
Rewrite your chosen unique absurd product/cause clearly in the s
(.- Othar Logical
Supports

— Key Phrase/s

(The specific line /s
you will say to

present your duiu’

WELCOME!

Today we're learning the art of
persuasion—the tools writers,
speakers, and advertisers use to
influence others. Just like on
Shark Tank, you'll step into the
role of pitchers, crafting

arguments to win support for

your ideas.

> Scaffold planning and help students refine ideas!
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