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HOW DO PEOPLE FEEL
ABOUT WIND ENERGY? LESSON

15

TIME REQUIRED
1–2 class periods 

GRADES
6–8
9–12

SUBJECTS
Language Arts
Social Studies

BACKGROUND
As with many topics, wind energy is portrayed both positively and negatively 
in the media. Understanding the sources and motives of different media is an 
important skill. By examining the words and images used in media, students will 
learn how to decipher media messages and the methods of persuasion.

OBJECTIVES
At the end of the lesson, students will:
n understand the persuasion concepts of ethos, pathos, and logos
n know how to analyze the language and images used in wind energy media 

(literature, articles, print and video ads)
n be able to develop their own media product using one of the methods of 

persuasion (if using the extension section of this lesson)

METHOD
Students will analyze media materials related to wind energy to determine which 
tools are used to create an image and inform opinion. Students will use the 
concepts of ethos, pathos, and logos to categorize their analyses. Following their 
analyses, they will write a persuasive argument for or against wind energy. 

KEY CONCEPT
Students explore what 
effects media can have 
on people’s perception 
of wind energy.

MATERIALS 
❑ Worksheets for each student*
❑ Media packets for each small group (ads, print media, articles, etc. found in 

this activity and on the WindWise Education website)*
 *included with this activity

Optional
❑ Examples of magazine or newspaper advertisements

www.WindWiseEducation.org
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GETTING READY
Make copies of the worksheets, reading passage, and media packets. If 
computers are available, students can view the materials online (see Additional 
Resources).

ACTIVITY

Step 1: Beginning questions for students
Tell students to read the reading passage. Supply students with a couple of 
common product names and slogans such as
n “Just do it” (Nike)
n “The few, the proud, the Marines” (US Marines)
n “The happiest place on earth” (Disney)
n “Your Top 40,000” (Apple iPod)
n “Crest Cavity Protection Toothpaste was the first ever to be accepted by 

the American Dental Association” (Crest toothpaste)

Ask students the following questions about the slogans.
n What do you think when you hear this slogan?
n What do you feel when you hear this slogan?
n Does the make you want to buy the product?
n Which method of persuasion was used?

Step 2: Examine media packets
Distribute the media packets and worksheets to students. Explain to students 
that their task is to decipher what the writer’s key message is and how words, 
phrases, and photos are used to persuade the audience to think one way 
or another about wind energy. Ask the students to read the packets and 
complete all but the last question on the worksheet.

Step 3: Class discussion
Discuss students’ responses to the questions on the worksheet.  

Step 4: Write a persuasive argument
Ask students to write a one paragraph persuasive argument for or against wind 
energy, using words, phrases, facts, and images from their media packets.

EXTENSION
Ask students to design their own media by creating persuasive flyers, video, 
signs, and advertisements either for or against wind energy.
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VOCABULARY
bias – Favoring one perspective or side of an issue over another.

ethos – Refers to credibility. In marketing, this is often seen when an authority 
figure or perceived expert, such as a doctor, recommends a product. 

logos – Refers to logic and is applied in marketing through the use of statistics 
or facts.

pathos – The process of eliciting emotion and appealing to the consumer’s 
values.

persuasion – A type of communication whose purpose is to induce a belief or 
action.

ADDITIONAL RESOURCES 
n  WINDWISE EDUCATION—http://kwind.me/b8v—Additional examples 

of both pro-wind and anti-wind energy media.
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READING PASSAGE
Marketing is not only big business; it shapes the way we think and act. Various sources estimate that the 
average American is exposed to between 300 and 3,000 advertising messages a day. Each message has a 
purpose—from getting the user to purchase a product to supporting a cause. It is the marketer’s job to 
convince the user to take the desired action with a short and simple message that may use words, sounds, 
images, or any combination thereof. Marketing can take the form of many types of media, such as print, 
online advertising, radio, television, direct mail, and outdoor marketing (billboards, signs).

Many marketing campaigns use techniques of persuasion to convince a consumer to purchase a product. 
The Greek philosopher Aristotle identified three methods of persuasion: Ethos, Pathos, and Logos. 
Whether the advertisement is in a magazine, on television, or on a social network site such as Facebook, 
one or more of these techniques are typically used.
n Ethos refers to credibility. In marketing, this is often seen when an authority figure or perceived 

expert, such as a doctor, recommends a product. 
n Pathos is the process of eliciting emotion and appealing to the consumer’s values. 
n Logos refers to logic and is applied in marketing through the use of statistics or facts. 

In an effort to “sell” a product or idea, marketers sometimes provide misleading, incomplete, or biased 
information to the consumer in order to appeal to a consumer’s desires (pathos). For instance, the 
packaging for an item may have a photo showing items that are not included or it may make the item look 
bigger than it actually is. With photo-editing software, photos can easily be changed, creating images that 
are different from reality. This is particularly true in terms of modeling photos. You can see an example 
of this in Dove’s 2006 short video called “Evolution” (posted on YouTube and distributed widely through 
social networking sites), which shows how a billboard photo of a woman is created and altered in such a 
way that the final photo looks dramatically different from the real person.

Marketing messages often only provide partial information, leaving consumers to interpret or assume 
the meaning. For example, a radio station uses the logos technique of persuasion by proudly announcing 
that they have “27 percent fewer commercials.” The listener is supposed to assume that this means this 
station is better than other stations because they have fewer commercials and, therefore, more music. 
The station, however, does not provide all of the information. There are 27 percent fewer commercials 
than what? Fewer than they had five years ago? Fewer than they had last week? Fewer than another radio 
station? It’s also possible that the station is playing fewer commercials, but has longer commercials. The 
station may also not count radio show hosts talking about specific products as “commercials” even though 
they are marketing a product.

All marketing messages have a bias. In other words, they are trying to promote one thing over another or 
they want consumers to buy their product instead someone else’s. Marketing messages will never provide 
you a balanced choice. For instance, a car company is not going to show how great another company’s car 
is. Instead, it may show a famous person tell consumers how much better its car is. Smart consumers look 
beyond the initial marketing message to determine the pros and cons of every message and avoid being 
swayed by any single powerful marketing message.

Marketing plays a key role in wind energy development. As with many topics, wind energy is portrayed 
both positively and negatively. In communities where wind farms are controversial, marketing can sway 
a town’s decision to approve or deny the installation of a wind farm. Pro-wind messages may focus on 
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job creation, a clean and renewable energy source, or reduction of greenhouse gas emissions. Anti-wind 
messages, on the other hand, may target negative impacts to the ecosystem, visual aesthetics, or safety 
hazards for air and sea navigation. Understanding the source and motive of marketing messages helps 
citizens make informed decisions about wind energy.

CASE STUDY
Trieste Associates is a public relations firm in Saratoga Springs, New York, whose work focuses on 
promoting clean energy and water protection. Its goal is to balance development goals with protecting the 
environment. Trieste uses traditional public relations techniques such as publications and the internet to 
inform people about topics such as wind power. They also use a less traditional public relations technique 
called grassroots organizing, which involves educating the community about wind power technology.

Some wind energy projects can be controversial in a community because of concerns about aesthetics, 
noise, or financial impacts. Community opposition can delay or prevent installation of a wind farm. Trieste 
is hired to educate and engage the community in which controversial wind projects are being proposed. 
Through educational forums, fact sheets, and open houses, Trieste provides community residents with 
information about the proposed wind farms. Trieste also assists key community members in advocating for 
a wind project. When the community voices support for a wind project, the likelihood of success is much 
greater.

For example, Trieste Associates has helped citizens organize groups such as Voters for Wind in New York 
that educates the public about the benefits of renewable energy resources. Voters for Wind filed and won 
a law suit against the elected officials who voted to prohibit a wind farm in the town of Lyme, New York.

One technique that Trieste Associates has found to be particularly compelling is a “comparative graphic.” 
Often the terms used in the energy sector such as “megawatt” and “ton of CO2” have little meaning 
to people unless they can relate it to a real life example. Trieste creates graphs or charts to simplify 
complicated information. These easy-to-understand visual tools help people make more informed 
decisions about future green energy projects.
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Name  Date  Class 

2. Based on information in your media packet, list reasons why you feel a community may be for or 
against wind energy.

FOR WIND ENERGY AGAINST WIND ENERGY

3. Write a persuasive paragraph about wind energy—for or against—using some of the words and 
phrases you have seen in your packet.

EXTENSION
Pick one of the images. How would you subtly change it to show the opposite point of view?
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1. Read through your wind energy media packet. As you read, write down the words and images that 
you think are intended to influence your opinion of the subject and record how they make you feel or 
think. 

Examples are provided in the table

WORD, PHRASE, 
OR IMAGE
(describe the images)

POSITIVE 
(+) OR   
NEGATIVE 
(-)

HOW DOES 
IT MAKE YOU 
FEEL OR 
THINK? 

WHO 
IS THE 
INTENDED 
AUDIENCE?

WHICH 
MODE OF 
PERSUASION 
DOES IT USE?  
HOW?
(Ethos, Pathos, Logos)

Alliance to Protect 
Nantucket Sound—Top 10 
Myths 

“Known for its beaches 
and natural beauty, Cape 
Cod and the islands of 
Nantucket and Martha’s 
Vineyard are among the top 
ten tourist destinations in 
the country. Industrialization 
of Nantucket Sound by 
Cape Wind would cause 
losses in tourism and 
employment, as well as 
declines in property values.” 

negative Answers will vary by 
student.

Property owners, 
business people, 
citizens who rely 
on jobs related to 
tourism

Using pathos, the 
text appeals to the 
reader’s emotional 
attachment to the 
beauty of the area. 

Using logos, the text 
shows how important 
tourism is to the 
area; it is among the 
top ten destinations 
in the country. 

Alliance to Protect 
Nantucket Sound—Top 10 
Myths

“The Massachusetts 
Fisherman’s Partnership, 
which represents 18 
commercial fishing 
organizations, says that 
navigation of mobile fishing 
gear among the 130 towers 
would be hazardous or 
impossible”

negative Answers will vary by 
student.

Fishermen

People who care 
about safety of 
fishermen

Using ethos, the 
text relies on the 
Massachusetts 
Fisherman’s 
Partnership as being 
a credible source of 
information. 

Using logos, the 
text provides the 
number of fishing 
organizations in the 
partnership as well 
as  the number of 
towers. 
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Alliance to Protect 
Nantucket Sound 

“Save Our Sound” (tag line 
of organization)

negative Answers will vary by 
student.

People who 
live and work 
along the sound 
and see it as a 
natural amenity

Using pathos, the tag 
line gives a sense of 
urgency to protect 
something that will 
be lost. The acronym 
for the tag line is 

“SOS,” giving greater 
emphasis to urgency.

Alliance to Protect 
Nantucket Sound 

“Not for Sale” sign

negative Answers will vary by 
student.

People who want 
to protect natural 
areas; people 
who are opposed 
to corporations 
using natural 
areas

The sign uses a 
pathos to convey 
the sense that the 
sound is being 
purchased and will 
not be available 
for everyone in the 
future.

“Clean Power Now” negative Answers will vary by 
student.

People who see 
themselves as 
supporting clean 
energy

People who want 
to see solutions 

“now”

Using pathos, the 
name of the 
organization gives a 
sense of urgency to 
the need for clean 
power now, not later. 
The use of the term 
“clean” conjures 
positive images for 
the reader.

Clean Power Now’s Top 10 
Myths

“There is not a single 
example of a wind farm 
anywhere in the world 
hurting tourism, property 
values or local economy. 
According to the 2004 Army 
Corps (Draft EIS), impacts 
on Cape tourism and the 
local economy will be 
favorable and the wind farm 
development will not harm 
property values.”

positive Answers will vary by 
student.

Property owners, 
business people, 
citizens who rely 
on jobs related to 
tourism

Using logos, the text 
indicates that there 
are no examples 
of a wind farm 
where tourism was 
impacted.

Using ethos, the 
text draws upon 
the credibility of the 
Army Corps.
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Clean Power Now’s Top 10 
Myths

“The 2004 Army Corps 
DEIS predicted no 
negative impact on current 
commercial fishing activity 
occurring on Horseshoe 
Shoal. The Shoal is not used 
by large-scale commercial 
fisherman since larger 
vessels could potentially run 
aground in the shallow area.”

positive Answers will vary by 
student.

Fishermen

People who care 
about the safety 
of fisherman.

Using ethos, the 
text draws upon 
the credibility of the 
Army Corps.

Using logos, the text 
says the Shoal area 
is currently not used 
by larger vessels.

Clean Power Now’s picture 
in the brochure that says 

“Working Families Support 
Cape Wind”

positive Answers will vary by 
student.

Residents

“working families” 
(non-wealthy 
residents)

Using pathos, the 
sign indicates that 
even the “average 
person” supports 
the project and that 
the project may help 
average people.

2. Based on your packet, list why you feel a community may be for or against wind energy.
The answers for the following will vary from student to student and should be the basis for discussion.

Some examples:
For wind energy
n Clean air
n Renewable energy
n Energy independence
n Jobs
n Aesthetics of wind turbines seen as positive

Against wind energy
n Aesthetics of wind turbines seen as negative
n Worried about wildlife impacts
n Worried about impacts to fishing industry
n Opposed to developers using natural areas
n Concerned about oil spills from off-shore electrical service platform
n Desire to protect tribal land and historic properties
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ALLIANCE TO PROTECT NANTUCKET SOUND FLIER
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ALLIANCE TO PROTECT NANTUCKET SOUND STICKER

ALLIANCE TO PROTECT NANTUCKET SOUND YARD SIGN
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Media materials provided by Clean Power Now and the Alliance to Protect Nantucket Sound. 
For more information and media examples, please see the websites for each of these organizations:
n Clean Power Now—http://kwind.me/e9v
n Alliance to Protect Nantucket Sound—http://kwind.me/p8b

CLEAN POWER NOW STICKER

CLEAN POWER NOW BUMPER STICKER
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