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A media literate person can access, analyze, evaluate, 

and produce both print and electronic media. 
(Aspen Media Literacy Conference Proceedings, 1992) 

 
DEFI NI -
TI ON S:  

 
A l l ian ce f o r  a  Me d ia  Li t er at e Am er i ca :   
Media lite racy empowe rs people to  be both  cr iti cal 
th inkers and creati ve producers of an increasingly 
wi de range of messages using image, language, and 
sound.  I t is th e sk illful applicati on of lite racy sk ills 
to  media and te chnology messages.  As 
comm unicati on te chnologies tr ansform  society , th ey 
impact our understa nding of ourselves, our 
comm uniti es, and our diverse cultu res, making 
media lite racy an essenti al life sk ill for th e 21s t 
centu ry.   

 

 
Cen t er  f o r  Med ia L i t e r a cy :  Media literacy is a 21 st centu ry 
approach to  educati on th at provides a framewo rk to  access, 
analyze, evaluate  and create  messages in a variety  of forms.  
I t builds an understa nding of th e role of media in society  as 
we ll as essenti al sk ills of inquiry  and self-expression 
necessary for citi zens of a democracy.   

 
On t ar io  Me d ia  Li t er acy  Reso u r ce  Gu id e :  
Media lite racy aims to  increase stu dentsÕ 
understa nding and enjoyment of how th e media 
wo rk, how th ey produce meaning, how th ey are 
organized and how th ey constr uct reality .  
Ulti mate ly , media lite racy educati on must aim  
to  produce stu dents  wh o have an understa nding 
of th e media th at includes a knowl edge of th eir 
str ength s and we aknesses, biases and 
prior iti es, role and impact, and arti str y  and 
arti f ice.  Media lite racy is a life sk ill.   
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1. All media messages 
are Òconst ructe d.Ó 
 
 

 
2. Media messages are 
constr ucte d using a creati ve 
language wi th  its  own  rules. 
 
 

 
3. Different people experience 
th e same message differentl y . 
 
 

 
4. Media have embedded 
values and points  of v iew.  
 
 

 
5. Most media messages are 
organized to  gain profit 
and/ or powe r. 
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1. All media messages 
are Òconst ructe d.Ó 

 
2. Each medium has 
different characte risti cs, 
str ength s, and a unique 
" language" of constr ucti on. 

 
3. Different people inte rpret 
th e same media message in 
different wa ys. 

 
5. Media have embedded 
values and points  of v iew.  
 

 
4.  Media messages are 
produced for parti cular 
purposes, including profit, 
persuasion, educati on, and 
arti sti c expression.   
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1. All media are 
constr ucti ons. 

 
5. Each medium has it s own  
language, sty le, te chniques, 
codes, conventi ons, and 
aesth eti cs. 
 
8. Form  and conte nt are 
closely relate d in th e media. 

 
2. Each person inte rprets  
messages differentl y . 

 
4. The media conta in 
ideological and value 
messages. 
 
 
 
 

 
3. The media have 
commercial  inte rest s.  
 
6. The media have 
commercial implicati ons. 
 
7. The media have social and 
politi cal implicati ons 
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1. All media are re-
presenta ti ons made by 
Òsto ryte llers.Ó 

 
2. Media messages are 
constr ucte d using creati ve 
languages wi th  th eir own  
rules.  

 
3.  People see media th rough 
th e lens of th eir own  
experience, so different 
people experience th e same 
message differentl y . 
 

 
4. Media conta in overt and 
covert conte nt, conveying 
multi ple messages, 
including values and 
ideology. 

 
5. When media values are 
repeate d, th ey can advanta ge 
some people and 
disadvanta ge oth ers. 

 
This handout  is provided court esy of  the A l l i an ce f o r  a  Med ia  Li t e r a t e  Am er i ca .  Reproduct ion for educat ional use is encouraged.   
You can find out  m ore about  the field of m edia lit eracy and about  j oining AMLA at  w w w .AMLAi n f o .or g  
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1. Who create d th is 
message? 
 

 
2. What creati ve 
te chniques are used to  
attr act my atte nti on? 
 
 

 
3. How m ight different 
people understa nd th is 
message differentl y  th an 
me? 
 
 

 
4. What values, lifesty les, and 
points  of v iew are represente d 
in, or om itte d from, th is 
message? 
 

 
5. Why is th is message being 
sent? 
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1. Who made Ð and 
wh o sponsored th is 
message Ð and for 
wh at purpose? 

 
3. What are th e different 
te chniques used to  
inform , persuade, 
ente rta in, and attr act 
atte nti on? 
 

 
2. Who is th e ta rget 
audience, and how is th is 
message specif ically  
ta ilored to  th em? 
 

 
4. What messages are 
comm unicate d (and/ or implied)  
about certa in people, places, 
events , behaviors, lifesty les, 
etc .? 
 
5. How current, accurate , and 
credible is th e informati on in 
th is message?  
 
6. What is left out of th is 
message th at m ight be 
importa nt to  know? 
 

 
1. Who made Ð and wh o 
sponsored th is message Ð and 
for wh at purpose? 
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1. How is th is message 
constr ucte d?  How we ll 
does it represent 
reality ? 

 
5. What te chniques are 
used and wh y?   
 

 
2. How m ight oth ers 
understa nd th is message 
differentl y?   
 

 
4. What lifesty les, values, and 
points  of v iew are represente d 
in or om itte d from th is 
message? 
 

 
3. Who create d th is and wh y?  
Who profits  if  th e message is 
accepte d?  Who may be 
disadvanta ged? 
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1. Who is th e 
Òsto ryte llerÓ? 

 
4. What te chniques does 
th e Òsto ryte llerÓ use to  
te ll th eir Òsto ryÓ? 

 
7. How m ight different 
people understa nd th is 
Òsto ryÓ differentl y  from me? 

 
2. What is th e Òsto ryte llerÓ 
tr y ing to  say?  
 
4. What is om itte d from th is 
Òsto ryÓ? 
 
5. What values and points  of 
v iew are represente d in th is 
Òsto ryÓ? 
 

 
3. Why is th e Òsto ryte llerÓ 
te lling th is parti cular Òsto ryÓ? 

 
8. Who benefits  from th is 
parti cular Òsto ryÓ to ld in th is 
parti cular wa y, and wh o m ight 
be hurt by it?  

Since 1989, w hen t he Ontario Ministry  of Educat ion Media Lit eracy Resource Guide first  published its principles for  media li teracy,  many North American organizat ions and individuals have created t heir  
own adaptat ions,  definit ions and start ing places for media li teracy  educat ion.   Those included here are a representat ive sam ple of sim ilarit ies and differences across the field.   Each groupÕs or authorÕs 

original numbering is preserved, t hough t hey  may be presented out  of num erical order  for comparison purposes. 
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