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Five Key Questions of Media Literacy

© 2005 / Center for Media Literacy

1. Who created this message?

2. What creative techniques are used to
attract my attention?

3. How might different people understand
this message differently than me?

4. What values, lifestyles and points of
view are represented in, or omitied
from, this n‘iessage?

5. Why is this message being sent?

Five Core Concepls

1. All media messages are ‘constructed.’

2. Media messages are constructed using
a creative language with its own rules.

3. Different people experience the same
media message differently.

4. Media have embedded values and
points of view.

5. Most media messages are organized
to gain profit and/or power.

&
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What is Media Literacy?

20 Reasons to Study the Media

1. Like history, because the media interpret the past to us to show us what has gone into
making us the way we are.

2. Like geography, because the media define for us our own place in the world.

3. Like civics, because the media help us to understand the workings of our immediate
world, and our individual roles in it.

4. Like literature, because the media are our major sources of stories and entertainment.

5. Like literature, because the media require us to learn and use critical thinking skills.

6. Like business, because the media are major industries and are inextricably involved in
commerce.

7. Like language, because the media help define how we communicate with each other.

Like science and technology, because the media always adopt the leading edge of
modern technological innovation.

9. Like family studies, because the media determine much of our cultural diet and weave
part of the fabric of our lives.

10. Like environmental studies, because the media are as big a part of our everyday
environment as are trees, mountains, rivers, cities and oceans.

11. Like philosophy, because the media interpret cur world, its values and ideas to us.

12. Like psychology, because the media help us (misjunderstand ourselves and others.

13. Like science, because the media explain to us how things work.

14. Like industrial arts, because the media are carefuily planned, designed and constructed
products.

15. Like the arts, because the media bring us pleasure, and we experience all the arts
through the media as no¢ other age has ever done.

16. Like palitics, because the media bring us political and ideological messages all the time -
yes - all the time.

17. Like rhetoric, because the media use special codes and conventions of their own
languages that we need to understand and control—or we stand in danger of being
controlled by them.

18. Like drama, because the media help us understand life by presenting it as larger-than-
life, and compel us to think in terms of the audience.

19. Like Everest, because they are there.

20. BECAUSE THE MEDIA GO TO GREAT LENGTHS TO STUDY US.

Media, Literagy Through Critical Thinking 5
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How to Use this Manual

“Instead of asking always for an essay, teachers could consider the following alternative formats for
student reporting - almost 200 of them. The media are part of all learning.”

abstract
ad campaign
adaptation
address
adverisement
animation
announcement
anthology
autobiography
bibliography
bill board
biography
brainstorming
brochure
calculation
campaign
caption
cartoon
cartoon strip
character
sketch
chart
collage
column
commercial
costume
crossword
cut-line
debate
dedication
definition
demonstration
design
desk-top
publishing
diagram
dialog
diary

Media Literacy 'Through Critical Thinking
Teacher Materials

diorama
directions
directive
discussion
display
docudrama
drama
drawing
editorial
electronic mail
epigram
epitaph
ESSAY
eulogy
executive
summary
ezine
fashion design
fiction
film
filmography
foreword
game
graffiti
graph
greeting card
guest speaker
guidebook
guidelines
handbill
handbook
headline
horoscope
how-to guide
improvisation
inscription
instructions
interpretation

interview
introduction
invitation
invoice

job description
joke

journal article
journal

label

lecture

|etter to the editor
letter list

log

magazine
manual

map

memaoir
memeorandum
menu
message
mime
minutes
model
monolog
music

news report
news article
newsletter
newspaper
note making
note taking
one-sheet
organizer
painting
pamphlet
parable
paragraph
paraphrase

periodical
photo-montage
photograph
play -

plot diagram
poem
postcard
poster

précis
preface
problem soclving
profile
program
project
prologue
proposal
prospectus
publishing
puppetry
puzzle

query

quest
question list
question
gquestionnaire
quiz
guotation
radio report
receipt
recipe

report
research paper
resource list
résume
review

riddle
role-play
routing slip

saying
scenario
script
semantic
crganizer
sign
simulation
skit
slogan
sociogram
song
speech
statement
story board
story-telling
story-writing
summary
survey
table
tableau
telegram
test
title
transformation
travelog
treatment
trip
uniform
video
vigit
vigitor
viva voce
waybill
website
word search
word-we

10
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Challenging media

DECONSTRUCTING AN ADVERTISEMENT

» For a print advertisement

STEP 1: MAKE OVB"S'ERVAT'IZIQO-N:S}-;r;:;i

» Think of five adjectives that describe the ad.
» Look at the ad and evaluate its aesthetics:

B Are there people depicted in the ad? What gender is represented? What race? What do
the people look like (young, old, stylish, etc.)? What are their facial expressions?

B Estimate what the camera angle was. Was it far from the subject or close to it? Was it
above, eye-level, or below the subject?

W Take note of the lighting used in the ad. Does it appear to be natural or artificial?
Why or why not? Are certain parts of the ad highlighted while others are not? If so,
why do you think this is? Are there shadows? If so, how big are they?

B What colors are used? Are they bright? black and white? in sharp contrast to each other?

W |f the ad has text or copy, how does it look? What kind of font is used? Is more than
one type of font used? How big is the text? What color is the text? Is there more than
one color used? What does the text actually say? What does the large text say? The
small text?

STEP 2: DETERMINE THE PURPOSE OF THEAD
» Remember that the purpose of an ad is always to sell a product!
» What product is being sold?
» Do you find the product appealing? Why or why not?
» Who is the target audience for this product? Children? Teens? Adults? The elderly?

» What feelings or emotions is the ad trying to associate with the product? Did it work?
Why or why not?

{continued on next page)

60 Masonic St.| Northampton MA 01060 | TEL 800.897.0089/413.584.8500 | FAX 800.559.6882/413.586.8398 | info@mediaed.org | www.mediaed.org
This handout may be reproduced for educational, non-profit uses only, © 2005
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Challenging media

DECONSTRUCTING AN ADVERTISEMENT

{continues from other page}

STEP 3: DETERMINE THE ASSUMPTIQNS THE AD MAKES

- & THE MESSAGES IT SENDS

» Assumptions may not be contained directly in the ads themselves, but in the messages that
- are preduced from them

B What assumptions does the ad make about gender? {i.e. Women are powerful when they
hold a hair dryer in their hands. Men like to drink beer. Women are primary caregivers, etc..)
Are these assumptions realistic? Why or why not? Do these assumptions reinforce or
challenge stereotypes about gender identity?

® What assumptions does the ad make about race (i.e. African Americans are excellent
athletes. Latinos are sensual and passionate, Etc.)? Are these assumptions realistic?
Why or why not? Do these assumptions reinforce or challenge stereotypes about
racial identity?

B What assumptions does the ad make about class (i.e. Wealthy people are happy and
trouble-free. Poor people are always looking for a handout, etc..)? Are these assumptions
realistic? Why or why not? Do these assumptians reinforce or challenge stereotypes
about class?

E_IH'I.STEP 4: CONSIDER THE "_"os:s:B

THESE MESSAGES

» What are some possible consequences? (long-term and short-term)
» Do the messages create unrealistic expectations for people? Why or why not?
» How do the messages in this ad counter or undermine social change?

» s this ad socially responsible? How or how not? What does it mean for an ad or a company
to be socially responsible?

» In the closing comments of the video Killing Us Softly 3, Jean Kilbourne states that change
will depend upon “an aware, active, educated public that thinks for itself primarily as citizens
rather than primarily as consumers,”What does it mean to think of oneself primarily as a citizen
rather than primarily a consumer? Can one be both a citizen and a consumer? How? Reflect
on this ad with the above statement in mind.

60 Masonic 5t. | Northampton MA 01060 | TEL 800.897.0089/413.584.8500 | FAX 800.659.6882/413.586.8398 | info@mediaed.org | www.mediaed.org

This handout may be reproduced for educational, non-profit uses only. © 2005
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Purpose:

To expose students to the idea that the marketing and advertising of many products influences the
hegemonic norm within society. This lesson will specifically focus on the messages toys convey to boys
and girls, as well as to society as a whole. Students will be given the opportunity to go to a toy store and
find examples of such messages, and wilt then do an assignment in which they will “talk back” to these
messages through any means they wish.

**please note that unless adapted, this lesson will take more than one class**

Instructional Procedure:

Introduction

1. Begin by asking the class "how many of you owned a Barbie when you were younger?” “An Easy
Bake Oven?” “A Nerf Gun?” “How about G.I. Joes or other action figures?”

2. Tell students to think about the toys they played with (or the toys they always begged their parents
for) while they are watching the Youtube video “Toy Ads and Learning Gender” (approx. 8 min}):
http://www.youtube.com/watch?v=rZn_lJoN6PI

3. Split students into groups of 3-4. Ask groups to discuss toy advertisements they remember from
when they were younger, and what kinds of messages they conveyed. Give a personal example. My
personal example would he:

When | was about 4 years old, | always saw commercials for “Creepy Crawlers”. They were little
jelly-like bugs you could make in a type of moulding contraption. My older brother got one, but
| was told | was not allowed to play with it until | was older. | always wanted to make creepy
crawlers, and was so envious of my brother who was allowed to do so. Once | got older, | asked
if | could play with the creepy crawlers toy. My brother had long since out grown it, so | did not
see the problem. Instead, | was given “Jazzy Jewellery”, a toy with essentially the same concept,
only instead of making bugs, it made flower and heart shaped charms to string on to necklaces.
This incident is one of my earliest memories of gender roles being enforced by toys: girls could
not play with bugs, they instead should make jewellery to make themselves look pretty.

4, Ask groups to next consider advertisements they encounter on a regular basis today. Do the

messages portrayed in toy commercials continue to follow us into adolescence, and even adulthood?

Engage in class discussion regarding this topic. Create a list on the board of the messages childhood

toy advertisements {as well as others) portray to society.

Remind students about the “reel grrls” voice-over which “talked back” to the message in the toy

makeup/doll advertisement. Explain other methods that can be used to “talk back” to these

messages (i.e. counterads).



Data Collection **This section will probably take at least an hour of class time**

1. Students will be expected to do some data collection for an assignment regarding “talking back” to
advertisements and products. The assignment will be fairly open-ended: students can use any means
they like to “talk back” {i.e. counterad, voice over, written pieces, oral presentation, artwork, etc.).

2. Go over criteria for assignment with students — however they choose to do their assignment is fine,
they just need to ensure that they meet the necessary outcomes and standards. Criteria include:

-The message being “talked back to” is clear

-An awareness of the message and its effect on sbciety is evident
-The message is “talked back to” in a creative format

-Evidence of analysis of the message

3. Take students to a toy store, and have them look for toys that enforce the messages portrayed by the
advertisements discussed earlier. Students can take pictures or make notes regarding what they
find. Encourage students to pay attention to the ads they see on T.V., in magazines, on billboards,
etc. in order to find more ideas for their assignment.

**Students will probably need a few hours of class time to work on these projects®*

Presentation of Assignments

1, After students have completed their projects, students will be given the option of how they want to
present their projects — they can either present in front of the class or in a one-on-one interview set
up with the teacher.

2. After presentations/interviews, students will be able to do a self-assessment on the project. These
self-assessments will be handed in and taken into consideration during my own summative
assessment of the projects.
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Critical Listening Guide

Context

1.

2. When was this text composed?

3. What do you know about the speaker’s identity? (family, gender, race, age,
religion, socioeconomic status, sexual orientation, abilities, interests, language,
etc.)

4. How does the speaker's context or identity influence the content of this text (i.e.,
what the speaker says)?

5. How does the speaker’s context or identity influence the way the text is
presented (i.e., how the speaker says it}?

Audience

1. Who is the speaker’s intended or immediate audience?

2. Does the speaker make any assumption(s) make about the audience? Explain.

3. Who is the wider audience of this text? Who is listening or responding to this
text?

4, What might a listener bring to this text that could influence the way shefhe
interprets the content?

5. How has the identity and context of the audience (the listener or responder)
impacted what the speaker is saying and how she/he says it?

Purpose

1. Why was this text composed?

2. What is the speaker hoping to achieve?

3. How does the purpose of this text impact what the speaker says and how he or
she says it?

Values

1. What values does the speaker communicate? How do you know?

2. How does the speaker’s identity impact his or her values?

3. To what extent does the speaker help the listener understand his or her values?

Style

1. Connotation

2. lrony

3. Register (formalfinformal)

4. Sarcasm

5. Tone

Where is the speaker located?

© 2014 Teaching Tolerance

Critical Listening Guide was adapted from Parspectives for a Diverse America, Teaching Tolerance’s Common-Core

aligned, kit

eracy-based, anti-bias curriculum. teachperspectives.org.
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How do you identify yourself?

 And, what is the most important part of your identity?

Is it your sex, your race or ethnicity, your sexual orientation, your class status, your nationality,
your religious affiliation, your age, your political beliefs?

“ |s there one part of your identity that stands out from the rest, or does your identity change
¢ depending on who you're with, what you’re involved in, where you are in your life?

The answers to these questions clearly depend on many factors. They prod us to think about
our identities in singular terms (I am female), but also as multiple and intersecting parts {| am
an African-American teenage girl from South Los Angeles). Most importantly, these questions
lead us to consider the meaning of identity. Beyond “who am I?” these questions frame our
individual identities in a broader social historical context and in relation to other groups. Part
of understanding our identity, therefore, means understanding how we fit in (or don’t) with
other groups of people. It also means being aware of the fact that some groups have more
social, political and economic power than others.

When we think about identity, we may focus on external markers {what we can see), on our
biology or physiology, or how we were born; however, it’s also important to understand that
our identities are comprised of ideas, ideologies, and ways of seeing the world around us. Our
identities, therefore, are socially constructed, and the way we were born is only part of who we
are.

But, where do these values or ideologies come from? Again, the answer is not clear-cut. In
many cases, we’'ve learned and internalized these values over the course of our lives from
family, peers, role models, organizations, government, etc. The media also plays a prominent
role in creating meaning, shaping our values, and defining who we are. These values are
powerful because they generally come from places of power, but also because we internalize
them and take them for granted, because they seem natural and the way things should be, and
further because they can shape the way we see and understand the people, objects, practices,
and institutions in our lives.

-~



~if our identities are socially constructed, then they are not neutral. in fact, our gender, race and
ethnicity, sexual orientation and class can play a significant role in determining whether we
have social, political and economic power, how we get that power, and how we use it. Qur
identity can fundamentally shape our life experience, how we’re treated, whom we meet and
become friends with, what kind of education and jobs we get, where we live, what
opportunities we're afforded, and what kind of inequities we may face.

Given the role our identity plays in the way we experience and accrue power, it's important to
understand the potential obstacles, discrimination and oppression that some groups experience
over others. For some, the experience of being a particular sex or sexual orientation, from a
particular racial or ethnic group or socio-economic class, involves recurring and even systematic
or institutional prejudice. This prejudice can manifest in unequal opportunities, rights, or
wages, as well as being stereotyped, marginalized or persecuted.

Sexism. Racism, Heterosexism. Classism.

These terms reflect beliefs that posit the superiority of one identity over another: men over
women; whites over non-whites; straight over gay, lesbian, bisexual, and transgender; wealthy
over other classes. Historically, the terms have been used to call attention to discrimination and
bias. They further challenge ideologies that perpetuate hierarchical structures and limit a
subordinate group’s opportunities and freedoms.

Feminism. Civil Rights. Gay Liberation. Occupy Wall Street.

These social movements have called out sexist, racist, heterosexist and classist ideologies and
clamored for social justice and change. Some of the calls for change have been significant. We
can point to major changes in law and policy (Title VIl also known as the Civil Rights Act of 1964,
the Equal Pay Act of 1963, Title IX, etc.). However, it’s also important to point out that these
legal changes do not necessarily eradicate the underlying problems tied to endemic sexism,
racism, heterosexism and classism. That is because the bias and prejudice at the root of sexism,
racism, heterosexism and classism run deep, and are not easily fixed. They are part and parcel
of our culture and our ideologies.

So, where and how does change happen, and what does it look like?
In addition to the legal and policy avenues that address sexism, racism, heterosexism and

classism, grassroots movements have tackled these problems. A grassroots or bottom up
approach to change can come in many forms, including parades and marches, boycotts and



- sit-ins, public service announcements, watch dog groups that monitor institutions (from the
government to media industries), and increasingly, citizen journalism and social media.

The media can be both a site of change, but also fundamentally a site that perpetuates
ideologies and norms. The media uses representations—images, words, and characters or
personae—to convey ideas and values. Media representations, therefore, are not neutral or
objective. They are constructed and play an important role in imparting ideology.

One question we might ask, then, is whether media produce ideologies or simply reflect them,
mirroring what's already happening in society. This is another difficult question to answer. The
line between mirroring reality and producing reality is difficult to discern.

Regardless of where ideologies originate, the media plays a key role in conveying ideas and
giving them weight. With the media, we tend to see the same images and representations over
and over again. Media rely heavily on genres, conventions and stereotypes. As certain images
and representations are repeated, they become familiar and natural. But are these
representations really “natural”?

Think about what goes on behind the scenes. Screenwriters, directors, casting agents, set and
costume designers all make choices that help audiences understand who a character is and
what they care about. These behind-the-scenes players use clothing, hair and makeup, the way
characters speak, and how they move as shorthand in their storytelling. It’s important to look at
these elements of the story, rather than take them for granted. Think about the choices made
in creating characters and telling stories {(even in non-fiction news, documentary, and
advertising). It's also important to consider whether or not a character is round and whole or
more of a caricature and stereotype.

Understanding and critically examining what goes on behind the scenes can help us see that
media representations are constructed and not natural.

If identities in the media are constructed, should we accept them at face value?

Or can we question them? And, even change them?
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Personal Identity Wheel

(Adapted from "Voices of Discovery", Intergroup Relations Center, Arizona State University)

Fa\]OTite Music

Three Adjectives to Describe Yourself

199014 ojoned




Social Identity Wheel

(Adapted from "Voices of Discovery", Intergroup Relations Center, Arizona State University)

Ethnicity

1. Identities you think about most often
2. Ildentities you think about least often

3. Your own identities you would like to
learn more about.

4. Identities that have the strongest effect
on how you see yourself as a person.

70



Key comcepts of media hteracy LESSON

Audiences negotlate
meaning o
GRADE558 D R ION .;Sll;n'inu;cés‘;.---

OVERVIEW

In this lesson, students watch a video introducing the media literacy key concept that audiences negotiate meaning.
They discuss the idea that different media products are aimed at different audiences and that different people may react
differently to the same media product, and reflect on the experience of tiking something they aren't “supposed” to. In an
optional final task, students watch a pair of TV shows, one they would normally choose to watch and one they wouldn't,
and identify the ways in which each is aimed at its target market as well as speculating on how somecne other than the
target market might react to it.

LEARNING QUTCOMES
Students will;

« understand the key concept that audiences negotiate meaning

+ understand the idea that media products are aimed at particular audiences
« understand that different people react differently to the same media text

+ reflect on the connections between media and personat identity

+ analyze the intended audience of a media text (optional task)

PREPARATION AND MATERIALS

» Arrange to have access to a digital projector or digital whiteboard and cue
up the videos

" “Audiences Negotiate Meaning” [1htip.//bit.ly/HaXyl]
“The Official Moon Sand Construction” [http://bhit.ly/175¢ihs]
“The Official Moon Sand Ocean Princess” [http //bitly/ 17wliNIR7]

Rvarget Market: SHOW:H

who is thts ad

If unable to show these videos, photocopy or prepare to show the handout
“Who is this ad aimed at?”

+ Photocopy the handout “Target Market”

Meéﬁa
Smarts
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mediasmarts.ca



Key concepts of media literacy LESSON =
Audiences negotiate meaning

PROCEDURE

Begin by showing the video "Audiences Negotiate Meaning” [http.//hitly/HgXlyl]. At the end of the video, ask
students to think about the points that are raised.

+ What does it mean to say that “different peopte will react differently to different media products?” (How we react to
something depends partly on who we are - our age, sex, background interests, etc.)

« What does it mean to say that “a media product is never complete until an audience sees if, hears it or experiences it?”
(Because different people react differently to a media product, the audience creates part of the meaning. For example,
the sarne product may be funny to one person and sad to another)

Now read from the screen the assignment: “Think of an advertisement, website or social networking message. [dentify
how different people might react to it.”

Show students the Moon Sand ad at http://bitlv/175cihs and ask them who they think would probably like it and why.
(Most likely students will say boys because of the emphasis on construction, breaking and building things, if they don't,
point out the action movie-fike music, bright colours and muscular characters.)

Then show the Moon Sand ad at hitp://bit.|v/17wiNR7 and ask the same question. (Make sure that students discuss the
“princess” theme, pastel colours fespecially pink] and the emphasis an decorating, animals and friendship.)

" (if unable to show these videos, show or distribute the handout “Wheo is this ad aimed at?”)

Point out to the students that the product being soid by these ads is basically the same, but the twe media products
are completely different. Ask students to name some other media products (TV shows, movies, magazines, toys, video
games, etc.) that are clearly intended for one gender ar another. Ask why they think media producers target their
products specifically at a particular gender as well as particular ages, particular interests, etc. Answers are likely to
include “to help people find it” and "because different people like different things.”

Make sure to introduce the idea that we fearn about things like gender from media - we get different messages from
“dolls” and “action figures,” for instance -~ and that we may feel pressure not to like media that aren't aimed at us. (For

- instance, many people are likely to say that girls don’t play video games even though studies have shown that almost all
girls pfay'them sometimes.) .

Ask students if they've ever liked a media product they weren't "supposed” to - something aimed at a different gender,
age, etc, Was the experience different from watching/reading/playing something that was aimed at them? If so, how?

OPTIONAL TASK

For homework, have students watch a TV show that they aiready like and one that they would not normally watch, Using
the checklist “Target Market” for scaffolding, students identify the elements that appeal to them (or don't) and think
about how a different viewer would react to each.

mediasmarts.ca




SEmacha tteracy LESSORN 3

Who is this ad aimed at?
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Key concepts of media literacy LES50N 3 - AUDIENCES NEGOTIATE MEANING

arget Market: SHOW #}

S

What is the show's title? Who are the other important characters? Idéntify their age,
sex, race, etc.

Does this appeal to you? Why or why not?

Does this appeal to you? Why or why not?

What type of TV shaw is it (action, comedy, reality, etc)?

Does this appeal to you? Why or why not? What causes conflict between the characters in the show?

Does this appeal to you? Why or why not?
Describe the title sequence and the music.

Does this appeal to you? Why or why not? How do the characters solve their problems?

Doas this appeal to you? Why or why not?
Who is the main character? identify his/her age, sex, race, etc.

Do vou think someone who was different from you (different
gender, age, interests, etc.) would like this show? Who do you

Does this appeal to you? Why or why not? think would most like it and why?




Excerpt from: Animating Youth: the Disnification of Children's CultureBy:
Henry A. Giroux [Socialist Review 24:3 (1995), pp. 23-55. Reprinted as "A
Disneyzacao Da Cultura Infantil,” in Tomaz Tadeu Da Silva and Antonio Flavio
Moreira, eds. Territorios Contestados (Brazil: Vozes, 1995), pp. 49-81.]

The construction of gender identity for girls and women represents one of the
most controversial issues in Disney's animated films. In both The Little Mermaid
and The Lion King, the female characters are constructed within narrowly defined
gender roles. All of the female characters in these films are ultimately subordinate
to males, and define their sense of power and desire almost exclusively in terms
of dominant male narratives. For instance, modeled after a slightly anorexic
Barbie Doll, Ariel, the woman-mermaid in The Little Mermaid, at first glance
appears to be engaged in a struggle against parental control, motivated by the
desire to explore the human world and willing to take a risk in defining the
subject and object of her desires. But in the end, the struggle to gain independence
from her father, Triton, and the sense of desperate striving that motivates her
dissolves when Ariel makes a Mephistophilean pact with the sea witch, Ursula. In
this trade, Ariel gives away her voice to gain a pair of legs so that she can pursue
the handsome Prince Eric. While children might be delighted by Ariel's teenage
rebelliousness, they are strongly positioned to believe in the end that desire,
choice, and empowerment are closely linked to catching and loving handsome
men. Bonnie Leadbeater and Gloria Lodato Wilson explore succinctly the
pedagogical message at work in the film with their comment:

The 20th-century innocent and appealing video presents a high-spirited
role for adolescent girls, but an ultimately subservient role for adult
women, Disney's "Little Mermaid" has been granted her wish to be part of
the new world of men, but she is still flipping her fins and is not going too
far. She stands to explore the world of men. She exhibits her new-found
sexual desires. But the sexual ordering of women's roles is unchanged.

Ariel in this film becomes a metaphor for the traditional housewife-in-the-making
narrative. When the sea-witch Ursula tells Ariel that taking away her voice is not
so bad because men don't like women who talk, the message is dramatized when
the Prince attempts to bestow the kiss of true love on Ariel even though she has
never spoken to him. Within this rigidly defined narrative, womanhood offers

- Ariel the reward of marrying the right man and renouncing her former life under
the sea as a telling cultural model for the universe of female choices and
decision-making in Disney's world view. The forging of rigid gender roles in The
Little Mermaid does not represent an isolated moment in Disney's filmic
universe; on the contrary, the power that informs Disney's reproduction of
negative stereotypes about women and girls gains force, in part, through the
consistent way in which similar messages are circulated and reproduced, in
varying degrees, in all of Disney's animated films.
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‘ &  CenterforMedialiteracy You

© Home CML MediaLit Kit
¥ O Macaldt Kn
Featuring A Framework for Learning and Teaching in a Media Age

o L Framuewori

o nipdinlll Kit

New for voui
Crganization
Four CML puls power inte the hands of educators and students through the tools and resources contained in the CML
P 2rojegthataR Tl MediaLit Kit. Covering the Theory, Practice and Implementation of media literacy and based on CML's ressarch-
» Roading Room based framework called QuestionsTIPS (QUTIPS), educator resourees include:
: :::::::::: « CML's Basic Framework: A Research-bssed Approach
b Profossional Develepment « Literacy for the 21st Century 2nd Edition {newly revised)
b Advogacy « Literacy for the 24ist Gentury 1st Edition {Free downlcad)
v Consulting/Spoaking « Questicns/TIFS (QITIPS)
o Stor « CML's Respense to FCC (step by step primer for madia literacy Implementation)
+ About CHL «+ Braakiast Epiphanies; Project-Based Learning Through Media Literagy and Mulrition
s Smoke Detectors! Daconstrucling Tobacco Use in Media
: ::::Bmm + Media Literacy: A System for Learning AnyTime, AnyWhere

Five Key Questions that Can Change the World
Bayond Blame: Chaianging Violence In the Media
A Recipe for Action: Deconstructing Food Advertising
Teaching Democracy. A Media Lileracy Approach
Project SMARTAr

Professional Development

« Asgessment

+ Research and Evaluation

Cages Coming Soon!

Student Made Media

CML Lesson Plan & Activity Archive

-

Site Overview

6
.

Contact U3

-

RIghts & Permisslons

.

Search thls site:
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' Annesberg :

The Ctltical Media Project is designed to serve high school recantly added seareh
instructors and other educators who seek to incorporate media
literacy into the classroom. The site contains a wide range of

media artifacts that explors the politics of identity across issues akficanamerican
of race and ethnicity, class, gender and sexuality. age
arabfarabamernican

explora. Ahick. mestion JI<‘L<|”"UTD\!:“: :Z';Tj::ﬁ::‘:’er
+ Vigit aur overvie page to leain more about the varall goats of the Crilical Media Project, childrenand media
fala’ and to find out what makes this wabsile different from olher media lteracy efferts. dass
o » Visit the “sh 52" page to learn about some of the key cencepts fhat are ferririsily
" i o . . .
. {1 ?}@ M@S feundationa t? this p.mjl-.‘.cl, ar.1d provide a uselu! ovanview to the topics on’ ?'nur I.en. feniriem
.3'! a;iﬂﬂflfu + Ifyou want to jump right in, click cn the categories o the teft to read specific topic oy
A ovendews {with downloadable lesson plans and workshesis) and see featurad mediain
several categosies. . gende
+ Click on the tabs to the right to sort through the hundreds of tagged mediz examples that gendernsaelly
this websile containg, lgola
+ Each madia example inciudes a description and discussion questions. ) Tatino/a
+ Eath text overview includes & set of questions {*do nows'}, brief background and s fesbian
historical context, 25 weli as the topie's applicalion to averyday ife and the media. masculinity
+ The sile alsa contalns a giossaiy of terms, i 5, useful links Lo popular press rixedrace
and inlemet resources, and v for further 12ading. post-feminist
+ Sea the nommon core section for ideas on applying the material in your elassraom. racedethricity
Chrysfar Ad: Haftina sexualpowar
Please note that some of the materials contained on this website touch on controvarsiat issues, AaRrcn - twnd scuthasian
use foul language and discuss adult themas, Wa Betiave it isnecessary to Include media such as yansganderissuss
this in orger ko haws an opén and honssl discussion about the pokitics of idantity in hislorical and upperclass

contemporary media.
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