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EXPLORERS OF THE MEDIA MAP
MEDIA EDUCATION OPERATION MODEL FOR CHILDREN
AND YOUNG PEOPLE OVER THE AGE OF 12

WHAT KIND OF EMOTIONS does media evoke?
Why is a film scene funny to some people, and
offensive to others? Why do we get mad at
discussions on Internet forums? What makes a
game exciting or an advertisement moving? How
can you yourself create media content that frightens
others or makes others happy?

THE OPERATION MODEL CONSISTS
OF FIVE SECTIONS:
ALL SORTS OF EMOTIONS:
warm-up exercises about emotions
MEDIA NAVIGATION:
discussions and exercises about media

In media culture, EMOTIONS PLAY A BIG PART.
Different media content, channels and situations
make us laugh, bored, or mad – or touch our soul.
Even if some messages in the media are designed to
evoke certain emotions, media content can always
be interpreted in a myriad of ways, and people
always react to it differently. A part of media literacy
is to recognise the methods used to influence our
emotions and acknowledge the significance of
emotions also in our own actions.

UNDER THE MAGNIFYING GLASS:
analysis of emotions evoked by the media
PRODUCING EMOTIONS:
learning by making your own productions
LIVE FROM OUTER SPACE:
presenting your productions and
final discussion

THE EXPLORERS OF THE MEDIA MAP MATERIAL
contains an operation model, information and
exercises for the media education of children and
young people in various age groups. The model
is based on children’s and young people’s own
experiences and media culture. The aim of the model
is to develop media and multiliteracy and to learn to
recognise and be aware of the emotions evoked by
the media, as well as the methods of influencing our
emotions used in the media. This aim is realised in
part with making your own media content.

The Explorers of the Media Map operation model
has been designed and produced in cooperation
by the National Audiovisual Institute, the Finnish
Competition and Consumer Authority, Media
education centre Metka, the Finnish Society on
Media Education and the Finnish National Board of
Education for the 2016 Media Literacy Week.

A central tool created for this operation model is the
media map with which students and other users can
do the assignments and move from one section of
the model to the next. The map can be printed out
from the links below. We recommend printing it in
size A3. The numbering (1–5) on the map indicates
the ongoing section.

Open the media map (in colour)
Open the media map (in black and white)
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1 ALL SORTS OF EMOTIONS
The purpose of this first section is to get our imagination and thoughts going in order to map how
many and what kinds of different emotions we encounter every day. Various movements and
thought games are used to examine our emotions. You can choose one or more assignments.
WHAT DO YOU NEED? Each group should have pens, paper, an Internet connection and a
computer, a notice board or similar for collecting the results of the discussion,
newspapers and magazines, and scissors.
In addition, one of assignments requires the use of a filming device (digital cameras,
smartphones or tablets) and a projector for projecting the images or some other,
similar device for viewing them.
Start by dividing the participants into small groups of 2 to 4 people and
giving each group a media map
.
ASSIGNMENT:

WHERE DO YOU FEEL
THE EMOTION?
Did everyone feel these emotions in the same place
in their body?

What do we really mean when we say that
someone’s heart is broken or someone has
butterflies in their stomach? These idioms may
mean something slightly different to different
people, but the emotions that they refer to may
cause actual sensations in our body. Ask the kids to
think about and then discuss in groups if they can
locate the following emotions somewhere in their
body:

For more information, read the article on research
on emotions, published in Helsingin Sanomat (in
Finnish, please see the appendix).
You can think about more examples of idioms
that refer to emotions, such as broken hearts,
in the groups. Instruct the groups to write down
explanations of a couple of sentences for each
idiom. What does the idiom mean? You can also
have a discussion about similar idioms you may
know of in other languages.

HATE * FEAR * DISGUST
HAPPINESS * SADNESS * SURPRISE
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ASSIGNMENT:

ASSIGNMENT:

Music and special effects play a huge part in creating
the atmosphere of a film, for instance. Music can be
used to make the audience experience the events
of the film in a certain way. When the music is
changed, or missing altogether, the mood of the film
changes too.

We tell others about our emotions verbally, but
our facial expressions, gestures and postures also
express what is going on in our minds. Images are
one way of communicating the content of situations
as well as their moods.

WHAT DO PHOTOGRAPHS
TELL OF EMOTIONS?

MUSIC GUIDES OUR MINDS

◆◆ Go online in groups to find video
examples of how music can influence
the interpretation of films. You can make
searches with the search term “how music
affects movies,” for example. Discuss
together: did you find any clear differences
between scenes? Think back on all the
films you have seen: did music play a
particularly significant part in creating the
mood in some of them?

1) Examine images of people in newspapers and
magazines from the perspective of emotions.
Instruct the groups to choose a newspaper or
a magazine and to find and cut out portraits
that express a certain emotion, such as
happiness, hatred or indifference. The groups
should then organise the images according
to the different emotional states. What kind
of emotions can you find in the images and
how are they distributed? Which emotion is
represented the most and which the least?
Are there emotions that are not depicted at
all? Discuss the results together and compare
different magazines or image genres with
the help of the results from the groups. For
instance, how do portraits in magazines
differ, in terms of emotion, from those in
newspapers? What kinds of images are
used to express emotions? Are the images
used to illustrate news different than those
used in advertisements? Finally, discuss any
differences between the interpretations of
the different groups.

◆◆ Watch a sample of the Finnish film Iris,
in which the main character is having a
nightmare (please see appendix). First
watch the film with the sound on, then
without. Discuss how the mood changes –
or does it? What kinds of methods are used
in the scene to enhance the feeling of fear?

2) Alternatively, you can create a
photographing exercise in which the
kids photograph each other in groups or
pairs, in such a way that the face of the
subject is never displayed. The task of the
person being photographed is to express
an emotion with their body. The purpose
of this assignment is to discuss whether
or not it is possible to express emotions
with just the body in the image, without
showing one’s face. Examine the photos
together and discuss the emotions they
express. The photographers can then reveal
the right answer. Discuss with the group
about any factors that have influenced
the interpretation. What elements in the
image refer to a certain emotion and what
elements can be used to recognise a specific
emotion? Are there any differences of
opinion regarding the emotion expressed?
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e.g.

ASSIGNMENT:

MAPPING EMOTIONS

The groups have now gone through various emotional
states with the help of the exercises. Next, ask the
entire group to name as many different emotions as
they can. Write them down for everyone to see.
Once you think there are enough emotions, pick
three that are as different as possible (choose by
voting, for example). Now, each group puts these
emotions on their media maps, inside the area
bordered by stars. All groups should have the same
emotions. The first markings have now been made
on the media map, and you can go on to section
2. MEDIA NAVIGATION.
TIP: Even though you only pick three from a
huge number of different emotions, you can do
the assignment again and this time select three
different emotions.

INFO BOX:

EMOTIONS

We human beings are capable of experiencing a wide variety of different
emotions. People have always been interested in emotions, and
researchers and scientists have described and classified them in many
different ways. However, these six emotions can be classified as our
basic emotions: happiness, surprise, sadness, anger, disgust and fear.
Other emotions include amusement, guilt, shame, relief, joy and love, to
name a few. The different emotions can be felt in different areas of the
body, but it’s also possible to feel many emotions at the same time. For
more information about emotions and emotional skills, please see for
instance the Tunteesta tunteeseen instructor’s guide, available in Finnish,
published by the Finnish National Board of Education (please see the
appendix).
Emotions are not negative or positive as such, but the way they are
experienced depends on the situation. For example, a sad scene in a
film may touch us and even feel rewarding, while feeling sad because of
losing a loved one, for example, can be devastating. Sometimes the same
situation or the same media content may evoke many kinds of emotions.
However, it’s not always easy to recognise your feelings or put them
into words, which is why practising your emotional skills is important.
Emotions and emotional skills play a significant role in supporting our
well-being in our interaction with others.
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2 MEDIANAVIGATION
The purpose of this section is to get the participants to examine the media
culture they live in in a more profound way. During media navigation, the
participants get to think about the concept of media and the kinds of media they
use the most in their everyday lives. Here, we also examine the kinds of feelings
and emotions that different media content evokes in us. In this section, the three
different emotions on the media map will be surrounded by the participants’
own media memories and experiences.
WHAT DO YOU NEED? Sticker notes (such as Post-its) or a stack of printing paper,
plus scissors and pens

ASSIGNMENT:

MANY SIDES OF MEDIA
the Post-its, starting from the media the group
members use the most. It is unlikely that all
members of the group use media in the same way,
which means that the group must negotiate in order
to decide the right order.

The purpose of this assignment is to grasp the
concepts that media can cover and to map media
contents that are particularly important to young
people. In addition, the group gets to sketch its
own media landscape. First ask the groups to write
on Post-its whatever comes to their minds about
what media is. Only write down one idea per each
Post-it. Media could mean both the different media
channels (TV, newspapers, radio, smartphones) or
media contents (TV series, films, games, social media
services).

Finally, go through the assignment together with the
help of the following questions:
◆◆ What media are used most in the groups?
◆◆ Why are the most popular media so
popular?

Once the group has named and written down at
least 15 different media, ask the group to organise

◆◆ Did the ways in which the group members
use media differ? If yes, how?

6

ASSIGNMENT:

LOOKING FOR
MEDIA EXAMPLES
DISCUSS WITH THE WHOLE GROUP:

So far, the groups have discussed both different
emotions and different media. Next we will discuss,
on a general level, the kind of media that evokes
different emotions. At the end of the assignment,
the groups will write in the media map examples
about their media memories and experiences
around each of the three emotions.

◆◆ What kind of films do you think are sad?
What about scary? Give some examples.
◆◆ What kinds of comics do you think are
funny? Or exciting? Give some examples.
◆◆ What kind of music is happy? Or sad? Give
some examples.

e.g.

Next, let’s get back to the media map. There are
three different emotions written down in the media
map of each group. Ask each group to think of
examples about the kind of media content (such as
certain TV shows, games, ads, memes, books) that
evokes these three emotions. There is room for
three examples for each emotion.
For example: The group has three emotions on their
media map: sadness, happiness and fear. First, the
group members discuss what elements in the media
could evoke the emotion of sadness. For sadness,
the group selects the following examples:
1) A YouTube clip about a child crying at a
refugee camp
2) A book about a football player who is
seriously ill
3) The film Marley & Me
The group should also think of similar examples for
happiness and fear.
Once the groups have written down their examples
on the media map, ask each group to present the
kinds of media contents added on the map to the
others. You could discuss whether or not it was easy
to find examples. Could these examples have been
used for any other emotion?
TIP: The assignment can also be done by giving the
group members a couple of days to observe and
make notes about emotional media experiences.
Please see the INFO BOX on the next page ➡
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INFOBOX:

MEDIA

In this material, media refers to both the different media such
as television, radio, books, magazines, newspapers, computers
and smartphones, as well as media content such as television
programmes, films, photographs, newspaper or magazine articles,
books, web sites, applications or games. Even this material, Explorers
of the Media Map, is media content of a kind. However, media and
media content cannot always be clearly separated – and it may not
even be necessary. We spend a lot of time with different media, we
use media to interact with others, to study, to find experiences and
to search information about the world. Even in working life, different
media are used more and more.
A media landscape is the ensemble of all media used. Each user of
media has a unique media landscape, based on their media habits and
living environment. Our media landscape is also subject to change in
time, as the situations and our media habits change. You can outline
your media landscape by thinking about where and how you use media.
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3 UNDER
THE MAGNIFYING GLASS
The purpose of this section is to consider what it is in media that creates certain
emotions and how emotions are evoked with the help of media. The media map now
contains different examples, added around the three emotions, which the groups will
now start to process more thoroughly.
WHAT DO YOU NEED? Equipment for playing and listening to music (for hosting
a musical panel on emotions), paper and pens or other note-taking equipment

ASSIGNMENT:

LET YOUR EMOTIONS
TAKE OVER

In addition to media affecting our emotions, we can
make active choices in our media use based on our
emotions. Next, discuss the effect of your emotional
state on the way you 1) listen to music, 2) watch
videos and 3) play games.
For example: When you are happy, what kind of
music do you listen to / videos do you watch /
games do you play? How about when you’re sad
or excited? Do emotional states have any effect on
your choice of media?
You can also arrange an emotional music panel
in the groups. Each group member selects a song
which they feel reflects a certain emotional state,
but does not reveal the emotion to the others
– they have to guess.
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ASSIGNMENT:

REVEALING THE METHODS
For example: The group is examining the emotion of
happiness and as an example of it, a challenge video by
a well-known vlogger. The group discusses what it is in
the video that causes happiness: originality, watching
the vlogger’s reactions, or perhaps the surprising endsolution.

Next, the media examples chosen by the groups
for each emotion (such as sadness, happiness,
fear) will be analysed in further detail. Instruct the
members of the groups to think about the reasons
they have written the examples next to the specific
emotion. The purpose of this task is to discover
different ways and methods that affect the evoking
of emotions.

The group then goes on to discuss fear and the media
example, a news report about climate change. The
group looks back on what made the news report a scary
experience: The experiences shared by the people in the
interviews, the animation about the development of
climate change, the music.

Instruct the members of the group to write down
different methods and ways (in short sentences)
into the media map. They may use extra paper as
necessary. This task can also be carried out as a
longer writing assignment.
When the examples have been sufficiently analysed
and there are enough methods written on the media
map, it is time to discuss the results together. List
different means and methods the group members
found in their examples. These should be written
down, because they will be used in the next section.

e.g.
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INFO BOX:

MEDIA & EMOTIONS

Media can be interpreted in many ways and evoke many kinds
of emotions. A meme intended to be funny can be just that
for someone, but it can also be offensive to others, evoking
feelings of annoyance or hatred. In the media, emotions can be
evoked in many ways. For example, a story told in a media text
as well as the characters and their experiences in it can evoke
emotions. There are also other means of evoking emotions, such
as sound effects, music, colours and rhythm, as well as the facial
expressions and gestures of people. In addition to the actual
media content, other factors also affect the evoking of emotions,
such as where and when the media is used, who it is used with,
and what are the previous experiences of the media user. On the
other hand, emotions can affect the choices we make as users
of media. When we are happy, we might want to stay happy or
become even happier by choosing media content we know will lift
us up. Sometimes we may even use media to avoid unpleasant
emotions.
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4 PRODUCING EMOTIONS
The purpose of this section is to use the ideas gained from the previous sections and
for each group, to produce an example of how emotions can be evoked with media. The
media map filled in by the group as well as the different ways and methods for evoking
emotions, written down in the analysis phase, will serve as examples and inspiration
in designing the group’s own production. If necessary, you can go through the previous
section in this operation model and recall the things and thoughts evoked by them.
WHAT DO YOU NEED? Different media equipment, depending on the types and content
of the media productions selected by the group, tools for making notes

Ask the groups to pick one of three emotions on the
media map. The emotions do not have to be equally
divided between groups; it is more important that
each group gets to choose the emotion they want.
Let the group design and make their own media
production in which they try to evoke in others the
emotion they have chosen. Before the planning
phase, the groups should consider the following:

◆◆ What emotions do you want to evoke with
your work?
◆◆ Whom is it intended for?
◆◆ Which medium should you choose to best
evoke the emotion you have chosen in your
audience?
◆◆ The medium could be a photograph, video,
ad, play, radio play, a short text, comic,
sketch or soundscape, for example.
◆◆ What are the best ways and methods of
evoking the selected emotion in the audience

TIP: Creating your own
productions can be timeconsuming. Alternatively, the
groups can make a plan that they
then present to the others. The
media productions can also be
made in stages: first, plan the
production and then proceed to
execution.
12

For example: Group 1 has chosen fear as their emotion.
They want to make their classmates feel tremblings of
fear and excitement. The group chooses to make a radio
play which they create with a free editing software
already installed on the school computer. The plot of
the play is simple, and the group tries to create a scary
atmosphere with different sound effects which can be
downloaded for free, for instance from the Yle Archives
(please see appendix).

and expressions are usually the funniest things about
animal photos, so they have to figure out how to get a
funny and surprising photo of the grandmother’s dog.
For example: Group 3 has chosen sadness as their
emotion. They want their piece to speak to all young
people and choose bullying as their topic. As their
medium, they choose a comic, which they will write and
draw themselves. They will use the postures and facial
expressions of the character in the comic as well as
dark colours to illustrate sadness. In addition to this, the
character will tell a short story about being bullied

For example: Group 2 has chosen happiness as their
emotion. They want to make a group member’s
grandmother happy, because she is in the hospital
recovering from major surgery. The group decides to
take photographs of the grandmother’s dog playing
with the neighbour’s dogs, using their smartphone.
The group thinks that surprising and funny postures

INFO BOX:

PRODUCING MEDIA

The producers of media content strive to evoke different emotions in
the viewers or users of media. In comedy films, the aim is to amuse the
audience, while drama tries to touch their emotions. In advertising, the
significance of emotions has been understood for a long time. By stirring
certain emotions it is possible, for instance, to create associations that
encourage shopping or certain kinds of decision-making, or reinforce a
certain emotion towards a product, brand, organisation or an individual.
Making and sending media content even for a large audience no longer
requires special professional equipment or a huge production apparatus;
instead, nearly everyone now has the possibility to get their message
out there. The roles of receiver, user, maker and producer of media
content have changed and overlap, as new media are born, old ones
develop, and the possibilities offered by media become more and more
diverse. By producing our own media texts or sharing content produced
by others, our possibilities to affect the emotions of others have
increased significantly.
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5 LIVE FROM OUTER SPACE
This is now the last leg of our journey on the media map. The purpose of this section is to sum up all that
we have learned and experienced in the previous sections as well as to reach a deeper understanding
of the topics discussed. The discussion assignments are used to talk about the possibilities of media in
evoking emotions as well as the effect of emotions in our daily activities and as a part of our community.
The section begins with getting to know the media content prepared by the groups and discussing them.

WHAT DO YOU NEED? A platform or tools for presenting the media content produced
by the groups (such as projectors, loudspeakers etc.)

ASSIGNMENT:

RAISE THE CURTAIN!

The small groups present their plans or media
productions, after which they are discussed with
the entire group. The groups may have prepared
very different media content, and the purpose is to
discuss each presentation in equal measure. After
watching a presentation, discuss it together. You
may use the following questions as the basis for
discussion:

Once all groups have presented their works, discuss
the following questions together:
◆◆ What kind of emotions are the easiest
to evoke in others? Why? What kind of
emotions are the most difficult to evoke in
others?
◆◆ What do you think were the most effective
ways of evoking emotions?

AUDIENCE: Which medium was used to evoke
emotions? What kind of emotions did the
presentation evoke? Why? What kinds of methods
were used to evoke the emotion in others??

◆◆ Why do you think the same content may
cause very different emotional reactions in
people?

THE PRESENTERS: What kind of emotions did you
want to evoke in the others? What kind of methods
did you choose and why?
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ASSIGNMENT:

CONCLUSION AND
FINAL PANEL

FURTHER ASSIGNMENTS

Discuss the following questions with
the entire group:

Find some of the most shared advertisement videos
online. Watch, analyse and discuss them as media
texts in groups, particularly from the perspective
of emotions. What kind of emotions does the ad
try to evoke? How does it try to achieve that? Why
would the advertiser want us to feel those particular
emotions?

◆◆ During the day, each one of us feels many
different emotions and interacts with many
different people. Why is it important to
know what the other person is feeling and
to consider their feelings?

Many advertisers rely on the power of emotions. In
2015, the most viral ad videos had to do with warm
and positive emotions, such as happiness. Why do
you think people have shared videos related to these
feelings? What kind of emotion-evoking videos have
you encountered in social media?

◆◆ What kinds of media evoke the strongest
emotions in us? And what kinds of media
evoke hardly any emotion?
◆◆ When overcome by emotions, we may
sometimes make surprising decisions
and acts. How do the emotions evoked by
media affect our actions? Try to think of
both positive and negative effects.
◆◆ The Internet and social media, in particular,
is filled with content that evokes emotions.
What kind of media content do you think
people should make and share to make the
Internet a better place?

INFO BOX:

APPEALING TO YOUR EMOTIONS

Many messages, updates, images or videos shared in social media
evoke powerful emotions. On the Internet, many advertisers rely on
the power of emotion to get their message, such as an image or a
video, to be shared onward to a wider audience in social media. Viral
marketing in social media can be very cost-efficient in the sense that
the advertiser may not have to buy traditional advertising space in
order to gain visibility. If the content is shared by a friend or someone
you know, it may seem more authentic.
Making and sharing media content has become easier as media
culture has developed, which has increased our possibilities of
affecting others’ emotions through media. Even though different
media evoke many kinds of emotions in us, the maker or sharer of
media content cannot decide how others will interpret the content or
what kind of emotions it may evoke. However, you can always try to
take the recipient’s feelings into consideration.
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APPENDIX.
ADDITIONAL MATERIAL
The Tunteista tunteisiin (in Finnish) material by the Finnish National Board of Education:
http://www.edu.fi/tunteesta_tunteeseen

A Finnish study on emotions: Suomalaistutkimus – Viha ja suru tuntuvat eri puolilla kehoa:
http://www.hs.fi/tiede/a1388457920193

Scene from the film Iris:

http://elokuvapolku.kavi.fi/fi/elokuvapolku/alakoulu/musiikki

Sound effects from the Yle Archives:

https://www.freesound.org/people/YleArkisto/
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