[image: image1.emf]


	
  










	

Internal assessment resource Media Studies 1.7B v3 for Achievement Standard 90995

PAGE FOR TEACHER USE


[image: image2.emf]


	
  










	


Internal Assessment Resource

Media Studies Level 1
EXPIRED

	This resource supports assessment against:

Achievement Standard 90995 version 2
Demonstrate understanding of rules that govern the media in New Zealand

	Resource title: On That Point!

	3 credits

	This resource:

· Clarifies the requirements of the standard

· Supports good assessment practice

· Should be subjected to the school’s usual assessment quality assurance process

· Should be modified to make the context relevant to students in their school environment and ensure that submitted evidence is authentic


	Date version published by Ministry of Education
	February 2015 Version 3

To support internal assessment from 2015

	Quality assurance status
	These materials have been quality assured by NZQA.

NZQA Approved number A-A-02-2015-90995-02-4547

	Authenticity of evidence
	Teachers must manage authenticity for any assessment from a public source, because students may have access to the assessment schedule or student exemplar material.

Using this assessment resource without modification may mean that students’ work is not authentic. The teacher may need to change figures, measurements or data sources or set a different context or topic to be investigated or a different text to read or perform.


Internal Assessment Resource
Achievement Standard Media Studies 90995: Demonstrate understanding of rules that govern the media in New Zealand 

Resource reference: Media Studies 1.7B v3
Resource title: On That Point!
Credits: 3
Teacher guidelines

The following guidelines are supplied to enable teachers to carry out valid and consistent assessment using this internal assessment resource.

Teachers need to be very familiar with the outcome being assessed by Achievement Standard Media Studies 90995. The achievement criteria and the explanatory notes contain information, definitions, and requirements that are crucial when interpreting the standard and assessing students against it.

Context/setting

This assessment activity requires students to work in pairs to present a two-person panel discussion that demonstrates their understanding of the rules that govern the media in New Zealand. 

Students might focus on individual media industries or standards of behaviours and practice, such as: censorship and the Office of Film & Literature Classification, the Broadcasting Standards Authority, the Advertising Standards Authority, the New Zealand Press Council, the TVNZ Charter, the Intellectual Property Office of New Zealand, local content quotas, creative commons, and copyright in New Zealand.

In this activity students are asked to present their research as two experts in a panel discussion. You can adapt the activity for any mode that allows students to present two perspectives on a topic related to rules that govern the media in New Zealand. Some suggestions are a video, role play, a debate, a report, or a blog. 

Before beginning this activity, provide opportunities for class discussion that explores examples of media agencies and industries transgressing boundaries, and the resulting impact on society. Examples include the Hell Pizza “Lust” condoms complaint concerning advertising codes, and the TV3 South Park “Bloody Mary” episode complaint concerning broadcast television codes.

Conditions

Students will complete this task in pairs. 

You will award individual grades based on the evidence provided by each student.
At least one checkpoint is advised to monitor students’ progress.
Each student’s argument should be three minutes in length, with two minutes allowed at the end to answer questions from the class. Students will need to submit all their research notes, written speeches, and cue cards for assessment. 

Students have three weeks of class and home time for research and writing. Allow one week of in-class time to present the panel discussions.

Resource requirements

Students will require Internet and library access, and copies of print texts.

Websites that may prove useful include:

· the Advertising Standards Authority: www.asa.co.nz
· YouTube: www.youtube.com
· The New Zealand Herald: www.nzherald.co.nz
· Stuff: www.stuff.co.nz 

· the Office of Film & Literature Censorship: www.censorship.govt.nz/
· the Broadcasting Standards Authority: www.bsa.govt.nz/
· the New Zealand Press Council: www.presscouncil.org.nz/index.php
· the Copyright Council of New Zealand: www.copyright.org.nz/
· the Intellectual Property Office: www.iponz.govt.nz/cms
· Creative Commons: www.creativecommons.org.nz/
Additional information

None.
Internal Assessment Resource
Achievement Standard Media Studies 90995: Demonstrate understanding of rules that govern the media in New Zealand

Resource reference: Media Studies 1.7B v3
Resource title: On That Point!
Credits: 3
	Achievement
	Achievement with Merit
	Achievement with Excellence

	Demonstrate understanding of rules that govern the media in New Zealand.
	Demonstrate in-depth understanding of rules that govern the media in New Zealand.
	Demonstrate comprehensive understanding of rules that govern the media in New Zealand.


Student instructions

Introduction

This assessment activity requires you to research and present a two-person panel discussion that demonstrates your understanding of TWO rules that govern the media in New Zealand. 

Teacher note: Before they begin work, introduce students to basic debating concepts to help them to prepare and present their debate and rebuttal.

You have three weeks to prepare your case.

You will work in pairs during the initial research stage and then individually to complete and present your own case.

Teacher note: Adapt these conditions to suit your context.
You will be assessed on how well you understand the rules that govern an aspect of the media in New Zealand, as demonstrated in your debate.

Note that you are not being assessed on your speaking technique.

Task

Choose a partner to work with.

Teacher note: You could select the student pairs and aspect of media yourself.

Your teacher will provide you with information about some laws, codes of practice, and regulations or rules that govern an aspect of the media in New Zealand.

Teacher note: Select or negotiate with your students a limited range of rules and provide students with appropriate information and websites. Aspects you might focus on include legislation about copyright, libel/defamation/denigration, censorship or privacy, and/or industry self-regulation such as broadcasting and advertising standards.

Decide
· Choose two media rules to investigate, such as two separate broadcasting standards.

· Decide on an appropriate hypothesis that can be argued both for and against your selected rules. See Resource A for further guidance.

Research

· Collect a range of two to five examples or commentaries that relate to your two chosen rules. For example, sexualised content in shows such as Gossip Girl can be linked to teen pregnancy rates, desensitisation toward media products, or clearer guidelines for television show classification and programming.

· Read and take notes on each example or commentary. Remember that you need to build cases for both agreeing with and disputing the relevance of these two rules.

· Consider the relevance, effect, consequence, and/or impact of these rules on both media and media users in New Zealand. 

Write
· Decide who will be the expert who supports and who will be the expert who disputes the need for these rules that govern the media in New Zealand.
· Write your arguments individually. Your speech should be about three minutes long. See Resource A for further guidance.
· Remember to also prepare for class questions.
Present
· Present your case to your class.
· Answer questions, respond to challenges, and engage in discussion as organised by the teacher.

· Hand in your research notes, written speech, and cue cards for assessment.

Resource A: Further guidance

Your hypothesis

A hypothesis is a claim that you examine, challenge, and confirm or disprove.

For example: “Television content can be harmful to young people.” 
This statement immediately focuses the discussion around the Broadcasting Standards Authority and how they handle audience concerns about television content. 

A statement like this allows either speaker to talk about obvious topics such as violence and sex on television. 

The term “harmful” is directly related to the necessity for rules, while the phrase “young people in New Zealand” refers to appropriate media users. 

Make sure your hypothesis allows for a similar depth of investigation and debate.

Your case

Each case or argument needs to:

· describe in detail two specific rules that govern the media in New Zealand, including how they operate, complaints procedures, and penalties

· describe the effect of these rules on specific media practice, products, and/or media users in New Zealand

· explain why these rules have been developed 

· explain the effect of these rules on specific media products, general media practice, and/or media users

· examine and draw conclusions about implications (consequences) of each of these specific rules for specific media products, general media practice, and/or media users

· support the argument with specific examples of media messages or products that have challenged each of the rules you examine, and/or other relevant evidence.

Assessment schedule: Media Studies 90995 On That Point!

	Evidence/Judgements for Achievement
	Evidence/Judgements for Achievement with Merit
	Evidence/Judgements for Achievement with Excellence

	The student demonstrates an understanding of the effect of two rules that govern the media in New Zealand by:
· writing a debate or speech of about 500 words

· describing two rules that govern the media

For example advertising in New Zealand as determined by the New Zealand Advertising Standards Authority.
The Code for People in Advertising outlines how people should be portrayed in advertising.
· describing how the selected rules operate, for example, the complaints and review process and the potential penalties for an upheld complaint 
For example:

Portrayals should not go against ‘prevailing community standards’ which means that they should present images of people that are widely accepted by NZ society and not offensive to most New Zealanders.
· describing the effect of the rules on a specific media practice, products and/or media users in New Zealand. The effects might apply to viewpoints of the parties concerned, the judgement of an industry specific complaints board, the news coverage of the complaint and/or media message, media commentators, industry groups, consumers/media users, or the government.

For example:

In the LynxJet commercial, there are instances where female flight attendants are portrayed ‘spanking one another goes even further in replicating demeaning and pornographic material’. The ASCB upheld the complaint agreeing that not only had the campaign breached the Code for People in Advertising, but also that violated the rule of Truthful Presentation from the ASA’s over-arching Code of Ethics. Clearly there is a need for rules to govern NZ advertising as messages (even in 30 second commercials) can have an impact on society. The campaign was withdrawn and – while the campaign won international advertising awards – the agency offended a portion of NZ society.
supporting their response with specific  examples of media messages or product and/or other relevant evidence.
	The student demonstrates an in-depth understanding of the effect of two rules that govern the media in New Zealand by:

· writing a debate or speech of about 500 words

· explaining why two of the rules that govern media in New Zealand exist
For example rules that govern advertising in New Zealand:

The ASA’s intention with the Code for People in Advertising seems to respect equality amongst all members of society, while understanding the power of advertising as shaping popular culture.
· explaining the effects of the rules on a specific media practice, products and/or media users in New Zealand. The effects might apply to viewpoints of the parties concerned, the judgement of an industry specific complaints board, the news coverage of the complaint and/or media message, media commentators, industry groups, consumers/media users, or the government.

· For example:

Several complaints were lodged with Advertising Standards Complaints Board, indicating how the campaign breached several basic principles of The Code for People in Advertising – namely basic principle 3: not portray people in a manner which...is reasonably likely to cause serious or widespread offence on the grounds of their gender. While the advertising agency responsible for LynxJet did not address the complaint before judgement they responded in appeal stating ‘The brand platform is all about guys fantasies told in a tongue in cheek way, but never about exploiting women or fuelling a sexist stereotype’. The ASCB replied to the appeal saying that indeed the campaign ‘was generally demeaning to women, showing them to be of diminished intelligence’ and ‘used sex to sell an unrelated product’. Socially, advertisers need to understand that sex does not always sell. Consumers are far savvier these days and can see through clichéd marketing ploys like this. Not to mention that women are far more influential in purchasing decisions – even for simple products like deodorant – that by offending such a significant group in society can have a detrimental effect on a brand’s image.
supporting their response with specific  examples of media messages or products and/or other relevant evidence.
	The student demonstrates a comprehensive understanding of the effect of two rules that govern the media in New Zealand by:

· writing a debate or speech of about 500 words

· examining and drawing conclusions about implications of each of these rules for specific media practice, products and/or media users in New Zealand. The effects might apply to viewpoints of the parties concerned, the judgement of an industry specific complaints board, the news coverage of the complaint and/or media message, media commentators, industry groups, consumers/media users, or the government
For example: 

While the ASA is a self-regulatory agency for the NZ advertising industry, the ad agencies create innovative and interesting campaigns to help their clients sell their product, and sometimes in being creative they can forget that people who are not part of their target audience may see their advertisements. It’s often a lot easier to be creative when playing with someone else’s money and reputation. If an ad is complained about, it’s often more detrimental to the brand than the advertising agency itself. Something similar happened in Britain, this time with an actual airline, EasyJet used a poster featuring a women’s breasts and the slogan ‘Weapons of Mass Distraction’. Some felt it objectified women and others complained that it trivialised the Iraq war – both being rather strong views in today’s world. Interestingly, Britain’s own Advertising Standards Authority actually rejected the numerous complaints as being ‘a British Tradition’. While the LynxJet campaign may have been more graphic in its depiction, this shows that NZ’s ASA and its Code for People in Advertising do take into account NZ’s prevailing community standards about how people are portrayed. The existence of this code, and the absence of upheld judgements relating to breaching it, indicate that there is a strong value placed by NZ society on how people are depicted in advertising campaigns.
supporting their response with specific  examples of media messages or products and/or other relevant evidence.



Final grades will be decided using professional judgement based on a holistic examination of the evidence provided against the criteria in the Achievement Standard. 
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