Example teaching and learning unit 8.3: Codes and conventions – Video advertisements
Media Arts, Levels 7 and 8
Use this teaching and learning unit template to plan a teaching and learning unit for a specific curriculum area or multiple disciplines. 
Hint: Use your completed curriculum area map(s) and your completed curriculum area plan to help populate this teaching and learning unit.
Overview
	Description of the teaching and learning unit
	Cohort considerations (in relation to this teaching and learning unit)

	In this unit, students analyse the media form of video advertisements in the form of public service announcements (PSAs) and its context to communicate ideas, perspectives and meaning. Students investigate PSAs from both broadcast and online streaming platforms that aim to inform and influence their intended audience to think and behave a certain way. In exploring PSAs, students are provided with opportunities to understand the impact of the creator’s target audience with the use of media codes and conventions that created them. Students further develop practices with technical, symbolic codes to create their own mock PSA video advertisement for an intended audience, which they present and reflect on.
Teacher note:
The term ‘video’ denotes digital technologies in this unit, but it is interchangeable with analogue broadcast and online streaming platforms. The term ‘PSAs’ means public service announcements – advertising to raise public awareness of a particular issue.
Duration
7 weeks (14 lessons)
Note: The achievement standards and content descriptions listed in this teaching and learning unit represent the content and skills as the focus of assessment. In the teaching and learning in this unit, students will encounter more skills and content than listed in this document. Skills and content are interlinked and intertwined through classroom discussions and focus groups, and students benefit from these multiple encounters and exposures. 
The focus achievement standard extracts and content descriptions are necessarily interdependent, for a student to demonstrate both their understanding and practical skills. In the assessment, students deliver a digital portfolio documenting the 5 stages of the Production Process (Exploring and Developing Practices), including a completed 30 to 60-second PSA video advertisement (Creating and Presenting). This task is intended to be completed in groups of three to four students, with specific tasks assigned for equity and each student editing their own version of the PSA video advertisement.
	Relevant student data may include teacher’s observations, prior units of learning, and any pre-assessments undertaken. 
When making adjustments for learners, cognitive and affective considerations will be relevant, including for students who have an individual education plan (IEP) and associated goals. 
Based on knowledge of the cohort, consider the continuum of learning below and subsequently adjust content, learning environment, resources and learning experiences.  
Through informal peer discussion and regular planning meetings, moderation can occur as an ongoing assessment. Formal moderation can occur and contribute to the summative assessment.
Student moderation of work can be a supportive peer assessment approach.


[bookmark: _Hlk147485956]Continuum of learning – Victorian Curriculum F–10 links 
Achievement standards
	Levels 5 and 6 (band before focus)
	Levels 7 and 8 (focus band)
	Levels 9 and 10 (band after focus)

	By the end of Level 6, students explain how media languages and media technologies are used in media arts works they construct and experience. 
	By the end of Level 8, students analyse the use of media arts concepts in media arts works they produce and experience. 
	By the end of Level 10, students analyse and evaluate how and why media arts concepts are manipulated to construct representations in media arts works they produce and experience. 

	They describe how media arts works are created across cultures, times, places and other contexts to communicate ideas, perspectives and meaning. 
	They describe ways in which media arts concepts in media arts works from across cultures, times, places and other contexts communicate ideas, perspectives and meaning, including the works of Aboriginal and Torres Strait Islander Peoples. 
	They evaluate how and why media artists across cultures, times, places and/or other contexts use media arts concepts to represent and/or challenge ideas, perspectives and/or meaning, including the practices of Aboriginal and Torres Strait Islander creators and producers. 

	Students develop ideas in media arts works using media languages and production processes. 
	Students select and manipulate media languages, technologies and production processes to construct representations. 
	Students use media arts concepts to construct representations and communicate ideas, perspectives and meaning. 

	They select and use media languages, media technologies and production processes to construct representations in media arts works for specific purposes and audiences. 
	They document and reflect on their media arts practice and use media arts terminology. 
	They document, reflect on and annotate their use of media languages and production processes. 

	Students present their work in informal and formal settings for different audiences using responsible media practice.
	They create and produce media arts works using media languages, media technologies and production processes that communicate ideas, perspectives and meaning. 
	They use media languages, media technologies and production processes to create and produce media arts works in selected genres, styles and/or forms for specific audiences. 

	
	
	They use media languages, media technologies and production processes to produce media arts works that communicate ideas, perspectives and meaning for specific audiences.

	
	They plan and present where and how they could distribute their media arts works to engage specific audiences using responsible media practices.
	They present and plan where and how they could distribute their work, considering audience engagement in a range of contexts.


Content descriptions
	Levels 5 and 6 (band before focus)
	Levels 7 and 8 (focus band)
	Levels 9 and 10 (band after focus)

	Exploring

	explore ways that media languages and media technologies are used to communicate ideas, perspectives and meaning in media arts practices across cultures, times, places and other contexts, including from Aboriginal and Torres Strait Islander Peoples
VC2AMA6E01
	investigate the ways that media arts concepts are used in media arts works to communicate ideas, perspectives and meaning across cultures, times, places and other contexts
VC2AMA8E01
	investigate the ways that media artists across cultures, times, places and other contexts use media arts concepts to construct representations in media arts works to communicate and challenge ideas, perspectives and meaning
VC2AMA10E01

	Developing Practices

	develop media production skills through manipulation of media languages and media technologies including images, sounds, texts and/or interactive elements
VC2AMA6D01
	develop media production skills throughout the production process to construct representations using media languages and media technologies
VC2AMA8D01
	experiment with media processes and skills, media language and media technologies throughout the production process to construct representations that reflect ideas, perspectives and meaning
VC2AMA10D01

	
	reflect on, analyse and document their own and others’ media arts works and practices to inform decisions they make during the production process
VC2AMA8D02
	reflect on, analyse, evaluate and document their own or others’ media arts works and/or practices to refine and inform choices they make throughout the production process
VC2AMA10D02

	




	Creating

	use media languages, media technologies and production processes to construct media arts works that communicate ideas, perspectives and meaning for specific audiences
VC2AMA6C01
	design and structure media arts works to communicate ideas, perspectives and meaning to an intended audience
VC2AMA8C01
	design and structure media arts works that communicate ideas, perspectives and meaning
VC2AMA10C01

	
	apply production processes and use media arts concepts to construct representations and produce media arts works that communicate ideas, perspectives and meaning for specific audiences
VC2AMA8C02
	select and apply production processes and use media arts concepts to construct representations and produce media arts works that communicate ideas, perspectives and meaning to an intended audience
VC2AMA10C02

	Presenting

	select and present media arts works for specific audiences in informal and formal settings using responsible media practice
VC2AMA6P01
	refine and present media arts works, considering the conventions of the genre, audience engagement and context
VC2AMA8P01
	critique and evaluate the presentation of media arts works in different contexts, genres and styles for specific audiences to inform the presentation of their own media arts works
VC2AMA10P01


[bookmark: _Hlk147486189]Other curriculum content
	Capability
	Achievement standard link(s) and assessment notes
	Content description link(s) and teaching and learning notes

	Critical and Creative Thinking
(Levels 7 and 8)
	They identify and describe how and why respectful approaches are used in creating and responding to media arts works.
	when and how judgement is suspended to support generating and evaluating alternative ideas and possibilities
VC2CC8Q02
Students develop skills in critical and creative thinking throughout the Media production process in creating a PSA advertisement. They consider their intentions and the engagement of the audience. Throughout the process they explore ideas and consider alternative solutions using media codes, conventions and technologies.

	Ethical Capability
(Levels 7 and 8)

	They identify and describe how and why respectful approaches are used in creating and responding to media arts works.
	how dispositions including open-mindedness, personal and non-personal experiences and context influence ethical perspectives and can help to explain similarities and differences in ethical perspectives
VC2CE8U03
Investigate ethical considerations in the content of PSA advertisements. In developing their PSA video advertisement students consider their personal experiences and how these influence the production of their advertisement. They discuss the approaches and content explored by different groups in the class and how these contrast or compare to their own values. 

	Intercultural Capability
(Levels 7 and 8)

	They explain the importance of rights and responsibilities, and evaluate how they intersect with worldviews in different contexts.
	the benefits and challenges of living and working in a culturally diverse society and an interconnected and culturally diverse world
VC2CI8D01
By analysing PSA advertisements and developing their own PSA advertisement, students will develop an understanding of the different cultural values and cultural diversity. 

	Personal and Social Capability
(Levels 7 and 8)

	They create and produce media arts works using media languages, media technologies and production processes that communicate ideas, perspectives and meaning. 

	situations that benefit from collaboration; strategies for setting team goals; and ways team members can support one another to achieve team goals
VC2CP8O04
Students work collaboratively on the development and production of PSA advertisements. They establish roles and responsibilities among the group, such as filming, audio and post-production roles, tasks and timelines. 




Cross-curriculum priorities
	Cross-curriculum priority
	Teaching and learning notes

	Aboriginal and Torres Strait Islander Histories and Cultures
	Aboriginal and Torres Strait Islander communities of Australia maintain a deep connection to, and responsibility for, Country and Place and have holistic values and belief systems that are connected to the land, sea, sky and waterways.
VC2CCPACP1
The occupation and colonisation of the land now known as Australia by the British, under the now overturned doctrine of terra nullius, were experienced by Aboriginal and Torres Strait Islander Peoples as an invasion that denied their occupancy of, and connection to, Country and Place.
VC2CCPACP2
Aboriginal and Torres Strait Islander Peoples are the Traditional Owners of Country and Place, protected in Australian law by the Native Title Act 1993, which recognises pre-existing sovereignty, continuing systems of law and customs, and connection to Country and Place.
VC2CCPACP3
The cross-curriculum priorities for Aboriginal and Torres Strait Islander Peoples can be threaded into the teaching unit with appropriate examples. The ‘Yes’ campaign for a Voice to Parliament is an ideal resource to prompt discussion. It can be unpacked with respect to the importance of informing the general non-Indigenous Australian public to educate, open minds and influence positive change, which comes from a place of understanding, tolerance and compassion.
Depending on the delivery of the unit, NAIDOC Week, which takes place mid-year, can be an ideal time to introduce and discuss this topic. 

	Sustainability

	Sustainable futures thinking is based on informed views that consider possible and desirable futures. It leads to individual, community, organisational and political action that reduces risk.
VC2CCPSFT1
Sustainable futures thinking creates desirable futures that value local, community, national and global equity and fairness across generations and into the future.
VC2CCPSFT2
Sustainable futures thinking requires individuals to think creatively, seek information, identify a variety of possibilities, reflect and evaluate actions, and collaborate with and influence others as they work towards desired futures.
VC2CCPSFT3
The cross-curriculum priorities for ‘sustainable futures’ ideally align with PSA videos as these advertisements aim to influence the thoughts and behaviours of consumers. Such social values and ideologies covered in the sample PSA video ad links promote safety, health, environment, respectful relations, positive gender roles and the understanding and acceptance of people of different backgrounds and persuasions such a race, gender and sexuality. When teaching this unit, making clear links to the meaning and intention of the add made is pertinent to students understanding and context of sustainable futures. When the students are researching there chosen topic, writing context and meaning is an important element in the development stage of their folio. Scaffolding this development stage will be beneficial for the year 7/8 cohort to understand. Using or creating exemplars is recommended to assist with their learning and comprehension.


Essential questions
	Essential questions to foster inquiry, understanding and transfer of learning

	How do the conventions of the media form provide context and engagement to your audience?
How does the use of technical and symbolic codes represent ideas and create meaning in the video?
How can you experiment with technical codes and conventions to engage your audience?


Assessment and learning sequence details
	Assessment task(s) and type(s)
	Linked achievement standard(s)
	Moderation 

	Focus: Analysing video advertisements codes and conventions; experimenting with technical codes and conventions for television or online advertisements; producing a public service announcement video using codes and conventions.
Pre-assessment: Quiz
Assess students’ prior learning with class quiz on media codes and conventions and recap any gaps in knowledge with answer sheet for students’ workbook records.
Formative assessment: Workbook, worksheet tasks – weeks 1–2
Students complete mind map resource handouts analysing the codes and conventions of public service announcement (PSA) video advertisements.
Students write notes in their workbook analysing screened short films, and participate in class discussion/feedback. 
The teacher makes observations in check-ins.
Formative and summative assessment: PSA video advertisements folio – weeks 1–7
In groups, students plan, produce and present a digital 60-second PSA video advertisement. Students undertake the five stages of media production and document their work in a digital folio. Each student edits their own version of the PSA video advertisement. Chosen PSA topics may include health and safety, mental health, illicit drugs and alcohol, the environment, bullying/toxic behaviour, respectful relations, diversity and inclusion, phone/social media/gaming addiction, education. 
Cohort and school values should be taken into account for chosen topics. 
Assessment focus areas
Development stage evidence: students’ existing formative work (mind maps / workbook analysis notes). Include statement of intention and justification of chosen topic. For reference, include statistics and existing PSA campaigns on the chosen topic.
Pre-production evidence: students’ planning documentation of their PSA video advertisement idea with mood board (image references, music, video links), synopsis, tagline, formatted script, shot list, storyboards, location photos, and props/cast/crew/equipment list.
Production stage evidence: BTS images and teacher observations of production being undertaken.
Post-production stage evidence: uploaded completed 60-second PSA video advertisement file and screenshot evidence of video editing, as well as teacher observations of student’s individual process.
Distribution stage evidence: proposed platforms and marketing strategy (school assembly, pastoral care home groups session may further present screening opportunities).
Peer feedback to be documented and student reflection of process included (What worked well, what didn’t, what would be done differently next time, how and why?).
	By the end of Level 8, students analyse the use of media arts concepts in media arts works they produce and experience.
They describe ways in which media arts concepts in media arts works from across cultures, times, places and other contexts communicate ideas, perspectives and meaning, including the works of Aboriginal and Torres Strait Islander Peoples.  
Students select and manipulate media languages, technologies and production processes to construct representations.
They document and reflect on their media arts practice and use media arts terminology.
They create and produce media arts works using media languages, media technologies and production processes that communicate ideas, perspectives and meaning.
They plan and present where and how they could distribute their media arts works to engage specific audiences using responsible media practices.
	This task may be moderated by professional learning communities with respect to the Level 7,8 achievement standard, using a representative selection of student work samples and an accompanying rubric, constructed according to context.
The task can be modified based on each student’s strength in media production skills.
Task length can also be adjusted to align with individual learning goals, adjusting the duration as needed. 
Collaboration allows for additional modifications with student group work.
The task could be modified by allowing students to select their preferred reflection format. This could include written workbook entries, typed entries in digital folio, voice recordings, including focus groups.



	Week
	Lesson
	Learning goal (e.g. learning intention and success criteria)
	Lesson elements 
	Scaffold towards and/or extend
	Assessment
	Resources

	1
	1
	Learning intention:
To explore and understand the media form of PSA video advertisements.
To explore and identify the media codes and conventions of PSA video advertisements.
Success criteria:
I can define what a PSA video advertisement is.
I can identify and discuss the media codes and conventions used in a PSA video advertisement.
	Students are introduced to and analyse the PSA video advertisement media form.
Engage: Show a selection of different video advertisements (products, services and PSAs) and facilitate discussion on the students’ viewing experiences for foundational knowledge.
Define each video advertisement category: its intended audience, platform(s) and the people who fund and make them. Identify the differences between each category. 
Explore: Discuss the PSA video advertisement category and the different common topics (e.g. health, environment, safety, equality) about which advertisers inform, warn and influence an intended audience.
In groups, students are given a PSA category video(s) or online link(s) to explore and document their findings in a mind map, covering the context: idea, perspective, meaning and audience. 
PSA video advertisement examples:
Macca’s Made for Family – Brand 30"
When Australia happens, lucky you’re with AAMI ad
Find your rhythm of retirement Aware Super ad
Dumb ways to die Metro Trains ad
Every vape is a hit to your health, Cancer NSW
Young worker, WorkSafe Victoria
Work-related violence campaign WorkSafe Victoria ad
The lucky ones get caught, Traffic Accident Commission
I am enough, The Kindness Campaign
Time for nature UN Environment Programme
Reverse selfie: social media’s impact on girls’ self-esteem, Dove US
Stop it at the start – the hidden trends of disrespect, Department of Social Services
You’re the voice that will make history, The Uluru Statement from the Heart
Let’s get it done, Australian Marriage Equality
Invisible killer, Central Office of Public Awareness 
Get checked, you mob, Cancer Council Victoria (Warning: Aboriginal and Torres Strait Islander people should be aware that this video contains the voice, name and image of a deceased person).
Explain: Screen the groups’ analysed PSA video advertisements and further discuss the groups’ documented mind map observations.
Elaborate: List and discuss the media codes and conventions used in a PSA video advertisement. Then have students rewatch their selected PSA video ads and document the codes and conventions identified. 
Give students a Media Codes and Conventions definitions document.
Conduct a buzz quiz to assess/recap students’ prior knowledge from previous unit. 
Evaluate: Students complete an exit card/ticket asking them which of the screened PSA video advertisements had the most impact on them and why? This can involve a sticky note or paper handout. Responses to be collected by teacher to review and use in next class.
	Choose videos that are appropriate to your cohort and school. Video links with subtitles and from original sources where possible are recommended.
The Dove US advertisement is both a PSA and a brand awareness advert, which could be allocated for higher-level learning.
For extension task/extended learning, students can research the PSA context with supplementary resources from the organisation behind the ad.
For example: 
Stop it at the Start – Website
	Formative assessment:
Hurdle task: Students take notes in their workbooks, which forms part of their formative and supporting evidence for the major task in this unit.
	Example advertisements – products, services and PSAs (see links in Lesson elements).
Media codes and conventions:  definitions (See ‘Appendix 1’)

	1
	2
	Learning intention:
To explore and understand the persuasive techniques used in PSA video advertisements.
To explore and identify the media codes and conventions used to persuade a PSA video advertisement audience.
Success criteria:
I can define the persuasive techniques used in PSA video advertisements.
I can identify and discuss the media codes and conventions used to persuade a PSA video advertisement audience. 
	Students are introduced to the persuasive techniques and analyse how they are used in PSA video advertisements.
Engage: Entry ticket: Students enter the class and write down on a ‘sticky note wall’ one thing they fear in the world, love in the world, or find funny in the world. 
Explore: Screen explainer video on Aristotle’s Three Appeals Model / The Rhetoric Triangle (see Resources). While viewing, students to complete video comprehension multiple-choice quiz (see ‘Appendix 5’). Go over content following viewing, with answers and short discussion. You can link discussion to students ‘sticky note wall’ responses from the previous class as discussion prompts. 
Explain: Teacher-led content instruction via online quiz on PSA persuasive techniques (see ‘Appendix 5’). Students document definitions of 13 key terms in workbooks.
Elaborate: In the same groups, students rewatch last week’s PSA video advertisement examples for secondary analysis as informed by current learning.
Students fill out ‘Analysing video advertisements: PSA Mind map’ and ‘Analysing media codes: Mind map’ (see ‘Appendix 3’ and ‘Appendix 4’). Students need to link persuasive techniques (e.g. scientific evidence) and modes (Pathos, Logos and Ethos) to media codes and/or conventions.
For example, the media code of ‘sound’ links to persuasive techniques and modes:
use of emotive, non-diegetic music to evoke feelings of empathy
(Pathos: heartstrings, warm and fuzzy imagery)
use of narration to explain a message
(Logos: scientific evidence)
a speaker sharing their personal experience
(Ethos: everyday people, testimonials). 
For example, form conventions in PSA videos link to persuasive techniques and modes:
a tagline and/or logo – predominantly used at end of PSA video ads (Logos)
appealing to fear – commonly used in Safety PSAs (Pathos)
use of scientific evidence – on-screen text, statistics commonly used (Ethos)
Students share their findings after completing the 2 worksheets.
Evaluate: Students complete the ‘Advertising persuasive techniques’ multiple-choice / true or false as an interactive quiz or printed test (see ‘Appendix 2’).
	With consideration of time, ability and covering content, groups may be allocated a CAMELS acronym letter, including a cheat sheet with a description and example of each acronym.
Further explainer video links can be screened for further analysis or set for comprehension analysis homework:
What Aristotle and Joshua Bell can teach us about persuasion explainer video – TED-Ed explainer

Ethos, Pathos and Logos. Definitions and movie examples – StudioBinder

	Formative assessments:
PSA persuasive techniques quiz.
Workbook notes and documented analysis.
	Aristotle’s ‘Three Appeals Model’ and ‘The Rhetoric Triangle’ explainer video:
The art of persuasion hasn’t changed in 2,000 years explainer video – Harvard Business Review
Quizzes and worksheets:
Multiple choice comprehension quiz (see ‘Appendix 2’)
Analysing video advertisements: PSA mind map (see ‘Appendix 3’)
Analysing media codes: Mind map (see ‘Appendix 4’)
Advertising persuasive techniques quiz (see ‘Appendix 5’)
Media codes and conventions:  definitions (see ‘Appendix 1’)

	2
	3
	Learning intention:
To understand the requirements of the summative assessment: create a PSA video advertisement.
To explore and develop ideas for a PSA video advertisement.
Success criteria:
I understand the requirements of the assigned PSA video advertisement task.
I can commence the development stage by documenting and analysing a PSA video advertisement as inspiration. 
	Students are assigned the main learning task assessment for the unit and will commence development stage.
Engage: Screen a new PSA video ad of choice to class (for example, ‘Dumb ways to die’ – Metro Trains). Connect to prior learning by having students identify the persuasive techniques and media codes and conventions used. Students to document their observations in workbooks, mind map worksheets. 
Explain: Facilitate discussion from groups’ documented findings and fill in any gaps in students’ prior knowledge. 
Explore: Introduce and explain the main learning task assessment – creating a PSA video advertisement. Have students ask questions, and provide clarification and advice including a clear timeline of check-in points and submission. Showing previous production folio examples (from other units if teaching this unit for first time) will assist students. 
Teacher to develop a presentation template that outlines the production stages for students’ documentation of their PSA video advertisements. This could be structured for students to insert their work in stages; and should include instructions, checklists, links to useful information, as well as questions, prompts and/or graphic organisers to support their production process, analysis and reflection.
Elaborate: Explain the requirements of the development stage of the production process: 
forming production teams
researching and analysing one new PSA video 
selecting a topic/message
creating mood boards of inspiration
completing 2 technical production exercises
reflecting of completed production exercises.
*Development stage due end of class lesson 4.
Evaluate: Student groups discuss their chosen category and topic with their teacher for feedback and advice. Guiding questions may include:
Why have you chosen your topic and how does its message connect with you?
What persuasive techniques are you planning to use and why? 
What codes and conventions are you planning to use and why?
What did you learn from the production exercises and what would you do differently next time?
	With the group task, each student is required to individually research and analyse one selected PSA video advertisement – to be collated in the group folio template (including PSA video ad that has already been analysed in class). The PSA video ad analysed should ideally be in the same category as the one the group plans to make (e.g. health awareness ad).
	Formative and summative assessments:
Workbook documentation of PSA chosen screening and analysis (Mind map worksheets to complete)
PSA video advertisement production folio:
Students are assigned a copy of digital folio file. All group members must have access in order to contribute to group folio evidence.
Folio development and pre-production stages documentation, check-in and feedback as per folio slides and rubric.
	Dumb ways to die PSA add – Metro Trains
Analysing video advertisements: PSA mind map (see ‘Appendix 3’)
Analysing media codes: Mind map (see ‘Appendix 4’)
Mood boards explainer video: Mood Boards – Flick
Teacher-generated digital production portfolio template (presentation not provided).


	2
	4
	Learning intention:
To confirm your chosen PSA social value and message.
To collate mood board images and references with annotations.
Success criteria:
I can choose a PSA social value and message that is clear and appropriate for an intended audience. 
I can complete the mood board slides with collated images and references that connect with my social value message. 
	Engage: Student groups discuss their chosen category and topic with the class and any further information that they have developed for their chosen topic. Class members ask questions and give feedback on groups’ ideas.
Explain: Screen the ‘Mise en Scène’ explainer video. Students to make observation notes in workbooks for evidence of learning and to further facilities discussion with class members.
Explore: Student groups continue with development stage of folio with workbook planning notes and collating mood board reference image and links for production folio evidence. 
Elaborate: Make observational check-ins during group work and address with any feedback and knowledge needed. For example, ensuring students annotate mood-board images and further add reference source link in digital presentation notes.
Evaluate: Facilitate closing discussion, where each group shares with the class the progress of their PSA idea and any inspiration that has influenced them from PSA example videos shown in class or found online.
	
	Formative and summative assessment:
Folio pre-production stage documentation, check-in and feedback as per folio slides and rubric.
	Helpful filmmaking explainer resources – StudioBinder:
Camera shots explainer
Camera movement techniques
Mise en scene explainer
Editing techniques
Lighting techniques
Sound techniques
Storyboards techniques
Shot list explainer

	3
	5
	Learning intention:
To identify and select 2 production exercises  that will be used in your PSA video advertisement.
To undertake and document the 2 selected production exercise techniques that will be used in your PSA video advertisement.
Success criteria:
I can identify and select appropriate technical codes to experiment with.
I can experiment with 2 technical codes and document my finding.
	Engage: Pair and share hook activity. Screen a PSA video advertisement of choice and have the students identify and list as many technical codes as they can to be written in their workbooks. 
Explain: Introduce production exercise component of folio task and show previous examples, if available. Discuss the importance of this stage with regard to practice, refinement and link back to the hook activity from identified technical codes and conventions.
Explore: In assigned production groups, students decide which 2 technical production exercises they will undertake, which needs to be document in their folio with references. Discuss and approve groups’ selected production exercises, and set the parameters of the task to ensure safe use of equipment, school premises and consent when being filmed. 
With consideration to the scope of the task for a 7–8 level, teaching a comprehensive unit on filmmaking techniques is not possible nor appropriate for a six-week unit. Teachers may choose to focus on one or 2 technical codes for the students to learn and develop as a foundation for future units and levels. They may also choose to make these technical codes a mandatory part of the video ad to solidify learning, for example, video must include a montage/jump cut/ whip pan, etc.
An alternative approach could have the students choose a production technique seen in one of their video PSA ad references, which they are to emulate or given a common PSA video ad – technical code/convention, such as walk and talk tracking shot.
Elaborate: Students undertake the production exercise in their groups and document with BTS evidence of task with photos and/or workbook notes, which are to be used in the evaluation stage evidence of completed production exercise.
Evaluate: Students transfer footage/files and upload them to their devices/cloud and commence the evaluation stage of the folio (to be completed for homework).
	Assign students 2 production exercises, e.g. completing a particular camera movement and angle, if students are unsure about which technique to practise.
All students in the group should be given the opportunity to all have a go and complete one of the production exercises.
	Formative and summative assessment:
Folio pre-production stage documentation, check-in and feedback as per folio slides and rubric.
	Walk and talk technique

	3
	6
	Learning intention:
To identify the pre-production elements required in the PSA video advertisement folio task.
To commence pre-production planning and documentation required in the PSA video advertisement folio task.
Success criteria:
I can identify the production elements required in the PSA video advertisement folio task.
I can commence and make progress in the pre-production planning and documentation component of the PSA video folio task.
	Engage: Students select one clip from each production exercise undertaken to screen to the class and discuss their findings. 
Explore: Extend discussion by asking follow-up questions from the production exercise learning and provide advice to refine and amend students’ production techniques.
Explain: Go over the pre-production stage of the folio and cover checklist requirements. Show and share examples, if available.
Elaborate: Student groups are to complete the pre-production stage of their folio.
Evaluate: Check in with groups to assess their progress and provide appropriate feedback for students to document in their folios.
	
	Formative and summative assessment:
Folio pre-production stage documentation, check-in and feedback as per folio slides and rubric.
	

	4
	7, 8
	Learning intention:
To continue making progress in the pre-production stage of PSA video advertisement folio task.
To complete all pre-production stage components of the PSA video advertisement folio task.
Success criteria:
I can make sufficient progress in the pre-production stage of PSA video advertisement folio task.
I can complete all pre-production stage components of the PSA video advertisement folio task.
	Engage: Screen a Studio Binder pre-production explainer video that aligns with students’ progress (perhaps the shot list or storyboarding video).
Explore: Students continue and complete stage 2 pre-production work. Go over the pre-production checklist with them:
one paragraph synopsis
tagline
storyboards (minimum 12 boards)
final script 
shot list
shooting schedule
location photos
cast and crew list 
equipment list  
props/costume list.
Explain: Acting as an executive producer, conduct a mock pre-production meeting with each group to assess progress and readiness for production to commence. Approve all documents, including shooting schedule, as all pre-production components are to be finished before the next session in order for filming to commence and be completed in 2 sessions.
Elaborate: Explain the requirements of the production stage:
rehearsing
completing filming per storyboard/shot list
recording foley if required
transferring and backing up footage
documenting the experience.
Evaluate: Assess progress and set homework if pre-production documents are not completed.
	
	Formative and summative assessment:
Folio pre-production stage documentation, check-in and feedback as per folio slides and rubric.
	

	5
	9, 10
	Learning intentions:
To identify the production elements required in the PSA video advertisement folio task.
To commence production and BTS documentation required in the PSA video advertisement folio task.
Success criteria:
I can identify the production elements required in the PSA video advertisement folio task.
I can commence/
complete the production and documentation components of the PSA video advertisement folio task.
	Engage: Explains to class the parameters of production filming, covering safety of equipment, respecting the school premises, and seeking consent from those being filmed.
Explore: Students commence and complete filming.
Explain/Elaborate: Check in with students and give support where appropriate by providing feedback on technical skills and use of the production plan. 
Evaluate: Observe and ensure footage has been transferred and backed up and all equipment is returned or accounted for.
	Depending on their skill level, students may need to collaborate with editing. Students could take on the role of assistant editor, sound editor or titles/graphics.
	Formative and summative assessment:
Folio production stage documentation, check-in and feedback as per folio slides and rubric.
	

	6
	11, 12
	Learning intentions:
To identify the post-production elements required in the PSA video advertisement folio task.
To commence post-production and documentation required in the PSA video advertisement folio task.
Success criteria:
I can identify the post-production elements required in the PSA video advertisement folio task.
I can commence the post-production and documentation components of the PSA video advertisement folio task.
	Engage: Facilitate discussion on groups’ filming experiences and learning.
Explore/Explain: Explain the requirements of the post-production stage in detail:
editing video footage
adding music
adding text/graphics
colour grading video
exporting film file
uploading to folio.
Elaborate: Students commence post-production work, with each student editing their own version of the captured footage. 
Evaluate: Students continue post-production phase. Check groups’ videos and assist in export and uploading to folio. 
	Extension task: Create a PSA poster for their ad
	Formative and summative assessment:
Folio post-production stage documentation, check-in and feedback as per folio slides and rubric.
	Free downloadable creative commons sound effects website

	7
	13
	Learning intention:
To seek feedback and complete the post-production and documentation components of the PSA video advertisement folio task.
Success criteria:
I can complete all the post-production and documentation components of the PSA video advertisement folio task.
	Engage: Facilitate discussion on groups’ editing experiences and learning from the last class, and further demonstrate any editing skills identified that require scaffolding.
Explore/Explain: Recap the requirements of the post-production stage. 
Elaborate: Students to continue pre-production work, with each student editing their own version of the captured footage. 
Evaluate: Students to complete post-production phase. Check groups’ videos and assist in exporting and uploading them to folios. 
Provide feedback to be documented in folios. 
Students write a paragraph on how they would hypothetically distribute their video for maximum impact.
	
	Formative and summative assessment:
Folio post-production stage documentation, check-in and feedback as per folio slides and rubric.
	

	7
	14
	Learning intentions:
To screen, answer questions and receive audience feedback from completed PSA video advertisement.
To add audience feedback to stage 5 of folio and submit.
Success criteria: 
I can screen, answer questions and receive audience feedback from the completed PSA video advertisement.
I can add audience feedback to stage 5 of the folio and submit it.
	Students screen their videos to the class and document final feedback to be added to their folio before submission.
Engage: Facilitate short discussion/feedback with class on how they feel after the whole production experience (continuum line or four corners of the room scale) and if they would like to have their videos shown to the school’s wider community (e.g. at assembly, on Opening Day, etc.) and how this fits into the distribution model and target market.
Explore, Explain, Elaborate: Students screen and present their PSA video ads in front of the class followed by a class reflection and Q&A on their experience including showing their behind-the-scenes photos and images.
Evaluate: Give students an exit ticket asking them what they enjoyed most about the unit, whether they wish to continue with Media in the following year(s) and, if so, what they would like to learn about and make. 
	
	Summative assessment:
Submission of PSA video advertisement production folio, including feedback.

	




Unit reflection
	Reflection questions:
How does the teaching and learning unit provide evidence of student learning and progress? 
Does the teaching and learning unit:
specify the achievement standards addressed in the unit
specify the content descriptions addressed in the unit
include the resources and learning activities used to develop knowledge and skills
provide for a range of student abilities
specify the assessments used to monitor and progress student learning
provide the approximate time required for the unit?
Considering your responses to the questions above and other relevant reflections, how can the teaching and learning unit be improved? 
How will the evidence of student learning from this teaching and learning unit influence subsequent teaching and learning units?
Responses:
The ‘Codes and conventions – video advertisement’ unit provides evidence of student learning and progress through formative and summative assessments, with those used to monitor and progress students learning noted. 
The teaching and learning unit specifies the achievement standard sentences and linked content descriptions that are addressed. A considered range of resources and stimuli is used, in combination with engaging learning activities to develop the knowledge and skills of learners. Throughout the unit, suggestions and considerations for students across a range of abilities have been made. The duration and number of lessons is clear within the unit. 
As each cohort of learners is different and has a differing range of needs, reflection on the relevance and use of listed resources as well as duration/number of lessons would be important considerations when considering potential improvements. 
The potential for moderation within this unit may be an opportunity to influence subsequent teaching and learning. Additionally, formative assessment and feedback will also contribute to future teaching and learning.
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[bookmark: Appendix1]Appendices
Appendix 1 – Media codes and conventions: definitions
Codes
Technical codes: Camera techniques, framing, depth of field, lighting, exposure, sound, and editing. These codes include camera angles, shots, lighting, editing and sound. Camera position, angles, and shots can be used to show different perspectives. The lighting can be used to create an atmosphere and/or mood. Sound can be used for dialogue, as a voiceover to speak about the product is or music also to create mood.

Symbolic codes: Mise en scène, props, settings, costumes and colours. These codes help symbolise the meaning of something, for example, if you see a very well-dressed person in an elite sports car in an exotic location, the audience may automatically think that they are successful and link the product with success.

Written codes: Headlines, captions, speech bubbles, language style.
Conventions
Genre: There are dozens of media genres and subgenres for different media forms and products. The more common ones are horror, sci fi, action, adventure, drama, comedy and musical. These genres also have subgenres, for example, horror has psychological, supernatural, gothic, folk, slasher, body, paranormal, found footage and more. There may also be more than one horror subgenre within a horror film/product, as with other genres. Genre categories also are not exclusive and commonly cross over with other genre categories in a media product. For example, a dramady (drama/comedy), zom-com (zombie/comedy). Media products can also defy genre and may not be simple to categorise under one genre.

Form: Media takes the form of many different forms and products which are always evolving with technological advancements. The commons forms are movie/film, short film, TV series, web series, social media reel, video game, graphic novel, radio, podcast, magazine, newspaper. Media product forms are also distributed and consumed on different media platforms, and often more than just one – 
for instance, cinema screen, television, desktop/laptop computer, tablet, phone, video game console, graphic novel/comic – and consumed at different places, such as a cinema complex, home, work, school, public transport.

Story: There are many story conventions that include story structure (narrative arc), which commonly contains a three-act narrative with 5–6 major plot points. The classic hero’s journey, however, contains 12 or 17 plot points. With story structure, there are many elements, such as cause and effect, opening/development, point of view, multiple storylines, ending/resolution, structuring of time, setting and more. As narrative theory is a large media category, further reading is required to further understand this topic and its definitions.


Codes and conventions working together
Media codes and conventions are not exclusive, as they interact with each other. Conventions are made up of codes, just as food dishes are made up of ingredients. Using this analogy, if a stir-fry dish (genre) is a food product (film form), then the food ingredients in the stir-fry are the codes, and the recipe’s method (cooking instructions) are the conventions. So, for media, a horror film will contain horror conventions, and the horror genre/story conventions will be made up of codes. For example, a jump scare scene is a common convention used in the horror genre, and traditionally there are both technical and symbolic codes used to create a jump scare:
Camera movement (shaky)
Acting (fear)
Mise en scène (haunted house)
Editing (jump cut)
Lighting (low key)
Sound (ominous)
These codes are an example of a common jump scare; however, there are many creative ways that the jump scare convention is made and in different forms. The same applies to the stir-fry analogy, and one common way it can be interpreted in terms of codes and conventions is:

	Codes = Ingredients
	Conventions = Method  

	Meat, vegetables, herbs, spices, sauce, oil
	Thinly slice meat, cut vegetables on an angle, use salty and sweet sauces, cook in a wok with oil, cook at a very high temperature, stir quickly with wok turner utensil, garnish with spring onion and bean shoots.



There are many stir-fry combinations, from different Asian countries and regions, just like there are many types of horror films / jump scares from different sub-genres, and filmmakers with different styles from different countries.
A jump scare is also made into different media (products/forms) such a film, short film, TV series, web series, social media reel, video game, graphic novel, etc., just like a stir-fry meal can be made in the form of a fresh meal on a plate, a cold/frozen packaged meal, a boxed meal kit with ingredients/recipe, and so on.
These different media product forms will also be distributed and consumed on different media platforms, and often more than just one, i.e. cinema screen, television, desktop/laptop computer, tablet, phone, video game console, graphic novel comic and also consumed at different places such as a cinema complex, home, work, school, public transport; just like a stir-fry can be bought and consumed at different places, such as a restaurant, café, food court, food truck. Of course, stir-fry is not a media product; however, this analogy may be helpful when trying to understand media codes and conventions and how they interact, which can be confusing at first, when learning and analysing media.
The definitions on the following 2 pages further explain these elements.


Production elements (CAMELS)
‘C.A.M.E.L.S.’ is an acronym that gives you an easy way to remember the production elements to look for when referring to media codes.
Camera
Acting
Mise en scène
Editing
Lighting
Sound

	Technical codes
	Symbolic codes
	Written codes

	Camera, Editing, Lighting, Sound
	Acting, Mise en scène
	Mise en scène



Camera techniques
‘Camera techniques’ refers to how the camera is used to tell a story. There are several different types of camera techniques to look at when you analyse a film in Media Arts, including: 
camera movement: This refers to how the camera moves
terms include: crane, dolly, doll-in, dolly-out, handheld, pan, pedestal, point-of-view shot, SnorriCam, static, Steadicam, tilt, tracking, vertigo effect, whip pan, zoom
shot size: This refers to the proximity of the camera to the subject or scene
terms include: extreme long-shot, full-shot, mid-shot, close-up, extreme close-up
camera angle: This refers to the camera’s angle in relation to the subject or scene
terms include: high angle, eye level, low angle, point-of-view shot, tilted angle, neutral angle
focus: This refers to the clarity or precision of the shot
terms include: deep focus, depth of field, pull focus, shallow depth of field.
When looking at camera techniques in a film, ask yourself questions like ‘What does this particular camera technique tell us about the character?’ or ‘What is the director trying to communicate through this technique?’
Acting
Nearly everything an actor does is part of a scripted performance that has been directed down to the smallest detail. When you analyse a film in Media Arts, you must pay attention to small details of an actor’s performance, including:
facial expressions: These help the audience understand the character’s emotions and personality
body language: This can communicate a lot about a character to the audience – a character who routinely bows her head, for example, may lack self-confidence
tone of voice/accent: How a character speaks often reveals important information, such as their personality or socioeconomic background.
When analysing acting, ask yourself questions like ‘What effect does this facial expression have on my understanding of the character?’ or ‘What does this character’s accent tell me about their background/life experiences?’


Mise en scène
Mise en scène refers to what appears in the frame – the actors, lighting, décor, props, costumes, colours – and how it is arranged. Everything in a frame is a deliberate choice and often helps the audience piece together important information about characters or the plot.
When analysing mise en scène, ask yourself questions like ‘What does this costume tell me about the character?’ and ‘How does the use of colour add to the mood of the shot?’
Editing
When films are edited, filmmakers think carefully about how the sequences of shots, pace of editing, and use of editing techniques contribute to the narrative. When you analyse a film in Media Arts, look at editing techniques such as:
fast motion: Here the rate the story is told at is sped up. A good example of this is montages, where often many months of in-film time are compressed into a few minutes
slow motion: This is where time is slowed down. This often gives the audience time to absorb a dramatic event or dramatises a particular scene
transitions: fade in/out, dissolve, wipe
cuts: including jump cuts (where the camera remains stationary while the subject is in motion) and cross cutting (where multiple events occur at the same time and the film switches back and forth between them). 
When analysing editing, ask yourself how these techniques communicate messages to the audience about characters or the plot.
Lighting
Although lighting in a film often appears natural, filmmakers go to great lengths to achieve particular lighting effects to create mood and atmosphere in a scene. Some common terms to refer to film lighting include:
soft: lighting that is soft and diffused, not harsh
hard: lighting that creates harsh, obvious shadows
high: a scene that is well lit with minimal shadow
low: lighting that is poor, lots of shadows are cast
warm: lighting with a warm yellow or orange hue
cool: lighting with cool blue or green hues.
When analysing lighting, ask yourself questions like ‘What type of light is used?’ and ‘What does the lighting tell the audience about the character?’ A character who is always cast in shadows, for example, may have sinister motives.
Sound
Visuals are not the only thing filmmakers think about – the use of sound is also incredibly important. Many sounds are added in the post-production phase. All sounds have been deliberately chosen; every sound contributes to the narrative, character development, and audience engagement in some way.
When analysing sound, think about how sound contributes to character development by asking questions such as ‘What type of music is used when this character appears on-screen?’ or ‘What impact do the sound effects have on the narrative?’
Diegetic sound: The fictional world of a novel or film. The adjective ‘diegetic’, then, refers to anything within that fictional world. A diegetic sound in a film is part of the story’s action or environment: for example, music playing on the car sound system as a character is driving.
Non-diegetic sound: Non-diegetic sound is noises that do not have a source on screen, they have been added in. For example, music, voiceover, or sound effects. Non-diegetic sounds are often used to add drama to moments that would be silent without it.
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[bookmark: Appendix2][bookmark: _Appendix_2_–]Appendix 2 – Multiple choice comprehension quiz: ‘The art of persuasion hasn’t changed in 2000 years’
The quiz is based on this video: The art of persuasion hasn’t changed in 2000 years’ explainer video – Harvard Business Review. Select the correct answer for each question.
1.	What did Aristotle outline over 2000 years ago?
a. 	A formula for writing novels.
b.	A theory on economics.
c.	A philosophy on ethics.
d.	A formula for mastering persuasion.
2.	According to the video, what is the greatest skill in the knowledge economy?
a.	The ability to sell products.
b.	The ability to persuade.
c.	The ability to memorise facts.
d.	The ability to analyse data.
3.	What is ethos primarily concerned with in a speech?
a.	The speaker’s character and credibility.
b.	The speaker’s use of logos.
c.	The speaker’s emotional appeal.
d.	The speaker’s use of metaphors.
4.	What should you avoid doing when establishing ethos?
a.	Sharing personal stories.
b.	Reading out degrees and awards.
c.	Building trust with the audience.
d.	Demonstrating commitment to others.
5.	Which rhetorical device involves appealing to reason?
a.	Ethos.
b.	Logos.
c.	Pathos.
d.	Metaphor.
6.	What is the primary way to transfer emotion in a speech according to Aristotle?
a.	Through statistics.
b.	Through visuals.
c.	Through storytelling.
d.	Through handouts.
7.	What effect do personal stories have on an audience?
a.	They generally bore the audience.
b.	They create a rush of oxytocin that connects people.
c.	They distract from the main point.
d.	They are less relatable than facts.
8.	What does using metaphors in a speech help to achieve?
a.	It complicates the message.
b.	It makes the speech longer.
c.	It turns abstract ideas into concrete understanding.
d.	It decreases audience engagement.


9.	How did Aristotle suggest a persuasive argument should be expressed?
a.	As compactly and briefly as possible.
b.	In lengthy and detailed explanations.
c.	With elaborate language.
d.	Without any clear structure.
10. According to the video, can persuasion be learnt?
a.	Yes, it is an innate skill.
b.	No, it is only for natural communicators.
c.	Yes, it can be learnt and practised.
d.	No, it cannot be improved.
[Answers and timestamp]
1.	d (0:09) 
2.	b (0:34) 
1. a (0:56) 
b (1:20) 
b (1:46) 
c (2:11) 
b (2:41)
c (2:55) 
a (3:27) 
c (3:51)
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[bookmark: Appendix3][bookmark: _Appendix_3_–]Appendix 3 – Analysing video advertisements: PSA mind map
Identify the category, platform and audience of a video advertisement
and explain its idea, perspective and meaning.



PSA VIDEO ADVERTISEMENTS

Public service announcement (PSA) videos are short, educational, and made to create awareness or change attitudes/behaviour on issues in the public interest, e.g. by governments or not-for-profit organisations. They are designed to help the viewer understand the important consequences of a particular harmful action or inaction. 

PSA videos vary depending on the objective, target audience and key message, and use formats like traditional announcements through narrative videos, songs and even animations – or a combination. 

Common topics include health and safety, and use fear, empathy and humour. 
Category (Health, Safety, Other)

Platform (Broadcast and/or online?)

Audience (Who is the ad for?)

Idea (What is the broad issue?)
Perspective (Who is represented?)

Meaning (What is the specific message?)


























[bookmark: Appendix4][bookmark: _Appendix_4_–]

Appendix 4 – Analysing media codes: Mind map
Identify the technical, symbolic and written codes of a PSA video advertisement
and explain: how does this make the audience feel?
Camera
Mise en Scène
Lighting
Acting
Editing
Sound
Camera: What type of shot size, camera angle and camera movement is used and how does this make the audience feel? 

Acting: What movement, gestures, and facial expressions do the actors/characters use, and how does this make the audience feel?

Mise en scène: What setting, lighting, props, costume, make up, framing and colours are used and how do they make the audience feel?

Editing: What editing techniques are used (fast/slow cuts, motion, transitions) and how does this make the audience feel?

Lighting: What type of lighting is used:(hard, soft, low/high key, warm, cool, coloured, natural, artificial, practical) and how does it make the audience feel?

Sound: What type of sound do you hear? Diegetic/No Diegetic – dialogue, music, sound effects and how does it make the audience feel?
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[bookmark: Appendix5][bookmark: Appendix6][bookmark: _Appendix_5_–]Appendix 5 – Advertising persuasive techniques quiz 

Name: _______________________________________________

Select ONE correct answer for each question:
1. Describe how the technique of using ‘everyday people’ can enhance the effectiveness of a persuasive message. 
a. It creates a sense of urgency in the audience.
b. It relies on scientific evidence to persuade.
c. It adds humour to the communication.
d. It makes the message relatable and trustworthy to the audience.

2. What is the primary purpose of using a logo or mascot in a public service announcement (PSA)?
a. To create fear among the audience.
b. To provide scientific evidence.
c. To promote emotional appeals.
d. To connect the audience to a well-known organisation.

3. Describe how humour can enhance the effectiveness of a persuasive message.  
a. Humour is used to create a sense of urgency in the audience.
b. Humour can enhance the effectiveness of a persuasive message by making it more memorable and engaging for the audience.
c. Humour serves to confuse the audience about the product being advertised.
d. Humour distracts the audience from the main message being conveyed.

4. When charitable organisations use famous television personalities or musicians to act as spokespeople for their causes, what kind of testimony does the organisation rely on to generate support?
a. Lay.
b. Professional.
c. Celebrity.
d. Media.
e. Expert.

5. Describe how bribery functions as a persuasive technique in communication.
a. Bribery relies on emotional appeals to sway the audience’s feelings.
b. Bribery engages the audience through humour and entertainment.
c. Bribery functions by providing incentives to the audience to influence their decisions or opinions.
d. Bribery uses scientific evidence to support claims made in advertising.

6. Describe how repetition can enhance the effectiveness of a persuasive message.
a. Repetition is ineffective in modern advertising strategies.
b. Repetition distracts the audience from the main point of the message.
c. Repetition only works when combined with emotional appeals.
d. Repetition reinforces the message, making it more memorable and increasing the likelihood that the audience will accept it.


7. In a marketing campaign for a new product, how could a company effectively use repetition to influence consumer behaviour?
a. By focusing solely on emotional appeals without repetition.
b. By consistently featuring the product in advertisements across multiple platforms to reinforce brand recognition.
c. By limiting the advertisement frequency to avoid audience fatigue.
d. By using a single advertisement to convey all product benefits at once.

8. What is the primary purpose of using expert endorsement in persuasive communication?
a. To promote an idea or cause using someone knowledgeable in the related field.
b. To create emotional appeals through personal stories.
c. To utilise humour to engage the audience.
d. To present scientific evidence supporting a claim.

9. What is the primary purpose of using ‘everyday people’ in persuasive communication?
a. To provide expert opinions.
b. To communicate a message or information.
c. To create fear.
d. To use scientific evidence.

10. If a new public service campaign is launched to promote recycling, which of the following strategies would best utilise a logo or mascot to connect with the audience?
a. Create a series of fear-based advertisements about pollution.
b. Focus solely on testimonials from environmental experts.
c. Design a friendly cartoon character that represents recycling and appears in various promotional materials.
d. Use complex scientific data to explain the benefits of recycling.

11. In a marketing campaign, if a company decides to offer discounts to customers who refer friends, which persuasive technique are they utilising?
a. Emotional appeal.
b. Bribery.
c. Appeal to fear.
d. Expert endorsement.

12. What is the primary purpose of using humour in persuasive communication?
a. To help remember the important message.
b. To create fear in the audience.
c. To endorse a product by an expert.
d. To provide scientific evidence.

13. If a non-profit organisation wants to increase donations for a cause, which persuasive technique should they use to maximise their impact?
a. Repetition of the donation request.
b. Scientific evidence of the cause’s impact.
c. Fear-based messaging about the consequences of not donating.
d. Testimonial from a well-known celebrity.



14. Describe how expert endorsement can enhance the credibility of a persuasive message.
a. Expert endorsement focuses on using everyday people to relate to the audience.
b. Expert endorsement enhances credibility by associating the message with a knowledgeable figure, making the audience more likely to trust the information.
c. Expert endorsement relies solely on emotional appeals to persuade the audience.
d. Expert endorsement is primarily used to create humour in advertisements.

15. What is the definition of bribery in the context of persuasive techniques?
a. Employs humour to engage the audience.
b. Relies on expert endorsements.
c. Uses fear to influence decisions.
d. Offers audience members something they want.

16. A special symbol that is associated with a product or company is known as:
a. A logo.
b. A barcode.
c. An icon.
d. A badge.

17. If a company wants to launch a new product and uses humour in its advertising campaign, what potential outcome might they expect?
a. Increased audience engagement and retention of the product message.
b. A lack of emotional connection with the audience.
c. Decreased interest in the product due to confusion.
d. A negative perception of the product due to inappropriate humour.

18. Describe how warm and fuzzy imagery can influence an audience’s perception of a message.
a. Warm and fuzzy imagery is primarily used to convey fear.
b. Warm and fuzzy imagery relies on scientific evidence to persuade.
c. Warm and fuzzy imagery can evoke positive emotions, making the audience more receptive to the message.
d. Warm and fuzzy imagery distracts the audience from the main message.

19. What is the primary purpose of using warm and fuzzy imagery in communication?
a. To endorse a product by an expert.
b. To create a sense of urgency.
c. To communicate a message in a cute and sweet manner.
d. To provide scientific evidence.

20. What is the primary purpose of repetition in persuasive communication?
a. To create a sense of urgency.
b. To make an idea stick in the audience’s mind.
c. To appeal to emotions.
d. To provide scientific evidence.

Score:                         / 20
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