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Grade 6   Lesson 2

Fabricating Beauty

Teacher Summary
In this lesson, students will have the opportunity to explore what the term media means, and to discuss the many types of media 
that they are exposed to on a daily basis. Students will use some of the skills they gained in the first lesson to determine how 
many of these media images are manipulated in order to sell a product or service.

Teacher Message
In the course of this lesson, it is important that students come to understand several key concepts. Media encompasses a wide 
variety of forms in which communication takes place. People make media messages to inform, entertain, and/or persuade for 
political, commercial, educational, artistic, moral and/or other purposes (Source: MediaSmarts). For example, the purpose of 
advertising is to convince consumers to purchase a particular product or service. In the past, advertisers marketed all types of 
products – from household products to toys and games – to parents; however, intense advertising pressure is now directed 
at children, in an attempt to influence billions of dollars of family spending. With children’s increased access to a variety of 
technologies as well as the busy schedules of today’s families, parents are less able to filter the messages from the advertising 
world. Children are often the primary target of advertising strategies, as a result they need to develop critical thinking skills that 
can help them to analyze the media messages surrounding them and become active viewers, listeners, and producers of media. 

Materials
Paper 
Chart paper 
Writing utensils 
TV/ DVD, or computer with LCD projector

Media Clips

Evolution. Dove®. (available at  
https://www.youtube.com/watch?v=iYhCn0jf46U)

Fabricating Beauty – Body Talk. Dove®. (available at  
https://www.youtube.com/watch?v=UToGBorgDqo)

Learning Organizer 

Learning Organizer 2-1 Research Quotes 

Assessment Tool 

Assessment Tool Lesson 2 Response Journal  
Assessment Rubric

Supporting Curriculum Outcomes

Language Arts

Alberta
Engage in exploratory communication to share personal 
responses and develop own interpretations.

Select from the ideas and observations of others to expand 
personal understanding.

Use talk, notes, personal writing and representing, together with 
texts and the ideas of others, to clarify and shape understanding.

Use outlines, thought webs, and summaries to show the 
relationships among ideas and information and to clarify meaning.

Share and discuss ideas and experiences that contribute to 
different responses to oral, print, and other media texts.

Assume a variety of roles, and share responsibilities as a 
group member. 
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Atlantic Provinces
Listen critically to others’ ideas or opinions and points of view.

Contribute thoughts, ideas, and questions to discussion and 
compare their own ideas with those of peers and others. 

Detect examples of prejudice, stereotyping, or bias in oral 
language; recognize their negative effect on individuals and 
cultures; and attempt to use bias-free language.

Identify the conventions and structure of a variety of print and 
media texts and genres.

Make connections with the purpose of each text or genre.

Respond critically to texts by demonstrating growing 
awareness that all texts reflect a purpose and a perspective.

Respond critically to texts by detecting prejudice, stereotyping, 
and bias.

Use a variety of strategies in writing and other ways of 
representing to describe feelings, reactions, values, and attitudes.

British Columbia
Use speaking and listening to improve and extend thinking.

Use speaking and listening to respond, explain, and provide 
supporting evidence for their connections to texts.

Demonstrate comprehension of visual texts with specialized 
features.

Respond to selections they read or view, by expressing 
opinions and making judgments supported by explanations 
and evidence.

Write a variety of clear, focussed personal writing for a range 
of purposes and audiences that demonstrates connections to 
personal experiences, ideas, and opinions.

Use writing and representing to express personal responses 
and relevant opinions about experiences and texts.

Manitoba
Compare personal ways of responding and thinking with 
those of others.

Explain personal viewpoints in clear and meaningful ways and 
revise personal understanding.

Appraise ideas for clarity and ask extending questions; select 
from others’ experiences and ideas to extend ways of knowing 
the world.

Identify significant elements and techniques in oral, literary, and 
media texts, and examine how they interact to create effects.

Ontario
Demonstrate an understanding of appropriate listening 
behaviour by adapting active listening strategies to suit a 
variety of situations, including work in groups.

Explain how a variety of media texts address their intended 
purpose and audience.

Interpret media texts, using overt and implied messages as 
evidence for their interpretations.

Identify the conventions and techniques used in some familiar 
media forms and explain how they help convey meaning and 
influence or engage the audience. 

Establish a distinctive voice in their writing appropriate to the 
subject and audience. 

Québec
Begin to respond to the interpretive processes of her/his peers.

Produce self-expressive, narrative and information-based texts 
for a familiar and wider audience.

Use language/talk as a means of exploring, expressing and 
developing thoughts, feelings and imagination.

Experiment with and adapt linguistic features when 
communicating in specific contexts for a familiar audience.

Saskatchewan
View, listen to, read, comprehend, and respond to a variety of 
texts that address identity, social responsibility, and efficacy.

View, respond, and demonstrate comprehension of visual 
and multimedia grade-appropriate texts including traditional 
and contemporary texts from First Nations, Métis, and other 
cultures containing special features.

Create various visual, oral, written, and multimedia texts that 
explore identity, social responsibility, and efficacy.

Appraise own and others’ work for clarity.
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Health

Ontario
Identify factors that affect the development of a person’s 
self-concept.

Make informed decisions that demonstrate respect 
for themselves and others and help to build healthier 
relationships, using a variety of living skills.

Prince Edward Island
Tell a story of how self-perceptions of body composition and 
body image influence one’s physical, emotional, spiritual, and 
mental well-being.
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Lesson Outline

Inspiration: How will I engage the students?

1. Display the word MEDIA on the chalkboard, LCD screen, or chart paper. Ask students to share their understanding 
of the term “media” based on key learnings from Lesson One: Media Messages. 

2. Ask students to take a few minutes to think about their average day and independently list all of the media 
that they are exposed to on an average day (e.g., waking up to radio commercials; brand labels on their clothing; logos 
on the food items in the kitchen cupboards; bus signs, etc.) You may wish to distribute scrap paper for students to write on. 

3. Organize students into small groups to share their examples of media exposure on an average day. Ask each 
group to think about ways they could categorize the types of media they shared. Some possible categories include billboard 
ads, radio, television, and logos on clothes.

4. As a class, invite students to share some of the categories their group thought of. List media types that are 
mentioned on chart paper, a whiteboard, or a chalkboard. Then, discuss the list. Ask students to identify some of the key types 
of media that may be targeted to males or to females in their age group. What types of media are they more likely to see on an 
average day? What types of media do they seek out? (e.g., looking online for information about a song or movie) What types 
of media do they view passively? (e.g., brand logos on food items in the kitchen cupboard; advertisements on buses.) 

Facilitation: How will students learn the concepts? 

5. In a class discussion, ask students to identify what the purpose of media is. Help students to understand that 
people make media messages to inform, entertain, and persuade for political, commercial, educational, artistic, moral, and 
other purposes. 

6. Lead an introductory discussion about advertising. Ask students to consider the purpose of advertising. Where do 
we see advertising? What advertisements appeal to you and your peer group as media consumers? How do companies tailor 
their advertisements to specific audiences? What examples of advertising can you think of that target specific audiences (e.g., 
teens, mothers, fathers, business people, etc.)?

7. If time permits, show the Dove video Evolution to the class again (Available at https://www.youtube.com/
watch?v=iYhCn0jf46U.) Reinforce the idea that many of the images we see in print, film, and online advertisements are 
manipulated through a variety of techniques in order to create a more ideal version of a product, person, or image. 

8. Divide the students into small groups, and distribute a research quote from Learning Organizer 2-1 Research 
Quotes to each group. Explain to students that they are going to participate in a Plus, Minus, Interesting (PMI) activity. In 
the PMI activity, one student will read the quote aloud and all students will have two minutes to think about the quote and 
form their own ideas about the quote. Each group will receive a piece of chart paper that will be divided into three columns. 

 Column 1: Plus – possible positive consequences of the quote for their age group

 Column 2: Minus – possible negative consequences for their age group

 Column 3: Interesting – information and questions that come up about the quote and related issues during discussion

 The group will participate in an open discussion about the quote and will write ideas in each column. Allow groups 
approximately 10 minutes for this activity. 

9. As a class, encourage group members to post their PMI charts, read their research quotes aloud and share 
a brief summary of the discussion they had in their groups. Did any of the research quotes surprise the students? 
What were some of the interesting reactions to and discussions about the quotes? 
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Application: How will students demonstrate their learning? 

10. Show the Dove® video Fabricating Beauty – Body Talk (available at http://www.youtube.com/watch?v=UToGBorgDqo). 
Ask students to think about their reactions to this video as well as the Evolution video. When you watched the videos, what 
did you find most surprising? What types of techniques were used to modify the images of the models? Encourage the 
students to share their ideas and feelings about the films. 

11. Ask students to work independently to write a response journal entry (approximately 1 page) about the 
videos. Responses should include answers to the following questions: 

 • What did you find surprising about the videos? 

 • How do you think the models feel about their images being manipulated? 

 •  Why do you think advertisers employ modification techniques (such as lighting, air brushing, camera angles)? 

 • Are advertisers manipulating their audiences? Have you felt manipulated by advertisements in the past? If so, when?

 •  How might the techniques used in advertisements affect the audience? How might these advertising techniques affect 
how a viewer feels about himself or herself and about others in the community? 

Reflection: How will students reflect on their learning? 

12. Ask students to gather a variety of magazines from their homes that can be used for an in-class activity 
during Lesson 3. Encourage students to bring in magazines that represent a variety of topics and are geared at a variety 
of reading audiences. Pages from the magazines may be removed during the activity, so students should ensure that their 
families no longer require the magazines. 

Extension: Excellent resources to help extend the learning are available on the MediaSmarts Website (http://mediasmarts.ca). 
If time permits and computers are accessible, encourage students to use the online game The Target is You: Alcohol Advertising 
Quiz, which explores the marketing and advertising of alcohol to preteens. 

Assessment
You can use Assessment Tool Lesson 2 Response Journal Assessment Rubric to assess students’ developing ability to 
reflect on their own writing for personal expression. 

Related Resources to Extend Learning 

Best Bets for Teachers:

MediaSmarts (http://mediasmarts.ca)
This site includes lesson plans on prejudice, body-image, and gender issues, as well as a book list. 

Wolf, N. 1991. The Beauty Myth. Vintage Books. 
A popular exploration of the influences and impacts of societal norms and expectations for girls and women. 

Best Bet for Students: 

The Target is You!: Alcohol Advertising Quiz (http://mediasmarts.ca/game/target-you-alcohol-advertising-quiz)
This interactive quiz, for Grades 6 to 8, is designed to increase students’ knowledge and understanding of alcohol marketing 
aimed at youth. 

Dove® is a registered trade-mark of Unilever Canada, Toronto, Ontario M4W 3R2

5



Research Quotes

Grade 6 
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According to experts, the average North American sees over 
16 000 ads daily.

Source: Media Smarts

By graduation, the average teen will have spent more time 
watching screens than in the classroom, playing sports or 
talking with their parents.

Source: Screen Smart

Young children are not able to distinguish between 
commercials and TV programs. They do not recognize that 
commercials are trying to sell something.

(Comstock, 1991)

Source: Kid Club Marketing

Children as young as age three recognize brand logos; with 
brand loyalty influence starting at age two.

(Fischer, 1991) (McNeal, 1992)

Source: Kid Club Marketing

In the US, in 2010, it was found that among those who use 
text messages, teens send and receive five times as many 
texts as adults.

Source: Pew Research

In 1997, $1.3 billion was spent on television advertisements 
directed at children [in the United States]. Counting all 
media, advertising and marketing budgets aimed at children 
approached $12 billion.

(McNeal, 1999)

Source: Kid Club Marketing

Children who watch a lot of television, want more toys 
seen in advertisements and eat more advertised food than 
children who do not watch as much television. 

(Strasburger, 2002)

Source: Kid Club Marketing

Television is one of the most prevalent media influences in 
kids’ lives. According to the 2011 Active Healthy Kids Report 
Card on Physical Activity for Children and Youth, Canadian 
youth ages 6–19 average about six hours of screen time per 
day, with TV programs (watched on a variety of different 
screens) accounting for much of this time.

Source: Media Smarts

Looking at fashion magazines for just three minutes lowers 
the self-esteem of over 80% of women.

(Orbach, 2006) 

Source: The Dove® Self-Esteem Fund: Real Beauty  
School Program

The body fatSource: MediaSmarts of models and actresses 
portrayed in the media is at least 10% less than that of 
healthy women. 

(British Medical Association, 2000)

Source: The Dove® Self-Esteem Fund: Real Beauty  
School Program



Research Quotes (with urls)

According to experts, the average North American sees over 
16 000 ads daily.

Source: Media Smarts (http://mediasmarts.ca)

By graduation, the average teen will have spent more time 
watching screens than in the classroom, playing sports or 
talking with their parents.

Source: Screen Smart (http://www.screensmart.ca)

Young children are not able to distinguish between 
commercials and TV programs. They do not recognize that 
commercials are trying to sell something.

(Comstock, 1991)

Source: Kid Club Marketing  
(http://www.kidclubmarketing.com/fastfacts.aspx)

Children as young as age three recognize brand logos; with 
brand loyalty influence starting at age two.

(Fischer, 1991) (McNeal, 1992)

Source: Kid Club Marketing  
(http://www.kidclubmarketing.com/fastfacts.aspx)

In the US, in 2010, it was found that among those who use 
text messages, teens send and receive five times as many 
texts as adults.

Source: Pew Research (http://www.pewresearch.org)

In 1997, $1.3 billion was spent on television advertisements 
directed at children [in the United States]. Counting all 
media, advertising and marketing budgets aimed at children 
approached $12 billion.

(McNeal, 1999)

Source: Kid Club Marketing
(http://www.kidclubmarketing.com/fastfacts.aspx)

Children who watch a lot of television, want more toys 
seen in advertisements and eat more advertised food than 
children who do not watch as much television. 

(Strasburger, 2002)

Source: Kid Club Marketing
(http://www.kidclubmarketing.com/fastfacts.aspx)

Television is one of the most prevalent media influences in 
kids’ lives. According to the 2011 Active Healthy Kids Report 
Card on Physical Activity for Children and Youth, Canadian 
youth ages 6–19 average about six hours of screen time per 
day, with TV programs (watched on a variety of different 
screens) accounting for much of this time.

Source: Media Smarts (http://mediasmarts.ca)

Looking at fashion magazines for just three minutes lowers 
the self-esteem of over 80% of women.

(Orbach, 2006) 

Source: The Dove® Self-Esteem Fund: Real Beauty  
School Program

The body fatSource: MediaSmarts of models and actresses 
portrayed in the media is at least 10% less than that of 
healthy women. 

(British Medical Association, 2000)

Source: The Dove® Self-Esteem Fund: Real Beauty  
School Program
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Response Journal Assessment Rubric

Name:   Date: 

Student Teacher

Level One • I did not develop my ideas into a complete 
personal response. 

• My ideas are in no specific order. 

• I did not keep my audience in mind as 
I wrote.

• Ideas are undeveloped, or developed 
ineffectively.

• Ideas are not ordered logically.

• Content and format are not suitable for 
the reading audience.

Level Two • I tried to develop my ideas but my personal 
response is not whole or complete. 

• I tried to order my ideas for the type of 
writing I did but it may get off track. 

• Some ideas are developed effectively. 

• Some ideas are ordered appropriately.

• Some content is suitable for the reading 
audience.

Level Three • My personal response is partially 
developed, but there may be gaps or 
uneven parts.

• I used an order for my ideas and it is 
appropriate for the type of writing I did.

• I somewhat understood the audience that 
I wrote this for and I tried to meet the 
audience’s needs, even if the audience  
is myself.

• Most ideas are developed effectively.

• Ideas are ordered appropriately.

• Most content and format are suitable for 
the reading audience.

Level Four • My personal response is well developed 
and complete. 

• I used a clear organization for my ideas 
and it is appropriate for the type of  
writing I did.

• I clearly understood the audience that I 
wrote this for and I meet the audience’s 
needs even if the audience is myself. 

• All ideas are developed thoroughly and 
effectively.

• Ideas are ordered clearly and 
appropriately.

• Content and format are completely 
appropriate for the reading audience.


