
Introduction
The easiest way to protect yourself from  
UV is to Slip, Slop, Slap, Seek and Slide. 
This exercise asks students to examine 
myths about sun protection and of they 
believe these myths are true or false.

Purpose: What kind of thinking does this  
routine encourage?
This routine is about distinguishing facts 
from thoughts and judgments. It helps 
organise ideas and feelings in order to 
consider a situation where fairness may 
be at stake or when people are acting on 
hearsay or wrong information. It promotes 
the fine discernment of information and 
perspective taking in order to clarify and 
make a tentative judgment.

Application: When and where can it  
be used?
This routine is most useful ‘mid-
investigation’, after some information 
about a given situation has already been 
put on the table. Maybe things are getting 
convoluted, there are disagreements, or 
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perhaps opinions are taken as facts, or 
things are getting ‘messy’. Use the routine 
to go deeper into the myths issue to clarify 
thoughts about it.

Launch: What are some tips for starting 
and using this routine?
Use the recording grid on the following page 
to list the responses of the class. Students 
are asked to imagine they are a newspaper 
reporter in order to decide if the myths are 
true or false.

The stance of a reporter helps students 
clarify issues and points of agreement and 
disagreement by getting distance from their 
own perspective or initial understanding of 
the information. 

Make sure students talk in the character of 
a reporter, and not their own thoughts or 
feelings. Once the notebook is completed, 
make a summary report with the class.

1. Identify a situation
2. Name the thoughts, feelings and beliefs
3. Identify the facts
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Myths about sun protection

Teacher instructions
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General principles
Certain business documents such as 
letterhead, envelopes and business cards 
include the lock-up of the NSW Government 
Waratah and the name ‘Cancer Institute’. This 
logo is referred to as the agency logo. 

The common agency logo format must include:

• the NSW Government logo at equal or 
larger height than the name or entity.

• the baseline of the logo should align 
with the baseline of the lowest line of 
type for the name of the entity. 

• the width in points of the vertical line 
which divides the logo and the name of 
the entity is 5% of the height of the 
vertical line. The vertical line has 
rounded caps.

• For colour version of the logo, the 
vertical line is the dark blue of the logo 
colour palette, and black for the single 
(mono) versions. 

Refer to page 28 for the complete list of 
documents which include the agency logo. 
The agency logo is not to be used without 
prior approval from the Strategic 
Communications and Public Affairs Unit. 

Official communications must also include the 
ABN elsewhere in the publication. 

https://creativecommons.org/licenses/by-nc/4.0/
http://cancer.nsw.gov.au/sun-school


 
  
  
         
 

1. Draw the reporting grid below on the board and fill it in as the discussion continues. 

2. Write a few myths in the reporting grid.

3. Ask students if they think the myth is true or false.

4. Ask them why they think it is true or false and write their responses in the reporting grid.

5. Reveal if the myth statements are true or false.

6. After a discussion, students describe how we protect ourselves from skin cancer in Australia,  
    and how these methods work to prevent damage to the skin. 

Teacher scaffold

Links to other Internet sites are provided in these teaching resources for information only. Although care has been taken in providing these links as suitable resources to encourage student engagement, due to the changing nature 
of the Internet content, it is the responsibility of users to make their own investigations, decisions and enquiries about the information retrieved from other Internet sites.

Myth Thoughts, feelings and beliefs True or false

e.g. The sun can 
still damage your skin 

on windy, cloudy 
or cool days.

“I don’t think so, because 
the clouds stop the sun.”

“When it’s cold, you 
don’t get sunburnt.”

“When it’s windy, 
you burn more.”

True, you can get 
sun damage

on windy, cloudy 
and cool days.

Res
ou

rc
e 

E1
.2

.1
.b

C
I-0

22
3.

08
-2

0 
/ S

H
PN

: (
C

I) 
20

03
88

  ©
 C

an
ce

r I
ns

tit
ut

e 
N

SW
 2

02
0

Cancer Institute NSW Brand guidelines 24 

2.1.10  Agency logo 
Contents 1.0 Our brand 2.0 Brand elements 3.0 Applications 4.0 Co-branding

General principles
Certain business documents such as 
letterhead, envelopes and business cards 
include the lock-up of the NSW Government 
Waratah and the name ‘Cancer Institute’. This 
logo is referred to as the agency logo. 

The common agency logo format must include:

• the NSW Government logo at equal or 
larger height than the name or entity.

• the baseline of the logo should align 
with the baseline of the lowest line of 
type for the name of the entity. 

• the width in points of the vertical line 
which divides the logo and the name of 
the entity is 5% of the height of the 
vertical line. The vertical line has 
rounded caps.

• For colour version of the logo, the 
vertical line is the dark blue of the logo 
colour palette, and black for the single 
(mono) versions. 

Refer to page 28 for the complete list of 
documents which include the agency logo. 
The agency logo is not to be used without 
prior approval from the Strategic 
Communications and Public Affairs Unit. 

Official communications must also include the 
ABN elsewhere in the publication. 

http://cancer.nsw.gov.au/sun-school

