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UNIT 1

TRADITIONAL AND DIGITAL MEDIA: NEWS, HEADLINES
ARTICLE ANALYSIS

Lecture Plan
1. Traditional and digital media: main characteristics
2. News as a media product: purpose and structure
3. The role and power of headlines in modern media
4. Newspaper and online article analysis

Key Concepts

Media - channels and tools used to store and deliver information or
data. Traditional media - forms of mass communication that existed
before the internet, such as newspapers, radio, and television.

Digital media - media content created, distributed, and accessed
through digital technologies, especially the internet.

News - newly received or noteworthy information, especially about
recent events.

Headline - the title of a news article, designed to summarize and
attract attention.

Lead (lede) - the opening paragraph of a news article that presents
the most important information.

Bias - a tendency to present information in a way that is partial or
one- sided.

Clickbait - sensational or misleading headlines designed to attract
clicks rather than inform accurately.

Objectivity - presenting information in a neutral and balanced way
without personal opinion.

Theoretical Part

Understanding Media: From Traditional to Digital

Media plays a central role in modern society because it shapes how
people understand the world. For centuries, traditional media such as
newspapers, radio, and television were the primary sources of
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information. These media platforms were characterized by centralized
production:

professional journalists and editors controlled what information was
published and broadcast. The communication process was mostly one-
way. Audiences consumed information but had limited opportunities to
respond or participate.

Traditional media followed strict professional standards. News-
rooms applied editorial control, fact-checking procedures, and ethical
guidelines. Because of these processes, traditional media were often
perceived as more reliable, although they could still reflect political or
ideological bias. With the development of the internet and digital
technologies, the media landscape changed dramatically. Digital media
allows anyone with internet access to create and share content. Social
networks, blogs, video platforms, and news websites have transformed
audiences from passive consumers into active participants. This shift is
often described as the move from mass communication to networked
communication,

Digital media is characterized by:

* Speed - Information spreads instantly across the globe

* Interactivity - Audiences can comment, share, and respond

» Multimedia format - Text, images, audio, and video are combined

* Algorithmic distribution - Platforms use algorithms to decide what
content users see

However, the openness of digital media also creates challenges.
There is less editorial control, which increases the spread of misinfor-
mation, sensationalism and emotionally manipulative content. As a result,
media literacy becomes essential: individuals must learn not only how
media works, but also how to critically evaluate media messages.

What Is News and Why Is It Produced?

News is not simply a record of events. It is a constructed
representation of reality. Journalists and editors decide which events are
important, how they should be described, and which details to include or
exclude. This process is known as gatekeeping.
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Several factors influence whether an event becomes news:
 Timeliness - Recent events are more newsworthy

 Impact - Events affecting many people receive more attention
* Proximity - People care more about events close to them

* Conflict - Disagreements and crises attract audiences

» Human interest - Emotional or unusual stories gain attention

Because news organizations operate in competitive environments,
they must attract audiences while also informing them. This creates a
tension  between informational value and commercial value. Media
outlets need readers, viewers, and clicks to survive financially.

Therefore, the presentation of news often becomes as important as
the information itself.

Structure of a News Article

Most news articles follow a conventional structure known as the
inverted pyramid. This structure presents the most important information
first and less important details later.

1. Headline

The headline is the first element the audience sees. It must summarize
the story and attract attention. In digital media, headlines also compete
for clicks, which increases the use of emotional or sensational language.

2. Lead (Lede)

The lead paragraph answers the basic questions: Who? What? When?
Where? Why? How? It provides the core facts so that even readers who
do not finish the article understand the main point.

3. Body

The body provides additional details, background information,
expert opinions, and quotes from sources.

4. Conclusion or Additional Context

The final part may include less critical information, statistics, or
related events. This structure reflects audience behavior. Many people
only read headlines or the first paragraph, especially online. Therefore,
journalists place the most essential information at the beginning.



The Power and Function of Headlines

Headlines are one of the most powerful tools in media commu-
nication. Research shows that many people read only the headline without
reading the full article. As a result, headlines strongly influence public
opinion.

A headline has several functions:

* Informative function - summarizes the main event

 Attractive function - grabs attention among many competing
stories

» Framing function - suggests how the reader should interpret the
story Because of these functions, headlines are not neutral. Word choice
can create emotional reactions, emphasize certain aspects of a story, or
even distort reality.

For example, compare:

* “Government Introduces New Tax Policy”

« “Citizens Hit with Shocking New Taxes”

Both headlines may refer to the same event, but the second
uses emotionally loaded language (“hit,” “shocking”) that frames the
policy negatively.

In digital media, the economic model based on advertising encou-
rages click-driven journalism. This leads to the spread of clickbait headli-
nes, which may exaggerate, simplify, or mislead. Clickbait often uses:

* Questions (“You Won’t Believe What Happened Next...”)

* Emotional triggers (fear, anger, curiosity)

* Incomplete information that forces readers to click

Such practices can reduce trust in media and blur the line between
information and entertainment.

Differences Between Print and Online Headlines

Traditional newspaper headlines were limited by physical space.
They had to be short, clear, and directly connected to the article. Online
headlines, however, are influenced by search engines and social media
algorithms. Digital headlines often include:

» Keywords for search engine optimization (SEO)
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» Emotional language to increase sharing

* Personalization (““What This Means for You”)

In addition, online articles may change headlines after publication to
attract more readers. This shows how digital media prioritizes enga-
gement metrics such as clicks, likes, and shares.

Analyzing Newspaper and Online Articles

Media analysis involves examining not only what is said, but also
how and why it is said.

When analyzing an article, readers should consider:

1. Source

Who produced the article? Is it a professional news organization, a
blog, or an unknown website?

2. Purpose

Is the goal to inform, persuade, entertain, or provoke emotional
reactions?

3. Language and Tone

Does the article use neutral language, or emotionally charged words?
Are there exaggerations?

4. Evidence and Sources

Are facts supported by reliable sources, data, or expert opinions? Or
are there vague references such as “experts say’?

5. Balance

Does the article present multiple perspectives, or only one side of the
story? 6. Visual Elements

Images, videos, and graphics can also influence interpretation.
Dramatic images may create strong emotional responses even if the text
Is neutral. In digital environments, articles are often shared without
context. A headline may appear on social media without the full
article, which increases the risk of misunderstanding. Therefore, critical
readers must go beyond the headline and evaluate the complete message.

Research-Based Articles in the Media

In addition to standard news reports, many media texts are based on
scientific or academic research. These are often called research-based
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articles. Understanding how such articles are created and presented is an
important part of media and information literacy because research
findings are frequently simplified, exaggerated, or misinterpreted in the
media. A research article in its original academic form is written by
scientists or scholars and published in scholarly journals. Its purpose is to
present new knowledge, explain how a study was conducted, and provide
evidence for conclusions. These articles follow a formal structure and use
technical language that may be difficult for general audiences.

In contrast, when research appears in the media, journalists
usually transform complex studies into shorter, simpler news stories.
While this makes information more accessible, it also increases the risk
of distortion. Important details about the study’s limitations, sample
size, or methodology may be omitted, leading audiences to misunderstand
the strength or meaning of the findings.

Differences Between News Articles and Research Articles

News articles and research articles differ in several important ways.

A news article is usually:

* Written by a journalist

* Focused on recent events or announcements

* Short and easy to read

* Designed for a general audience

A research article, on the other hand, is:

» Written by researchers or scientists

* Focused on a specific study or experiment

* Detailed and structured

* Intended for an academic or professional audience

Because of these differences, media consumers should be careful
when reading news stories that refer to research. A headline such as
“Scientists Prove Coffee Causes Memory Loss” may sound strong and
certain, but the original study may only suggest a small correlation under
specific conditions.

Structure of a Research Article

Most academic research articles follow a standard format:
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Abstract - A short summary of the study and its main findings.
Introduction - Background information and the purpose of the study.
Methodology (Methods) - Explanation of how the study was conducted,
including participants, materials, and procedures.

Results - Presentation of data and findings, often with tables or
graphs. Discussion/Conclusion - Interpretation of the results, limitations
of the study, and suggestions for future research.

This structure helps ensure transparency and allows other researchers
to evaluate the reliability of the findings. However, media reports often
mention only the results and ignore the methodology or limitations.
Common Problems When Research Is Reported in the Media

When journalists translate research into news, several problems can
occur: 1. Oversimplification

Complex scientific ideas are reduced to simple statements. While this
helps readers understand the topic, it can remove important context.

2. Exaggeration

Media headlines sometimes present findings as stronger or more
certain than they really are. Words like “prove,” “always,” or “guarantee”
are often used even when the research only shows a possibility or
correlation. 3. Confusion Between Correlation and Causation

One of the most common misunderstandings is the difference
between correlation and causation.

* Correlation means two things are related.

« Causation means one thing directly causes another.

For example, a study might find that teenagers who sleep less often
use social media more. This is a correlation. It does not prove that social
media causes lack of sleep, because other factors may be involved.

4. lgnoring Limitations

Every study has limitations, such as a small sample size or
specific population. Media articles may ignore these details, making the
results seem universally true.

5. Misleading Statistics



Numbers and percentages can be presented in ways that sound
dramatic but lack context. For instance, saying “risk doubled” may sound
serious, but if the original risk was very small, the real change may still
be minor,

Why This Matters for Media Literacy

Research-based news often appears trustworthy because it refers
to experts, institutions, or scientific studies. However, critical readers
should not accept such information automatically. Instead, they should
ask:

O Who conducted the research?

O How many people participated in the study?

O Was the study done on humans, animals, or in a laboratory?

O Does the article mention limitations or alternative explanations?

O Are the conclusions presented as facts or as possibilities?

By asking these questions, readers develop deeper information
literacy skills. They learn to recognize that scientific knowledge is often
complex, uncertain, and constantly developing. Media literacy, therefore,
includes the ability to understand how research is transformed into media
content and how meaning can change during that process.

Responsible Communication of Research

Journalists and media professionals have a responsibility to
report research accurately and avoid creating false impressions. At the
same time, audiences share responsibility. When people repost or share
headlines about scientific discoveries without checking the details,
they may contribute to the spread of misinformation. Understanding
research-based articles helps individuals become more informed, cau-
tious, and responsible participants in the digital information environment.

Media Literacy and Responsibility

Understanding how headlines and articles are constructed is a key
part of media literacy. Media-literate individuals do not accept informa-
tion passively. They ask questions, compare sources, and recognize that
media messages are created within social, political, and economic
contexts. At the same time, media literacy also involves ethical
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responsibility. When people share articles online, they become part
of the information ecosystem. Sharing misleading headlines or unverified
news contributes to the spread of misinformation. Therefore, responsible
media use requires careful reading and critical thinking before reacting or
reposting content.

Key Takeaways

Media has evolved from traditional, centralized systems
(newspapers, radio, television) to digital, interactive environments where
anyone can create and share content.

News is not a simple mirror of reality; it is a constructed product
shaped by selection, framing, and presentation.

Most news articles follow the inverted pyramid structure, placing
the most important facts at the beginning.

Headlines are powerful framing tools. They do not only inform but
also influence how audiences interpret events.

In digital media, economic pressure for clicks encourages the use of
emotional, sensational, and sometimes misleading headlines (clickbait).

Online headlines differ from print headlines because they are shaped
by algorithms, search engines, and social media sharing.

Critical analysis of news requires attention to source, purpose, tone,
evidence, balance, and visual elements.

Media literacy involves not only understanding media messages but
also acting as a responsible participant in the information environment.
Discussion Questions

1. What are the main differences between traditional media and
digital media?

2. Why is news considered a “constructed representation of reality”?

3. What is the inverted pyramid structure, and why is it used
in journalism?

4. How can headlines influence the way people understand a news
story?

5. What is clickbait, and why has it become common in digital
media?
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6. How do online headlines differ from traditional newspaper
headlines?

7. What factors should readers consider when analyzing a news
article?

8. Why is it important to read beyond the headline before sharing
news online?

Extra Engaging Activities

<> Activity 1. Headline Power Test

Below are three headlines about the same event.

A. City Council Approves Construction of New Public Park

B. Long-Awaited Green Park Project Finally Brings Joy to Residents
C. Millions to Be Spent on Park While Other City Problems Remain
Questions:

1. Underline the emotional or strong words in each headline.

2. Which headline sounds the most positive? Why?

3. Which headline sounds the most negative? Why?

4. Which headline is the most objective?

< Activity 2. Clickbait or Informative?
Write C for Clickbait or | for Informative.
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Headline Cc/lI

Scientists Discover a New Planet Similar
to Earth

You Won't Believe What Scientists
Found in Space!

Local School Introduces Free Lunch
Program

This One Simple Change Will Transform
Your Child’'s School Forever

Heavy Rain Expected Across the Region
This Weekend

Weather Experts Are Warning Everyone
About This Weekend!

What words or phrases helped you
decide?

<> Activity 3. News Structure Hunt
Read the short article below and label the parts.
New Library Opens in City Center
A modern public library with over 20,000 books opened in the city
center on Monday, offering free access to students and residents. The
project took two years to complete and cost $3 million. According to the
mayor, the library will serve as an educational and cultural hub. It
includes digital learning rooms, a children’s reading area, and community
event spaces. “This library is an investment in our future,” the mayor said
during the opening ceremony.
Tasks:
* Circle the headline
 Underline the lead paragraph
* Put a box around a quote/source
» Highlight additional supporting details

< Activity 4. Rewrite the Headline
Original headline:
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City Traffic Chaos as Officials Make Shocking Road Decision
Your neutral version:

What emotional words did you remove or change?

< Activity 5. Mini Article Analysis

Read the short text:

Experts Warn That Social Media Use Is Increasing Stress
Among Teenagers

A recent study from the National Institute of Mental Health suggests
that teenagers who spend more than three hours a day on social media
report higher levels of stress and anxiety. Researchers surveyed 1,500
high school students across the country. However, some experts argue
that social media can also provide emotional support and connection.

Answer the questions:

1. Who is the source of the information?

2. What is the purpose of this article?

[1 Inform [ Persuade [J Entertain [ Advertise

3. Is the language mostly neutral or emotional?

4. Does the article provide evidence? What kind?

5. Is more than one opinion presented?

< < Activity 6. Headline and Research Reality

Read the headlines and answer the questions.

Headlines:

1. Scientists Prove That Chocolate Improves Memory

2. Study Suggests a Possible Link Between Screen Time and Sleep
Problems

3. New Research Shows Coffee Guarantees Longer Life
Questions:

a) Which headline sounds the most dramatic? Why?

b) Which headline sounds more careful and scientific?

¢) Underline the words that make headlines sound too strong.
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d) Write one question you would ask about the original research for
Headline 1.

<> Activity 7. Correlation or Causation?

Write C (Correlation) or CA (Causation) next to each statement.

1. People who exercise regularly often report better mood.

2. A new drug reduced blood pressure in 80% of patients in a
controlled study.

3. Teenagers who use social media more tend to sleep fewer
hours.

4. Students who read more books usually get higher grades.
Explain one of your answers:
< < Activity 8. What Is Missing?
Read the short news report.

“Scientists say that drinking green tea reduces stress levels. The study
shows that people who drank green tea felt calmer.”

Write FOUR important questions that are not answered in this report.
1.

2.
3.
4

< Activity 9. Research Article Structure Match the research
article section with its function.
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Section Function Letter
Abstract .
Methodology -
Results -

Conclusion

Functions:

A. Explains how the research was
conducted

B. Summarizes the whole study
C. Presents the findings and data
D. Explains what the results mean

<> Activity 10. Rewrite the Headline
Rewrite the headlines to make them more accurate and scientific.
1. Scientists Discover the Cure for Aging

N
2. New Study Proves Phones Destroy Teen Brains
_)

3. Researchers Say This Fruit Prevents All Diseases

—

¥¢ Reflection Question (Optional)

Why is it important to read the full article and not only the headline?
Why is it important to be careful when reading news about scientific
research?

Homework:

O Write a News Headline (catchy and brief) for a story about

"The impact of Al on schools."

O Write an Academic Thesis Statement (formal and detailed) for a

research paper on the same topic.
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UNIT 2
PRACTISING INTERVIEW SKILLS. PLANNING AND
WRITING NEWSPAPER ARTICLE. MAKING AN
INTERVIEW.

Lecture Plan
1. The role of interviews in media and research
2. Types of interviews (media vs academic)
3. Preparing for an interview
4. Writing effective interview questions
5. Ethical rules in interviewing
6. Structure of a newspaper article based on an interview
7. Using interviews in research articles
8. Turning interview information into written text

Key Words

Interview — A structured conversation where one person asks
questions and another provides answers.

Interviewee — The person who answers the questions.

Interviewer — The person who asks the questions.

Open-ended question — A question that requires a detailed answer,
not just “yes” or “no.”

Closed question — A question that can be answered briefly, often
with “yes” or “no.”

Follow-up question — An additional question asked to get more
details.

Quote — The exact words spoken by a person, used in writing.

Paraphrasing — Restating someone’s ideas in different words.

Consent — Permission given by a person to participate in an
interview.

Bias — When questions or reporting show unfair influence or personal
opinion.
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Primary data — Information collected directly from people (e.g.,
interviews).

Source — A person or document that provides information.

Key Concepts

O Interviews are tools for collecting information in both journalism
and research.

O The quality of an article often depends on the quality of the
interview.

O Good questions lead to meaningful and reliable answers.

O Ethical interviewing builds trust and protects participants.

O Interview material must be organized before being turned into an
article.

Theoretical Part

The Role of Interviews in Media and Research

Interviews are one of the most powerful and widely used tools
for collecting information in both media practice and academic research.
In a world where information spreads rapidly through traditional and
digital platforms, interviews provide direct access to human voices,
experiences, expertise, and opinions. They connect facts with personal
perspectives, making information more meaningful, credible, and enga-
ging.

In the field of journalism, interviews help transform abstract events
into human-centered stories. For example, a news report about a natural
disaster becomes more impactful when it includes the voices of affected
people, rescue workers, or experts. Interviews allow journalists to present
multiple viewpoints, clarify complex issues, and provide audiences with
firsthand accounts. As a result, interviews strengthen the authenticity and
emotional depth of media content.

In digital media, interviews have become even more important.
Podcasts, video blogs, livestream discussions, and social media broad-
casts often rely heavily on interview formats. Audiences today are not
only readers but also viewers and listeners. Therefore, the ability to
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conduct and present interviews across different media formats has
become a key professional skill.

In academic research, interviews serve a different but equally
important purpose. Researchers use interviews as a method of collecting
primary data - original information gathered directly from participants.
Unlike surveys, which often limit answers to predefined options,
interviews allow participants to express their thoughts in detail. This
makes interviews especially valuable in social sciences, education,
communication studies, and cultural research, where understanding
human experiences and meanings is essential.

Interviews in research are not casual conversations. They are
carefully designed interactions with clear objectives, ethical standards,
and methodological structure. Researchers prepare interview guides,
select participants according to specific criteria, and analyze responses
systematically. Through this process, interviews help generate new
knowledge and deeper understanding of social realities. Thus, interviews
perform two major functions in the information environment:

O Informing the public through media interviews

O Producing knowledge through research interviews

Both functions contribute to media and information literacy.
When students understand how interviews are conducted, they become
more critical consumers of media content and more competent producers
of information themselves

Interviews as a Communication Process

An interview is not just a set of questions and answers; it is a form of
structured communication. It involves interaction between at least two
people: the interviewer and the interviewee and is influenced by social,
cultural, and psychological factors.

The interviewer plays an active role in guiding the conversation.
Their tone, attitude, and question style can influence the quality of
responses. A respectful and attentive interviewer encourages openness,
while a judgmental or impatient interviewer may limit honest com-
munication.
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The interviewee is not just a passive source of information.
Their background, emotions, beliefs, and experiences shape how they
respond. The same question may produce very different answers
depending on who is being interviewed.

Context also matters. Interviews conducted in a quiet, comfor-
table environment often lead to more detailed answers than those con-
ducted in stressful or noisy conditions. Online interviews may feel less
personal but more convenient. Face-to-face interviews allow observation
of body language, which can provide additional insights.

Understanding interviews as a communication process helps
students recognize that information gathered in interviews is shaped by
interaction, not simply extracted as objective facts.

Types of Interviews

There are several types of interviews depending on purpose and
structure.

Media Interviews

Media interviews are typically conducted by journalists for news-
papers, television, radio, or online platforms. These interviews are often:

— Short and focused

— Centered on current events

— Designed to produce clear and engaging quotes

Media interviews may include eyewitnesses, experts, officials, or
ordinary people. The main goal is to provide information that is inte-
resting, relevant, and understandable for a broad audience.

Research Interviews

Research interviews are more systematic and are used to collect data
for academic studies. They can be divided into three main types:

Structured interviews — All participants are asked the same questions
in the same order. This allows easier comparison of answers. Semi-
structured interviews — The researcher prepares key questions but can ask
additional follow-up questions. This type combines structure with
flexibility and is widely used in qualitative research.
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Unstructured interviews — These are more like guided conversations.
The interviewer has general topics but allows the discussion to
develop naturally. Each type has advantages and is chosen depending on
research goals.

Preparing for an Interview

Preparation is one of the most important stages of the interview
process. A well-prepared interviewer is more confident, professional, and
effective. Preparation includes several steps:

First, the interviewer must clearly define the purpose of the interview.
Without a clear goal, questions may be unfocused and the conversation
unproductive.

Second, background researchis essential. Learning about the
interviewee’s professional role, experience, or previous statements helps
avoid basic or repetitive questions and allows deeper discussion.

Third, the interviewer should prepare a question guide. Questions
should be arranged logically, often starting with general questions and
moving toward more specific or sensitive ones.

Fourth, practical arrangements must be made. The time, location, and
format (face-to-face, phone, online) should be agreed upon in advance.
Technical equipment, such as recorders or cameras, must be tested.

Finally, ethical preparation is necessary. The interviewee should
be informed about the purpose of the interview and how the information
will be used. Their consent must be obtained.

Good preparation increases the likelihood of a successful and
meaningful interview.

Writing Effective Interview Questions

The quality of an interview largely depends on the quality of the
questions.

Questions guide the conversation and determine the type of
information collected.

Open-ended questions are especially important because they
encourage detailed answers. They often begin with how, why, what, or
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can you describe. These questions allow interviewees to share
experiences and opinions in their own words.

Closed questions, which can be answered with “yes,” “no,” or short
facts, are useful for clarification but should not dominate the interview.
Effective questions should be:

+Clear and easy to understand

+Neutral and not leading

+Respectful and culturally sensitive

+Relevant to the purpose of the interview

Leading questions that suggest a particular answer should be
avoided, as they introduce bias and reduce the reliability of information.

Ethical Rules in Interviewing

Ethical principles are fundamental in both journalism and research
interviewing. Interviewers have a responsibility to protect the dignity,
rights, and well-being of interviewees. One of the key principles is
informed consent. The interviewee must know who is conducting the
interview, why it is being done, and how the information will be used.
Privacy and confidentiality must also be respected. Some interviewees
may agree to speak only under certain conditions, such as anonymity.

Accuracy is another ethical requirement. Interviewers must repre-
sent answers truthfully and avoid taking quotes out of context. Ethical
interviewing builds trust, strengthens credibility, and supports respon-
sible communication in society.

Turning Interviews into Newspaper Articles

Collecting information through an interview is only the first
step. Journalists must then transform spoken answers into a clear,
structured, and engaging newspaper article. This process requires selec-
tion, organization, and careful editing. Unlike research writing, new-
spaper articles must be concise and accessible to a general audience. The
journalist’s task is to identify the most newsworthy and interesting parts
of the interview and present them in a logical narrative form.

The process usually includes:

Selecting key information

29 ¢¢
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Not everything said during an interview will appear in the
article. Journalists choose the most relevant quotes, facts, and opi-
nions that support the main focus of the story.

Organizing the structure

An interview-based newspaper article still follows a typical news
structure:

O Headline — Highlights the most important or interesting point

O Lead paragraph — Summarizes the key information from the
interview

O Body paragraphs — Present quotes, explanations, and background
details

O Conclusion — May include future implications or final remarks

Using quotes effectively

Direct quotes make articles more authentic and lively. However, they
must be used accurately and should clearly represent the interviewee’s
meaning. Journalists may shorten quotes for clarity, but they must not
change the original message.

Providing context

Readers need to understand who the interviewee is and why their
opinion matters. Therefore, journalists add short background descrip-
tions, such as profession, experience, or role in the event.

This transformation from spoken conversation to written article
requires both language skills and editorial judgment.

Using Interview Data in Research Articles

In academic research, interview information is used differently than
in journalism. Researchers do not aim to create an engaging story but to
analyze data and support academic arguments. Interviews in research are
considered qualitative data. After conducting interviews, researchers
usually:

<> Transcribe recordings into written text

<> Read responses carefully

< ldentify common themes, patterns, or differences

< Use selected quotes as evidence to support analysis
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Unlike newspaper articles, research papers do not focus on dramatic
or emotional quotes. Instead, researchers choose examples that clearly
illustrate trends or ideas found across multiple interviews. Interview data
in research is often presented in the Results or Discussion sections.
Quotes are introduced with explanations, such as:

One participant explained that “...”

Several respondents mentioned that “...”

This shows that the researcher is not presenting personal opinion but
analyzing collected data.

Working with Quotes and Paraphrasing

A key skill in both journalism and research writing is knowing when
to use a direct quote and when to paraphrase.

A direct quote uses the exact words spoken by the interviewee and is
placed in quotation marks. Quotes are useful when:

O The wording is especially powerful or emotional

O The speaker’s exact opinion is important

O Credibility and authenticity are needed

However, using too many quotes can make a text difficult to read.
That is

why paraphrasing is also important. Paraphrasing means expressing
the interviewee’s ideas in the writer’s own words while keeping the
original meaning. This helps:

O Shorten long explanations

O Avoid repetition

O Integrate information smoothly into the text

In research writing, paraphrasing is used more frequently than
in journalism. In media articles, quotes help bring personality and voice
to the story. Both quoting and paraphrasing must be done accurately and
ethically. Misrepresenting someone’s words damages credibility and
violates professional standards.

Organizing Interview Material Before Writing
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Before writing either a newspaper or research article, interview
material must be organized. Raw interview notes or transcripts can be
long and unstructured, so writers need to:

Highlight key ideas

Group similar responses

Identify important or unique opinions

Remove irrelevant parts

This stage is sometimes called data reduction or content selection. It
helps transform a large amount of spoken information into a focused
written text. Good organization ensures that the final article or research
paper is clear, logical, and meaningful for readers.

Interviews as a Tool for Media and Information Literacy

Learning how interviews are conducted and used helps students
become more media literate. When they read articles based on interviews,
they begin to ask:

- Were the questions neutral?

- Were the answers taken out of context?

- Is only one viewpoint presented?

- Has the journalist or researcher selected quotes fairly?

Understanding the process behind interviews helps audiences
evaluate media content more critically and recognize possible bias or
manipulation. At the same time, by practicing interview skills themselves,
students learn how responsible information production works. They
understand that information is created through interaction, selection, and
interpretation - not simply discovered as objective truth.

Key Takeaways

* Interviews are important tools in both journalism and academic
research.

* The purpose of an interview determines its type, structure, and style.

* Good preparation leads to more effective and meaningful inter-
Views.

* Open-ended questions help collect detailed and valuable infor-
mation.
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 Ethical principles such as consent, accuracy, and fairness are
essential in interviewing.

* Interview content must be carefully selected and organized before
being turned into an article.

» Newspaper articles use interviews to inform and engage readers,
while research articles use interviews to analyze data and support
arguments.

* Quoting and paraphrasing are key techniques in presenting
interview information responsibly.

Discussion Questions

1.What is the role of interviews in journalism and academic
research?

2. How do media interviews differ from research interviews?

3.Why is preparation important before conducting an interview?

4.What is the difference between open-ended and closed questions?

5. What ethical rules must be followed during interviews?

6. How is interview material used differently in newspaper articles
and research articles?

7.When should a writer use direct quotes, and when is paraphrasing
more appropriate?

8. Why is it important to organize interview material before writing?

Extra Engaging Activities

< Activity 1. Identify the Question Type

Decide whether each question is open-ended or closed.

1. Do you use social media every day?

2. How has social media changed the way you communicate?

3. Have you ever participated in an online course?

4. What challenges do students face in online learning?

< Activity 2. Improve the Interview Questions

Rewrite the biased or weak questions to make them neutral and
effective.

1. Don’t you think online education is ineffective?

2. Why is social media dangerous for young people?
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<> Activity 3. Plan an Interview

Students prepare for an interview with their pair about digital
learning. They should write:

+The purpose of the interview

+5 open-ended questions

+2 follow-up questions

<> Activity 4. From Interview to Newspaper Paragraph

Read the short interview answer and turn it into a short news
paragraph. Interview answer:

“I started using digital tools in my classes five years ago. At first, it
was difficult, but now students are more active and independent.
However, not all students have stable internet access.”

Students should write a short paragraph including one direct quote.

<> Activity 5. Quote or Paraphrase?

Decide whether the sentence should be presented as a direct quote or
paraphrased in a research article.

1. A participant explains their personal feelings about online
learning.

2. Several interviewees mention similar technical problems.

3. A teacher gives a very emotional description of classroom
challenges.

< Activity 6. Arrange the Interview Article Structure

Put the parts of a newspaper article based on an interview in the
correct order.

a) Background information about the interviewee

b) A direct quote from the interview

¢) The lead paragraph summarizing the topic

d) The headline

Correctorder: L

<> Activity 7. Ethical or Unethical?

Decide whether the situation is Ethical (E) or Unethical (U).

1. A journalist changes a quote to make it shorter but keeps the

original meaning.
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2. A researcher publishes interview results without telling partici-
pants.

3. An interviewer records a conversation after receiving permission.

4. A journalist uses only one part of an answer to make it sound
negative.

< Activity 8. Compare Media and Research Use

Complete the table.

Feature Media Interview Research Interview
Main purpose

Length

Type of language

Use of quotes

< Activity 9. Mini Interview Practice (Pair Work)

Students work in pairs.

Student A interviews Student B about:

“How digital technology influences your learning.

O Ask at least 4 open-ended questions

O Ask 1 follow-up question

O Write one direct quote from your partner

O Write one paraphrased sentence

< Activity 10. Write a Research-Style Sentence Turn the inter-
view response into a research-style sentence. Response:

“I feel more confident speaking English online than in a
classroom.” Example answer format:

One participant stated that

29

Requirements:

¢ Reflection Question (Optional)
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1. What was the most difficult part of preparing and conducting an
interview for you? Why?

2. How did your interview questions influence the answers you
received? Give an example.

3. Do you think you were completely neutral during the interview?
Explain your answer.

4. What did you learn about the importance of follow-up questions?

5. How is writing a newspaper article from an interview different
from using interview data in a research paper?

Homework:

O Conduct a 5-minute interview with a partner (or classmate via

phone/messaging).

- record the best answer they gave.

-note down one follow-up question you asked that wasn't in your
original script.

O Write a brief "interview report” (50-80 words) summarizing what
you learned about the person.

- use phrases like:

"the candidate demonstrated..."

"when asked about [topic], they explained that..." "in conclusion,
the most interesting point was..."
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UNIT 3

UNDERSTANDING THE PRODUCTION PROCESS.
PLANNING A NEWS LIST.
GIVING POST-PRODUCTION FEEDBACK ‘

Lecture Plan

The concept of media production

Stages of the production process
Pre-production planning

Creating and organizing a news list

Roles in a production team

Production stage (content creation)
Post-production stage

Giving constructive feedback after production
Ethical and quality considerations in production

©oo~NOO Ok wWNhERE

Key Words

Production process — The series of stages involved in creating
media content.

Pre-production — The planning stage before content is created.

Production — The stage where content is recorded, written, or filmed.

Post-production — The stage where content is edited and finalized.

News list (rundown) — An organized plan of news stories to be
presented.

Editorial decision — A choice made about what content to include or
exclude.

Target audience — The specific group of people the content is
created for.

Content planning — Organizing topics and materials before
production begins.

Feedback — Comments or evaluations aimed at improving content.
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Constructive criticism — Feedback given in a helpful and respectful
way. Quality control — The process of checking content for accuracy
and standards.

Gatekeeping — The process of selecting which information becomes
news.

Key Concepts

O Media content does not appear spontaneously; it follows a
structured production process.

O Pre-production planning determines the quality of the final
product.

O A news list helps organize and prioritize information.

O Post-production is essential for accuracy and professionalism.

O Feedback improves future media performance.

O Editorial decisions influence what audiences see and understand.
Theoretical Part

Media Production as a Structured and Ideological Process

Media production is not merely a technical activity of recording or
writing information. It is a structured, multi-layered process that
involves planning, selection, interpretation, and presentation. Every
media product whether a news bulletin, an online article, a radio report,
or a television segment is the result of deliberate decisions made by
individuals and institutions.

From a theoretical perspective, media production can be understood
as a social construction process. This means that reality is not simply
reflected by media; rather, it is interpreted and reconstructed through
professional routines, editorial policies, and institutional values.
Journalists and producers do not just transmit events they frame them.
The choice of words, images, sequence, tone, and emphasis influences
how audiences understand reality.

Therefore, understanding the production process is essential not only
for media professionals but also for students of journalism and commu-
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nication. It helps them recognize that media content is shaped by econo-
mic pressures, political contexts, organizational culture, technological
possibilities, and ethical standards.

In modern digital environments, the production process has become
faster and more decentralized. However, the fundamental stages of
planning, creating, and refining content remain essential for maintaining
credibility and quality.

The Three Core Stages of the Production Process

The production process traditionally consists of three intercon-
nected stages: pre-production, production, and post-production. These
stages are not isolated; they influence one another continuously.

Pre-Production: Conceptualization and Strategic Planning

Pre-production is the intellectual foundation of any media product. It
is the stage where ideas are generated, refined, and structured into a
coherent plan. Without effective pre-production, the final content may
appear disorganized, superficial, or inconsistent. During this stage,
media professionals analyze the purpose of the content. They consider
questions such as: What is the objective of this story? Who is the intended
audience? What message should be conveyed? What social relevance
does this topic have?

Pre-production also involves researching background information,
verifying preliminary facts, identifying potential sources, and determi-
ning the narrative angle. In news production, this is where editorial
meetings play a central role. Editors and journalists discuss current events
and evaluate which stories deserve coverage.

Importantly, pre-production shapes the ideological direction of
content. The way a story is framed begins at this stage. Decisions about
perspective, emphasis, and tone are often established before any
recording or writing begins. In academic terms, pre-production represents
the strategic and analytical dimension of media practice.

Production: Materialization of ldeas

The production stage transforms conceptual plans into tangible
content. It is the practical realization of pre-production decisions. In
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journalism, this stage includes conducting interviews, collecting data,
filming footage, recording audio, writing scripts, and gathering visual or
graphic materials. Although production is often perceived as purely
technical, it also involves interpretative choices. A reporter selects which
quotes to use. A camera operator decides what to focus on. A writer
chooses specific vocabulary. Each of these decisions subtly shapes
audience perception.

Time constraints, technological resources, and organizational ex-
pectations significantly influence production. In fast-paced news envi-
ronments, journalists must balance speed with accuracy. The pressure to
publish quickly can affect depth of analysis and fact-checking proce-
dures. Production is therefore both a creative and a constrained process.
It requires professional skill, ethical awareness, and critical judgment.

Post-Production: Refinement, Evaluation, and Ethical Control Post-
production is often underestimated, yet it is crucial for ensuring
professionalism and credibility. This stage involves editing, revising,
verifying facts, correcting language, adjusting visuals, and ensuring
coherence. In news production, editors review scripts to check clarity,
balance, and neutrality. Technical teams adjust sound quality, visual
transitions, and graphic elements. Fact-checkers verify names, statistics,
and quotations. Legal departments may review sensitive content. Post-
production serves as a quality control mechanism. It reduces the risk of
misinformation, bias, or technical errors. It also ensures that the final
product aligns with editorial standards and ethical guidelines.

In the digital era, post-production may continue even after
publication.

Online content can be updated, corrected, or expanded. This reflects
the dynamic nature of contemporary media production.

Planning a News List (News Rundown) as an Editorial Strategy

A news list, also known as a rundown, is more than a simple schedule
of stories. It is an editorial blueprint that determines how reality will be
presented to the audience. The order of stories in a news bulletin
communicates importance. When a story is placed at the beginning, it
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signals urgency and significance. Stories placed later may appear less
critical. Therefore, planning a news list is an act of prioritization and
gatekeeping.

The process of constructing a news list involves evaluating news-
worthiness. Editors assess factors such as timeliness, relevance, social
impact, public interest, and potential audience engagement. However,
these criteria are not entirely objective. They are influenced by
institutional values, audience demographics, and sometimes political or
commercial considerations.

A well-structured news list also ensures thematic balance. For
example, a news bulletin should not consist exclusively of negative
stories. Editors may include cultural or human-interest segments to
maintain emotional balance and audience engagement.

Moreover, transitions between stories are strategically planned.
Smooth transitions enhance coherence and viewer comprehension. This
demonstrates that news production is both informational and narrative in
nature. In academic discourse, the planning of a news list reflects agenda-
setting theory, which suggests that media may not tell people what to
think, but they influence what people think about.

Post-Production Feedback as Professional Development

Giving post-production feedback is an essential component of
media professionalism. Feedback is not merely criticism; it is a
structured evaluation aimed at improvement. Constructive feedback
focuses on clarity, structure, accuracy, ethical compliance, and audience
engagement. It should be specific, evidence-based, and respectful. Instead
of stating that a report is “weak,” effective feedback explains why certain
aspects need improvement and suggests practical solutions.

In educational contexts, post-production feedback helps students
develop critical thinking skills. They learn to evaluate their own work
and understand professional standards. Reflection after production en-
courages continuous learning and adaptation.
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Feedback also strengthens teamwork. In professional newsrooms,
collaboration between reporters, editors, and producers depends on open
communication and mutual respect.

From a theoretical standpoint, feedbackrepresents the reflective
dimension of the production cycle. It closes the loop between planning,
execution, and evaluation, preparing media professionals for future
projects.

Ethical Responsibility Throughout the Production Process

Ethics is not limited to one stage of production; it permeates the
entire process. From topic selection to final editing, media professionals
must consider accuracy, fairness, objectivity, and social responsibility.
Decisions made during pre-production may affect representation of social
groups. Choices made during production may influence emotional
framing. Editing decisions during post-production may alter meaning.
Therefore, understanding the productionprocess also means
understanding responsibility. Media content shapes public opinion,
political discourse, and cultural norms. The production process is not
neutral - it has societal consequences.

Editorial Decision-Making and Gatekeeping in News Production

One of the most significant aspects of the production process is
editorial decision-making. Every news organization must constantly
decide what information will be included, what will be excluded, and how
stories will be prioritized. These decisions are rarely neutral. They are
influenced by professional standards, institutional policies, political
context, commercial interests, and audience expectations.

The concept of gatekeeping explains how information is filtered
before reaching the public. Editors, producers,and journalists act as
“gatekeepers” controlling the flow of information. Not every event
becomes news. For example, thousands of events occur daily, but only a
small number are selected for publication or broadcast. The selection
process is based on news values such as relevance, impact, timeliness,
proximity, and prominence.
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Gatekeeping also involves shaping the narrative. Editors may
shorten, modify, or reframe a story to fit time limits or editorial priorities.
In digital environments, algorithms also function as gatekeepers.
Social media platforms prioritize certain content based on engagement
metrics, which influences public perception and visibility. Understanding
gatekeeping is essential for media literacy because it reveals that
audiences receive a constructed version of reality rather than a complete
picture of events.

Roles and Responsibilities in the Production Team

Media production is rarely an individual effort. It is typically
collaborative and structured. In traditional newsrooms, specific roles
ensure efficiency and quality control.

Editors oversee content quality and coherence. They verify facts,
refine language, and ensure that the story aligns with ethical
standards. Producers coordinate technical and organizational aspects,
especially in broadcast media. Reporters gather information, conduct
interviews, and write scripts or articles. Technical specialists handle
audio, video, and graphic elements. In digital media environments, roles
may overlap. A journalist might write, edit, film, and publish content
independently. However, the responsibility for accuracy and profes-
sionalism remains the same. Clear role distribution improves accoun-
tability. When responsibilities are defined, it becomes easier to evaluate
performance and provide meaningful feedback after production.

The Complexity of Post-Production

Post-production is not merely technical editing. It is a critical
analytical stage where content is reviewed for clarity, accuracy, tone, and
balance.

At this stage, media professionals evaluate whether the final product
achieves its communicative goals.

Fact-checking is a central element of post-production. Inaccurate
information can damage credibility and public trust. Verification involves
checking names, dates, statistics, quotations, and sources. In digital
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journalism, speed often competes with accuracy, which makes post-
production review even more important.

Language refinement is another essential component. Headlines may
be adjusted to better reflect the article’s content. Visual materials may be
rearranged to improve narrative flow. Audio or video segments may be
edited for coherence and pacing.

Post-production also includes ethical review. Editors must consi-
der whether the content respects privacy, avoids harmful stereotypes, and
presents information responsibly. Sensitive topics require particular
attention to tone and context.

Giving Post-Production Feedback

Feedback after production plays a crucial role in professional
development. Constructive feedback is not intended to criticize indi-
viduals but to improve content quality and journalistic skills. Effective
feedback focuses on:

+Accuracy and credibility

+Clarity of structure

+Logical flow of information

+FEthical considerations

+Audience engagement

Constructive criticism should be specific and evidence-based.
Instead of saying “The article is unclear,” a reviewer might explain which
paragraph lacks clarity and suggest improvement. Feedback should high-
light strengths as well as weaknesses to encourage professional growth.

In educational contexts, teaching students how to give and
receive feedback prepares them for real newsroom environments.
Reflection on production outcomes helps identify recurring challenges
and promotes continuous improvement.

Ethical Dimensions of Media Production

Ethics permeates every stage of the production process. Decisions
made during planning, reporting, editing, and publishing can influence
public opinion and social attitudes

*Ethical production requires:
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+ Fair representation of different perspectives

+ Avoidance of misinformation

+ Transparency of sources

+ Protection of vulnerable individuals

Media professionals must balance the public’s right to know with
respect for privacy and social responsibility. Ethical failures in production
can result in misinformation, reputational damage, or legal consequences.

Conclusion: Production as a Constructed Proces

Understanding the production process allows students to recognize
media content as a deliberate construction rather than a neutral reflection
of reality. From planning and news selection to editing and feedback, each
stage involves human judgment and institutional influence. By studying
production processes, learners develop critical awareness. They become
capable not only of producing responsible media content but also of
evaluating existing media messages more thoughtfully.

Key Takeaways

1. Media production is a structured and multi-stage process that
includes pre-production, production, and post-production.

2. News content is constructed through editorial decision-making
and gatekeeping mechanisms.

3. A well-organized news list (rundown) ensures logical sequencing,
prioritization, and clarity in news presentation.

4. Post-production is essential for accuracy, coherence, ethical
responsibility, and professional quality.

5. Constructive feedback after production improves both individual
performance and overall content standards.

6. Ethical considerations influence every stage of the production
process.

7. Understanding production processes strengthens media literacy
and critical thinking.

Discussion Questions

1. What is meant by the term “media production process”?
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2. Why is pre-production considered a critical stage in content
creation?

3. How do editorial decisions influence public perception?

4. What factors determine the order of stories in a news list?

5. Explain the concept of gatekeeping in journalism.

6. Why is post-production important for maintaining credibility?

7. What are the main elements of constructive feedback in
media production?

8. How do ethical standards shape production decisions?

9. In what ways does digital media change traditional production
processes?

10. How does understanding production help audiences become
more media literate?

Extra Engaging Activities

<> Activity 1. Answer the following questions in 4-6 sentences
each.

1. Explain the concept of gatekeeping in media production.

2. How do editorial decisions shape public perception?

3. Why is ethical responsibility important during production?

<> Activity 2. Production Stage Analysis
Read or watch a short news report provided by your instructor.
<> Activity 3. Identify the Stages

39



Fill in the table:

Evidence from the News
Stage Report

Pre-production

Production

Post-production

<> Activity 4. Planning a News List (Group Activity)

Scenario: You are editors preparing a 15-minute evening news
program.

You have the following news events:

* A local school opens a new science laboratory

 Heavy rain causes flooding in the city

A famous athlete visits the region

» Government announces new education reforms

* Cultural festival takes place downtown

» Traffic accident blocks a main highway

<> Activity 5. Breaking News Challenge (Simulation Task)

Scenario:

You are part of a newsroom team. Suddenly, breaking news appears:

A strong earthquake has been reported in a nearby region. Social
media is spreading unverified videos and information. Official sources
have not yet released full details.

Task 5A. Immediate Editorial Decision

In your group, discuss and answer:

1. What is your first action as a newsroom team?

2. Would you publish immediately or wait for verification? Why?

3. What sources would you contact first?

Task 5B. Draft a Mini News List (Emergency Version)
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Prepare a short emergency rundown (3—4 segments only):

Task 5 C. Ethical Considerations

Discuss:

* How can spreading unverified information cause harm?

 How should journalists report responsibly in crisis situations?
Write a short paragraph (5-7 sentences).
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Homework:

O Create a simple news list for a short video. Include at least 5 topics
and briefly describe each one.

O Give Constructive Feedback

-You are a manager reviewing a new staff member's headshot. The
photo has a yellow tint (needs color grading) and is blurry (needs
sharpening). Write 3 sentences of formal feedback to the editor.

Keywords to wuse: "Inconsistent”, "Adjust", "High-quality",
"Professional look"
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UNIT 4

GIVING INSTRUCTIONS FOR A PHOTO SHOOT. PROFILE ‘
STYLISTIC DEVICES. AN EMAIL ARRANGING APHOTO
SHOOT

Lecture Plan

1. The Role of Photography in Media

2. Planning a Professional Photo Shoot

3. Giving Clear and Effective Instructions

4. Profile Photo: Purpose and Standards

5. Stylistic Devices in Visual and Written Media

6. Professional Email Communication for Arranging a Photo Shoot
7. Ethical and Professional Considerations in Visual Media

Key Words

Photo shoot — A planned photography session organized for a
specific purpose, such as professional branding, journalism, advertising,
or personal representation.

Visual composition — The arrangement of elements within a
photograph, including subject placement, balance, symmetry, and spatial
organization, which influences how the image is perceived.

Lighting — The use and control of light in photography to shape
mood, clarity, depth, and emphasis within an image.

Framing — The way a subject is positioned within the boundaries of
the photograph, determining what is included or excluded from the
image. Background — The visual setting behind the main subject, which
provides context and can either enhance or distract from the intended
message. Angle — The position from which a photograph is taken, such
as eye-level, high-angle, or low-angle, affecting how the subject is
interpreted.

Profile photo — A professional portrait used to represent an indivi-
dual on institutional, academic, corporate, or digital platforms.
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Brand image — The overall visual and conceptual identity associated
with a person, organization, or product, shaped through  consistent
representation.

Stylistic devices — Expressive techniques used in visual or
written communication to create emphasis, emotional impact, or
persuasive effect. Visual rhetoric — The strategic use of images to
communicate ideas, influence perception, and persuade audiences.

Professional communication — Clear, respectful, and structured
interaction in formal contexts, especially in workplace or academic
environments.

Email etiquette — The accepted standards and conventions for
writing professional emails, including tone, structure, clarity, and
politeness.

Tone — The attitude or emotional quality conveyed through language
or visual presentation.

Media representation — The way individuals, groups, or ideas
are portrayed in media content, shaping audience perception and social
understanding.

Consent — Permission granted by an individual for their image or
personal information to be used or published.

Image manipulation — The alteration or editing of photographs
to enhance, modify, or transform visual elements, which may raise ethical
considerations.

Key Concepts

O Photography is a powerful communication tool in media.

O Clear instructions are essential for successful photo production.

O A profile photo represents identity and professionalism.

O Stylistic devices influence audience perception.

O Professional email writing is part of media coordination.

Theoretical Part

The Role of Photography in Media Communication

Photography occupies a central position in contemporary media
ecosystems. In the digital age, visual content often precedes written text
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and significantly shapes first impressions. Audiences frequently engage
with images before reading captions, headlines, or full articles. As a
result, photographs function not only as illustrations but also as
independent communicative texts.

A photograph is never a purely objective representation of reality. It
IS a selective construction shaped by choices made by the photographer
and the subject. Decisions regarding framing, angle, lighting, distance,
facial expression, and background context all influence interpretation.
Through these elements, photographs communicate power, profes-
sionalism, vulnerability, authority, creativity, or intimacy. In journalistic
contexts, photographs can humanize abstract issues. For example, an
article discussing economic hardship becomes more emotionally im-
pactful when accompanied by an image of an affected individual. In
professional branding contexts, a profile photograph may establish credi-
bility and trust before any written qualifications are examined.

Moreover, visual communication operates within cultural codes.
Certain poses, gestures, or visual symbols carry socially constructed
meanings. A formal head-and-shoulders portrait against a neutral
background signals professionalism in many institutional settings. In
contrast, informal outdoor portraits may communicate approachability or
creativity.

Understanding photography as a constructed communicative act
is essential for media literacy. Students must learn not only how to create
effective images but also how to analyze how images shape audience
perception and influence interpretation.

Planning a Professional Photo Shoot

A successful photo shoot is the result of careful planning rather than
spontaneous execution. The planning phase determines the coherence,
professionalism, and communicative effectiveness of the final image.

The first stage in planning is defining the purpose of the photograph.
A profile photo for an academic website differs significantly from a
promotional portrait for a creative industry portfolio. The communicative
goal must be clearly articulated before technical decisions are made.
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Without a defined purpose, visual inconsistency and misalignment with
audience expectations may occur.

Audience awareness is equally important. The intended viewers
influence stylistic and compositional choices. For instance, corporate
audiences may expect formal attire, minimalistic backgrounds, and
controlled lighting. In contrast, creative industries may allow more
expressive composition and dynamic visual elements.

Location selection contributes to meaning construction. A neutral
background directs attention to the subject’s face and expression,
emphasizing professionalism. An environmental background, such as an
office or studio, adds contextual information about occupation and
identity. However, background elements must remain balanced and non-
distracting.

Lighting is one of the most influential elements in photography. Soft,
evenly distributed lighting often produces a welcoming and approachable
image. Strong directional lighting can create depth and authority but may
also produce dramatic shadows. Light not only illuminates but also shapes
mood and perception.

Wardrobe and styling require strategic consideration. Clothing
communicates social and professional identity. Neutral tones and simple
patterns are generally recommended for profile photographs because they
reduce distraction and maintain focus on facial expression. Excessive
accessories or bold patterns may divert attention from the subject’s face.
Communication between photographer and subject during planning
ensures alignment of expectations. Discussing the purpose, mood, and
technical requirements beforehand reduces misunderstandings and
enhances confidence during the shoot. Thus, planning transforms photo-
graphy from a mechanical activity into a strategic communicative
process.

Giving Clear and Effective Instructions During a Photo Shoot

The ability to give precise and professional instructions is funda-
mental to successful photo production. Instructions guide the subject’s
posture, expression, and positioning, directly influencing the final image.
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Effective instruction requires clarity and specificity. General
comments such as “Be natural” or “Look confident” are often insufficient
because they lack actionable detail. Instead, professional communication
translates abstract expectations into concrete guidance. For example,
instructing the subject to “relax your shoulders, slightly turn your body at
a forty-five-degree angle, and maintain soft eye contact with the camera”
provides clear direction.

Tone and delivery also shape cooperation and comfort. A respectful
and supportive tone reduces anxiety and encourages authentic expression.
When subjects feel at ease, their posture and facial expression appear
more natural and engaging.

Non-verbal communication from the photographer is equally impor-
tant. Demonstrating posture physically, adjusting minor details gently,
or providing positive reinforcement fosters collaborative interaction.

Precision in instruction prevents unintended visual messages. For
example, crossed arms may signal defensiveness, while open posture
suggests approachability. Slight changes in head tilt or camera angle can
dramatically alter perceived authority.

In professional contexts, clarity in instruction ensures efficiency.
Time management during photo sessions is crucial, especially in
corporate or journalistic environments where schedules are tight.

Ultimately, effective instruction integrates technical knowledge,
communication skills, and interpersonal sensitivity.

The Profile Photo in Digital and Professional Contexts

In contemporary media environments, the profile photo has evolved
into a powerful tool of digital identity construction. It is no longer a
simple portrait but a strategic visual statement that communicates
credibility, personality, and social positioning.

In professional platforms such as university websites, corporate
directories, and networking platforms, the profile photo functions as a
visual signature. Research in social psychology indicates that viewers
form judgments about competence, trustworthiness, and confidence
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within seconds of seeing a face. Therefore, subtle visual cues significantly
influence professional perception.

Facial expression plays a critical role. A slight, natural smile may
increase perceptions of warmth and approachability, while a neutral but
composed expression may communicate seriousness and authority.
Excessive emotional expression, however, may reduce perceived profes-
sionalism depending on context.

Eye contact is another important element. Direct eye contact with the
camera often creates a sense of engagement and confidence. Avoiding
eye contact may unintentionally signal insecurity or detachment.
However, slight variation in gaze direction can also be used strategically
to create a thoughtful or reflective impression. Camera distance and
framing influence identity representation. A head-and-shoulders com-
position is commonly used because it balances professionalism and
personal presence. Extreme close-ups may appear intrusive, while distant
shots may reduce connection with the viewer. Consistency across
platforms is essential in digital branding. Using dramatically different
profile photos on different platforms may create identity fragmentation.
Maintaining visual coherence supports professional credibility and
recognizability.

Cultural and institutional context must also be considered. What
Is appropriate in a creative industry may differ from expectations in
academic or governmental institutions. Thus, the profile photo must align
with professional norms while still reflecting authenticity.

Psychological and Social Impact of Profile Photos

Profile photographs influence not only how others perceive an
individual but also how individuals perceive themselves. The act of
selecting and presenting a profile photo involves self-reflection and
identity negotiation. In digital communication environments, profile
photos often substitute for face-to-face interaction. They become
symbolic representations of presence. A well-composed profile photo
may increase engagement, networking opportunities, and professional
trust. However, profile images may also reinforce social biases.
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Research suggests that viewers may unconsciously associate certain
visual traits with competence or authority. Therefore, media literacy
education should encourage awareness of how visual stereotypes operate
in digital spaces.

Critical analysis of profile photos includes asking questions such as:

What identity is being constructed?

What visual signals communicate professionalism?

How might cultural expectations influence interpretation?

By examining these dimensions, students develop a deeper unders-
tanding of how visual representation operates within social systems.

Technical Standards for High-Quality Profile Photos

Professional profile photos should meet certain technical standards
to ensure clarity and usability. High resolution prevents pixelation,
especially when images are displayed on larger screens. Balanced lighting
avoids harsh shadows and uneven tones.

Image composition should maintain proportion and symmetry.
The subject’s face should be clearly visible, without excessive crop-
ping. Neutral editing enhances color balance and sharpness but should
avoid heavy filters that distort natural appearance. File format and
background compatibility are also practical considerations. Transparent
or neutral backgrounds are often preferred for institutional websites.
Technical precision contributes to professional impression. Poor image
quality may undermine credibility even if the subject’s qualifications are
strong.

Ethical Considerations in Profile Photography

Ethics remains central in profile photography. Authentic represen-
tation is important. Excessive digital alteration may create unrealistic
standards or misrepresent identity. Consent is mandatory when photog-
raphs are used for publication. Individuals should be informed about
where and how their images will appear.

Respect for diversity and inclusion must also guide profile photo
production. Media practitioners should avoid reinforcing stereotypes or
limiting representation based on appearance, gender, age, or cultural
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background. Ethical awareness ensures that visual communication re-
mains responsible and respectful.

Stylistic Devices in Visual and Written Media

Stylistic devices are expressive techniques used to create a particular
effect, emphasize meaning, and influence audience perception. While
they are traditionally associated with written language, stylistic devices
also operate in visual communication, including photography

In written media, stylistic devices such as metaphor, symbolism,
contrast, repetition, and imagery enhance emotional and persuasive
impact. For example, a headline that uses metaphor may create stronger
engagement than a neutral statement. A phrase such as “A Storm of
Change in Education Policy” is more emotionally powerful than
simply stating “Education Policy is Changing.” The metaphor “storm”
creates urgency and intensity. Similarly, contrast asa  stylistic  device
highlights differences and draws attention to key issues. In journalistic
writing, contrasting perspectives or situations can deepen audience
understanding. Repetition may reinforce key ideas, while rhetorical
questions may encourage reflection.

In visual media, stylistic devices operate through composition,
color, lighting, angle, and symbolism. A low camera angle can make a
subject appear powerful and dominant. A high angle may create
vulnerability. Dark lighting may suggest seriousness or tension, while
bright lighting often conveys optimism and openness.

Color also functions stylistically. Neutral tones often commu-
nicate professionalism and seriousness, which is why they are frequently
used in profile photos. Warm colors may create a friendly impression,
while cooler tones may suggest calmness and distance.

Symbolism in photography adds layers of meaning. For example,
including books in the background of an academic profile photo subtly
communicates intellectual authority. A modern office setting may
symbolize professionalism and competence.

Understanding stylistic devices allows students to move beyond
surface interpretation. Instead of asking only “What do we see?”, they
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learn to ask “How is meaning constructed?” and “What emotional or
ideological message is being communicated?”’

Visual Rhetoric and Media Representation

Visual rhetoric refers to the strategic use of images to persuade
or influence audiences. Just as written rhetoric uses language to
shape opinion, visual rhetoric uses imagery to construct narratives. A
profile photo, for example, is not merely a personal image. It is a
deliberate act of self-presentation. The subject chooses clothing, postu-
re, facial expression, and background to communicate identity. These
choices construct a particular version of the self.

Media representation is closely connected to visual rhetoric.
Photographs can reinforce or challenge stereotypes. The way individuals
are portrayed in media influences public perception of gender, profession,
status, and authority. For example, portraying leaders in formal settings
with strong posture and direct gaze constructs authority. Conversely,
informal or poorly composed images may unintentionally reduce percei-
ved credibility. Critical media literacy requires awareness that images are
framed and selected. Cropping, angle choice, and editing shape
interpretation. Even small technical decisions can influence meaning.

Professional Email Communication for Arranging a Photo Shoot
Arranging a photo shoot requires clear and professional communication.
Email is commonly used in academic, journalistic, and corporate contexts
to coordinate schedules, locations, and expectations.

Professional email writing follows structured conventions. The
subject line should be clear and informative, such as “Photo Shoot
Arrangement for University Profile.” A vague subject line may cause
confusion or delay. The opening greeting should be formal and
appropriate to the relationship between sender and recipient. Clear
identification of purpose in the first paragraph establishes context. For
example, the writer should explain why the photo shoot is needed and for
what platform or publication.
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Details such as date, time, location, dress code, and preparation
instructions must be stated clearly. Ambiguity may lead to misun-
derstanding. Tone should remain respectful, concise, and cooperative.

Politeness strategies are important. Phrases such as “Please let me
know if this time is convenient for you” demonstrate flexibility and pro-
fessionalism. The closing section should summarize the arrangement and
express appreciation. A formal closing and full signature enhance
credibility.

Effective email communication reflects organizational skills and
professional competence. In media environments, poor communication
can delay production processes and affect overall quality.

Ethical and Professional Considerations in Photo Production

Ethical responsibility in photography extends beyond technical
quality. Consent, representation, and authenticity must be considered
carefully. Subjects must be informed about the purpose and usage
of their photographs. Publishing images without permission may violate
privacy rights and ethical standards.

Editing and retouching also raise ethical questions. Excessive mani-
pulation can distort reality and create unrealistic expectations.
Responsible editing enhances clarity without misrepresenting the subject.
Cultural sensitivity is another important factor. Visual elements such as
clothing, gestures, and symbols may carry different meanings in different
cultural contexts.

Professional photo production requires balancing aesthetics with
integrity. Media practitioners must ensure that visual appeal does not
override ethical responsibility.

Conclusion

Photography and visual communication are not secondary elements
in media practice; they are central mechanisms through which meaning,
identity, and authority are constructed. A photo shoot is not simply a
technical procedure involving a camera and lighting equipment. It is a
deliberate communicative process shaped by planning, strategic
intention, aesthetic jJudgment, and ethical responsibility. Throughout this
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unit, it becomes evident that every stage of a photo shoot from initial
planning to final image selection contributes to the construction of visual
meaning. Decisions about lighting, composition, posture, framing, and
background are not neutral. They influence how audiences interpret
professionalism, credibility, confidence, and authenticity. Even subtle
visual elements can alter perception significantly.

The profile photo, in particular, functions as a powerful repre-
sentation of personal and professional identity in digital environments. In
an era where online presence often precedes direct interaction, the profile
image becomes a form of visual introduction. It shapes first impres-
sions, supports digital branding, and influences trust formation.
Therefore, profile photography requires careful alignment between visual
presentation and professional context.

Stylistic devices further deepen the communicative impact of both
visual and written media. Through symbolism, composition, tone, and
rhetorical choices, media creators shape emotional responses
and guide interpretation. Understanding these techniques enhances both
production skills and critical analysis abilities.

Professional communication, including email correspondence for
arranging a photo shoot, reflects organizational competence and respect
for collaborative processes. Clear instructions, structured coordination,
and ethical awareness ensure that media production remains efficient and
responsible.

Finally, ethical considerations remain fundamental across all aspects
of visual media production. Consent, authenticity, cultural sensitivity, and
responsible editing practices safeguard both individual dignity and
institutional credibility. Without ethical awareness, technical excellence
alone cannot guarantee professional integrity.

By mastering the theoretical foundations and practical applications
discussed in this unit, students develop not only technical competence in
organizing and directing photo shoots but also critical awareness of how
visual representation shapes social perception. This integration of
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production skills and media literacy strengthens their ability to participate
responsibly in contemporary media environments.

Key Takeaways

1. A photo shoot is a structured communicative process, not merely
a technical activity. It involves planning, coordination, visual strategy,
and ethical responsibility.

2. Giving instructions for a photo shoot requires clarity, precision,
and awareness of visual objectives. Effective instructions reduce misun-
derstandings and improve professional outcomes.

3. A profile photo functions as a form of digital identity. It influences
first impressions, credibility, and professional branding.

4. Stylistic devices enhance both visual and written communication.
In photography, elements such as lighting, framing, symbolism, and
composition create meaning. In writing, tone, metaphor, and structure
influence interpretation.

5. Professional email communication is essential in organizing
media production. Emails must be clear, structured, polite, and purpose-
oriented.

6. Ethical considerations - including consent, authenticity, and
respectful representation are fundamental in media production.

Discussion Questions

1. Why is a photo shoot considered a communicative act rather than
only a technical process?

2. How does visual composition influence audience perception?

3. What factors should be considered when planning a professional
profile photo?

4. How can stylistic devices strengthen visual storytelling?

5. What ethical issues may arise during a photo shoot?

6. Why is clarity important when giving instructions to
photographers or models?

7. How does tone affect the effectiveness of a professional email?

8. In what ways does a profile photo contribute to personal branding?
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Extra Engaging Activities

<> Activity 1. Instruction Reconstruction

Below you can see poorly written instructions for a photo shoot.
Rewrite them in a clear, professional, and structured way.

Unclear Instructions:

Take some pictures tomorrow. Make it look professional.

Choose a good place.

The person should dress nicely.

Your Task:

Rewrite the instructions. Include:

* Time

 Location

* Purpose

* Dress code

» Style and technical details Rewritten Version:

< Activity 2. Profile Photo Analysis

Analyze a sample profile photo. Find out their types. Which of them
are:

<> Professional (Linkedin, academic platforms)

<> Casual/personal (Instagram, Facebook)

< Creative/aesthetic (Pinterest, TikTok)

<> Brand or logo-based (business accounts)

<> Anonymous/abstract (privacy-focused

Answer the following questions.

1. What first impression does this photo create?
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2. What stylistic elements can youidentify? (lighting, framing, back
ground, facial expression, etc.)

3. Is the photo suitable for:

» Academic website? Why/Why not?

* LinkedIn profile? Why/Why not?

4. What improvements would you suggest?

<> Activity 3. Designing a Profile Photo Concept

Imagine you are organizing a professional profile photo shoot for a
university lecturer. Create a short concept plan.

Complete the table below:

Element Your Idea
Purpose of the photo

Location

Background

Lighting style

Clothing

Mood / Impression

Additional stylistic elements
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Short Description (80-100 words):
Write a short paragraph describing your concept.

<> Activity 4. Email Editing Task.

Rewrite the informal email below in a professional tone.  Informal
Email:

Hi,

We need photos soon. Come next week and take them.

It should look good. Let me know.

Thanks.

Your Professional Version:

Subject:

Dear

Kind regards,

< Activity 5. Visual Storytelling Challenge.

Below are short descriptions of profile photo concepts. ldentify
which stylistic device is being used (e.g., symbolism, contrast,
minimalism, framing, color psychology, etc.) and explain why.

1. A journalist is photographed standing in front of a large city
skyline at sunset. The buildings appear slightly blurred while the
journalist is sharply focused.

Stylistic device:

Explanation:
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2. A university professor is photographed against a completely white
background, wearing neutral colors, with soft lighting and no visible
shadows.

Stylistic device:

Explanation:

3. A social activist is photographed in black and white,
looking directly into the camera with strong shadows on one side of the
face

Stylistic device:

Explanation:

Part B — Create Your Own Concept

Choose ONE professional role:

* News reporter

» Researcher

» Media blogger

* Photographer

Design a profile photo concept using at least TWO stylistic devices.
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Homework:
O Give written instructions for a professional photo shoot. Include
details about lighting, positioning, and style.

79

O Describe your "ldeal Profile Photo" for two different worlds:

- Your Future Job Bio: (Describe the clothes, background, and
expression).

- Your Private Gaming/Social Account:(Describe the style, filters,
or characters).
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UNIT 5

UNDERSTANDING THE PRE-PRODUCTION PROCESS.
ORGANISING A FILMING SCHEDULE.

Lecture Plan

1. Introduction to Video Production

2. The Importance of Pre-Production

3. Planning a Short Video Project

4. Script Development and Storyboarding

5. Organizing a Filming Schedule

6. Team Roles in Video Production

7. Practical Considerations for Short Video Creation

Key Words

Pre-production - The planning stage of video production during
which ideas are developed, scripts are written, and logistical arran-
gements are organized before filming begins.

Filming schedule - A structured timetable that outlines when and
where scenes will be filmed and which participants are involved.

Storyboard - A sequence of drawings or visual frames that represent
how a video will be filmed shot by shot.

Script - A written document describing dialogue, narration, and
actions that will appear in a video.

Shot - A continuous piece of footage captured by a camera without
interruption.

Scene - A segment of a film or video that takes place in a single
location or time period.

Production team - A group of people responsible for creating a
video project, including directors, camera operators, editors, and presen-
ters.

Short video - A brief audiovisual production, usually lasting
between 30 seconds and 5 minutes, designed to communicate a message
quickly and effectively.
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Location scouting - The process of selecting suitable places for
filming.

Call sheet - A document distributed before filming that provides
detailed information about the schedule, locations, and participants.

Key Concepts

1. Pre-production is the foundation of successful video production,

2. Careful planning helps avoid technical and organizational
problems during filming.

3. A filming schedule improves efficiency and coordination among
team members.

4. Storyboarding and scripting help visualize the final video before
production begins.

5. Short video production requires clear storytelling and strong
visual organization.

Theoretical Part

Introduction to Video Production

Video production has become one of the most influential forms of
media communication in contemporary society. With the rapid growth of
digital platforms such as social media, streaming services, and online
news portals, video content plays a significant role in shaping public
communication and information exchange. Unlike written or purely
visual media, video integrates multiple communicative elements simul-
taneously. It combines moving images, sound, dialogue, music, and
visual design to create a dynamic narrative experience. Because of this
multimodal nature, video production requires careful coordination of both
creative and technical processes.

In educational, journalistic, and marketing contexts, short videos
are increasingly used to communicate messages efficiently. Short videos
can explain concepts, present news updates, promote products, or
document events. Their relatively brief duration requires concise
storytelling and clear visual organization. However, producing even a
short video involves multiple stages. These stages are commonly divided
into three main phases: pre-production, production, and post-
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production. Each stage contributes to the quality and effectiveness of the
final product.

Among these stages, pre-production is often considered the most
crucial. Without proper preparation, filming may become disorganized,
inefficient, and technically problematic.

The Importance of Pre-Production

Pre-production refers to the planning and preparation stage that takes
place before the camera begins recording. During this phase, creators
define the concept of the video, develop the script, determine locations,
assign responsibilities, and prepare technical equipment. Effective pre-
production reduces uncertainty during filming. When a production team
clearly understands the goals of the project, they can coordinate their
work more efficiently. This stage also allows creators to anticipate
potential challenges and develop solutions before production begins.

One important aspect of pre-production is defining the message of
the video. Every successful video communicates a central idea or story.
For short videos especially, the message must be clear and focused
because there is limited time to capture audience attention.

Another key component is scriptwriting. The script outlines what will
happen in the video, including dialogue, narration, and visual actions.
Even short informational videos benefit from structured scripts that guide
the production process.

Visual planning is also essential. Storyboards help filmmakers
imagine how scenes will appear on screen. By sketching sequences
of shots, creators can experiment with camera angles, composition, and
transitions before filming begins.

In addition, logistical arrangements must be organized during
preproduction. These include selecting locations, confirming partici-
pants, scheduling filming times, and preparing equipment such as ca-
meras, microphones, and lighting. Through these preparations, pre-
production establishes the organizational structure necessary for effective
filming.
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Planning a Short Video Project

Planning a short video project is an essential stage that transforms an
initial idea into a structured production plan. Although short videos are
often perceived as simple or spontaneous media products, effective short
video creation requires careful conceptualization and organization. The
planning process begins with identifying the main objective of the video.
Every video should communicate a clear message or narrative. For
example, a short video may aim to explain a concept, promote an event,
present a social issue, or document a specific activity. Defining the
purpose of the video helps guide creative decisions throughout the
production process.

Audience consideration is another fundamental aspect of plan-
ning. Different audiences respond to different styles of storytelling. A
short educational video designed for students may require clear
explanations and structured visuals, while a promotional video may focus
more on emotional engagement and visual appeal. Understanding the
target audience helps determine the tone, visual style, and pacing of the
video. Once the objective and audience are defined, creators must develop
the narrative structure. Even a short video typically follows a simplified
narrative pattern that includes an introduction, development, and conc
lusion. The introduction captures the viewer’s attention and introduces
the main topic. The development section presents key information,
actions, or arguments. Finally, the conclusion reinforces the central
message and leaves a lasting impression on the audience. Planning also
involves determining the visual and technical style of the video. Decisions
must be made about camera angles, movement, lighting conditions,
and sound recording. In many cases, short videos rely on dynamic visual
storytelling to maintain audience interest. Creative choices such as
background music, transitions, and editing rhythm also contribute to the
overall impact of the video.

Careful planning allows creators to anticipate potential challenges
before production Dbegins. Issues related to location, equipment
availability, participant schedules, or environmental conditions can be
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addressed during this stage. By organizing these elements in advance, the
production process becomes more efficient and less stressful for the team.

Script Development and Storyboarding

Script development is a crucial component of video production
because it transforms abstract ideas into a clear narrative structure. The
script serves as a blueprint for the entire video, guiding both the visual
and auditory elements that will appear on screen. In the context of
short video production, scripts are often concise but carefully organized.
A typical short video script includes descriptions of scenes, dialogue or
narration, and visual actions. Even when the video contains minimal
spoken language, the script provides direction regarding camera
movement, timing, and visual emphasis.

The process of writing a script begins with outlining the main
message of the video. The creator must determine what information or
story should be communicated and how it will unfold across the duration
of the video. Because short videos usually last between thirty seconds and
several minutes, the script must remainfocused and avoid unnecessary
complexity. Once the narrative structure is defined, the script is
developed scene by scene. Each scene represents a segment of the video
in which specific actions or information are presented. Writers must
consider how visual elements support the narrative. For example, a
spoken explanation may be accompanied by supporting images,
demonstrations, or graphical elements that reinforce the message.

Storyboarding complements the scripting process by providing a
visual representation of the planned video. A storyboard consists of a
sequence of sketches or visual frames that illustrate how each scene will
appear on screen. These sketches do not need to be artistically
sophisticated; their primary purpose is to visualize camera angles,
composition, and transitions between shots. Storyboarding allows
creators to experiment with visual storytelling before filming begins. By
reviewing the storyboard, the production team can evaluate whether the
narrative flow is clear and engaging. It also helps identify potential
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problems, such as awkward transitions or unnecessary scenes, that
might otherwise be discovered only during filming.

In addition to guiding creative decisions, storyboards facilitate
communication within the production team. Directors, camera operators,
and editors can better understand the intended visual style when they have
access to a storyboard. This shared visual plan improves coordination and
reduces confusion during the filming stage.

Organizing a Filming Schedule

Organizing a filming schedule is one of the most important logistical
aspects of video production. A filming schedule functions as a structured
timeline that coordinates the activities of the production team and ensures
that all necessary scenes are captured efficiently. The development of a
filming schedule typically begins after the script and storyboard have
been completed. At this stage, the production team identifies all scenes
that need to be filmed and determines the locations, participants, and
equipment required for each scene. By analyzing these elements,
producers can organize filming activities in a logical sequence.

A well-designed filming schedule considers practical constraints
such as location availability, lighting conditions, and participant
schedules. For example, outdoor scenes may need to be filmed at specific
times of day to achieve desired lighting effects. Similarly, actors or
presenters may only be available during certain hours, which influences
the order in which scenes are recorded. Efficient scheduling can
significantly reduce production costs and time. Instead of filming scenes
strictly according to the chronological order of the story, production
teams often group scenes by location or required equipment. This
approach minimizes unnecessary movement between locations and
simplifies technical setup.

Filming schedules also provide clarity and structure for the
entire production team. Each member of the team understands when
their participation is required and what tasks they must perform. This
coordination helps prevent delays and ensures that filming progresses
smoothly. In many professional productions, a document known as a call
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sheet is distributed before filming begins. A call sheet provides detailed
information about the schedule for a particular day of filming, including
arrival times, locations, contact information, and scene descriptions. This
document helps maintain organization and communication among team
members. By carefully organizing the filming schedule during pre-
production, creators can focus their attention on creative and technical
quality during the filming process itself.

Team Roles in Video Production

Video production is inherently collaborative. Even small-scale
projects require coordination between individuals who perform
different roles within the production team. Understanding these roles
helps ensure that responsibilities are clearly distributed and that the
production process operates efficiently. The director is typically
responsible for overseeing the creative vision of the project. This role
involves interpreting the script, guiding the visual style of the video, and
coordinating the work of other team members. The director ensures that
the final product reflects the intended message and narrative structure.

The camera operator is responsible for capturing the visual
material required for the video. This role requires technical knowledge of
camera equipment as well as an understanding of framing, movement,
and composition. The camera operator works closely with the director
to translate the storyboard into actual footage. Another essential role is
the sound technician, who manages audio recording. Clear sound quality
is critical for audience comprehension, especially when dialogue or
narration plays a central role in the video. Background noise, microphone
placement, and sound levels must be carefully monitored.

The presenter or on-screen participant represents the subject of the
video and communicates directly with the audience. This role requires
confidence, clarity of speech, and an ability to convey information
effectively on camera.

After filming is completed, the editor plays a key role in shaping the
final video. Editing involves selecting the best footage, arranging scenes
in the correct order, adjusting sound levels, and adding visual effects
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or transitions. Through editing, the raw material captured during filming
Is transformed into a coherent and engaging narrative. In smaller projects,
a single individual may perform multiple roles. However, understanding
the distinct responsibilities involved in video production helps
creators organize their work more effectively.

Conclusion

The pre-production process forms the foundation of successful
video production. Through careful planning, creators can transform an
initial concept into a structured project that integrates narrative, visual
design, and technical organization. Short video production, in particular,
requires a balance between creativity and efficiency. Because of their
limited duration, short videos must communicate ideas clearly and
quickly. Achieving this clarity depends on well-developed scripts,
thoughtful storyboards, and carefully organized filming schedules.

Pre-production allows production teams to anticipate challenges
and coordinate resources effectively. By defining objectives, analyzing
audience needs, and planning visual elements in advance, creators ensure
that the filming process proceeds smoothly. Moreover, video production
iIsa collaborative effort that relies on the contributions of multiple
individuals. Directors, camera operators, presenters, sound technicians,
and editors each play important roles in shaping the final product.
Understanding the principles of pre-production not only improves
technical efficiency but also strengthens storytelling and media
communication skills. Through these processes, students gain practical
experience in transforming ideas into compelling audiovisual narratives.

Key Takeaways

By the end of this unit, students should understand that video
production is a structured process that begins long before the camera
starts recording. The pre-production stage plays a crucial role in
organizing ideas, resources, and technical requirements for a successful
video project. Through careful planning, creators can transform an
abstract concept into a clear visual narrative. Students should recognize
that short videos require particularly strong planning because their limited
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duration demands concise storytelling and clear communication. Every
element of the video must contribute to the central message.

Another important insight is that scripts and storyboards function
as planning tools that guide the filming process. They help creators
visualize scenes, organize dialogue, and ensure that the narrative flows
logically. The organization of a filming schedule is equally important
for coordinating participants, locations, and technical equipment.
Efficient scheduling reduces delays and allows the production team to
work more effectively.

Finally, students should understand that video production is a
collaborative activity involving multiple roles. Successful projects
depend on cooperation between individuals who contribute different
technical and creative skills.

Discussion Questions

1. Why is pre-production considered the most important stage of
video production?

2. How does planning improve the quality and efficiency of a short
video project?

3. What is the role of a script in video production?

4. How does a storyboard help filmmakers visualize a video before
filming begins?

5. What factors should be considered when organizing a filming
schedule?

6. Why is teamwork important in video production?

7. How do short videos differ from longer films in terms of planning
and storytelling?

8. What challenges may arise if pre-production planning is insuffi-
cient?

Extra

Engaging Activities

< Activity 1. Part A. Multiple Choice

1. The main purpose of pre-production is to:

a) Edit the video
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b) Plan and organize the project

¢) Publish the video

d) Promote the video

2. A storyboard helps filmmakers to:

a) Record sound

b) Plan visual scenes

c) Edit footage

d) Publish videos online

3. A filming schedule is important because it:

a) Organizes filming time and resources

b) Adds special effects

c) Creates background music

d) Edits scenes

Part B. Short Answer

1. Define the term pre-production.

2. Explain why scripts are important in short video production.

3. Describe two elements that should be included in a filming
schedule.

Part C. Creative Task

Write a short plan (120-150 words) for a 1-minute educational video.

Your plan should include:

* Topic of the video

* Target audience

* Main message

* Filming location

* Visual style

<> Activity 2. Create a Short Video Project

Students work in small groups to produce a 1-2 minute short video.
The video may focus on:

» Campus life

* A student activity

* A social message

» An educational topic
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Before filming, students must complete the following steps:
1. Write a short script.

2. Create a storyboard with at least four scenes.

3. Prepare a filming schedule.

4. Record the video.

5. Present the final video to the class.

After the presentation, students discuss:

» What worked well during production

« What challenges occurred during filming

» How pre-production planning helped the process
< Activity 3. Part A. Match the Terms

Match the terms in Column A with the correct definitions in
Column B. Write the correct letter next to each term.

Column A — Terms

No. Term Your Answer
1 Script

2 Storyboard

3 Pre-production

4 Filming schedule

Column B — Definitions

Letter Definition

A A series of drawings showing how the
video scenes will look

B The written text of dialogue and
narration

C Planning stage before filming begins
D A plan for when and where filming will
happen
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Part B. Sequence the Steps

Put the steps of video production in the correct order.

+ Filming the scenes

+ Editing the video

+ Creating a storyboard

+ Writing a script

+ Publishing the final video

<> Activity 4. Creative Video Planning. Part A. Brainstorming

Imagine you are creating a 1-minute video for new university
students.

Answer the questions.

Topic of the video:

Target audience:

Main message:

Filming location:

Part B. Reflection

Answer the questions.

1. What is the most important part of your video?

2. What visual elements will make your video interesting?
3. Why is planning important before filming begins?

< Activity 5. Part A. Fill in the Blanks

Use the words below.

(script, storyboard, planning, schedule, production)

1. The helps filmmakers see what each scene will look like.

2. Good makes filming more organized and efficient.

3. The contains the dialogue and narration of the video.

4. A filming shows when and where scenes will be
recorded.

5. Video includes recording the scenes.
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Part B. True or False

Write T (True) or F (False).

1. Pre-production happens after the video is edited.

2. A storyboard helps visualize the scenes of a video.

3. Filming schedules organize time and locations.

4. Scripts are only used for movies, not short videos.

5. Good planning makes video production easier.
Homework:

O Prepare a short filming schedule for a 2-minute video. Include
time, location, and tasks.
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UNIT 6

WRITING A SCREENPLAY. PITCHING SUCCESSFULLY.
AND INFORMAL COMMUNICATION

Lecture Plan

1.Introduction to Screenwriting and Communication in Media
Production

2. The purpose and structure of a screenplay

3. Writing Scenes, Dialogue, and Action Descriptions

4. Understanding and Practicing Pitching Techniques

5. Formal Communication in Professional Settings

6. Informal Communication in Teamwork and Collaboration
7. Practical Tips for Combining Writing, Pitching, and
Communication Skills

Key Words

Screenplay — A written blueprint of a video or film, detailing scenes,
dialogue, and actions that guide the production process.

Scene — A segment of a screenplay or video that takes place in a
single location or time period.

Dialogue — The spoken words of characters in a screenplay or video.
Action Description — Written instructions describing what happens
visually in a scene.

Pitch — A short, persuasive presentation of an idea or project,
delivered to producers, collaborators, or investors to gain support.

Presentation — The act of formally or informally communicating
information, ideas, or proposals to an audience.

Audience — The intended viewers or participants for whom the
project, video, or message is created.

Formal Communication — Structured and professional language
used in official or academic settings, including emails, proposals, and
presentations.
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Informal Communication — Casual, conversational language used
in teamwork, brainstorming sessions, or day-to-day discussions.
Collaboration — Working together with others toward a common goal,
sharing ideas and responsibilities.

Storytelling — The art of conveying a narrative through words,
visuals, or actions to engage and inform an audience.

Key Concepts

Screenplay: A written blueprint of a video or film, detailing scenes,
dialogue, and actions.

Pitch: A short, persuasive presentation of an idea or project to gain
support.

Formal Communication: Structured, professional language used
in official or academic contexts.

Informal Communication: Casual, conversational language used
in team discussions or brainstorming.

Audience Awareness: Adapting communication style to suit the
intended viewers or participants.

Theoretical Part

Introduction to Screenwriting and Communication in Media

Production

In media production, the creation of content is not limited to technical
skills or camera work. One of the most crucial aspects of producing an
effective video or film is how ideas are developed, communicated, and
implemented. Every successful media project begins with a clear
understanding of the story, audience, and production process.
Communication plays a central role in this process. Effective commu-
nication ensures that all team members including writers, directors,
camera operators, and editors understand the vision, objectives, and
requirements of the project. A lack of clear communication often results
in misunderstandings, delays, and compromises in the quality of the final
product. Screenwriting and pitching are fundamental tools for creative
professionals. Screenwriting translates ideas into a structured blueprint
that guides the production process. Pitching, on the other hand, allows
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creators to present these ideas persuasively to stakeholders such as
producers, investors, or collaborators. Both require attention to audience
awareness, clarity, and the use of appropriate communication styles,
which may be formal or informal depending on the context.

Moreover, mastering these skills enables students to balance
creativity with professionalism, ensuring that their ideas are both
compelling and feasible for production.

The Purpose and Structure of a Screenplay

A screenplay is more than just a written story it is a practical guide
that outlines every visual and auditory element of a film or video. It
ensures that everyone involved in the production process understands the
narrative, character motivations, technical requirements, and timing.

Key purposes of a screenplay include:

* Providing a clear visual plan for directors and cinematographers.

* Guiding actors with their lines and actions.

 Helping editors understand the sequence and flow of scenes.

* Acting as a reference document for producers, designers, and other
collaborators.

Structure of a Screenplay:

» Scene Headings (Slug Lines): Indicate the location and time of a
scene. Example:

EXT. CITY PARK - SUNSET

* Action Descriptions: Provide detailed, yet concise instructions for
visual storytelling.

Example:

“The character jogs along the path, glancing nervously at the
approaching shadow.”

* Dialogue: Represents the spoken words of characters and conveys
emotions, personality, and plot progression.

Example:

FRIEND

“I can’t believe this i1s happening. Are you sure this is safe?”
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e Transitions: Words that show movement from one scene to
another, like CUT TO: or FADE OUT.

By following this structure, a screenplay ensures clarity,
organization, and consistency, reducing confusion during production and
allowing the team to focus on creative execution.

Writing Scenes, Dialogue, and Action Descriptions

The effectiveness of a screenplay depends heavily on how
scenes, dialogue, and actions are written.

* Scenes: Each scene must have a purpose, such as advancing
the narrative, developing a character, or providing necessary infor-
mation. Writers should consider location, time, character interactions, and
pacing.

* Dialogue: Dialogue should feel natural and authentic, reflecting
each character’s personality while advancing the plot. It should avoid
excessive exposition or unnatural phrasing. Well-crafted dialogue can
reveal motivations, conflicts, and emotions subtly.

 Action Descriptions: Action lines must be vivid yet concise. They
provide essential visual information for actors and the camera crew
without overwhelming the script with unnecessary details.

INT. COFFEE SHOP - MORNING

JULIA sits at a small table, tapping her pen nervously against a
notebook. She glances at the clock.

BARISTA

Your order is ready.

JULIA

Thank you. Just give me a minute, please.

She takes a deep breath and begins writing.

This scene shows the integration of environment, character action,
and dialogue to create a cohesive narrative moment.

Understanding and Practicing Pitching Techniques

A pitch is a short, persuasive presentation of a creative idea intended
to gain support or approval. In media production, pitching is often
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required when presenting a new concept to producers, investors, or
collaborators. A successful pitch has several key components:

1. Clear idea: The concept should be simple and easy to understand.

2. Story summary: Explain the plot or narrative briefly but
effectively.

3. Target audience: Identify who the video or film is intended for.

4. Unique value: Highlight what makes the project stand out.

5. Confidence and clarity: Deliver the pitch with authority and
enthusiasm.

Practicing pitching helps students develop public speaking skills,
clarity of thought, and persuasive abilities. Students should be
encouraged to rehearse, receive feedback, and refine their delivery.
Pitches can be supported with visuals, storyboards, or short clips to make
them more engaging.

A pitch is a short and persuasive presentation designed to convince
others of the value and potential of a creative project. In media
industries, pitching is used to gain approval, funding, or collaboration.

Practical Tips:

* Keep the pitch short and engaging (1-3 minutes for most projects).

* Practice clear articulation and maintain confident body language.

» Adapt language and tone depending on the audience (formal
for investors, informal for collaborators).

* Encourage questions and listen actively to feedback for
improvement. Formal Communication in Professional Settings

Formal communication is an essential skill in professional media and
creative industries. It ensures clarity, professionalism, and respect when
conveying ideas, instructions, or project plans. In a creative team, formal
communication is often used in settings where decisions are being made,
proposals are evaluated, or external stakeholders are involved.

Key Characteristics:

Structured and Organized: Messages are logically arranged, often
with a clear introduction, main content, and conclusion. This ensures
the audience can follow your argument or explanation.
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Professional Tone: The language is respectful, polite, and neutral.
Emotional expressions or slang are avoided.

Precision and Clarity: Each word is carefully chosen to avoid
ambiguity. Formal communication leaves little room for misunders-
tanding. Documentation: Written formal communication often exists as
a record for future reference, such as emails, project proposals, or
meeting minutes. Common Examples in Media Production:

1. Emails to Producers or Supervisors:

Clearly outlining the project idea, timeline, or request for approval.

Example:

“Dear Mr. Smith,

| am submitting the storyboard and screenplay for the upcoming short
video project. Please review and provide feedback by Friday, March 15.”
2. Project Proposals:

Detailed documents describing the idea, production plan, budget,
target audience, and expected outcomes.

3. Formal Meetings or Presentations:

Presenting a pitch to investors or stakeholders requires clear, concise,
and professional language. Visual aids like slides or storyboards are often
included to strengthen the message.

Tips for Effective Formal Communication:

» Use complete sentences and avoid contractions (e.g., “do not
instead of “don’t”).

* Be specific about times, locations, roles, and responsibilities.

» Maintain a polite tone, even if giving critical feedback.

29

* Prepare supporting documents or visuals to clarify your points.

* Practice active listening to respond appropriately to questions
or feedback.

Why It Matters in Media Production:

Formal communication ensures that all team members, collaborators,
and stakeholders understand project objectives, deadlines, and expec-
tations. It also builds credibility and trust, which is crucial for successful
project approval and implementation.
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Informal Communication in Teamwork and Collaboration

Informal communication complements formal communication by
creating a collaborative and creative environment. It is often used among
team members to share ideas quickly, brainstorm solutions, and build
relationships. While less structured, informal communication is critical
for maintaining team cohesion and encouraging innovative thinking.

Key Characteristics:

» Casual and Conversational: Language is relaxed and friendly.
Everyday expressions, slang, or humor may be used when appropriate.

 Flexible Structure: Messages can be spontaneous and less rigid.
Teams can communicate ideas without following strict formatting rules.

 Interactive and Collaborative: Informal communication encou-
rages dialogue, feedback, and mutual problem-solving.

* Relationship Building: Helps develop trust, rapport, and a sense of
teamwork.

Common Examples in Media Production:

1. Brainstorming Sessions:

Team members discuss creative concepts, plot ideas, or filming
techniques in an open and relaxed environment.

Example:

“What if we try filming the scene from the character’s point of
view?” “Yeah, and maybe add a quick cut to show the reaction.”

2. Team Chats or Instant Messaging:

Quick questions, reminders, or suggestions shared informally among
team members.

3. Casual Planning Discussions:

Talking through logistical issues like props, camera angles, or
costume ideas.

Tips for Effective Informal Communication:

* Encourage open dialogue without fear of criticism.

» Listen actively and respond constructively.

* Use informal tools like group chats, collaborative documents,
or whiteboards to exchange ideas quickly.
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« Be mindful of the context: informal communication works
best internally; external stakeholders may still require formal com-
munication.

* Balance creativity with clarity informal does not mean confusing or
unhelpful.

Why It Matters in Media Production:

Informal communication enables faster problem-solving, fosters
creativity, and strengthens teamwork. It allows team members to share

ideas freely, adapt quickly to changes, and maintain high morale
during the production process. Teams that master both informal and
formal communication can work efficiently while maintaining
professionalism with external stakeholders.

Practical Tips for Combining Writing, Pitching, and
Communication Skills

Successfully creating a screenplay and presenting it through a
pitch requires a combination of technical, creative, and communication
skills. In professional media production, these skills are interconnected:
writing informs the pitch, the pitch conveys the story, and communication
ensures clarity among the team. To excel in this process, students should
focus on several practical strategies:

1. Align Screenplay and Pitch

The story written in your screenplay should perfectly match the
narrative you present in your pitch. Inconsistencies between what is
written and what is verbally communicated can confuse stakeholders or
collaborators. A strong alignment ensures that the audience clearly
understands the project’s vision, characters, and storyline. When
preparing both, consider the following:

 Highlight the key scenes and characters in your pitch that are also
emphasized in the screenplay.

* Ensure that the tone, style, and theme presented in the pitch reflect
the mood conveyed in the written document.

» Use concise and persuasive language in the pitch to summarize
longer or more detailed sections of the screenplay.
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2. Understand and Adapt to Your Audience

Effective communication depends on understanding who your
audience is. For example, pitching to investors or producers requires a
formal, structured, and professional tone, while brainstorming ideas with
team members allows for informal, creative, and conversational interac-
tion. Knowing the audience helps in:

* Selecting the right level of detail to include in explanations.

* Adjusting vocabulary to avoid technical jargon or overly simplistic
language.

* Choosing communication methods, such as visual aids,
presentations, or informal discussions.

3. Enhance Pitches with Visual Tools

A compelling pitch is rarely just spoken; visuals play a crucial role
in helping the audience visualize your concept. Students should
incorporate:

* Storyboards to demonstrate scene progression and camera angles.

* Short video clips or animations to illustrate mood, pacing, or tone,

» Images, graphics, or diagrams to represent characters, props,
or locations.

Visual tools not only clarify the idea but also engage the audience,
making the pitch more memorable and persuasive.

4. Rehearse Both Writing and Oral Presentation Skills

Confidence and clarity in pitching come from practice. Students
should rehearse:

» Reading and editing their screenplay multiple times to ensure
clarity and coherence.

 Delivering their pitch aloud, ideally in front of peers, to gain
feedback on timing, tone, and persuasiveness.

 Adjusting their pitch based on questions or feedback to improve
clarity and engagement.

Rehearsal also helps reduce anxiety and builds confidence in
presenting ideas professionally.
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5. Seek and Incorporate Feedback

Feedback is a vital part of refining both the screenplay and the pitch.
Constructive criticism allows students to:

* Identify unclear or weak points in the story or dialogue.

» Improve the organization, pacing, and structure of the pitch.

* Enhance communication style, whether formal or informal, based
on how the audience responds.

Regularly seeking feedback from peers, instructors, or mentors
strengthens the overall quality of the project and helps students develop
professional collaboration skills.

6. Balance Creativity with Professionalism

Students must learn to combine their creative vision with
professional standards. Creativity drives the story and visual style, while
professionalism ensures that the project is understandable, executable,
and appealing to collaborators or investors. This balance involves:

» Using clear language and organization in the screenplay.

* Maintaining a professional demeanor when pitching or presenting
ideas.

 Being open to suggestions while staying true to the core creative
vision. 7. Foster Team Collaboration Through Communication

Screenwriting and pitching are rarely solo tasks.

Effective communication ensures that each team member
understands  their role, responsibilities, and the overall project goal.
Students should:

* Use formal communication for official planning, scheduling,
and reporting tasks.

» Use informal communication for brainstorming, problem-solving,
and quick idea exchanges.

» Encourage open dialogue to build trust, creativity, and collective
problem-solving.

By integrating screenplay writing, pitching, and both formal and
informal communication, students develop a holistic skill set
essential for professional media production. This
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combination ensures that ideas are not only creative but also clearly
understood, professionally presented and effectively executed in
collaboration with a production team.

Key Takeaways

By the end of this unit, students should understand that screenplay
writing is a fundamental part of the video production process. A
screenplay serves as a blueprint that guides the visual and narrative
development of a project. It helps production teams clearly understand
the sequence of events, character interactions, and visual elements
required to create a coherent story.

Students should also recognize that successful screenwriting
requires careful organization of scenes, dialogue, and action descriptions.
Each scene must contribute to the development of the story, while
dialogue should reveal character personalities and advance the narrative.
Well- written action descriptions help directors and actors visualize
movements and interactions within each scene.

Another important concept is the role of pitching in media
production. Pitching allows creators to present their ideas to producers,
collaborators, or potential investors. A successful pitch is clear, concise,
and persuasive. It highlights the main concept of the project, explains
the storyline, identifies the target audience, and emphasizes the unique
aspects of the idea.

Students should also understand the importance of adapting
communication styles to different situations. Formal communication is
necessary when presenting projects in professional contexts, such as
meetings, presentations, or official correspondence. It uses structured
language, clear organization, and respectful tone to convey ideas
effectively.

In contrast, informal communication is often used during teamwork
and collaborative discussions. It encourages creativity, idea sharing,
and problem-solving within the productionteam. Effective media profes-
sionals know how to switch between formal and informal communication
depending on the context and audience.
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Finally, students should recognize that successful media projects rely
not only on technical production skills but also on strong communication,
collaboration, and presentation abilities. Combining screenwriting,
pitching, and effective communication strategies allows creators to
transform ideas into compelling audiovisual projects.

Discussion Questions

1. Why is a screenplay considered an essential document in video
production?

2. How do scenes, dialogue, and action descriptions contribute
to effective storytelling in a screenplay?

3. What are the main elements of a successful pitch, and why are
they important?

4. Why is pitching an important skill for filmmakers and content
creators?

5. How can visual materials such as storyboards improve the
effectiveness of a pitch?

6. What are the main differences between formal and informal
communication?

7. In what situations should formal communication be used in media
production?

8. How does informal communication support teamwork and
creativity in a production environment?

9. Why is it important for media professionals to adapt their
communication style depending on the audience?

10. How can effective communication improve collaboration within
a production team?

Extra Engaging Activities

< Activity 1. Match the Terms

Match the terms in Column A with the correct definitions in Column
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Column A [ Column B

1. Screenplay | A. A short persuasive presentation of a project idea

2. Pitch | B. Casual communication used during teamwork

3. Formal communication | C. A written blueprint describing scenes, dialogue, and
actions

4. Informal D. Structured professional communication used in official

communication contexts

<> Activity 2. True or False
Write T (True) or F (False).
1. A screenplay describes visual and spoken elements of a video.

2. Pitching is only used after a video is finished.

3. Formal communication usually uses professional and
structured language.

4. Informal communication is commonly used during brainstorming
sessions.

5. Dialogue in a screenplay should help develop characters and
advance thestory.

<> Activity 3. Identify the Elements.

Read the example below and identify the screenplay elements.

INT. CLASSROOM DAY

The teacher writes instructions on the board while students quietly
prepare their notebooks.

TEACHER

Today we will discuss the basics of video storytelling.
STUDENT

Will we also learn how to write scripts?

1. Scene heading:

2. Action description:

3. Dialogue example:
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<> Activity 4. Identify the Communication
Style. Write Formal or Informal next to each example.

1. "Dear Professor, | am submitting my
screenplay for review.”

2. "Hey, maybe we should change the
ending scene a bit.”

3. “Please review the attached proposal for
the short video project.”

4. “Let’s try filming this scene again from a
different angle.”

Part B. Rewrite the Sentences

Rewrite the following informal sentences into
communication,
1. “I think our video idea is really cool.”

formal

2. “Can you check the script when you have time?”

Part C. Reflection Question

Why is it important for media professionals to understand both

formal and informal communication?
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<> Activity 5. Multiple Choice.

Choose the correct answer.

1. What is the main purpose of a screenplay?

A) To promote a movie

B) To provide the written script for a film or video

C) To design costumes

D) To edit the final video

2. A pitch is best described as:

A) A long written report

B) A short presentation used to explain and sell anidea C) A list
of film equipment

D) A storyboard drawing

3. Which of the following can help make a pitch more effective?

A) Ignoring the audience

B) Using visual elements like images or storyboards C) Speaking
as quickly as possible

D) Avoiding preparation

4. Formal communication is usually used in:

A) Professional meetings and presentations

B) Casual chats with friends

C) Social media comments

D) Personal diaries

Homework:

O Write a short screenplay (dialogue format, 1-2 scenes). Then write
a short pitch (50-80 words) presenting your idea.

O Write two short invitations for your "'Birthday Dinner"":

1. Informal: A text message to your best friend.

2. Formal: A printed invitation to your Boss or Manager.
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UNIT 7

BRIEFING A WEBSITE DESIGNER. ANALYSING
PROBLEMS ROVIDING SOLUTIONS. DIGITAL FOOTPRINT.

Lecture Plan

. Introduction to Website Design and Digital Collaboration
. The Role of a Website Designer

. How to Brief a Designer Effectively

. Analysing Problems in Website Projects

. Providing Practical Solutions

. Introduction to Digital Footprint

. Managing and Protecting Your Digital Footprint

. Best Practices for Professional Online Presence

0O NO Ol & W DN P

Key Words

Website designer - A professional responsible for planning,
creating, and maintaining  websites. They balance visual design,
functionality, and usability, ensuring that a website communicates the
intended message effectively.

Briefing - The act of giving clear, detailed instructions to a
professional before the start of a project. A proper brief reduces
misunderstandings and ensures that the final product meets expectations.

Problem analysis - The process of identifying challenges or
obstacles in a project, understanding their root causes, and assessing their
impact on the overall goal.

Solution provision - The act of proposing practical and effective
actions to overcome identified problems, improve processes, or enhance
results.

Digital footprint - The collection of information created as a result
of aperson’s online activity. This includes social media posts, website
interactions, emails, comments, and any digital traces left behind.
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User experience (UX) - The overall experience of a person inte-
racting with a website, which includes ease of navigation, accessi-
bility, and satisfaction with content and design.

Professional online presence - How an individual or organi-
zation presents themselves on the internet, ensuring clarity, consistency,
and professionalism to build credibility and trust.

Key Concepts

Understanding website design and the associated digital processes
IS crucial in today’s media and professional environments. Successful
collaboration with a designer ensures that creative ideas are accurately
translated into functional and visually appealing websites. Being able to
analyse problems, propose effective solutions, and manage one’s digital
footprint is essential for both personal and professional growth. The
combination of technical understanding, problem-solving, and awareness
of online presence creates a strong foundation for media literacy and
digital responsibility.

Theoretical Part

Introduction to Website Design and Digital Collaboration

Website design has become a central element of modern
communication, marketing, and media production. A website is no longer
just a static collection of information; it is a dynamic platform that
conveys a brand’s identity, facilitates user engagement,  and
supports business or organizational goals. Designing a successful
website involves both aesthetic choices, such as color schemes,
typography, and imagery, and technical considerations, including
coding, responsiveness, and user experience.

Collaboration between content creators and website designers is a
critical step in the production process. Misunderstandings or vague
instructions can result in functionality problems, aesthetic
inconsistencies, or delays that affect the overall success of the project.
Therefore, professionals must develop clear communication skills, learn
how to provide comprehensive briefs, and engage in continuous dialogue
throughout the design process. The Role of a Website Designer
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A website designer is responsible for translating ideas into digital
reality. They consider both visual appeal and usability, ensuring that the
website communicates the intended message to its audience effectively.
Designers also incorporate user experience principles, ensuring that
navigation is intuitive, content is accessible, and interactive elements
function properly. Understanding a designer’s role allows collaborators
to provide more precise guidance, facilitating smoother workflows
and better final outcomes. Designers often work closely with developers,
content creators, and marketing teams to ensure that the website
aligns with broader organizational objectives.

Briefing a Website Designer Effectively

A successful brief ensures that the designer fully understands the
project’s goals, scope, and requirements. This process requires careful
explanation of what the website aims to achieve, the target audience, the
content structure, and any stylistic or technical preferences. Effective
briefing involves providing clear examples of branding materials,
reference websites, desired functionalities, and timelines. A well-
prepared brief also allows the designer to anticipate potential challenges
and make informed decisions during the design process. Without a
comprehensive brief, projects are more likely to experience delays,
misunderstandings, and revisions that could have been avoided.

Analysing Problems in Website Projects

Websites often face practical challenges that can impact usability and
effectiveness. Common problems include confusing navigation structures
that make it difficult for users to locate information, slow-loading pages
due to unoptimized images or inefficient coding, and non-responsive
layouts that fail on mobile or tablet devices. Additionally, inconsistencies
in content, such as outdated information or misaligned visuals, can reduce
credibility and frustrate visitors. Analysing these problems involves more
than merely noticing errors; it requires understanding the root causes,
evaluating their impact on the user experience, and prioritizing which
issues need immediate attention.

Providing Practical Solutions
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Once problems are identified, implementing effective solutions is
critical. Improving navigation may involve reorganizing menus, adding
internal search capabilities, or simplifying page structures. Addressing
performance issues might include compressing images, cleaning code, or
upgrading hosting services. Ensuring responsive design requires testing
the site across multiple devices and screen sizes and making necessary
adjustments.

Regularly updating content maintains accuracy and reinforces
trust with the audience. The process of problem-solving is not only
technical but also creative, as it involves designing solutions that enhance
usability while preserving the intended aesthetic and functionality.

Digital Footprint

A digital footprint is the trail of data that a person leaves
online, encompassing both active contributions, such as social media
posts, blogs, and comments, and passive data, including browsing history,
cookies, and analytics collected by websites. In the modern digital world,
every action online whether intentional or not can contribute to a person’s
digital footprint, which can have both positive and negative conse-
quences.

Being aware of your digital footprint is crucial for several reasons.
First, it affects your privacy. Oversharing personal information, such as
phone numbers, addresses, or sensitive details, can make you
vulnerable to identity theft, phishing, or online harassment. Second, it
impacts your reputation. Employers, universities, collaborators, and
clients often review online activity to assess professionalism,
responsibility, and character. A careless post, comment, or shared image
can therefore have long-lasting effects on career and social opportunities.
Third, your digital footprint can influence personal security. Unprotected
accounts, weak passwords, and careless sharing of location or personal
data can make you a target for cybercrime.

To protect and manage a digital footprint, it is important to approach
online activity thoughtfully and proactively. First, regularly review your
online presence by searching for your name and checking public profiles
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to understand what information is visible. This helps identify posts or
content that may need to be removed, adjusted, or made private. Second,
set privacy settings on social media and online accounts to control who
can see your content. Limiting public visibility ensures that sensitive
information is only accessible to trusted connections. Third, be cautious
about the content you post. Before publishing photos, comments, or
messages, consider whether the content is professional, accurate, app-
ropriate, and aligns with the image you want to project. Avoid sharing
personal details or anything that could be misinterpreted.

Another essential practice is account security. Use strong, unique
passwords for each account, enable two-factor authentication whenever
possible, and monitor accounts for suspicious activity. Separating
personal and professional accounts can also reduce risk. Professional
accounts should reflect a polished and consistent online identity, while
personal accounts can be more casual but still require careful oversight. It is
equally important to think long-term. Once something is posted online, it can
be nearly impossible to remove completely. Even deleted content may have
been archived, screenshotted, or shared by others. Therefore, cultivating a
habit of mindful posting is key. Encourage students or professionals to
ask themselves: “Would I want a future employer, client, or academic
reviewer to see this?” before posting any content.

Finally, consider digital etiquette and ethical behavior. Avoid
engaging in arguments, sharing unverified information, or posting
offensive content. Positive online interactions, constructive feedback, and
thoughtful content sharing contribute to a favorable digital footprint. By
combining careful content management, privacy awareness, account
security, and ethical online behavior, individuals can ensure their
digital footprint reflects both responsibility and professionalism.

In summary, managing a digital footprint is not only about protecting
oneself but also about actively shaping how others perceive you online.
Thoughtful attention to privacy, content, account security, and digital
behavior allows individuals to enjoy the benefits of online participation
while minimizing risks.
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Key Takeaways

Effective collaboration with a website designer requires clear,
detailed communication. Providing comprehensive briefs ensures the
designer understands project goals, audience, content structure, visual
style, technical requirements, timelines, and budget constraints.

Analysing problems in website projects is crucial for identifying
navigation issues, slow performance, non-responsive design, or content
inconsistencies. Understanding the root causes allows teams to prioritize
solutions and maintain a high-quality user experience.

Solutions to website problems combine technical fixes and user-
focused thinking. Improving navigation, optimizing performance,
ensuring responsive design, and updating content are all key strategies to
enhance usability and user satisfaction.

A digital footprint encompasses all traces of online activity, both
active (posts, comments, blogs) and passive (browsing history, cookies,
analytics). Being aware of your digital footprint is essential for protecting
privacy, reputation, and security.

Managing a digital footprint involves reviewing your online
presence, adjusting privacy settings, practicing mindful posting, using
strong passwords, separating personal and professional accounts, and
maintaining ethical and professional behavior online.

Professional online presence extends beyond avoiding negative
content; it includes actively showcasing achievements, skills, and
projects. Thoughtful management of digital footprint and online identity
reflects credibility, responsibility, and professionalism.

Discussion Questions

1. Why is providing a detailed brief to a website designer important
for project success?

2. What are common problems that can occur in website projects,
and how can they affect users?

3. How can you effectively analyse issues in a website and prioritize
solutions?
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4. Why is awareness of digital footprint important for both personal
and professional life?

5. What steps can you take to protect your digital footprint from
misuse or negative consequences?

6. How can separating personal and professional online accounts
help manage your online presence?

7. In what ways can a professional online presence enhance career
opportunities or collaborations?

8. How do ethical online behaviors influence your reputation and
digital footprint?

Extra Engaging Activities

<> Activity 1. True or False.

Write T for True and F for False.

1. A website designer only focuses on visual elements and does not
consider usability.

2. Providing a clear brief can reduce misunderstandings and
revisions in a project.

3. Slow website performance has no effect on user experience.

4. Active digital footprint includes posts and comments you
intentionally make online.

5. Using weak passwords has no impact on digital footprint security.

6. Reviewing and managing your digital footprint helps protect
privacy and professional reputation.

7. Separating personal and professional accounts can reduce
risks associated with digital exposure.

< Activity 2. Short Answer

Answer in 2-3 sentences.

1. Explain why it is important to analyse problems before providing
solutions in a website project.

2. Give two examples of what constitutes a digital footprint.

3. What steps can you take to ensure your online presence is
professional and safe?

4. Why should one think carefully before posting content online?
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<> Activity 3. Scenario Analysis

Read the scenario and answer the question.

You are working with a website designer to create a portfolio site.
During testing, you notice that the website is slow, some links do not
work, and the design looks cluttered on mobile devices. Additionally, you
find some personal social media content is publicly accessible.

Question:

Identify the problems in both the website and digital footprint.
Suggest one solution for each problem.

<> Activity 4. Part A. Multiple Choice.

Choose the correct answer.

1. Which of the following is considered an active digital footprint?

A) Browsing history on a website

B) Posting a comment on a blog

C) Cookies saved by websites

D) Analytics collected by social media

2. Which action helps protect your digital footprint?

A) Sharing passwords with friends

B) Using strong, unique passwords

C) Posting personal details publicly

D) Ignoring privacy settings

3. Why is separating personal and professional accounts
recommended? A) To have more passwords to remember

B) To maintain a safe, professional online image

C) To increase the number of followers

D) To make posts public automatically

4. What should you do before posting content online?

A) Consider whether it is professional and appropriate

B) Post immediately without reviewing

C) Share it with everyone including strangers

D) Avoid thinking about its long-term consequences

Part B. True or False

Write T for True and F for False.
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1. Passive digital footprint is created intentionally by posting content
online.

2. Digital footprint affects privacy, security, and reputation.

3. Once content is posted online, it can be completely deleted and
forgotten.

4. Ethical online behavior contributes to a positive digital footprint.

5. Reviewing your public profiles regularly helps manage your
digital footprint.

<> Activity 5. Scenario Analysis

Read the scenario and answer the questions.

Scenario:

Alex frequently posts personal photos and opinions on social media,
some of which are publicly visible. He also uses the same password for
multiple accounts and rarely checks privacy settings. Recently, a
potential employer found some posts that could be considered
unprofessional. Questions:

1. Identify at least three issues in Alex’s digital footprint.

2. Suggest practical solutions Alex can implement to protect his
online presence.

3. What steps can Alex take in the future to maintain a safe and
professional digital footprint?

Homework:

O Analyze your own online presence and write a short report (120—

150 words).

O In your report, include:

» What platforms you use (social media, websites, apps)

» What type of content you usually share

* Possible risks related to your digital footprint

« At least 3 actions you can take to improve your online safety and
professionalism
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UNIT 8
CREATING A PODCAST. LEARNING BBC PODCASTS.

Lecture Plan

Introduction to Podcasts and Their Importance

. Overview of Different Podcast Formats

Key Elements of a Successful Podcast

. Scriptwriting and Planning for a Podcast

Recording Techniques and Equipment

Editing and Post-Production Basics

Learning from BBC Podcasts: Style, Structure, and Content
Publishing and Promoting a Podcast

O Nk LD

Key Words

Podcast — A digital audio program that can be downloaded or
streamed, often released in episodes on specific topics for entertainment,
education, or information.

Scriptwriting — The process of planning the dialogue, narration, and
structure of a podcast before recording to ensure clarity and flow.

Episode — A single installment of a podcast series, often containing
a specific topic, interview, or story.

Intro/Outro — The beginning and ending segments of a podcast
episode, usually including music, greetings, or key messages.

Sound editing — The process of refining audio recordings, removing
mistakes, adjusting levels, and adding effects to enhance quality.

Microphone techniques — Methods of speaking or positioning
the microphone to capture clear, professional audio.

BBC Podcasts — Podcasts produced by the British Broadcasting
Corporation, known for professional standards in structure, style, content,
and delivery.

Hosting platform — An online service where podcasts are uploaded
and made available to listeners.
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Audience engagement — Techniques used to connect with liste-
ners, encourage feedback, and build a loyal audience.

Key Concepts

Podcasts have become a significant part of modern media, offering a
flexible platform for storytelling, education, and journalism. They allow
creators to connect directly with audiences through audio, making content
accessible anywhere, anytime. Understanding podcast production, from
planning and scripting to recording and editing, is essential for producing
engaging, professional-quality episodes. Learning from successful
examples, such as BBC Podcasts, helps students recognize professional
standards in pacing, style, narrative structure, and audience engagement.
Developing skills in podcast creation also improves broader media
literacy, communication, and technical abilities.

Theoretical Part

Introduction to Podcasts and Their Importance

Podcasts are digital audio programs available online, usually
presented in episodic form. Unlike traditional radio, which follows a fixed
schedule, podcasts allow listeners to choose what, when, and where
to listen, providing flexibility and convenience. Over the past decade,
podcasts have gained tremendous popularity worldwide because they
cater to niche audiences, cover a wide range of topics, and allow a
more intimate connection between the host and the listener. Podcasts
can  serve educational, informative, and entertainment purposes
simultaneously. For example, a history podcast might provide detailed
storytelling, while a science podcast can simplify complex topics for
general audiences.

The significance of podcasts lies not only in their content but also in
how they develop media literacy skills among listeners. Engaging
with podcasts teaches audiences to analyze information critically,
distinguish credible sources from unreliable ones, and understand
different perspectives. For content creators, podcasts offer a platform to
practice research, storytelling, clear communication, technical skills in
audio production, and audience engagement. This makes podcasting a
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versatile and modern medium suitable for education, journalism,
entertainment, and professional communication.

Overview of Podcast Formats

Podcasts exist in multiple formats, each designed to achieve specific
objectives. One of the most popular types is the interview-based podcast,
where the host invites experts, public figures, or other guests to discuss a
topic in depth. This format emphasizes conversational flow and insight
sharing. For instance, BBC’s “The Documentary Podcast” frequently
conducts interviews with specialists to explore various subjects in a
comprehensive manner.

Another common format is narrative storytelling, where episodes
focus on delivering a story, whether fictional or factual, in a compelling
way. Narrative podcasts often use multiple episodes to develop plots or
explore topics fully, sometimes integrating sound effects or music to
enhance engagement. Programs like BBC Radio 4’s “Witness History”
combine storytelling and factual content to make history more
engaging and accessible.

Educational or instructional podcasts aim to teach listeners specific
skills or knowledge. These podcasts break down complex subjects
into manageable segments, often including examples, explanations,
and practical exercises. Examples include language-learning podcasts,
science explainers, and skill-based tutorials.

Finally, roundtable or panel discussion podcasts feature multiple
hosts or guests who provide diverse viewpoints on a topic. This format is
often used in news analysis or professional commentary podcasts.
BBC journalists frequently use this approach to discuss current events,
providing audiences with multiple perspectives and thorough analysis.

Understanding these formats helps creators choose the most
suitable structure for their content, taking into account audience
expectations, episode length, and production complexity.

Key Elements of a Successful Podcast

A high-quality podcast requires attention to content, delivery,
technical quality, and engagement. First, content must be compelling and
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relevant to the audience. Every episode should have a clear purpose, a
logical  structure, and material that keeps listeners interested from
beginning to end.

Second, the host plays a crucial role in ensuring the podcast’s
success. A host must speak clearly, maintain appropriate pacing, and
establish a rapport with both guests and the audience. Tone, energy, and
enthusiasm all contribute to listener engagement. In professional
examples like BBC podcasts, hosts carefully balance structured scripts
with natural conversation to maintain authenticity.

Audio quality is another critical component. Poor sound, background
noise, or inconsistent volume can frustrate listeners and reduce
engagement. Attention to microphone placement, quiet recording
environments, and sound editing ensures clarity and professionalism.
Sound editing includes removing mistakes, adjusting levels, adding music
or sound effects, and creating smooth transitions.

Introductory and closing segments are essential for establishing
a consistent identity for each episode. The introduction sets the tone,
introduces topics, and hooks the listener, while the outro summarizes key
points and often encourages audience interaction, such as subscribing or
providing feedback. Consistency in publishing episodes helps build a
loyal audience.

Regular release schedules create anticipation and reliability,
signaling professionalism and respect for the audience’s time. Finally,
audience engagement is critical. Encouraging listener questions,
comments, and feedback creates a sense of community and fosters
loyalty. BBC podcasts frequently integrate listener contributions, emails,
or social media interactions to strengthen the connection between creators
and audiences.

Scriptwriting and Planning for Podcasts

Even conversational podcasts benefit from careful planning.
Scriptwriting ensures clarity, keeps discussions on topic, and
highlights important points. Scripts typically include an introduction,
main discussion points, supporting facts or references, and a conclusion.
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Planning also involves determining the episode’s length, target audience,
and overall structure. BBC podcasts provide excellent examples of
meticulous planning, where hosts balance preparation with spontaneity
to create content that is engaging, accurate, and professional.

Recording Techniques and Equipment

High-quality recordings are essential to retain listener attention.
Proper microphone techniques including type selection, placement, and
speaking distance prevent audio problems such as popping sounds or
inconsistent volume. Recording in a quiet environment with minimal
background noise is equally important. Hosts should maintain a natural
speaking pace and clear enunciation, ensuring content is easy to follow.
Monitoring recordings in real time allows for immediate adjustments,
reducing errors and minimizing post-production corrections.

Even simple setups with USB microphones and free software can
produce professional results if attention is given to technique,
environment, and consistency.

Editing and Post-Production

Editing transforms raw audio into a polished, professional podcast.
Post- production includes removing mistakes, pauses, or tangents,
balancing audio levels, and adding music, sound effects, or transitions to
enhance listening experience. For BBC podcasts, significant time is
devoted to editing, ensuring that every episode is cohesive, engaging, and
technically sound.

Learning from BBC Podcasts

BBC podcasts are exemplary for understanding professional
standards in audio storytelling. Observing BBC podcasts allows learners
to see how hosts maintain clarity, pace, and engagement. They
demonstrate effective integration of structured scripting with natural
conversation, use of sound effects and music to enhance content, and
strategies to make complex subjects accessible. By analyzing these
podcasts, students learn to evaluate structure, style, content quality, and
audience interaction, which are essential skills for any aspiring podcast
creator.
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Publishing and Promotion

Once recorded and edited, podcasts must be hosted and distributed
online. Platforms such as Spotify, Apple Podcasts, or BBC’s own services
allow episodes to reach a wide audience. Promotion involves social
media, websites, newsletters, and calls to action within the episodes
themselves. Engaging listeners through comments, subscriptions, and
feedback ensures long-term audience growth and retention.

Creating a podcast is a comprehensive process combining creativity,
planning, technical skill, and audience awareness.By studying
professional examples like BBC podcasts, students learn effective
techniques for scripting, recording, editing, and engagement. A
successful podcast informs, entertains, and builds connection with the
audience, while teaching creators valuable media literacy, commu-
nication, and production skills. Careful planning, attention to audio
quality, and thoughtful audience interaction make a podcast a powerful
medium for storytelling, education, and professional expression.

Key Takeaways

1. Podcasts are digital audio programs that can be accessed anytime,
providing flexibility and convenience for audiences.

2.Different podcast formats interview-based, narrative storytelling,
educational, and panel discussions serve different purposes and
audiences.

3. A successful podcast relies on compelling content, strong hosting
skills, high-quality audio, and consistent episode structure.

4.Scriptwriting and planning  are essential to maintain
clarity, engagement, and professional standards.

5.Recording techniques, microphone placement, and quiet
environments are crucial for clear and professional audio.

6. Editing and post-production transform raw audio into a polished
final product.

7. BBC podcasts serve as excellent models for professional
podcasting standards in style, structure, and audience engagement.
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8. Publishing on hosting platforms and promoting episodes through
social media and other channels helps grow and retain audiences.
Discussion Questions

1. Why is planning and scriptwriting important for creating a
successful podcast?

2. How can analyzing professional podcasts, such as those by the
BBC, improve your own podcasting skills?

3. What are the key elements that contribute to maintaining audience
engagement in a podcast?

4. How does quality audio affect listener experience and retention?

5. What strategies can you use to ensure your podcast content
remains professional and ethically sound?

Extra Engaging Activities

<> < Activity 1. Multiple Choice.

Choose the correct answer:

1. Which podcast format primarily focuses on in-depth discussions
with experts?

A) Narrative storytelling

B) Interview-based

C) Educational

D) Panel discussion

2. What is the main purpose of scriptwriting in podcast creation?

A) To ensure the host reads word-for-word without improvisation

B) To plan content, organize flow, and highlight key points

C) To make editing unnecessary

D) To create only an introduction and conclusion

3. Which factor most directly affects the clarity and quality of
podcast audio?

A) Background music choice

B) Microphone placement and environment

C) Number of listeners

D) Topic complexity

4. Why should a podcast include an intro and outro segment?
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A) To make episodes longer

B) To establish tone, provide context, and summarize content
C) To reduce editing time

D) To limit audience engagement

< < Activity 2. True or False

Write T for True and F for False:

1. Podcasts can be accessed at any time, unlike traditional radio.

2. Panel discussion podcasts only allow one host to speak.

3. Post-production editing is essential for removing errors and
improving audio quality.

4. Audience engagement is irrelevant to the success of a podcast.

5. BBC podcasts are good examples of professional structure,
pacing, and content delivery.

<> Activity 3. Scenario Analysis

Scenario:

You are creating a 15-minute educational podcast about
environmental issues. During recording, you notice the microphone
Is picking up background noise, your script is incomplete, and the
episode lacks a clear intro and conclusion.

Questions:

1. Identify at least three issues in the recording and planning process.

2. Suggest solutions for each problem to ensure professional-quality
production.

3. How can analyzing BBC podcasts help you improve this episode?

< Activity 4. Digital Listening and Analysis

Listen to a BBC podcast episode of your choice. Answer the
following questions:

1. What format is used (interview, narrative, educational, panel)?

2. How does the host engage the audience? Give specific examples.

3. ldentify any sound effects, music, or editing techniques that
improve the episode.

4. How does the episode maintain clarity and pacing throughout?

<> Activity 5. Planning Your Own Podcast
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Write a short plan for a podcast episode (5-10 minutes) using these
prompts:

1. Topic and purpose:

2. Format (interview, narrative, panel, educational):

3. Key points or questions to include:

4. Intro and outro ideas:

5. Audience engagement strategies:

6. Recording and editing considerations:

<> Activity 6. Reflection

Answer in 3—4 sentences each:

1. Why is it important to study professional podcasts before creating
your own?

2. What challenges might you face when creating your first podcast
episode, and how can you overcome them?

3. How can attention to audio quality, script, and audience
engagement impact listener experience?

Homework:

O Create a podcast plan. Include topic, target audience, and 3 main

discussion points.
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UNIT 9

ADVERTISEMENT. CREATING A SCREEN ADVERT.
PRESENTING A FINISHED ADVERT

Lecture Plan

1. Introduction to Advertising and Its Role in Media

2. Types and Purposes of Advertisements

3. Principles of Effective Advertising

4. Creating a Screen Advertisement

5. Visual and Audio Elements in Screen Advertising

6. Presenting and Evaluating a Finished Advertisement

Key Words

Advertisement - A form of communication used to promote a
product, service, idea, or event to a target audience through various media
channels such as television, internet, social media, or print.

Screen advert - A short video advertisement designed to be
displayed on screens such as television, computers, smartphones, or
digital platforms. Target audience - A specific group of people that an
advertisement is intended to reach based on factors such as age, interests,
lifestyle, or profession.

Brand message - The central idea or value that a company wants to
communicate to its audience through advertising.

Visual storytelling - The use of images, video scenes, and visual
elements to communicate a message or tell a story in an advertisement.

Call to action (CTA) - A statement or instruction encouraging
viewers to take a specific action, such as visiting a website, purchasing a
product, or subscribing to a service.

Brand identity - The visual and conceptual representation of a
brand, including its logo, colors, tone, and overall style.

Advertising strategy - A structured plan that determines how
an advertisement will communicate its message and reach the target
audience effectively.
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Key Concepts

Advertising is an essential component of modern communication and
marketing. It allows organizations, companies, and individuals to
promote products, services, and ideas to a broad audience. With the
rapid development of digital media, advertisements are now commonly
presented in audiovisual formats that combine images, sound, and
storytelling techniques to attract attention and influence audience
behavior.

Screen advertisements are particularly powerful because they
combine multiple communication elements such as visuals, music,
narration, and text. These components work together to create memorable
messages that persuade audiences and shape their perceptions of brands
or products. Creating a successful screen advertisement requires careful
planning and creativity. Producers must consider the target audience, the
message they want to communicate, and the visual style of the
advertisement. They must also ensure that the advertisement remains
clear, engaging, and easy to understand within a very short time frame,
often between 15 and 60 seconds.

Another important concept in advertising is the relationship
between content and audience engagement. Advertisements that tell a
short story, present relatable situations, or evoke emotional responses are
often more effective than those that simply provide information. By
combining creative visuals with clear messaging, advertisers can
create strong connections between the brand and its audience.

Theoretical Part

Introduction to Advertising and Its Role in Media

Advertising is one of the most significant forms of communication in
modern media and marketing systems. It serves as a strategic tool used
by companies, organizations, institutions, and individuals to promote
products, services, ideas, or social messages to a broad audience. In
contemporary society, advertising influences not only consumer choices
but also cultural trends, lifestyles, and public opinions.

107



The primary goal of advertising is to attract attention and
persuade audiences to respond to a particular message. This response may
include purchasing a product, subscribing to a service, supporting a
social initiative, or simply remembering a brand name. For this
reason, advertising is often described as a form of persuasive
communication, because it attempts to influence attitudes and behavior
through carefully designed messages.

In the modern media environment, advertising appears across
multiple platforms, including television, radio, newspapers, magazines,
websites, social media platforms, and mobile applications. Each medium
offers unique opportunities for advertisers to communicate with
audiences. For example, television and online video advertisements
combine visual and auditory elements to create powerful emotional
responses, while print advertisements rely on strong visual design and
concise written messages. Advertising also plays a major economic
role in supporting media industries. Many media organizations depend
heavily on advertising revenue to finance their operations. Television
channels, online platforms, and print publications often provide content
free or at reduced cost to audiences because advertisers pay to display
promotional messages. Therefore, advertising not only influences
consumer behavior but also contributes to the sustainability of media
systems worldwide.

Types and Purposes of Advertisements

Advertising can take many different forms depending on the
medium, the target audience, and the marketing objectives. One of the
most traditional forms is print advertising which includes
advertisements in newspapers, magazines, brochures, catalogues, and
posters. Print advertisements rely heavily on visual design, typography,
and short persuasive texts. Headlines play an especially important
role because they must immediately capture the reader’s attention and
communicate the main message quickly.

Another widely used form is outdoor advertising, which appears
in public spaces such as billboards, transportation stations, shopping
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malls, and urban streets. Outdoor advertisements are designed to reach
large audiences who are moving through public areas. Because viewers
usually see these advertisements for only a few seconds, they must use
simple messages, large images, and bold colors to make an immediate
impression. Direct mail advertising is a targeted marketing method
in which promotional materials are sent directly to potential customers.
Traditionally this included printed letters, catalogues, and promotional
brochures delivered through postal services. In modern communication
environments, direct mail also includes email marketing campaigns. The
advantage of this method is that it allows advertisers to reach specific
audiences based on demographic information such as location, age,
interests, or purchasing habits.

In recent vyears, influencer advertising has become an
increasingly important form of marketing communication. Influencers are
individuals who have a large and loyal audience on social media
platforms. Companies collaborate with influencers to promote products
through personal recommendations, product demonstrations, or lifestyle
content. This method is effective because audiences often perceive
influencers as trustworthy and relatable figures.

Digital or online advertising is currently one of the most dominant
forms of advertising. It includes banner advertisements, sponsored posts,
search engine advertisements, and video advertisements on online
platforms. Digital advertising allows companies to reach global audiences
while also targeting specific groups of users based on their online
activities and interests. One of the key advantages of digital advertising
Is the ability to measure performance using analytics, which helps
advertisers evaluate the effectiveness of their campaigns.

Television advertising remains one of the most powerful and
influential forms of advertising because it combines moving images,
sound, music, and storytelling. Television commercials typically last
between fifteen and sixty seconds and are designed to capture the
viewer’s attention immediately. Through visual storytelling and
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emotional appeal, television advertisements can create strong
connections between brands and audiences.

Radio advertising, although based entirely on audio
communication, continues to play an important role, especially for local
businesses. Radio advertisements use \voicenarration, music,

and sound effects to communicate messages effectively. Because
listeners cannot see visual elements, radio advertisements must rely on
clear language and imaginative sound design to capture attention and
convey meaning.

Each type of advertising serves a specific purpose, whether it is
building brand awareness, promoting a new product, encouraging
immediate sales, or strengthening customer loyalty. Understanding the
strengths and limitations of different advertising formats allows
marketers to choose the most effective strategies for reaching their
audiences.

Principles of Effective Advertising

Successful advertising is based on a combination of creativity,
strategy, and audience understanding. One of the most important
principles of effective advertising is clarity of message. An
advertisement must communicate its central idea clearly and quickly,
especially in formats where the audience has limited time to engage with
the content.

Another key principle is audience targeting. Advertisements must
be designed with a specific audience in mind. Factors such as age, cultural
background, interests, lifestyle, and purchasing behavior influence how
people interpret advertising messages. By understanding the
characteristics and expectations of the target audience, advertisers can
create messages that are more relevant and persuasive.

Emotional appeal is another important element of effective
advertising. Many successful advertisements evoke emotions such as
happiness, excitement, nostalgia, or empathy. Emotional storytelling
can make advertisements more memorable and create stronger
connections between the audience and the brand.
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Creativity and originality also play a crucial role in advertising
effectiveness. In a media environment saturated with promotional
messages, advertisements must stand out in order to capture attention.
Creative visual design, engaging narratives, and unexpected ideas can
make advertisements more distinctive and memorable.

Consistency is another important principle, particularly for
maintaining strong brand identity. Advertisements should reflect the
overall style, values, and visual identity of the brand. This includes
consistent use of logos, color schemes, tone of voice, and messaging
strategies. When audiences repeatedly encounter consistent brand ele-
ments across different advertisements, they are more likely to recognize
and remember the brand. Creating a Screen Advertisement

Creating a screen advertisement is a complex process that involves
both creative development and technical production. The process
usually begins with concept development, during which advertisers
define the main objective of the advertisement and determine the message
they want to communicate. At this stage, they also identify the target
audience and consider what type of visual or narrative approach will be
most effective. After the concept has been developed, the next stage is
scriptwriting. The script provides a detailed outline of the scenes,
dialogue, narration, and visual elements that will appear in the adverti-
sement. Because screen advertisements are typically very short, the
script must be carefully structured to ensure that the message is
delivered clearly within a limited time frame.

The production stage involves filming the advertisement using
cameras, lighting equipment, and sound recording tools. Directors and
production teams work together to capture the necessary scenes while
ensuring that visual composition, lighting, and performance quality meet
professional standards.

Following filming, the advertisement enters the post-production
stage, where editors assemble the recorded footage into a coherent final
product.
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During editing, various elements such as music, voice-over narration,
graphics, and special effects may be added. The editing process ensures
that the advertisement flows smoothly and effectively communicates the
intended message.

Visual and Audio Elements in Screen Advertising

Visual and audio elements play a critical role in shaping the
effectiveness of screen advertisements. Visual components include
camera angles, lighting techniques, color schemes, and editing styles.
These elements influence the overall mood and tone of the advertisement.
For instance, bright colors and dynamic camera movements may create
an energetic and youthful atmosphere, while soft lighting and slow
transitions may convey elegance or sophistication.

Music and sound design are equally important. Background music
can influence the emotional impact of an advertisement and reinforce the
brand’s identity. For example, upbeat music may create a sense of
excitement and energy, while calm melodies may suggest luxury or
comfort. Sound effects can also enhance storytelling by emphasizing
actions or transitions between scenes.

Another important component is voice-over narration, which helps
guide the viewer through the message of the advertisement. A clear
and confident voice can strengthen credibility and ensure that key
information is communicated effectively. The combination of visual
storytelling and audio elements creates a multisensory experience that
makes screen advertisements particularly engaging and memorable.

Presenting and Evaluating a Finished Advertisement

Once an advertisement has been completed, it is important to present
and evaluate the final product. In academic or professional contexts,
presenting an advertisement often involves explaining the creative
concept, the target audience, and the communication strategy behind the
project. This presentation allows creators to demonstrate how their design
choices support the overall objectives of the advertisement.

Evaluation is an essential stage in the advertising process because it
helps determine whether the advertisement successfully communicates
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its intended message. Advertisements may be evaluated based on several
criteria, including clarity of message, creativity, emotional appeal, visual
design, and audience engagement. Feedback from audiences, marketing
professionals, or instructors can provide valuable insights for improving
future advertising projects.

In addition, modern advertising campaigns are often evaluated
using digital analytics tools that measure audience engagement, click
rates, viewing duration, and other performance indicators. These metrics
help advertisers understand how audiences interact with their content
and whether the advertisement achieves its marketing objectives.

Overall, the process of creating and presenting advertisements
requires a combination of creative thinking, communication skills, and
technical knowledge. By understanding the principles of advertising
and the techniques used in screen advertisements, students can develop
the ability to produce effective media messages and critically analyze
advertising practices in contemporary media environments.

Key Takeaways

1. Advertising is a powerful communication tool used to
promote products, services, and ideas to specific audiences through
different media channels.

2. Various types of advertising exist, including print, outdoor, direct
mail, influencer, digital/online, television, and radio advertisements.
Each format has its own strengths and communication strategies.

3. Effective advertising requires a clear message, a strong
understanding of the target audience, and creative storytelling that
captures attention and encourages engagement.

4. Screen advertisements combine visual and audio elements to
communicate messages quickly and persuasively.

5. The process of creating a screen advertisement includes concept
development, scriptwriting, production, and post-production editing.

6. Visual elements such as color, camera movement, and composi-
tion work together with sound, music, and voice-over narration to
create emotional impact and audience engagement.
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7. Presenting a finished advertisement requires explaining the
creative concept, the target audience, and the communication strategy
used in the project.

8. Evaluating advertisements helps identify their effectiveness
and  provides valuable insights for improving future advertising
campaigns.

Discussion Questions

1. Why is advertising considered an important form of
persuasive communication in modern media?

2. What are the main differences between traditional advertising
methods (such as print and radio) and digital advertising?

3. Why is it important to identify the target audience before creating
an advertisement?

4. How do visual and audio elements influence the effectiveness of
screen advertisements?

5. What factors should be considered when evaluating whether
an advertisement is successful?

6. In your opinion, which type of advertising is most effective today
and why?

7. How can creativity and storytelling make advertisements
more memorable for audiences?

Extra Engaging Activities

< Activity 1. Multiple Choice.

Choose the correct answer.

1. What is the primary purpose of advertising?

A) To entertain audiences only

B) To persuade audiences to respond to a message

C) To replace traditional media

D) To eliminate competition

2. Which type of advertising appears in public spaces such as streets
and transportation stations?

A) Print advertising

B) Outdoor advertising
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C) Radio advertising

D) Direct mail advertising

3. Which advertising format often involves collaboration with social
media personalities?

A) Influencer advertising  B) Television advertising  C) Print
advertising

D) Radio advertising

4. What is the typical duration of most television advertisements?
A) 2-3 minutes

B) 5-10 minutes

C) 15-60 seconds

D) 30 minutes

5. What is the purpose of a call to action in an advertisement?

A) To provide background information

B) To encourage the audience to take a specific action
C) To introduce the production team

D) To describe the history of the product

< Activity 2. True or False

Write T for True and F for False.

1. Advertising can influence consumer behavior and public
perception.

2. Radio advertisements rely on visual storytelling techniques.

3. Digital advertising allows companies to track audience
engagement.

4. Screen advertisements usually include both visual and audio
elements.

5. Advertising does not require creativity or strategic planning.

<> Activity 3. Advertisement Analysis.

Choose an advertisement you have recently seen (television, social
media, or online).

Answer the following questions:

1. What product or service is being advertised?

2. Who is the target audience of the advertisement?
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3. What visual and audio elements are used to attract attention?
4. What message or value does the advertisement communicate?
5. Do you think the advertisement is effective? Explain your opinion.

< < Activity 4. Create Your Own Screen Advertisement.

Imagine you are creating a 30-second screen advertisement.

Complete the following plan:

Product or service:

Target audience:

Main message:

Key visual scene:

Music or sound effects:

Call to action:

Write 4-5 sentences describing how your advertisement would look
and what message it would communicate.

<> Activity 5. Read the advertisement descriptions and identify
the type of advertisement.

Choose the correct type of advertisement for each example.

Types of advertising:

Print advertisement

Outdoor advertisement

Direct mail advertisement

Influencer advertisement

Digital/online advertisement

Television advertisement

Radio advertisement

1.A large colorful banner is placed on a busy highway showing a new
sports drink. Thousands of drivers and pedestrians see it every day while
travelling through the city.

Type of advertisement:

2. A famous fitness blogger posts a video on Instagram showing
how she uses a new protein supplement and recommends it to her
followers.

Type of advertisement:
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3. A short 30-second video promoting a new smartphone is broadcast
during a popular evening television program.

Type of advertisement:

4. A company sends a promotional email to customers offering a 20%
discount on their new clothing collection.

Type of advertisement:

5. A full-page advertisement for a luxury watch appears in a fashion
magazine.

Type of advertisement:

6. While listening to music on the radio, you hear a short promotional
message about a local restaurant offering special weekend discounts.

Type of advertisement:

7. While browsing a news website, a banner advertisement
appears promoting an online language learning platform.

Type of advertisement:

< <> Activity 6. Read the advertisement descriptions and
identify the target audience.

Write who the advertisement is most likely aimed at.

Example: teenagers, children, young professionals, families,
athletes, students, etc.

1.A colorful video advertisement shows young people listening to
music, taking selfies, and using a new smartphone with advanced camera
features. Target audience:

2. An advertisement promotes a comfortable family car with spacious
seats, strong safety features, and enough room for children and luggage.
Target audience:

3. A social media advertisement presents a language learning app that
helps wusers prepare for international exams and study abroad
opportunities. Target audience:

4. A sports brand releases a video showing professional athletes
training intensely while wearing new running shoes.

Target audience:
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5. A toy commercial shows children playing with colorful building
blocks and educational games.

Target audience:

< < Activity 7. Read the advertisement description and
suggest improvements.

Identify one weakness and suggest how the advertisement could
be improved.

1.A television advertisement shows a product for only a few seconds
and does not explain what the product actually does.
Weakness:

Suggested improvement:

2. A billboard advertisement contains too much text, making it
difficult for people to read while driving.
Weakness:

Suggested improvement:

3. A social media advertisement uses unclear images and low-
quality sound.
Weakness:

Suggested improvement:

4. An online advertisement does not include any call to action
or information about how to purchase the product.
Weakness:

Suggested improvement:
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5. A radio advertisement speaks too quickly and listeners
cannot understand the message clearly.
Weakness:

Suggested improvement:
Homework:
O Design an advertisement idea for a product.

O Describe the message, target audience, and type of advertisement
(TV, digital, etc.).
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UNIT 10

ORGANISING THE RELAUNCH OF A PRODUCT.
EVALUATING THE SUCCESS OF A RELAUNCH.

Lecture Plan

1. Introduction to Product Relaunch and Its Importance
2. Reasons for Relaunching a Product

3. Planning and Organising a Product Relaunch

4. Marketing Strategies for a Successful Relaunch

5. Communication and Branding in Relaunch Campaigns
6. Evaluating the Success of a Product Relaunch

7. Challenges and Risks in Product Relaunch

Key Words

Product relaunch — The process of reintroducing an existing product
to the market with improvements, changes, or a new marketing strategy.
Rebranding — Changing the image, design, or identity of a product or
company to make it more appealing to consumers.

Target market — A specific group of consumers that a product
or campaign is aimed at.

Marketing campaign — A planned set of promotional activities
designed to achieve a specific marketing goal.

Consumer feedback — Opinions and responses from customers
about a product or service.

Brand positioning — The way a product is perceived in the minds of
consumers compared to competitors.

Sales performance — The measurement of how well a product is
selling in the market.

Market research — The process of collecting and analyzing
information about consumers and competitors.

Key Concepts

A product relaunch is a strategic process used by companies to

reintroduce an existing product to the market with the aim of
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Improving its performance, image, or relevance. Unlike a completely
new product launch, a relaunch focuses on modifying or repositioning an
existing product to better meet consumer expectations or respond to
market changes.

Product relaunches often occur when a product experiences declining
sales, outdated branding, increased competition, or changes in consumer
preferences. Through relaunch strategies such as redesign, improved
features, or new marketing approaches, companies attempt to renew
consumer interest and strengthen their market position.

An effective relaunch requires careful planning, including market
research, audience analysis, and communication strategies. It also
involves strong branding and promotional efforts to ensure that the new
version of the product is clearly understood and accepted by the target
audience.

Evaluating the success of a product relaunch is equally important.

Companies must analyze key indicators such as sales growth,
customer feedback, brand perception, and market share. This evaluation
helps determine whether the relaunch strategy was successful and
provides insights for future marketing decisions.

Theoretical Part

Introduction to Product Relaunch and Its Importance

A product relaunch is a strategic process that involves reintroducing
an existing product into the market with significant improvements
or changes aimed at increasing its competitiveness and relevance. In
today’s fast-changing business environment, no product can remain
successful indefinitely without adaptation. Consumer expectations
evolve rapidly due to technological advancements, social trends, and
increased access to information. As a result, companies must
constantly evaluate their products and make necessary adjustments to
maintain market relevance. The concept of a relaunch is closely
connected to the idea of a product life cycle. Every product goes through
stages such as introduction, growth, maturity, and decline. When a
product enters the decline stage, companies often face the decision of
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either discontinuing it or relaunching it with improvements. A relaunch
offers an opportunity to extend the product’s life cycle and restore its
position in the market.

The importance of a product relaunch also lies in its impact on brand
image. A successful relaunch can signal innovation, responsiveness, and
commitment to quality. It demonstrates that a company listens to its
customers and is willing to adapt to their needs. For example, many global
brands regularly relaunch their products with updated designs or
improved features to maintain customer interest and stay competitive.

In addition, relaunching a product can help companies reach new
market segments. By modifying certain aspects of the product or its
marketing message, companies can appeal to different groups of
consumers who may not have been interested in the original version. This
expands the potential customer base and increases overall market reach.

From a communication perspective, a relaunch requires a
carefully designed narrative that explains the changes and highlights the
value of the improved product. The message must be clear,
persuasive, and consistent across all communication channels. Without
effective communication, even a well-improved product may fail to
achieve success.

Reasons for Relaunching a Product

There are numerous reasons why companies decide to relaunch a
product, and these reasons often reflect broader changes in the
business environment. One of the most common reasons is declining
sales performance. When a product no longer generates sufficient
revenue, companies must investigate the causes and consider whether a
relaunch could address the problem. Declining sales may result from
outdated features, ineffective marketing, or increased competition.

Another important factor is changing consumer behavior. Modern
consumers are highly dynamic, and their preferences are influenced by
trends, technology, and social values. For instance, increased awareness
of environmental issues has led many consumers to prefer sustainable and
eco-friendly products. Companiesmay relaunch products with
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environmentally friendly packaging or improved sustainability features
to meet these expectations.

Technological innovation is another major driver of product
relaunch. As new technologies emerge, products must be updated to
remain competitive. For example, electronic devices are frequently
relaunched with enhanced performance, new functionalities, and impro-
ved user interfaces. Failure to incorporate technological advancements
can result in a product becoming obsolete.

Brand repositioning also plays a significant role in product
relaunch decisions. A company may wish to change how its product is
perceived in the market. This could involve shifting from a budget-
friendly image to a premium brand identity or targeting a different
demographic group. Relaunching the product allows the company to
communicate this new positioning effectively.

In some cases, negative public perception or previous marketing
failures may require a relaunch. If a product has received poor reviews or
faced criticism, a relaunch can provide an opportunity to correct mistakes
and rebuild trust. This often involves not only improving the product but
also addressing customer concerns through transparent communication.

Planning and Organising a Product Relaunch

The planning and organization of a product relaunch is a highly
structured process that requires careful coordination across multiple
departments. It  begins with comprehensive market research, which
involves analyzing consumer needs, competitor strategies, and industry
trends. This research provides valuable insights into what improvements
are necessary and how the product can be repositioned.

Once the research phase is complete, companies define clear
objectives for the relaunch. These objectives must be specific and
measurable, such as increasing sales by a certain percentage, improving
brand awareness, or entering a new market segment. Clearly defined
goals provide direction and serve as benchmarks for evaluating success.

The next step involves developing a detailed strategy that outlines
how the relaunch will be executed. This includes decisions related to
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product design, pricing distribution channels, and promotional activities.
For example, companies must decide whether to introduce new
features, redesign packaging, or adjust pricing to make the product
more competitive.

Project management plays a critical role in organizing the relaunch.
A timeline is created to ensure that all tasks are completed on schedule.
This includes deadlines for product development, marketing campaign
preparation, and distribution. Effective coordination between teams is
essential to ensure that all elements of the relaunch are aligned.

In addition, companies must allocate resources efficiently. Budget
planning is particularly important, as relaunch campaigns often require
significant investment in advertising, production, and distribution.
Companies must balance the need for high-quality execution with
financial constraints.

Marketing Strategies for a Successful Relaunch

Marketing strategies are at the heart of a successful product relaunch.
One of the most important aspects is communicating the unique value of
the updated product. Consumers must clearly understand what has
changed and why the new version is better than the previous one. This
requires clear messaging and strong visual presentation.

Storytelling is an effective strategy that allows companies to connect
with their audience on an emotional level. Rather than simply listing
product features, companies create narratives that highlight the
benefits and impact of the product in real-life situations. For example, a
relaunch campaign may focus on how the product improves daily life or
solves a common problem.

Multi-channel marketing is another essential strategy. In today’s
digital environment, consumers interact with multiple media platforms,
including social media, websites, television, and mobile applications. By
using a combination of these channels, companies can reach a wider
audience and reinforce their message.

Promotional activities such as discounts, limited-time offers, and
product demonstrations can encourage consumers to try the relaunched
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product. These incentives create a sense of urgency and provide an
opportunity for customers to experience the improvements firsthand.

Engagement with customers is also critical. Companies must actively
interact with their audience through social media, customer service
channels, and feedback mechanisms. This interaction helps build
relationships, increase trust, and provide valuable insights for future
Improvements.

Communication and Branding in Relaunch Campaigns
Communication and branding are central to shaping how a relaunched
product is perceived. Effective communication ensures that the message

is consistent, clear, and aligned with the company’s overall brand
identity. Every element of the campaign, from advertisements to packa-
ging, must convey the same message. Branding involves creating a
strong and recognizable identity for the product. This includes visual
elements such as logos, colors, typography, and packaging design. During
a relaunch, these elements may be updated to reflect the product’s
new image. However, it is important to maintain some level of continuity
so that existing customers can still recognize the brand.

The tone of communication must be carefully chosen to match the
target audience. For example, products aimed at younger audiences may
use informal and energetic language, while products targeted at
professionals may require a more formal and informative tone.

Transparency is particularly important in relaunch campaigns.
Consumers expect honesty and clarity about what has changed and why.
Providing clear explanations helps build trust and credibility, which are
essential for long-term success.

Evaluating the Success of a Product Relaunch

Evaluating the success of a product relaunch is a critical step that
allows companies to assess the effectiveness of their strategies and
make informed decisions for the future. This process involves
analyzing a variety of performance indicators.

Sales data is one of the most direct measures of success. An increase
in sales indicates that the relaunch has successfully attracted
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consumer interest. However, sales must be analyzed over time to
determine whether the success is sustainable.

Customer feedback provides qualitative insights into how the product
is perceived. Reviews, surveys, and social media comments reveal
customer satisfaction levels and highlight areas for improvement.
Positive feedback suggests that the relaunch has met consumer
expectations, while negative feedback indicates areas that require further
attention.

Brand perception is another important factor. Companies must
evaluate whether the relaunch has improved the product’s image and
strengthened its position in the market. This can be assessed through
brand awareness studies and customer perception surveys.

Digital analytics provide detailed information about audience
engagement. Metrics such as website traffic, click-through rates, and
social media interactions help companies understand how consumers
respond to the relaunch campaign.

Challenges and Risks in Product Relaunch

Despite careful planning, product relaunches involve significant risks
and challenges. One of the main challenges is uncertainty about consumer
response. Even well-designed products may fail if they do not align with
consumer expectations.

Another challenge is maintaining a balance between innovation
and familiarity. While it is important to introduce new features,
drastic changes may alienate existing customers. Companies must ensure
that the product retains its core identity while offering meaningful
improvements. Financial risk is also a major concern. Relaunch
campaigns require substantial investment, and there is no guarantee of
success. Companies must carefully manage their budgets and assess
potential risks before proceeding.

Competition adds another layer of complexity. Competitors may
respond quickly to a relaunch by introducing their own innovations or
marketing campaigns. This creates a highly competitive environment
in which companies must continuously adapt.
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Finally, communication failures can undermine the entire relaunch
effort. If the message is unclear or inconsistent, consumers may not
understand the value of the product, leading to reduced interest and
engagement.

Key Takeaways

1. A product relaunch is a strategic process aimed at improving an
existing product’s performance, image, and relevance in the market.

2. Companies relaunch products due to declining sales, changing
consumer preferences, technological advancements, or increased compe-
tition.

3. Effective planning, including market research and clear objectives
is essential for a successful relaunch.

4. Marketing strategies such as storytelling, multi-channel promo-
tion, and customer engagement play a crucial role in attracting attention.

5. Communication and branding must be clear, consistent, and
aligned with the target audience.

6. Evaluating a relaunch involves analyzing sales data, customer
feedback, brand perception, and digital engagement.

7.Product relaunches involve risks, including financial costs,
competition, and uncertain consumer response.

Discussion Questions

1. Why do companies prefer relaunching a product instead of
creating a completely new one?

2. What are the most important factors to consider when planning a
product relaunch?

3. How can companies effectively communicate changes in a
relaunched product?

4. What role does customer feedback play in improving a product
relaunch?

5. How can companies measure whether a relaunch has been
successful?

6. What challenges might companies face during a product relaunch?
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7. Do you think all products should be relaunched when sales
decline? Why or why not?

Extra Engaging Activities

<> Activity 1. Multiple Choice.

Choose the correct answer.

1. What is the main goal of a product relaunch?

A) To remove the product from the market

B) To improve and reintroduce the product

C) To reduce marketing costs

D) To avoid competition

2. Which factor often leads to a product relaunch?

A) High customer satisfaction

B) Declining sales

C) Lack of production

D) No competitors

3. What helps companies understand customer needs before
relaunching? A) Advertising

B) Market research

C) Packaging

D) Branding

4. Which of the following is used to measure relaunch success?
A) Logo design

B) Sales performance

C) Color choice [ ]

D) Product name

<> Activity 2. True or False.

Write T for True and F for False.

1. Product relaunch involves introducing a completely new product.
2. Customer feedback is important in evaluating a relaunch.

3. Digital analytics can help measure audience engagement.

4. A relaunch does not require planning.

5. Competition can affect the success of a relaunch.

< Activity 3. Short Answer.
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Answer in 2-3 sentences.

1. Why is market research important before relaunching a product?

2. How can branding influence the success of a relaunch?

3. What is one challenge companies face during a relaunch?

<> Activity 4. Case Study.

Scenario:

A company produces a popular energy drink. Recently, sales
have decreased because customers consider the product unhealthy and
outdated. Competitors have introduced healthier alternatives.

Questions:

1. Identify two reasons why the product needs a relaunch.

2. Suggest two improvements for the product.

3. What type of marketing strategy should the company use?

4. How should the company communicate the changes to customers?

<> Activity 5. Create Your Own Relaunch Plan.

Choose a product (phone, food, app, clothing, etc.) and complete:
Product:

Problem:

Target audience:

Improvements:

Marketing strategy:

How to measure success:

Write 4-5 sentences explaining your relaunch plan.
Homework:

O Choose a product and explain how you would relaunch it. Include
marketing strategy and expected results (120-150 words).
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UNIT 11
CREATING ONLINE GAMES
( KAHOOT, JEOPARDY, QUIZ..)

Lecture Plan

1. Introduction to Online Educational Games

2. Types of Online Games (Kahoot, Jeopardy, Quiz)

3. Benefits of Using Online Games in Education

4. Designing Effective Game-Based Learning Activities
5. Tools and Platforms for Creating Online Games

6. Student Engagement and Motivation through Games
7. Evaluating Learning Outcomes through Online Games

Key Words

Online game — A digital activity played on computers or mobile
devices, often used for entertainment or educational purposes.

Gamification — The use of game elements such as points,
competition, and rewards in non-game contexts like education.

Kahoot — An interactive online quiz platform used for learning
through games and competitions in real-time.

Jeopardy-style game — A quiz format where players choose
questions from categories with different difficulty levels and points.

Quiz — A short test or game consisting of questions designed to
assess knowledge or understanding.

Engagement — The level of interest, participation, and involvement
of students in a learning activity.

Interactive learning — A teaching approach that actively
involves students through participation and interaction.

Feedback — Information given to learners about their performance to
help improve understanding.

Key Concepts

Online educational games have become an essential part of
modern teaching methods, especially in digital learning environments.
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These games combine entertainment and education, allowing students to
learn in an interactive and engaging way. Unlike traditional teaching
methods, which often rely on passive listening, online games encourage
active participation and immediate feedback.

Platforms such as Kahoot, quiz-based tools, and Jeopardy-style
games are widely used in classrooms to review knowledge, assess
understanding, and increase student motivation. These tools transform
learning into a competitive and enjoyable experience, where students
can test their knowledge in real time.

The concept of gamification plays a central role in this process. By
incorporating elements such as points, leaderboards, and rewards,
teachers can create a sense of competition and achievement that motivates
students to participate more actively. As a result, learning becomes more
dynamic, interactive, and effective.

Another important concept is student engagement. When students are
actively involved in learning activities, they are more likely to retain
information and develop a deeper understanding of the subject. Online
games provide opportunities for collaboration, quick thinking, and
problem-solving, which are essential skills in modern education.
Theoretical Part

Introduction to Online Educational Games

In modern education, the integration of technology has
transformed traditional teaching methods into more interactive and
student-centered approaches. One of the most effective innovations in this
area is the use of online educational games. These games combine
elements of entertainment and learning, allowing students to actively
participate in the educational process rather than passively receiving
information.

Online games are particularly effective because they appeal to
students’ natural interest in competition, rewards, and achievement.
When students engage in game-based activities, they tend to focus more,
participate actively, and retain information more effectively. This
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approach aligns with modern educational theories that emphasize active
learning, collaboration, and student engagement.

Moreover, online games support different learning styles. Visual
learners benefit from graphics and animations, auditory learners benefit
from sound and explanations, and Kkinesthetic learners benefit from
interaction and participation. As a result, online games create a more
inclusive learning environment.

Types of Online Games (Kahoot, Jeopardy, Quiz)

Online educational games can be categorized into different types
based on their structure and purpose. Among the most widely used
formats are quiz-based games, competition-based platforms, and
category-based games.

Quiz-based games are the simplest and most commonly used format.
They consist of multiple-choice or short-answer questions designed to
assess students’ knowledge. These games are effective for reviewing
material, testing understanding, and providing immediate feedback.

Kahoot-style games represent a more dynamic version of quiz-
based learning. They involve real-time competition where students
answer questions using their devices while scores are displayed on a
leaderboard. This format creates excitement and motivates students to
perform better. Jeopardy-style games are structured differently. They
involve categories and point values, allowing students to choose
questions based on difficulty levels. This format encourages strategic
thinking and gives students more control over the learning process.

Each type of game serves a different educational purpose, and
teachers must select the most appropriate format based on learning
objectives and classroom dynamics.

Benefits of Using Online Games in Education

The use of online games in education offers numerous benefits that
go beyond simple knowledge testing. One of the most significant
advantages is increased student engagement. Traditional lectures often
result in passive learning, whereas games require active participation.
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Another major benefit is immediate feedback. In game-based
learning, students receive instant results after answering questions. This
allows them to identify their mistakes and learn from them in real
time. Immediate feedback also helps teachers assess student
understanding more effectively.

Online games also promote collaboration and communication.
Many game formats involve teamwork, discussions, and shared
decision- making. This helps students develop social and communication
skills that are essential in real-world situations.

Motivation is another key advantage. The use of points, rewards, and
competition encourages students to participate more actively. Even
students who are usually less engaged in traditional lessons may become
more involved when learning is presented as a game.

Designing Effective Game-Based Learning Activities

Designing an effective educational game requires careful planning
and a clear understanding of learning objectives. The first step is defining
the purpose of the game. Teachers must decide whether the game is
intended for revision, assessment, introduction of new material, or skill
development.

The next step is selecting appropriate content. Questions should
be relevant, clear, and aligned with the lesson objectives. It is important
to include a variety of question types, ranging from simple recall
questions to more complex analytical questions.

Another important factor is balancing difficulty levels. If the
questions are too easy, students may lose interest. If they are too difficult,
students may become frustrated. A well-designed game includes a mix of
easy, medium, and challenging questions.

Time management is also crucial. Games should be designed to fit
within the lesson duration without taking too much time. Clear
instructions and smooth transitions help maintain the flow of the activity.

Finally, teachers must consider student participation. The game
should encourage all students to be involved, not just the most active
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ones. This can be achieved through group work, rotating roles, or
inclusive game design.

Tools and Platforms for Creating Online Games

There are many digital tools available for creating online educational
games. These platforms vary in complexity, features, and accessibility,
but they all aim to enhance learning through interactivity. \

Creating a Kahoot Game — Step-by-Step Guide

First, the teacher creates an account on the Kahoot platform. After
logging in, the teacher selects the option to create a new quiz. The next
step involves adding questions, which can be multiple-choice or
true/false. Each question should be clear, concise, and relevant to the
lesson.

The teacher can then add images or videos to make the questions
more engaging. Time limits are set for each question, depending on its
difficulty. Shorter time limits create a sense of urgency, while longer time
limits allow for deeper thinking.

After creating the questions, the teacher reviews the quiz and ensures
that all answers are correct. The game is then launched in the classroom,
where students join using a game code. During the game, students
answer questions in real time, and scores are displayed on a leaderboard.

Finally, the teacher reviews the results and discusses the answers
with students to reinforce learning.

Creating a Jeopardy Game — Step-by-Step Guide

To create a Jeopardy-style game, the teacher begins by selecting a
theme and dividing content into categories. Each category represents a
topic, and each topic includes questions with different difficulty levels.

The teacher assigns point values to each question, usually increasing
with difficulty. For example, easier questions may be worth 100 points,
while more difficult ones may be worth 500 points.

Next, the teacher prepares the questions and answers, ensuring they
are clear and accurate. The game can be created using presentation
software such as PowerPoint or online tools designed for Jeopardy-style
games. During the game, students choose categories and point values.
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The teacher presents the question, and students respond individually or
in teams. Points are awarded based on correct answers.

At the end of the game, the team or student with the highest score
wins. This format encourages participation, strategic thinking, and
collaboration.

Creating a Quiz Game — Step-by-Step Guide

Creating a quiz game involves defining the purpose and structure of
the assessment. The teacher begins by selecting a topic and determining
the number of questions.

Questions can include multiple-choice, short-answer, or matching
formats. It is important to ensure that questions are clear and aligned with
learning objectives.

The teacher then selects a platform, such as Google Forms or other
quiz tools, to create the game. Questions are entered, and correct answers
are marked to enable automatic grading.

Additional features such as images, timers, and feedback can be
added to enhance the experience. Once the quiz is completed, it is shared
with students through a link or platform.

After students complete the quiz, the teacher reviews the results
and provides feedback. This helps identify areas where students need
further support.

Student Engagement and Motivation through Games

Student engagement is one of the most important factors in
successful learning. Online games create an environment where students
are actively involved and motivated to participate. The use of com-
petition, rewards, and instant feedback increases excitement and
encourages students to perform better.

Games also reduce anxiety associated with traditional testing.
Because games are perceived as fun and less formal, students feel
more comfortable participating and making mistakes. This creates a
positive learning environment where students are more willing to take
risks and try new ideas.
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In addition, games promote collaboration and teamwork. Students
often work together to solve problems, discuss answers, and support each
other. This enhances social interaction and builds communication skills.

Evaluating Learning Outcomes through Online Games

Evaluating learning outcomes is a crucial part of the educational
process, and online games provide a dynamic and effective way to assess
student understanding. Unlike traditional assessment methods, which
often focus only on final results, game-based evaluation allows teachers
to observe both the process and the outcome of learning. This makes it
possible to gain a more comprehensive understanding of student
performance.

One of the key advantages of using online games for evaluation is
the availability of real-time data. Most platforms automatically generate
reports that include scores, response accuracy, time taken to answer
questions, and overall performance. These analytics enable teachers to
identify patterns in student learning, such as common mistakes, difficult
topics, and areas that require further explanation. For example, if a large
number of students answer a particular question incorrectly, it may
indicate that the concept was not clearly understood and needs to be
revisited.

In addition to quantitative data, online games also provide
valuable qualitative insights. Teachers can observe how students
approach questions, whether they hesitate, guess, or confidently select
answers. This behavioral observation helps teachers understand students’
thinking processes and levels of confidence. It also allows teachers to
identify students who may need additional support, even if their scores
appear acceptable.

Another important aspect of evaluation is formative assessment.
Online games are particularly effective for this purpose because they can
be used continuously throughout the learning process, rather than only at
the end. By using short quizzes or game-based activities regularly,
teachers can monitor student progress, adjust lesson plans, and provide
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iImmediate feedback. This ongoing assessment helps prevent learning
gaps and ensures that students stay on track.

Summative assessment can also be conducted through online games.
At the end of a unit or course, teachers can design comprehensive quizzes
or competitive games to evaluate overall understanding. These
assessments can be structured to include different levels of difficulty,
ensuring that both basic knowledge and higher-order thinking skills are
tested.

Feedback plays a central role in effective evaluation. One of the
strengths of online games is the ability to provide instant feedback.
Students can immediately see whether their answers are correct and
often receive explanations. This immediate response helps reinforce
learning and correct misunderstandings before they become permanent.
Teachers can further enhance this process by discussing answers after
the game, encouraging reflection, and clarifying complex points.

Another valuable approach is self-assessment and peer
assessment. Online games can be used to encourage students to reflect on
their own performance and compare their results with others.
Leaderboards and scores can motivate students to improve, but they
should be used carefully to ensure that competition remains healthy and
supportive rather than discouraging.

It is also important to consider fairness and inclusivity in evaluation.
Not all students perform equally well under time pressure or
competitive conditions. Therefore, teachers should design games that
allow sufficient time for thinking and provide equal opportunities for
participation. In some cases, collaborative games or team-based activities
may be more appropriate than individual competition.

Finally, evaluation through online games should always be
connected to learning objectives. The purpose of the game is not only to
entertain but also to measure whether students have achieved the intended
outcomes. Teachers must ensure that questions are aligned with lesson
goals and that results are used to improve both teaching and learning
processes.
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In conclusion, online games offer a comprehensive and flexible
approach to evaluating learning outcomes. By combining real-time data,
iImmediate feedback, and interactive engagement, they provide a more
complete picture of student performance than traditional assessment
methods. When used effectively, they not only measure learning but also
enhance it, making evaluation an integral part of the learning experience.

Key Takeaways

1. Online educational games are powerful tools that combine
learning and entertainment to increase student engagement and
motivation.

2. Different types of games such as Kahoot, Jeopardy, and quiz-
based activities serve various educational purposes.

3. Gamification enhances learning by introducing elements like
competition, rewards, and instant feedback.

4. Effective game design requires clear objectives, appropriate
difficulty levels, and well-structured questions.

5. Platforms like Kahoot and quiz tools allow teachers to create
interactive and real-time learning experiences.

6. Online games improve student participation, collaboration,
and critical thinking skills.

7. Game-based evaluation provides both quantitative and qualitative
insights into student performance.

8. Immediate feedback and continuous assessment help improve
learning outcomes.

Discussion Questions

1. Why are online games more engaging than traditional
teaching methods?

2. What are the advantages and disadvantages of using Kahoot in the
classroom?

3. How can teachers ensure that online games remain educational
and not just entertaining?

4. What factors should be considered when designing a Jeopardy-
style game?
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5. How does gamification influence student motivation?

6. What challenges might teachers face when using online games in
lessons?

7. How can online games be used for both teaching and assessment?
Extra Engaging Activities

<> Activity 1. Multiple Choice.

Choose the correct answer.

1. What is the main purpose of using online games in education?
A) To replace teachers

B) To entertain only

C) To engage students and support learning

D) To reduce lesson time

2. What is gamification?

A) Playing games only for fun

B) Using game elements in learning

C) Avoiding technology in class

D) Writing long tests

3. Which platform is used for real-time quiz competitions?

A) Jeopardy

B) Kahoot

C) Radio

D) Print

4. What is an important feature of Jeopardy-style games?

A) Random questions only

B) Categories and point values

C) No scoring system

D) No interaction

< Activity 2. True or False.

Write T for True and F for False.

1. Online games increase student engagement.

2. Kahoot games cannot include images or videos.

3. Feedback is important in game-based learning.

4. Jeopardy games encourage strategic thinking.
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5. Online games are only used for entertainment.

<> Activity 3. Short Answer

Answer in 2-3 sentences.

1. Why is feedback important in online games?

2. How do online games motivate students?

3. What is one benefit of using quizzes in learning?

<> Activity 4. Design a Kahoot Game.

Complete the plan:

Topic:

Number of questions:

Type of questions:

Time limit:

Example question:

Write 3—4 sentences explaining how your Kahoot game will help
students learn.

<> Activity 5. Design a Jeopardy Game

Theme:

Categories:

Point values:

Example question:

Explain how students will play your game.

< Activity 6. Scenario Analysis Scenario:

A teacher uses an online quiz game in class, but some students are no
participating actively, and others are guessing answers too quickl
without thinking.

Questions:

1. What are the problems in this situation?

2. Suggest two solutions to improve the activity.
3. How can the teacher increase student engagement?

Homework :

O Create 5 quiz questions for an online game (Kahoot or similar)

Include multiple-choice answers.
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UNIT 12

ANALYZING NARRATIVES IN THE MEDIA. MEDIA TALK
AND MEDIA GENRES.

Lecture Plan

1. Introduction to Media Narratives

2. Understanding the Structure of Narratives in Media

3. Types of Media Narratives (News, Documentaries, Feature
Avrticles, Films, Series)

4. Media Talk — How Media Communicates Messages

5. Media Genres — Definitions and Examples (News, Drama,
Comedy, Reality, Documentary, etc.)

6. Techniques for Analyzing Narratives

7. Evaluating the Influence of Media Narratives on Audiences

Key Words

Narrative - A structured story or account of events, real or fictional
presented through media such as newspapers, television, or online
platforms.

Media talk The way in which media communicates information,
including language style, tone, and presentation techniques.

Media genre - A category of media content defined by its form, style,
and conventions, such as news, drama, comedy, documentary, or reality
shows. News article - A factual report on current events, typically written
in a neutral and concise style.

Feature article - A detailed story providing background, analysis, or
human interest elements, often longer than news reports.

Documentary - A non-fiction film or program that presents
factual information or real-life events in an informative or persuasive
way.

Media discourse - The language, style, and structure used by media
to convey meaning and influence audiences.
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Audience perception - How viewers or readers interpret and respond
to media content based on personal, cultural, or social context.

Key Concepts

Media narratives are essential tools for communicating ideas,
information, and stories to audiences. A narrative is more than just a
sequence of events; it is carefully structured to guide audience
understanding, evoke emotions, and create meaning. Understanding how
narratives are built in media enables both consumers and producers to
engage critically with content. Media talk refers to the linguistic and
stylistic choices made by media producers. It includes word choice,
sentence structure, tone, and rhetorical devices that influence how a story
is received. For example, a news article might use formal and neutral
language, while a feature article or documentary may employ descriptive,
persuasive, or emotive language to connect with the audience.

Media genres provide frameworks for understanding and
categorizing content. Each genre has conventions, rules, and typical
structures that help audiences know what to expect. News reports
emphasize accuracy and brevity, documentaries focus on factual
storytelling and evidence, dramas build tension and character arcs, while
comedy relies on humor and timing. Recognizing these genres and their
conventions helps students analyze the effectiveness of narratives and
the techniques used to engage audiences.

Analyzing narratives in media involves examining both content and
form. Content analysis looks at what is being communicated, including
themes, messages, and values. Formal analysis focuses on how the
message is  delivered, such as through visuals, editing, language, or
sound. Critical analysis also considers audience perception and the
broader social, cultural, and political context.

By combining knowledge of narrative structures, media talk, and
genre conventions, students develop skills to evaluate media critically.
This includes identifying biases, persuasive strategies, and the potential
Impact on audiences. Effective media literacy empowers students to not
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only understand what is presented but also question how and why
it is presented.

Theoretical Part

Introduction to Media Narratives

Media narratives are more than just stories; they are carefully
structured accounts designed to convey information, influence opinion,
and evoke emotional responses. Whether delivered through newspapers,
television, films, podcasts, or social media, these narratives shape how
audiences perceive events, characters, and societal issues. In today’s
media- saturated environment, narratives are central to understanding
public discourse because they not only present facts or events but also
frame how these facts are interpreted. For example, a news story about a
natural disaster might focus on statistics and rescue efforts, while a
human- interest feature about the same disaster might highlight individual
stories of survival, creating a different emotional and cognitive response
from the audience. The way a narrative is framed determines the
audience’s perception, making the study of media narratives essential for
developing critical media literacy.

Structure of Media Narratives

Every media narrative, whether factual or fictional, typically follows
a coherent structure. A narrative begins by setting the context and
introducing characters or key elements, known as exposition. In news
reporting, this includes answering the basic questions of who, what,
when, where, and why, while documentaries might establish a setting
and present the main issue to be explored. The conflict or problem,
whether social, personal, or environmental, drives the narrative forward,
creating tension or engagement. The climax or turning point is the
narrative’s peak, where key developments or revelations capture the
audience’s attention. Finally, the resolution provides closure, offering
conclusions, reflections, or prompting audiences to consider further
action. In digital media, narratives may include non-linear storytelling,
subplots, flashbacks, or interactive elements, allowing audiences to
engage in multiple ways.
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Types of Media Narratives

Media narratives can be classified based on purpose and format.
News reports focus on factual reporting of current events, emphasizing
accuracy, objectivity, and clarity, with formal language and structured
presentation. Feature articles delve deeper, often combining facts with
descriptive language, anecdotes, and interviews to provide context and
human interest. Documentaries present real-life events in a persuasive or
informative manner, using interviews, narration, and visual evidence to
construct a compelling story. Fictional narratives, including films and series,
aim to entertain while conveying cultural, moral, or social themes through
plot development, character arcs, and dramatic tension. Digital narratives,
such as vlogs, podcasts, and online articles, often combine text, visuals, and
audio, enabling interactive or episodic storytelling. Analyzing each type
requires understanding both content and delivery methods.

Media Talk — Communicating Messages

Media talk encompasses the language, style, and techniques used to
convey messages to audiences. It involves deliberate choices in word
selection, tone, and rhetorical strategies that influence perception and
engagement. The tone can range from formal and neutral in news to
emotive and persuasive in feature articles or documentaries. Rhetorical
devices, such as repetition, metaphors, statistics, and questions, are used
to emphasize points and persuade audiences. Visual and audio elements,
including camera angles, graphics, music, and editing, further reinforce
the intended message. For example, a news anchor reporting a crisis uses
precise and factual language with a serious tone to communicate urgency,
whereas a lifestyle vlog may use informal, humorous language and upbeat
music to create a relaxed and engaging atmosphere.

Media Genres — Understanding and Identifying

Media genres categorize content based on style, form, and con-
ventions. News emphasizes timeliness, accuracy, and brevity. Drama and
fiction use conflict, character development, and emotional engagement to
tell a story. Comedy focuses on humor, satire, and exaggeration to
entertain. Documentaries aim to inform or persuade through factual
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storytelling. Reality-based content depicts unscripted situations, often edited
for dramatic effect. Feature articles blend descriptive writing with factual
analysis to provide depth and context. Digital media can combine genres,
producing interactive and multimodal content. Understanding genre conve-
ntions allows audiences to anticipate the structure and purpose of narratives
and enables critical evaluation of content.

Analyzing Narratives

Effective analysis examines both content and form. Content analysis
identifies central themes, values, and messages, exploring how stories
convey ideology, perspective, or bias. Formal analysis evaluates the
construction of the narrative, including language, visuals, sound, pacing,
and structure. Audience analysis considers how interpretation may vary
based on cultural, social, or personal context. A critical perspective
involves recognizing bias, omissions, persuasive strategies, and rep-
resentation. For instance, a feature article on a social issue may selectively
highlight certain voices, affecting the audience’s understanding. By
combining these approaches, students gain the ability to critically assess
both what is presented and how it is presented.

Evaluating Audience Impact

Media narratives do not exist in isolation; their ultimate purpose is to
reach an audience and influence perception, understanding, and behavior.
To evaluate their impact, it is important to examine both the emotional
and cognitive responses of the audience. Emotional impact involves the
feelings that a narrative evokes, which can range from empathy, joy, or
excitement to fear, sadness, or anger. For instance, a news story about a
natural disaster accompanied by images of affected families and urgent
music may evoke strong feelings of empathy and urgency, motivating the
audience to donate, volunteer, or support relief efforts. Similarly, a
feature article or documentary highlighting personal stories of struggle
can humanize complex social issues, fostering emotional connection
and awareness.

Cognitive impact relates to how audiences process the informa-
tion, interpret the narrative, and form opinions or make decisions. Media
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can shape beliefs subtly through framing, selective presentation, and
emphasis on particular aspects of a story. For example, two news outlets
reporting on the same political event may emphasize different facts
or use contrasting language, leading their respective audiences to
develop divergent interpretations. Understanding this influence
requires recognizing not only what the narrative presents but also what it
omits, which can be as important as the content itself.

Audience perception is also shaped by cultural, social, and personal
factors. A documentary about education in a specific country may
resonate differently with students, educators, or policymakers, depending
on their background and prior experiences. Social norms and values can
affect how individuals respond to moral dilemmas, controversial topics,
or social issues presented in media. Therefore, evaluating audience
impact involves considering the diversity of the audience and the
context in which the narrative is consumed.

Ethical considerations are a crucial part of evaluating narratives.
Media producers have a responsibility to present accurate, fair, and
balanced content. Misrepresentation, sensationalism, or bias can mislead
audiences, reinforce stereotypes, or manipulate public opinion. For
example, reality TV programs that exaggerate conflict or portray
individuals negatively may entertain, but they can also shape harmful
perceptions about certain groups. Similarly, news outlets that focus
disproportionately on negative events may create unnecessary fear or
anxiety among viewers.

Critical engagement with media narratives involves asking questions
such as: Does the narrative provide sufficient evidence? Are multiple
perspectives represented? How might different audiences interpret this
content? What emotional and cognitive effects does it have? By
considering these aspects, students can assess both the effectiveness and
the responsibility of media narratives.

Finally, understanding audience impact helps students become
more media-literate consumers. They learn to identify techniques used
to influence opinion, recognize persuasive strategies, and develop a
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critical eye toward bias, framing, and ethical concerns. This not only
improves comprehension of individual narratives but also enhances
overall ability to navigate a complex media environment thoughtfully and
responsibly.

Key Takeaways

1. Media narratives are structured stories that convey information,
persuade audiences, or entertain, and they are present across newspapers,
television, digital platforms, and podcasts.

2. Media talk including language choice, tone, and rhetorical strategies
Is essential in shaping audience perception and guiding interpretation.

3. Different media genres, such as news, documentaries, feature
articles, dramas, and online content, follow specific conventions that
influence how narratives are constructed and received.

4. Analyzing both content and form is crucial: the story itself, as well
as visuals, audio, and pacing, determine audience understanding and
engagement.

5. Narratives can evoke emotional responses, influence opinions,
and shape behavior, making evaluation of audience impact a key part of
media literacy.

6.Critical media analysis involves identifying bias, selective
presentation, omissions, and ethical considerations in media content.

7. Understanding media genres and narrative techniques allows
audiences to evaluate effectiveness, anticipate conventions, and engage
thoughtfully with content.

8. Developing media literacy equips students to interact with media
responsibly, recognize persuasive strategies, and respond critically to
different narratives.

Discussion Questions

1. How do different media formats, such as news articles,
documentaries, or online videos, shape the audience’s understanding of
the same event?

2. In what ways does the choice of language, tone, and visuals
influence audience perception?
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3. What ethical responsibilities do media producers have when
constructing narratives, and what can happen if they fail to meet them?

4. How can understanding media genres help in critically evaluating
content and identifying bias or manipulation?

5. What are the differences between emotional and cognitive impacts
of media narratives, and why are both important?

6. How might personal background, cultural context, or prior
knowledge affect the interpretation of media narratives?

7. How can audiences assess whether a narrative is balanced, fair, or
persuasive rather than simply informative?

Extra Engaging Activities

< Activity 1. Multiple Choice.

Choose the correct answer.

1. What is the primary purpose of media narratives?

A) To entertain only

B) To convey information, persuade, or entertain

C) To replace teachers

D) To reduce media consumption

2. What does “media talk” refer to?

A) Spoken conversation between journalists

B) The language, tone, and rhetorical devices used to communicate
in media

C) Social media comments only

D) Technical production details

3. Which of the following is an example of a media genre?

A) Newspaper article B) Documentary

C) Drama

D) All of the above

4. Emotional impact in media narratives means:

A) How well a story informs the audience

B) The feelings a story evokes in the audience

C) The length of the story

D) The number of facts included
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<> Activity 2. Scenario Analysis

Read the scenario below and answer the questions:

You are watching a short documentary clip about climate change.
The narrator explains scientific data about rising temperatures, shows
visuals of melting glaciers, and includes interviews with affected
communities. The tone is urgent, and background music emphasizes the
seriousness of the topic. You also notice that some local perspectives are
missing, and a particular political angle is highlighted more than others.

Questions:

1. ldentify the main narrative of the documentary.

2. Describe how media talk (language, tone, visuals, audio)
influences the audience’s perception.

3. Point out any bias or selective presentation and explain how it
might affect interpretation.

4. Suggest one way the documentary could improve balance or
inclusiveness.

< Activity 3. Fill in the Gaps.
Complete the sentences with the correct words below:
Narrative, Bias, Visuals, Emotion, Genre

1. A in media is a structured story that informs, entertains,
or persuades.

2. refers to selective presentation or favoritism that can
influence audience perception.

3. Music, images, and video clips are examples of that
enhance the message.

4. Stories often aim to provoke to engage the audience more
effectively.

5. A documentary, a news report, and a short film each belong to a
different :

< Activity 4. Identifying Media Techniques.

Complete the table below by analyzing three different media
examples. For each example, identify the type of narrative, the media talk
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elements used, the genre, and the possible audience impact. Use your
own observations and explanations.

Media Example Type of | Media Talk Genre Audience
Narrative Elements Impact
(language, tone, (emotional,
visuals, audio) cognitive,
behavioral)

Example 1: Short
news clip about a local
event

Example 2:
Documentary clip
about environmental
issues

Example 3: Online
short film or digital
story

Instructions:

1. For Type of Narrative, briefly describe what the story is about
and its structure (beginning, development, conclusion).

2. For Media Talk Elements, analyze the language, tone, choice of
words, visuals, audio, or music used to communicate the message.

3. For Genre, identify whether it is news, documentary, feature,
drama, or online content.

4. For Audience Impact, explain how the narrative may affect viewers
emotionally, cognitively, or behaviorally, giving specific examples.

Tip: Try to use examples you have watched recently or your
own observations from media platforms. Consider both what is presented
and how it is presented.

Homework:

Analyze a media text (video, article, or podcast). Write about:

O narrative

O media talk

O audience impact (120-150 words)
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GLOSSARY

Account - A personal profile created on a digital platform

Advertisement -A message promoting a product, service, or idea
through media

Analysis -The detailed examination of media content

Animation - Moving images created digitally

Argument - A set of reasons supporting a claim

Audience - The group of people who receive media messages

Audio - Sound elements used in media production

Bias - A one-sided perspective in media content

Board - A group responsible for decision-making in an organization

Brand - The identity of a company or product

Brief - Instructions or guidelines for a project

Broadcast - Transmission of media content to a wide audience

Call sheet - A document with filming schedule and details

Camera angle - The position from which a shot is taken

Campaign - A series of promotional activities

Citation - Reference to the source of information

Claim - A statement that something is true

Client - A person who receives professional services

Collaboration - Working together to achieve a goal

Communication - Exchange of information between people

Content - Information presented in media

Credibility - The reliability or trustworthiness of information

Cut - Removing parts of video or audio

Deadline - The time by which a task must be completed

Design - The planning and creation of visuals

Digital footprint - The trace of a person’s online activity

Digital media - Media created and shared electronically

Director - The person managing creative production

Documentary - A factual media production about real events
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Drama - A genre focused on emotional storytelling
Editing - The process of modifying media content
Editor - A person who edits media materials

Effect - Visual or audio enhancement

Email - Electronic communication via internet
Emotion - Feelings evoked in the audience
Engagement - Level of audience involvement

Ethics - Moral principles guiding media production
Evaluation - Assessing the quality or effectiveness
Evidence - Information used to support a claim
Feature article - A detailed and in-depth article
Feedback - Responses used for improvement
Feedback loop - Continuous improvement cycle
Formal communication - Professional and structured interaction
Framing - The way information is presented in media
Gamification - Using game elements in learning
Genre - A category of media content

Graphic - Visual representation of information
Headline - The title of a news article

Informal communication - Casual and relaxed interaction
Interaction - Communication between participants
Interview - A conversation to gather information
Layout - Arrangement of visual elements

Lighting - Use of light in media production

Listener - A person who receives spoken information
Logic - Reasoning used in arguments

Logo - A symbol representing a brand

Management - The process of organizing and leading
Marketing - Promoting products or services

Media - Channels of communication

Media talk - Language and tone used in media communication
Message - The main idea being communicated
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Monopoly - Market controlled by one company
Narrative - A structured story

Objectivity - Being neutral and unbiased
Pitch - Presenting an idea to others

Platform - A digital space for interaction
Podcast - An online audio program
Post-production - Editing after filming
Pre-production - Planning before production
Presentation - Speaking to an audience
Privacy - Protection of personal information
Production - Creating media content
Production team - Group working on media creation
Profile photo - A personal image used online
Proposal - A suggested plan

Questionnaire - A set of questions

Quiz - A short test

Response - An answer or reaction

Scene - A part of a film

Schedule - A plan of activities

Script - Written dialogue and actions
Security - Protection of data

Shot - A continuous camera recording

Short video - A brief video content

Slogan - A memorable phrase

Social media - Online communication platforms
Source - Origin of information

Speaker - A person who talks

Statistics - Numerical data

Storyboard - Visual plan of scenes

Style - The way something is presented
Subjectivity - Personal opinion or bias
Survey - Data collection method
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Target audience - Intended viewers

Task - A piece of work

Teamwork - Working together

Turnover - Business revenue

Undercut - Offering lower prices than competitors
Visuals - Images used in media

Voice-over - Narration added to media
Worksheet - A learning activity sheet

Tone - The attitude in communication

Transition - Change from one scene to another
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