Activities Descriptions
1. “UN-BRANDING” by Amy Hutchison South Junior High School, Boise, Idaho and adapted from a compilation by Jeff Sapp



This activity was created so participants could explore the ways branding undermines efforts to build community and encourage diversity, while simultaneously reinforcing damaging stereotypes.


After studying various marketing techniques used to sell products and having discussed the reasons why advertisements often leave people feeling inadequate, we’re convinced that we’re not smart enough, pretty or handsome enough, not wealthy enough.  Participants then are ready to investigate the more complex world of branding, especially signature brand labeling, as it relates to youth culture and the marketing of “cool.”  

Begin the lesson by asking participants why they think some experts view the wearing of name-brand clothing as an inviting short cut to developing a personality of one’s own. Participants discuss how brands set a mood and offer pre-packaged lifestyles. Next, ask participants to write down brands of clothing they like and choose not to wear, or what brands they do or don’t wear based on their family’s budget.  Ask them to think about the reasons for their choices and prod them with questions like: “Is one brand associated with a particular personality?”  (e.g., preppy, nerdy, granola, skater, etc.) At this point you might discuss the use of stereotyping in advertisements and why marketing hype shapes the search for self.



Once the group has grasped the “secret” dual function of branded clothing (as an advertisement for the brand as a means of identification for the person wearing it), suggest that they do an activity to “unbrand” themselves.

Supply each participant with a T-shirt.  Ask them to think about what her own brand is – one that is an original piece of art and that truly reflects her individual personality – might look like.  No copyrighted logos, slogans or other commercial representations are permitted. Once she has designed and sketched her logo each participant will use fabric markers to transpose their sketches to their T-shirts.
               
                                       (Sapp, n.d., p 1)
3. MAPPING STEREOTYPES adapted from a compilation by Teresa Nicodemus



Stereotypes can stem from not only a person’s characteristics but also from the area of the country where he lives.  This activity increases awareness of stereotyping within geographic regions. For this session, which is geared toward a group of up to fifty youth aged twelve or older, you will need a large map of the United States for participants to view.

Ask participants the following questions to help them start thinking about behaviors that promote stereotyping:
· Have you ever felt stereotyped?

· Did you ever feel that someone saw you not as an individual but in terms of what group they classified you in? Can you share an episode you clearly remember and how you felt?

· Does anyone here think they use stereotypes?
Explain that recognizing stereotypes is the first step to ending that type of behavior. Show participants a map of the United States (or the world) and identify specific regions. Give them some examples of regional stereotypes. For instance, “People from the South are always friendly; people from the Midwest live on farms.”

Divide participants into groups of five or six people, depending on your group size. Assign each group a different region of the country. Camps with international participants may want to use regions from other countries. Pass out paper and pens and tell the groups they have seven minutes to create a list of positive and negative stereotypes for that region that they will share with the rest of the participants.

After the timed group period is completed, begin a discussion by asking a series of questions. Try to involve as many people as you can go from all of the groups.
· What were some feelings you had about the negative stereotypes and the positive ones?

· How did you feel when people from outside your region shared their stereotypes of your region?

               

   (Sapp, n.d., p 3)

6. GUM DROP INVENTIONS

Objectives: 
· To become aware of the roles participants play in groups

· To recognize the role a participant usually plays in a group, and to try out an alternative to that role

· To give participants the opportunity to work collectively

· To challenge participants to think of a priority in our nation’s problems
Materials: Several boxes of toothpicks; about 150 small gumdrops; copies of “Worksheet: Roles people play in games,” p. 41

· Implementation: Pass out the Worksheet and discuss it with the group. Have participants give examples of times they have played one of the roles mentioned. Ask them to think about what role they typically play, and what role they want to play today, then fill out the worksheet.  Share a few responses.

· Divide students into heterogeneous groups of five.  Give each group 20 to 40 toothpicks and about 30 gumdrops. Tell them each that they have five minutes to discuss, within groups, an invention which would help make our country a better place to live in.  During the five minutes they should decide on the hype of invention, how it works, and how they can build a model of it with toothpicks and gumdrops. They may look at the materials during this time but not touch them. Explain that once they start building they may not talk at all, so they should reach whatever decisions they can before they begin.

· After five minutes, announce that there is now no talking and groups may begin building. While the groups are working, circulate around the room When all groups are finished, talk together, but keep groups near their own projects.

· Going to the first group, ask others to guess what the invention is and how it works. If no one guesses, the group which created it can give hints. Finally, the group describes its invention in detail. Continue around the room for all the inventions. Then go on to the group discussion, which follows the pattern of beginning with questions about the task and continuing with question about the process.

