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For the best experience, open this PDF portfolio in
Acrobat X or Adobe Reader X, or later.

Get Adobe Reader Now!



http://www.adobe.com/go/reader
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Artifact: real-life screenshot of Facebook post that
showed on my feed - inspiration






10.

11.

12.

13.

14.

Did the researcher(s) introduce the topic in clear simple language that you, as a reader,
understood the study and its purpose? That is, did the researcher(s) provide sufficient
background information to help a novice understand what the studies are about? What
are the research problems? Researcher should have provided hints in the background
iInformation.

Do the researchers have terms/concept that should have been defined? Were they
defined? List them.

Do the researchers have stated hypotheses/research questions? Is/are the research
questions/hypotheses clearly stated?

Purpose of each study clearly stated? That is, why conduct this study or why is this study
important? How do they build on previous work (if there are previous studies), i.e.

Literature review?

Is the study based on a clearly stated theoretical framework? How is the theory (ies)
deployed in the study under review?

Provide a thorough analysis of the methodology (data collection/methods/tools or
instruments used, sampling, etc). What was done (or not done) well methodologically?
Was the methodology clear? Critic of methodology is mostly about procedures-

consistence, clarity, etc.

Do the findings address stated goals/purpose of the study? Is that (goal/purpose) stated
In clear terms?

Are hypotheses / research question(s) answered by the study? If not why?
Are the findings well-presented and discussed? Do they make sense to you? If not why?
Do you disagree with findings, especially as they relate (or not) to the methodology?

Are the conclusions and recommendations grounded/linked in the findings? There has
to be a logic flow from findings to conclusions to recommendations.

Do the researcher(s) point to areas of future studies and where/how do these gaps (for
future study) emerge from their studies?

If you were to conduct the study, what overall changes would you make?

What the Information Science field are the studies looking at? How is it contributing to
that area?

Artifact: Scholarly article evaluation criteria - provided by
Research Methods class






1, SENSATIONALISED HEADLINES | 7.UNREPRESENTATIVE SAMPLES
2. MISINTERPRETED RESULTS | 8. NO CONTROL GROUP USED
3. CONFLICT OF INTERESTS | 9. NO BLIND TESTING USED

4. CORRELATION & CAUSATION | 10, CHERRY-PICKED' RESULTS

0. SPECULATIVE LANGUAGE | 11 UNREPLICABLE RESULTS

6. SAMPLE SIZE TOO SMALL | 12. JOURNALS & CITATIONS

@ 1 4 . 2 . .

Artifact: info graphic from Information and Technology
Literacy class: inspiration for project idea
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Does author have something to gain! (think back to conflict of interest)

Do certain words create positive or negative impressions/?

Extreme language
Do they refer to “experts !

Facts are omitted
What impression would | have if different words had been used?

Bias is generally one-sided information

Spotting bias
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Il ) 22:55/33:57

Artifact: notes from Information and Technology Literacy

Class - evaluation criteria considerations for “tips”






Advertising in

Streaming and Social
Media

Sarah Williamson .





FACTS and STATS

Our society consumes media every day through streaming and social media

- 12 hours and 8 minutes per day are spent on media (emarketer, 2015)

« 60% of Millennials and Gen X + 70% of Gen Z subscribe to video streaming
(Cook, 2019)

- Social Media apps have the highest download rate worldwide (cook 2019)

- Social Media has climbed by 5 minutes per day per user each year (uieen, 201s)





So What?

This trend has impacted the advertising industry + how consumers view advertising

« 67% of consumers enjoy content without commercials (cook, 2019)

Advertising is an important informative medium for products,
services, events, organizations, etc.

But, consumers do not like ads.

SO, how is the advertising industry implementing new
techniques and are they effective?





What is Native

Advertising?

“Native ads blend into the
surroundings on platforms

where people congregate to

consume content.”

“They don’t look like ads ...
They look like content.”

https://www.digitalmarketer.com/blog/what-is-native-advertising/





How Consumers Feel

1. Consumers do not trust native advertising (+50%)

2. Consumers think native ads discredit news sites
(62%)

3. Consumers feel deceived by native ads s%)

- perceive ads as articles
- Struggle to |dent|fy the ad SPONSOI  (study done by Contently.com ; Joe Lazauskas)

https://contently.com/2015/09/16/the-problems-facing-native-advertising-in-5-charts/



https://contently.com/2015/09/16/the-problems-facing-native-advertising-in-5-charts/



But the Reality is...

« Many companies are switching to digital advertising

« The ads are receiving likes, comments, shares, mentions AND are
impacting purchase intent

SO,

« Become familiar with your media platforms

« Take time to recognize whether the post is “sponsored”

« Became advertising literate
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Abstract: Combating the spread of fake news remains a difficult problem. For this reason, it is
i ingly urgent to the of fake news. This review aims to see why
fake news is widely shared on social media and why some people believe it. The presentation of
its structure (from the images chosen, the format of the titles and the language used in the text)
can explain the reasons for going viral and what factors are associated with the belief in fake news.
We show that fake news explores all possible aspects to attract the reader’s attention, from the
formation of the title to the language used throughout the body of the text. The proliferation and
success of fake news are iated with its ch istics (more surreal, impressive,
emotional, persuasive, clickbait, shocking images), which seem to be strategically thought out and
exploited by the creators of fake news. This review shows that fake news continues to be widely
shared and consumed because that is the main objective of its creators. Although some studies do
not support these ions, it appears that ives, right-wing people, the elderly and less
educated people are more likely to believe and spread fake news.

Keywords: fake news; media consumption; social media; political ideology

1. Introduction

The way we access news articles and how we generally consume information online has changed.
Social media has become the main vehicle for accessing news. Recent studies show that Facebook is one
of the preferred sources of access to news, especially for the younger generation (Newman et al. 2019).
However, Facebook and Twitter are responsible for the proliferation of fake news in the digital universe,
increasing its exposure through the creation of groups or i i
(Zimmer et al. 2019a, 2019b). Our review intends to show why fake news is persuasive and which
factors contribute to its spreadability. In addition to being important to understand the digital
i promote th of fake news, it is crucial to understand the role the structure
(enhioct title hadv tevh) nlave in ite ranid diccomination and what mativatee readere to conenme and

(I couldn’t provide a link, but this is a study | read to gather background for my project)
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Artifact: Thumbnail for Facebook post mock-up





