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[bookmark: _Hlk32303579]An introduction to intertextuality 
Reasons for using intertextual references in media products
TASK 
There are three stages to this task which you need to complete to help you develop your knowledge and understanding of why intertextual references are used in media products:

STAGE 1 - INDIVDIUALLY 
1. Look at the list of statements about why intertextual references are used in media products.
2. Tick which ones you most agree with.

STAGE 2 - IN PAIRS
1. Compare your choices of statements and discuss the reasons for your choice.
2. Now decide on one statement that you unanimously agree with.
3. Think of an example from the media products you looked at in today’s lesson that helps support this choice.

STAGE 3 - IN GROUPS
1. Compare the statement you selected as a pair, discuss the reasons for your choice and examples you used to support your ideas.
2. Now decide on one statement that you unanimously agree with.
3. Identify at least one example from the media products looked at today to support this choice.
4. WRITE DOWN A REASON/EXPLANATION FOR THIS CHOICE ON THE HANDOUT.
An introduction to intertextuality 
Reasons for using intertextual references in media products

STAGE 1
· [bookmark: _GoBack]Individually read through the following statements about why producers may use intertextual references in media products.
· Tick which statement you feel is most relevant.
	Statement
	Tick which one you feel is most relevant
(no more than 3)

	
Intertextual references help to engage an audience

	

	
Intertextual references help to make the product look more exciting and less like similar products of the same genre

	

	
Intertextual references can help to change the meanings in the media product

	

	

Intertextual references can help to create a greater number of meanings and messages in a product

	

	
Intertextual references in media products require audiences to have lots of cultural knowledge so they can spot the references

	

	
Intertextual references can be fun to spot

	

	
Intertextual references can make a media product more likely to appeal to an audience who might not otherwise be interested in the product

	

	
Intertextual references can distract the audience from the real meaning in the media product

	

	
Intertextual references mean that media products that use them are no longer original

	









STAGE 3 - IN GROUPS
1. Compare the statement you selected as a pair, discuss the reasons for your choice and examples you used to support your ideas

2. Now decide on one statement that you unanimously agree with

3. Identify at least one example from the media products looked at today to support this choice

4. WRITE DOWN THE EXAMPLE AND A REASON/EXPLANATION FOR THIS CHOICE OF STATEMENT ON THE HANDOUT.
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	1.
Statement
	2. 
Example from media product to support this idea
	3. 
Explanation: why do media producers use intertextual references in relation to the statement and example given

	
Intertextual references help to engage an audience


	
	

	
Intertextual references help to make the product look more exciting and less like similar products of the same genre

	
	

	
Intertextual references can help to change the meanings in the media product


	
	





	1.
Statement
	2.
Example from media product to support this idea
	3.
Explanation: why do media producers use intertextual references in relation to the statement and example given

	
Intertextual references can help to create a greater number of meanings and messages in a product

	
	

	
Intertextual references in media products require audiences to have lots of cultural knowledge so they can spot the references

	
	

	
Intertextual references can be fun to spot



	
	

	1.
Statement
	2.
Example from media product to support this idea
	3.
Explanation: why do media producers use intertextual references in relation to the statement and example given

	
Intertextual references can make a media product more likely to appeal to an audience who might not otherwise be interested in the product

	
	

	
Intertextual references can distract the audience from the real meaning in the media product

	
	

	Intertextual references mean that media products that use them are no longer original
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