
MEDIA 

Tips on Using Media Safely 

After reading all this, you 

might think that the media 

is scary. Your job is to 

learn how to safely use 

the media. 

 

Here are some tips to help 

you do that: 

  

 Separate media from 

meals. Do not eat in front 

of the TV. Turn the TV off 

and focus on the people 

around you. 

 Do not watch TV while 

doing homework. 

 Set aside a part of your 

day for no educational me-

dia, such as TV, and keep 

the rest of your day sepa-

rate. Do not go over your 

limit. Common Sense Me-

dia suggests that you do 

not spend more than one 

or two hours in front of a 

screen — TV, computer 

and movies — each day. 

 Limit media in your 

room. Keep TVs and com-

puters in common spaces, 

such as the family room or 

den. 

MEDIA 

INFLUENCE 

on 

TEENAGERS  

BODY IMAGE 
 
Young girls are being deluged by 
media images of skinny models: 
 
Girls are becoming weight conscious 
as young as 8 years old. 80% of 9 
year olds are on diets. Eating disor-
ders have grown 400% since 1970 
 
In a recent survey by Teen People 
magazine, 27% of the girls felt that 
the media pressures them to have a 
perfect body. 
 
A 1996 poll conducted by Saatchi and 
Saatchi found that ads made wom-
en fear being unattractive or old. 
By the time a young person is 17 
years old, they have received over 
250,000 commercial messages through 
the media. 
 
69% of girls in one study said that 
magazine models influence their 
idea of a perfect body shape. 
Many males are becoming insecure 
about their physical appearance as 
advertising and other media images 
raise the standard and idealize well-
built men. 
 
Researchers are seeing an alarming 
increase in obsessive weight train-
ing and the use of anabolic steroids 
& dietary supplements that promise 
bigger muscles and more stamina 
for lifting. 
 
Studies are finding that boys, like 
girls, may turn to smoking to lose 
weight. 



 

 Three out of four teens say ‘TV 

shows and movies make it seem normal 

for teenagers to have sex.’ 

 Young teens (ages 13-15) rank en-

tertainment media as the top source 

of information about sexuality and 

sexual health. 

 Four out of ten teenagers say they 

have gotten ideas for how to talk to 

their boyfriends and girlfriends about 

sexual issues from the entertainment 

media. 

 The American Psychological Associ-

ation estimates that teens are ex-

posed to 14,000 sexual references & 

innuendos per year on TV. 

 A recent report from the Center 

for Media & Public Affairs found music 

videos to contain more sex per minute 

than any competing media genre. 

 A study of 4,294 network televi-

sion commercials found that nearly one 

in 4 commercials includes some type of 

sexual attractiveness as a base for 

the message. 

TEENS AND SEX 

Violence 
 

The Media scope National Television Vio-

lence Study found that children are: 

Learning aggressive attitudes and behav-

iors becoming desensitized to real world 

violence developing a fear of being victim-

ized by violence. Many of the programs 

that children watch send the message 

that a conflict always involves a winner 

and a loser. On television, perpetrators go 

unpunished 73% of the time. This gives 

the message that violence is a successful 

method of resolving conflict. 

 

School 

According to Common Sense Media, kids 

who watch a lot of TV have smaller vo-

cabularies and lower test scores in school. 

Also, these kids do not read as well as 

kids who watch less TV. Another study 

shows that the people with the highest 

degrees watched less TV as kids and 

teenagers. A third study shows that dif-

ferent forms of media affect schoolwork. 

 

Advertising and Commercials  
 

Advertisements are everywhere — TV com-

mercials, pop-up ads on the computer, mag-

azines ads and billboards — and they have a 

huge impact on what people buy. Even 

though it is mostly adults who spend the 

money, commercials are often aimed at 

kids. If the advertising for a product is 

successful, kids will ask their parents to buy 

the product.  

 

Marketers have obviously found success in 

advertising to kids: children ages 12 and 

under convince their parents to spend more 

than $500 million a year. Some teens are 

able to buy the products they see adver-

tised on their own.  


