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The vision of EMAP

Emotional mapping refers to how to master emotional
intelligence. We underxrstand by SEL as the process
through which individuals, including both children and
adults:

understand and manage
emotions

establish and achieve
positive goals
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What is MIL?

Media education is the ability of people
to access, understand, create and
critically evaluate different types of
media. It is built on three pillars:

Cxitical approach

Access to media
and media content.

Creativity and
communication
skills
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In our EMAP Erasmus+ project, we
embrace emotional mapping as a
positive mindset towards one's own
emotions. Imagine  your inner
emotions as a hidden treasure: why
treasure? Because the ability to
differentiate between positive and
negative emotions, then learn how to
control them, is a valuable asset for
personal growth.

Why hidden? Think of the journey to
your inner world as a labyrinth: it
takes patience, exploration, and time
to discover and unlock this treasure
inside you, which can transform you
into a successful, well-rounded
individuals.
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Types of
media
messages



https://bit.ly/3A1uf1Q
http://bit.ly/2TyoMsr
http://bit.ly/2TtBDfr
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e Advertising has the main purpose of persuading people to buy a
ADVERTISING particular product or service or to raise awareness of a company
that offers products or services.

e Advocacy aims to convince the public or decision-makers on behalf
of a cause, usually of public interest. Thus, the NGOs who want to
promote legislative changes in favour of those they represent are
doing advocacy.

ADVOCACY e For example, an association representing rural students can

advocate to convince the authorities to settle the transport costs of

children who come to school in neighbouring towns. One of the
main requirements of advocacy activities is transparency.




e Lobbying is a close relative of advocacy activities, with
the difference that it is exercised only at the level of
decision-makers and for the promotion of private
interests (large companies, employers' or trade unions,

LOBBYING professional organizations or of an industry).

e For example, farmers' associations can "lobby" the
Government to receive compensation for drought
losses.
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Persuasion techniques

There are 10 different persuasion techniques that can be split into three categories

Eﬁj Protagonists
(@) The appeal to emotions
Cognitive mechanisms

B e



PROTAGONISTS

Experts

We rely on experts to inform us about things we don't
know enough about. In more technical or specialized
subjects, experts - or actors posing as experts - are

brought in.

Tap, tap to cover.

Tap, tap to conceal,

A weightless light sensation
for flawless matte perfection.

SUPER e

Flawless?
| can never get enough of it.

Celebrities

We pay more attention, but also credibility to
celebrities. Media companies - and not only - exploit
this celebrity to increase audience. If we love the
actors or actresses in a movie, we will be tempted to
see that movie, and if a well-known athlete
promotes a product, we are more likely to buy it. If
we love those actors or influencers, we are more
inclined to love the products they promote.




PROTAGONISTS

Beautiful People

Advertising, TV shows, movies, use characters with
beautiful traits to attract our attention. This creates a i
beautified image of reality, suggesting that if we use k? < » ’%%’ 3
a certain service or product, we too will become as S,

59 “LANCOME
beautiful or successful.

Oxdinary People Walmart :':
e

We believe more in the information from those Save money. Live better. ?,
"like us", because we identify with them and we hNOER ,
. . - . . g;-} N ¥
believe in their sincerity. e A »
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Cognitive mechanisms - 2%

BEST DEAL <

'UPTI0 %% :
The Promise \11—17M}AV2020 500FF //\

Discounts, coupons, those kind of gifts are :
promises that brands make them to increase o e
the chances of purchase of its products or the
services they offer. The technique has at base
a cognitive mechanism that push the k :
customers to action to benefit from a new IMAGE NOT INCLUDED
opportunity.

The Repetition

Words, sounds or images can be repeated to
reinforce a message, to do it memorable. One thing
insistently repeated makes its way into the memory—
willingly or unwillingly — and thus we wake up that
we "know" a brand, a slogan, a name of a product or

figure of a character https://voutu.be/N7idWG9OuEXc



https://youtu.be/N7idWG9uEXc
https://youtu.be/N7idWG9uEXc

The appeal to emotions

In order to understand the reality around us
faster and make quick decisions, our brain
uses some "shortcuts"”. These are
automatic reactions of the human brain,
also called cognitive biases (prejudices).
How do biases affect our media
consumption? Our biases are especially
activated when we come into contact with
messages that push our emotional
buttons.
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* In online activity, we develop a complex digital

V) footprint, through presence (profile, declared

o B e interests, etc.) and activity (cookies, posts,

B _ P "' _.,..“”;;*H- comments, interactions, etc.). This data about us is

collected by algorithms, analysed and used to
0 g ‘t\'.!f’@ao y alg y

Q. LO\ deliver content to us "just like us".
B 5((‘ » Thus, social networks exploit our biases, especially

» ‘ g@ EIS ﬂ)& the gonfirmation b.ia.s, by delivering us.content that
8 f.'[m @q‘ﬁ%ﬁ% QLEJ@ F:onﬁrms our opinions, on the topics we are
- o 1’5)@\»&%ﬁ mg‘#“ interested in. This is not accidental. The longer we
2 O ;éIBQ stay on a social network, the more we will be
B é%z? exposed to advertisements, which will bring more
28 5;;@ money to the social networks where the
i <;:°.‘.D advertisement is placed. If we don't like what we
M x see on social media, we'll be more inclined to spend

A o @’@,4: less time on it.
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Emotional Buttons

Positive emotions (compassion, hope,
Help us satisfaction):
glve every Positive emotions (compassion, hope, satisfaction):

Chlld a Messages that aim to mobilize us will appeal to
these positive emotions, making us want to act

childhood.

Support the Right to a . . .
Childhood at unicef.ca because we know we will have an almost immediate

unicef & personal emotional benefit.

CANADA

Negative emotions (fear, s

disgust, anger): ' % : '._\ =
Presenting an idea or problem that i e P
causes us a negative emotion (fear) while gy REEALLS CUEEREL ERR " “ANI

also offering a solution to this problem. A SAFE DISTA BENLD

STAY HOME » PROTECT THE NHS » SAVE LIVES STAY HOME » PROTECT THE NHS » SAVE LIVES STAY HOME » PROTECT THE NHS » SAVE LIVES
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@HOW TO DECONSTRUCT MEDIA MESSAGE

Message deconstruction is an essential concept in media education, referring to the

development of:
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Watch the media messages below. Determine which
persuasion techniques are used. Explain your choices.

Message  Techwiowes
Car Service #LikeABosch

Reclama Sensodyne

Pantene - Celebritate

Buna seara, Romania |
Wednesday, disponibil acum



https://www.youtube.com/watch?v=VTDB3mKx7jM
https://www.youtube.com/watch?v=8ULR68LTmbw
https://www.youtube.com/watch?v=PSVjXS-yqS0
https://youtu.be/-sWcF4rlQeI
https://youtu.be/-sWcF4rlQeI
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