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The LAMP 
Curriculum Sample: Session 1 of “Critical Media Remix” in the Digital Media programming track 

 
Note: This curriculum represents a possible first day of a program designed for high school students; it can be 
adjusted for a variety of age groups and skill levels. The session in this sample is designed to take place over 
one hour with six students. The examples used may vary from group to group, depending on the age group and 
targeted areas of focus (if applicable). Areas of focus may include representation of women, racial stereotypes, 
violence in media, fact versus opinion, gender bias, age discrimination, etc. 
 
Program Objectives 
 

1) Students will gain basic media literacy competencies. 
2) Students will explore the representation of women in media and how those influence themselves and 

others. 
3) Students will create critical media ‘remixes’ that: 

a. Challenge traditional representations of women in media. 
b. Showcase critical thought, research, and editing skills. 
c. Transform the existing media into something original. 
d. Provide an opportunity for critical dialogue with the students at Rikers. 

 
Session 1 Objectives 
 

1) Students will understand the goals and schedule of the program. 
2) Students will explore media literacy, including: 

a. Who constructs and pays for media 
b. How media can communicate messages 
c. How media can frame issues/agendas 
d. How media can normalize attitudes and behaviors 
e. How media can reinforce stereotypes 

3) Students will understand the concept of critically remixing media. 
4) Students will create scripts and storyboards for scenes that challenge traditional media 

representations of women. 
 
Session 1 Activities 
 
Introductions 
 

Facilitator introduces self, The LAMP, the program and its schedule. Students identify themselves and 
discuss any other media projects they may have completed and issues/areas of interest. 
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Media Literacy Presentation and Discussion 
 

Facilitator guides students through The LAMP’s “Presentation on Media Literacy”, facilitating 
discussion where appropriate: 

1) What are media? Students provide examples of media and which media they engage with 
most often. 

2) Who makes media? 
a. Producers/Editors 
b. Journalists/Reporters 
c. Media Owners 
d. Ad Agencies 
e. Government Agencies 
f. Citizens 

3) Who pays for media? With Media Ownership infographic. How does that affect what stories 
are told? How does that affect the media messages? 

4) Media communicate messages. 
a. Example 1. 
b. Example 2. 

5) Some messages are explicit. With example (Nike ad). 
6) Some messages are implicit. With example (Dove ad). 
7) Framing: What it is, how it is used 

a. Gamson and Mogdigliani (1987) define framing as: ‘a central organizaing idea or 
storyline that provides meaning to an unfolding strip of events…The frame suggests 
what the controversy is about, the essence of the issue.’ 

b. A media frame is a critical part of every story. It shapes how the public thinks about 
the issue, whether they should care, and/or how they should act. (examples) 

c. Media companies and media makers (reporters, producers, editors, etc.) all make 
decisions about what messages are conveyed and how the media are constructed to 
frame the story. 

d. The choices media makers make shape the public opinion. 
e. They set the agenda about what is talked about and what remains ignored. (examples) 

8)  How do media normalize attitudes and behavior? 
a.  Example 1. 
b.  Example 2. 

9)  What can we do? How can we participate? How can we change the message? 
 
Introduction to Remix Project 
 
 Facilitator introduces the concept of media remixing. 

1) What is media remixing? 
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2) Why is it important? 
3) What is Copyright? What is Fair Use? 
4) What is critical thinking? How can we think critically about media? 

 
Facilitator screens the ‘Dr. Pepper 10’ commercial and leads the students in a brief critical analysis of 
the ad. What about the commercial is problematic? What stereotypes does the commercial reinforce? 
What is the ultimate purpose of the commercial? What persuasive techniques does the commercial use 
to sell the ad? 
 
Facilitator then screens the critical remix of the ‘Dr. Pepper 10’ commercial. Brief discussion follows. 
 
If time permits, facilitator screens other examples of critical media remixes. 

 
Planning for Exploring Stereotypes Activity  
 

Through a brief discussion, students identify and explore various representations/stereotypes of women 
in media. Students share examples. 

 
Working in small groups, or pairs, students randomly draw one of the specific representations identified. 
 
Students will create, perform and record a short scene that combats, rejects, or flips the traditional 
representation drawn. Before the end of the session, students must create: 

1) Scripts 
2) Storyboards 

 
Facilitator conferences with each group. Students will use their scripts and storyboards to record their 
scenes in SESSION 2. 

 
To learn more about other LAMP programs, curriculum licensing and online 

tools, visit thelamp.org or email info@thelampnyc.org. 


