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[bookmark: _gjdgxs]Lesson 6: How are searches influenced?
[bookmark: _30j0zll]Introduction
Learners explore how someone performing a web search can influence the results that are returned, and how content creators can optimise their sites for searching. They also explore some of the limitations of searching and discuss what cannot be searched.
[bookmark: _ig497zv0vaq9]Learning objectives
To recognise why the order of results is important, and to whom
· I can describe some of the ways that search results can be influenced
· I can recognise some of the limitations of search engines
· I can explain how search engines make money
[bookmark: _dba007rk0n4j]Key vocabulary
Searching, search engine, web crawler, content creator, selection, ranking
[bookmark: _3znysh7]Preparation
Subject knowledge:
· You will need an understanding of selection and page ranking from Lessons 4 and 5.
· For Activity 1, you will need to be aware of the impact that searchers, search engines, and webpage creators have on the effectiveness of a search:
· Searchers: the search term, the links that they click on, the location of the searcher, the choice of search engine, and the settings that they have chosen
· Search engines: the rules that their web crawlers follow to create an index, adverts and sponsored results, and the settings available
· Webpage creators: the terms, text, and images used; and the links in and out of a page
· You will need to be familiar with the scenarios in Activity 2. 

You will need:
· Slides (ncce.io/csn6-4-s)
· A1 Handout – Searching the web
· A1 Activity sheet – Searching the web (cut this up in advance of the lesson)
· A2 Activity sheet – Limitations (print a copy of the final page of the activity sheet for each learner, and a copy of the first six pages for every three learners)
· AP Activity sheet – How do search engines make money?
· Homework (optional)
· Internet-connected devices (for Activity 2)
[bookmark: _q05kqxp07xc3]Assessment opportunities
Introduction: You can assess how well learners can recall the definitions of ‘selection’ and ‘page rank’.
Activity 1: You can assess how well learners can explain searching from three perspectives in the search process. The responses are summarised on slides 6 to 8.
Activity 2: You can assess learners’ logical thinking skills: if one search term is not effective, can they adapt it to something more useful? 
Activity 3: You can assess how well learners can differentiate between online and offline interactions.
Plenary: You can assess how well learners can associate advertising that they see in the offline world with advertising they see online, and you can assess their understanding of how advertising is a significant source of income for search engines.
[bookmark: _l9gvqqhz6gyg]Outline plan
Please note that the slide deck labels the activities in the top right-hand corner to help you navigate the lesson. 

*Timings are rough guides
	[bookmark: _99qwg63tq2ru]Introduction
(Slides 2–3)

5 mins
	Lesson 4 and 5 recap: selection and page rank

Introduce the lesson and the learning objectives.

Give learners time to discuss the key learning points from the previous two lessons with a partner. They should agree on a definition for each term:
· Selection: A search engine creates an index of the World Wide Web using web crawlers. When a search takes place, results are selected from the search engine’s index and delivered to the user.
· Page rank: Some factors, including the name of the site, the presence of the search term on the site, and the number of links to a site can influence the order in which results are delivered.


	Activity 1
(Slides 4–8)

15 mins
	Searching the web

Arrange learners into groups of three and give each learner a number: 1, 2, or 3. Explain that each learner will think about a different perspective in the search process. Give one copy of the handout to each group and also give each learner their section of the activity sheet. For example, Learner 1 would receive the page titled ‘The searcher’. 

Then put learners into new groups with at least one other learner who has the same number. Give them the opportunity to discuss the perspective of their character:
1. The searcher
2. The search engine company
3. The webpage creator

After the discussions, ask learners to return to their original groups of three and complete the handout to explain how results are influenced by each part of the search process. These responses can then be combined to form an overall picture. 

Share the ideas on slides 6, 7, and 8 and compare them with learners’ responses.


	Activity 2
(Slides 9–12)

15 mins
	The web searcher

In this activity, learners explore some of the limitations of web searches through using phrases that are ambiguous or have more than one meaning. Show slide 9 to introduce the activity.

Describe the three scenarios on slides 10 to 12 and tell learners that they will each be given one of the three scenarios, and two terms to consider. Give each learner the table on page 7 of the activity sheet and tell them that they need to answer the following questions:
· How helpful was the first search term?
· Why did the second search term return different results?
· Which search was the most effective? Why?

Give out the first search for each scenario and allow learners time to consider how helpful the search was. Then, hand out the second search. Give learners time to record their thoughts on the table in the activity sheet. Once they have completed this table, ask them to share their scenario with another learner who has been working on a different scenario, then discuss the responses as a whole class:
· Priya’s search: ‘Firefox’ is another name for a red panda. Searching for “firefox” will return results about the Firefox web browser, not the animal. An alternative search term, such as “firefox animal” should be considered.
· Marcus’s search: Searching for pasta recipes will mostly return results for pasta dishes, rather than recipes for making pasta itself. An alternative search term such as “how to make pasta” should be considered.
· Sophie’s search: The image is of Rosa Parks, the civil rights activist. Searching for “parks” or “famous parks” will direct learners towards parks or national parks. Searching for “famous people named parks” will be more helpful, however further refinement may be required.


	Activity 3
(Slide 13)

10 mins
	What can’t you find on the web?

This is a discussion-based activity that could explore many concepts. Arrange learners into groups of four and ask them, “What can’t be found on the web? Why?”. Give them some time to exchange ideas. Below are some potential discussion points:
· Private information such as medical records
· Anything that is difficult to quantify in words, e.g. smells, sights, feelings
· Your own thoughts, feelings, or motivations
· Human contact or face-to-face social interaction

Note: Parts of the web are hidden from search engines. These are sometimes referred to as the ‘deep web’ or ‘dark web’, and can be associated with criminal activity. This is not a key learning point for this lesson. However, some learners may be aware of it, and may raise it during the discussion.


	Plenary
(Slides 14–17)

5 mins
	How do search engines make money?

Outline the following scenario: you would like to learn how to play the guitar, but you don’t own that instrument. So you decide to do a search for “guitar”.

Give learners the activity sheet. At this point, you can either show slide 15, or demonstrate a search on screen. If you choose to do your own search, you should check beforehand that sponsored and localised results or adverts appear in the results, as they do in the image on the slide. Ask learners what they notice about the first few results, and tell them to note their ideas on the activity sheet. Then, build the slide or draw attention to the adverts and sponsored links.

Explain that the results that are sponsored or adverts are ranked highly because companies have agreed to pay search engines for their links to be prominent for certain search terms. Providing this advertising space is how search engines make money (as of January 2020, Google is estimated to be worth over $300 billion). Note: The search also includes certain results based on location.

Show slide 16 (title only) and ask learners where else they might see adverts. Invite responses, and then build the slide to show five examples of adverts or sponsorship:
· On football shirts
· On billboards
· On television
· In newspapers
· On buses or public transport

Display slide 17. Ask learners if they can identify any differences between the adverts in the two pictures. If necessary, prompt learners by asking when they are likely to see adverts such as these.

The Spiderman film advert is not targeted. It is on the side of a bus in a busy city, so it can be seen by as many people as possible. This will include some people who are interested in superhero films, but also, many who are not.

The guitar adverts have appeared in response to a specific search term. This means that the advertisers and retailers can have more confidence that the advert is reaching its target audience in terms of the product (guitar) and location (in this example, Manchester).


	Next time 
(Slides 18–19)

5 mins
	This lesson, next lesson

Review the ‘Assessment’ and ‘Summary’ slides.

	Homework
	Following on from Activity 3, ask learners to consider what they cannot find on the web and the implications of this.
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