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COMPONENT 1



Section A requires learners to analyze key set texts in 
relation to: MEDIA LANGUAGE, REPRESENTATION AND 

CONTEXTS. 
:

MEDIA LANGUAGE:
How the meaning of a media text is conveyed to the audience using 

technical and symbolic codes or conventions

REPRESENTATION:
How the media represents social groups and/or individuals, whilst 

constructing meanings about them for an audience

CONTEXTS:
The social, cultural, political, economic and historical factors 

surrounding the production and consumption of a media product

SECTION A



• For C1 SA, you will face TWO SEPARATE
questions on LANGUAGE & REPRESENTATION

SECTION A

• MEDIA LANGUAGE
• Q1 will assess media language in relation to an unseen print 

or audio-visual resource.
• Key areas: Music Videos, Advertising and Newspapers
• This section will be marked out of 15

• REPRESENTATION
• Q2 will be an extended response comparison question 

assessing representation in one set product and an unseen 
print or audio-visual resource.

• Key areas: Music Videos (Seventeen Going Under + 
Turntables), Advertising (KOTV + Tide + Super Human) and 
Newspapers (The Daily Mirror + The Times)

• This section usually adds up to 30



THEORISTS

 ROLAND BARTHES – SEMIOTICS
 STEVE NEALE – GENRE
 TODOROV – NARRATOLOGY
 BAUDRILLARD – POSTMODERNISM
 LEVI-STRAUSS – STRUCTURALISM
 GILROY – POSTCOLONIAL
 BELL HOOKS – FEMINISM
 VAN ZOONEN – FEMINISM
 BUTLER – GENDER PERFORMATIVITY
 GAUNTLETT – IDENTITY
 HALL – REPRESENTATION
 GERBNER – CULTIVATION
 SHIRKY – END OF AUDIENCE
 JENKINS – FANDOM
 BANDURA – MEDIA EFFECTS
 HALL – RECEPTION
 LIVINGSTONE/LUNT – REGULATION
 CURRAN/SEATON – POWER INDUSTRIES
 HESMONDHALGH – CULTURAL INDUSTRIES

COMPONENT
 COMPONENT 1: MEDIA PRODUCTS, INDUSTRIES AND AUDIENCE 

(SECTION A)

 COMPONENT 1: MEDIA PRODUCTS, INDUSTRIES AND AUDIENCE 
(SECTION B)

 COMPONENT 2: MEDIA FORMS AND PRODUCTS IN DEPTH

 COMPONENT 3: CROSS-MEDIA PRODUCTION

CONCEPTS
 MEDIA LANGUAGE

 REPRESENTATION

 AUDIENCE

 MEDIA INDUSTRIES

FOCUS: ADVERTISING & MARKETING



INDUSTRIES

MEDIA LANGUAGE

REPRESENTATION

AUDIENCES

KEY AREAS



KEY AREAS: MEDIA LANGUAGE

• How the different modes and language associated with different media forms communicate multiple meanings
• How the combination of elements of media language influence meaning
• How developing technologies affect media language
• The codes and conventions of media forms and products, including the processes through which media language develops as genre
• The dynamic and historically relative nature of genre
• The processes through which meanings are established through intertextuality
• How audiences respond to and interpret the above aspects of media language
• How genre conventions are socially and historically relative, dynamic and can be used in a hybrid way
• The significance of challenging and/or subverting genre conventions
• The significance of the varieties of ways in which intertextuality can be used in the media
• The way media language incorporates viewpoints and ideologies
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KEY AREAS: MEDIA LANGUAGE



KEY AREAS: REPRESENTATION

• The way events, issues, individuals (including self-representation) and social groups are represented through processes of selection and combination
• The effect of social The way the media through re-presentation construct versions of reality
• The processes which lead media producers to make choices about how to represent events, issues, individuals and social groups
• and cultural context on representations
• How and why stereotypes can be used positively and negatively
• How and why particular social groups, in a national and global context, may be underrepresented or misrepresented
• How media representations convey values, attitudes & beliefs about the world & how these may be systematically reinforced across a range of representations
• How audiences respond to and interpret media representations
• The way in which representations make claims about realism
• The impact of industry contexts on the choices media producers make about how to represent events, issues, individuals and social groups
• The effect of historical context on representations
• How representations invoke discourses and ideologies and position audiences
• How audience responses to and interpretations of media representations reflect social, cultural and historical circumstances
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• The effect of historical context on representations
• How representations invoke discourses and ideologies and position audiences
• How audience responses to and interpretations of media representations reflect social, cultural and historical circumstances

KEY AREAS: REPRESENTATION



• C o m m e r c i a l  P r i n t
• 1 9 5 0 ’ s  A d v e r t i s i n g
• P r o c t e r  a n d  G a m b l e
• B r a n d
• W W I I  B o o m
• A p p l i a n c e s
• T h e  A m e r i c a n  D r e a m
• H o u s e w i v e s
• D o m e s t i c a t e d
• P a t r i a r c h a l
• C o l l o q u i a l  L a n g u a g e
• L e x i s
• H y p e r b o l e
• S u p e r l a t i v e
• S l o g a n
• R o s i e  t h e  R i v e t e r
• S e m a n t i c  C o d e s
• G e s t u r e  C o d e s
• A n c h o r a g e
• E n i g m a

SENTENCE STARTERS

• C h a r i t y  A d v e r t
• U n i t e d  N a t i o n s
• A t o m i c  L o n d o n
• D e s e n s i t i s a t i o n
• V i c t i m  F o r m u l a
• S u b v e r s i o n

• T a r g e t  A u d i e n c e
• A c t i v e / P a s s i v e
• U s e s  a n d  G r a t i f i c a t i o n
• D e m o g r a p h i c
• P s y c h o g r a p h i c s
• T h e  A s p i r e r
• C o n s u m e r i s m

• C u l t i v a t i o n
• R e p e a t e d  E x p o s u r e
• I d e o l o g i e s
• H e g e m o n y
• D o m i n a n t  R e a d i n g



CASE STUDY
TIDE



TIDE – FACTS

List as many facts as you can regarding Tide. 
Be prepared to feedback.



• 1950’s Commercial Print Advert - Company: Procter & Gamble – Brand Leader in America -
Agency: DMB&B - consumers had high levels of confidence in the company.

• Often use the “housewife” character and the ideology that its customers “loved” and “adored” 
Tide.

• The post-WWII consumer boom of the 1950s included the rapid development of new 
technologies for the home, designed to make domestic chores easier. 

• Products linked to these new technologies also developed during this time, for example, 
washing powder.

• Consumer culture was in early development and, with so many ‘new’ brands and products 
needed more information about them than a modern audience (more copy).

• Tide SUBVERTs conventions by:  LOGO SMALL/UNDEVELOPED + MULTIPLE IMAGES + 
ILLUSTRATION RATHER THAN PHOTOGRAPHY + TEXT HEAVY/CROWDED.

• Tide CONFORMS conventions by: PRODUCT IMAGE + SLOGAN + PRODUCT NAME 
PROMINENT + SIMPLE COLOUR SCHEME + BRAND ANCHORAGE.

• Interesting intertexts to consider would be WWII advertisements for the ‘Women’s Land Army’ 
and J. Howard Miller’s ‘Rosie The Riveter – We Can Do It!’

TIDE – FACTS



MEDIA LANGUAGE
• Z-line and a rough rule of thirds can be applied to its composition.
• Hearts indicate the symbolic code of love + There is semantic code of hugging .
• Enigma codes connected to ‘What Women Want?... Which is?.
• Cultural codes of domesticated Caucasian women happily hanging washing.
• Bright, primary colours connote the positive associations the producers want the audience to make with the product.
• The green grass connotes health and growth, creating an emotional response from the audience in how they relate the product to happiness.
• Headings, subheadings and slogans are written in sans-serif font, connoting a friendly and informal mode of address.
• This is reinforced with the comic strip with two women ‘talking’ about the product using informal lexis (“sudsing whizz”).
• The more ‘technical’ details of the product are written in a serif font, connoting the more ‘serious’ or ‘factual’ information that the ‘1, 2, 3’ 

bullet point list includes.
• Use of ‘hyperbole’ (hi-per-ber-lee) and ‘superlative’ (su-per-lative) - HYPERBOLE = EXAGGERATION as a rhetorical device + SUPERLATIVE = HIGH 

QUALITY as an adjective of measurement = “Miracle - World’s cleanest wash - World’s whitest wash – Cleanest – Whitest – Brightest” – All 
Connotations of Superiority.

REPRESENTATION
• The dress code of the female include stereotypical 1950s hairstyle incorporating waves, curls and rolls made fashionable by contemporary film 

stars such as Rita Hayworth.
• The fashion for women having shorter hair had a practical catalyst as long hair was hazardous for women working with machinery on farms or 

in factories during the war.
• The headband or headscarf worn by the main lead woman also links to the practicalities of dress code for women developed during this time.
• Having her hair held back connotes she’s focused on her work, though this is perhaps binary opposed to the full make-up that she's wearing.
• The domesticated intended focus is supported through the subjects positive NVC and the gesture code of hugging the product as if it were a 

child (maternal essence).
• This could represent the positioning of females in the 1950’s media texts as content with gender-based roles in the home.
• Tide constructs an idealised version of reality where there are no issues more important than the whiteness of clothing.
• Such representations position audiences to aspire to the caricature of the ‘perfect housewife’, to adopt a consumerist ideology and ultimately 

purchase Tide - This can be linked to the economic context of Tide’s production; as it is a commercial advertisement produced in the 1950.

TIDE – KEY POINTS



CASE STUDY
KISS OF THE VAMPIRE



KISS OF THE VAMPIRE – FACTS

List as many facts as you can regarding KOTV. 
Be prepared to feedback.



• 1963 Film Poster - Director: Don Sharp Studio: Hammer Film Productions

• The Cinema (particularly horror) is largely ‘masculine’. Mulvey: MALES are represented as DOMINANT & intellectual. FEMALES 
are represented as VULNERABLE & emotional

• HAMMER FILMS – BRITISH FILM COMPANY - Well known for producing low-budget horror films during 1950s-1970s. Use 
iconic ‘monsters’ – Frankenstein, The Mummy.

• Distributed by Universal Pictures. Hammer known for representation of gender roles: Men: either heroes/monsters + Women: 
nearly always victims and highly sexualised

• 1963 saw ‘Beatlemania’, so-called ‘swinging sixties’, the assassination of JFK, equal pay legislation (USA) and the Soviet 
Union launching the first woman into space.

• The 1960s is often seen as the start of women’s sexual liberation, aided by events such as the introduction of the 
contraceptive pill in 1960.

• More women than ever were entering the paid workforce and sixties feminists were campaigning for equal pay, an end to 
sexual harassment and more equality .

• DYSTOPIAN LANDSCAPE: Where bad things happen all the time, a grim vision of the future, a place where everything is dark, 
dangerous, and not a place you want to go.

• 1. ...reinforce cultural ideas and values? = male dominated, female victims
• 2. ...create a set of audience expectations? = audience wants to be excited and scared
• 3. …present characteristics by producers which audience recognises?  = horror settings, familiar characters and icons
• 4. …identify relationship between audience/producers through minimising risk of failure? = draws upon familiar icons, but 

reflects changes in audience attitudes to sex and violence
• 5. …challenge genre conventions through flexibility and transformation? = female vampire as ‘protector’

KISS OF THE VAMPIRE – FACTS



MEDIA LANGUAGE
• The ‘painted’ main image is highly conventional of horror films belonging to this period (linking to Christopher Lee’s Dracula – produced by 

Hammer Films), but the fact that it’s in colour (anchored by the text ‘In Eastman Color‘) connotes that this is a modern telling of an older story.
• The bats, cape, moonlight and pointed teeth, are all symbolic codes of the Vampire/Horror genre.
• The gloomy grey, black and brown colour palette reinforces the dark, scary conventions while the red (bat wing, victims' neck, dripping from the 

‘V’, and the Vampires costume) draws attention to attacking bats, the vampire and the blood – all conventional codes of the horror film genre.
• White is also a symbolic code of innocence and purity, linking to the female/victims' dresses - all key visual signifiers for the genre.
• The capitalised, serif font of the title creates connotations of the classic time period in which the film was produced (1963).
• The film title connotes the vampire film genre with its ‘wooden’ styling (referencing the vampire’s coffin or the stake needed to kill him 

perhaps) and the blood dripping from the letter V.
• The ‘V’ and the blood could symbolise Dracula's iconic ‘fangs’, used to kill/transform his female victims.
• Conventionally, the stars are listed with the more highly paid male actors first and in order of fame. Therefore, Clifford Evans (having starred in 

Hammer’s 1961 hit Curse of the Werewolf) is highlighted as the lead protagonist. 
• The credits display four male and only female actor, this is despite there being two females incorporated in the image - Production values are 

low, so none were major actors at the time.

REPRESENTATION
• Both women wear pale dresses made of light materials (silk) and these dress codes serve to reinforce their femininity by highlighting the curves 

of their bodies and revealing the flesh of their upper chests and arms.
• The male characters are seen to be wearing more formal attire, in keeping with male dress codes at that period (1960’s). 
• The gesture code (NVC) of the woman on the left is that of the stereotypical passive woman/victim of the ‘monster’, his power highlighted by 

the fact he’s holding her by just one arm.
• This could represent the positioning of females in 1960’s media texts as weak, submissive and vulnerable.
• The woman on the right is larger in the frame and appears more dominant in terms of femininity.
• Baring her teeth and with her arm raised almost fist-like as she’s being bitten by the bat, her gesture codes are more aggressive, and the 

submissive pose of her male ‘victim’ (including on his knees with his head back and throat exposed) represent her in a non-stereotypical way.
• The vampire himself seems uncharacteristically fearful in his gesture codes with his arm thrown across his body in a defensive gesture, perhaps 

protecting himself from the female vampire – or is this a gesture code of power?

KISS OF THE VAMPIRE – KEY POINTS



CASE STUDY
SUPER HUMAN



SUPER HUMAN – FACTS

List as many facts as you can regarding Super 
Human. Be prepared to feedback.



• The advertisement ‘Super. Human.’ was created to promote the 2020 Paralympic Games by Bradford 
Young, the Oscar nominated cinematographer and first African American cinematographer to be 
nominated for his work on the 2017 film Arrival.

• It was devised and created by Channel 4’s inhouse creative agency 4Creative and produced by Serial 
Pictures and Somesuch, a global production company.

• The trailer is the third Channel 4 campaign for the Paralympics, who were broadcasting the event, and 
was part of a bigger campaign including posters and social media.

• The advertisement explores the sacrifices made and the trials endured by Paralympic athletes in 
preparation for the 2020 Tokyo Paralympic Games.

• Launching the campaign, Lynsey Atkin, 4Creative’s Executive Creative Director, said: ‘Following the last 
two Paralympics adverts was no small task –they exploded attitudes around disability …..Yet we spotted 
an opportunity to present Paralympians in a way they hadn’t been shown before – by pointing a camera 
at the realities of their lives, and, as with any elite athlete, the sacrifices they make in pursuit of 
greatness….. collectively these choices paint a story of mental determination, not of disability.’

• The decision was therefore made to change the focus of the previous campaigns ‘Meet the Superhumans’ 
and instead in 2020 emphasise the ‘Human’ rather than the ‘Super’ and to juxtapose the images of the 
training regime with those of the everyday lives of the athletes, with the intention of making them relatable 
to audiences.

SUPER HUMAN – FACTS



MEDIA LANGUAGE & REPRESENTATION
• Central composition connotes that the female is important and her costume signifies that she may an athlete. Her cool calm demeanour signifies that she is prepared and ready – no nerves. Smoke, 

low-key lighting and dramatic non-diegetic music help create drama, mystery and excitement (enigmas). Non-diegetic audio commentary adds tension and realism as though this is a real competition 
being judged. The exaggerated breathing SFX and track in to a close up, informs the audience this is a high pressure event. Gun shot SFX used to transition into the diegetic radio alarm helps us to 
contrast the dream sequence with reality.

• Use of the silk hair cap/bonnet may help to engage black audiences who aren’t often shown with natural black hair in the media (underrepresentation). Montage of different subjects with a range of 
disabilities, ethnicities and genders represent diversity.

• The montage shots of joints being taped, strapped and pushed into prosthetics, along with the hyperbolic sounds (strain, pain etc.) emphasizes the very tough preparation they go through everyday. 
This sequence suggests a real battle, struggle and physical determination. The close-up shots also feel quite gritty and real rather than glamourous or idyllic.

• Low angle shots and close ups of Ellie Simonds make her seem dominant and powerful to the audience. The jump cuts/montage of different races (emphasized by costume changes) signifies how many 
races she has entered and won – giving her stature. The wide angle shot of all her medals emphasizes her success and achievements.

• The montage of shots displaying the athletes training is cross cut with archive style footage of armies marching and training, helping to compare the athletes to soldiers, fighters etc. (strength, 
patriotism etc.). The graphic match cut of the wheel collision with the planets colliding, signifies the athletes sheer strength and power (extreme sports on a global scale).

• The shot reverse shot between the cyclist and the phone showing his daughter, connotes how hard it is to try and juggle Paralympic training with parenting. The sad NVC reactions and physical 
separation of parents from their kids emphasizes the sacrifices they make to be the best in their field.

• Further montage of jump cuts are used to emphasize the multiple days of training that athletes have to endure. Juxtaposition/graphic match cut of the bike’s wheels and the hamster wheel suggests 
the monotony of daily training. The puke bucket adds some comedy/humour to the trailer, but also suggests the Paralympians have to train so hard that they push themselves to breaking point.

• The close up cuts between the screams during training and the screams during childbirth, suggests that the amount of pain that training can cause is similar. This shirt sequence helps to normalize 
disability for audiences and makes the Paralympians more relatable.

• The POV shot from the bike on the track helps to make audiences feel as though they are there taking part – powerful message (could be you). Sparks from the bike and the slow motion shot of the 
man flying through the air adds drama to the risk/danger of being a Paralympian.

• Close up shots of bruises and blisters being popped play on the popularity of gross videos e.g. pimple popping. These ECUs emphasize the risks and dangers of the sports and the real problems suffered 
by athletes (often more than able Olympians due to adapted means – wheelchairs, over use of hands etc.).

• The handicapped lady is unable to get up the café step due to her wheelchair, much to her frustration (we presume that she is a Paralympian). The man in the café appears to not care judging by his 
NVC – representing a common attitude of ignorance towards disabled people.

• The surreal imagery suggests that the pressure and desire is driving the Paralympians even when asleep. Nightmarish imagery emphasizes the fears the athletes have of failure. The wide angle shot of 
Ellie Simmonds weighed down by a massive version of her gold medal highlights the pressure Paralympians are under as well as the struggles they face in life as well as sport.

• References to medical illnesses like Crohn’s Disease, as well as shots of doctors, medication etc. emphasizes the long term health issues that disabled people have to deal with on a daily basis (back 
to reality). This could be relatable to many audiences, including those affected by the context of COVID, lockdowns, postponed events etc.

• The manipulated iconic wide angle shot and audio (“the athletes might as well quit”) of Boris Johnson, reflects Channel 4’s anti-establishment ethos and alternative political standpoint as a broadcaster. 
This perhaps suggests that the government aren’t always supportive of those with disabilities and other needs. The slow motion wide shot of a falling cascade of balls adds to the sense of overwhelming 
pressure and stress that Paralympians are under.

• The split screen montage of internal cameras and scans highlight the possible injuries that can be inflicted from competing/training in modern sport. The humour element is played on however, as it 
instead emphasizes how crazy you have to be to put yourself through all this stress and pain to be a Paralympian at the top of their sport. “To be a Paralympian there’s got to be something wrong 
with you” – this credit plays on the negative stereotype that being disabled is somehow wrong.

• Big close up shots of athletes celebrating successes adds to the image of them being winners (non-diegetic crowd sounds adds authenticity).
• The C4 logo (broadcasting rights) and the Toyota logo/message (sponsorship) reflect the expensive nature of filming and broadcasting sporting events (C4 not-for-profit organisation – need extra 

revenue). Previous C4 Paralympic adverts had focused on athletes being ‘super human’ - not totally “real” or normal and elevated above reality. This time, C4 kept the super human title but changed 
it to Super. Human. Focusing on showing the human side of the athletes as well as their successes (pain, struggle, everyday), so some may say that this campaign is more realistic than previous ones. 
The smashing of the word “Super” suggests a move away from representing disabled people as “other” and a move towards representing them as equal humans

SUPER HUMAN – KEY POINTS



THEORY
MEDIA LANGUAGE & REPRESENTATION



THEORY RECAP

MEDIA LANGUAGE

BARTHES LEVI-STRAUSS BAUDRILLARD NEALE TODOROV

GENRE NARRATOLOGY SEMIOTICS POSTMODERNISM STRUCTURALISM

TASK
Match up the theorist with the theory



THEORY RECAP

MEDIA LANGUAGE

BARTHES LEVI-STRAUSS BAUDRILLARD NEALE TODOROV

GENRE NARRATOLOGY SEMIOTICS POSTMODERNISM STRUCTURALISM



BARTHES LEVI-STRAUSS



IN SHORT

Through media language, 
media texts communicate 

their meaning by highlighting 
what's important

Items can have a literal 
definition (denotation) as well 
as a deeper hidden/attached 

meaning (connotation)

Through over exposure, the 
meanings that have been 

given to objects can appear as 
natural/organic

IN SHORT

In order to understand the 
meaning behind a media text, 
you need to analyze the basic 

elements that make it

Every text can be understood 
by analyzing its use of 

opposing elements (you 
cannot understand one 

without the other)

Society will see one opposite 
as greater or having more 

worth/validation/importance 
than the other

CONSIDER: How can we apply these theories to Tide, Kiss of the Vampire, and Super Human?

BARTHES LEVI-STRAUSS



TIDE:
Suspense is created through the enigma of “what women want” and 

emphasized by the tension-building use of multiple exclamation marks 
(Proairetic Code). Semantic Codes of the use of hearts above the main image. 

The hearts and the woman’s gesture codes have connotations of love and 
relationships. It’s connoted that this is “what women want” (in addition to clean 

laundry!). Hyperbole and superlatives (“Miracle”, “World’s cleanest wash!”, 
“World’s whitest wash!”) as well as tripling (“No other…”) are used to oppose 
the connoted superior cleaning power of Tide to its competitors. This Symbolic 
Code was clearly successful as Procter and Gamble’s competitor products were 

rapidly overtaken, making Tide the brand leader by the mid-1950s.

KISS OF THE VAMPIRE:
Suspense is created through the enigmas surrounding the connoted relationship 
between the male and female vampires (emphasized by the “kiss” of the title) 
and the fate of their two victims (Hermeneutic Code). Semantic Codes of the 

bats and their conventional association with vampirism and horror in general.

SUPER HUMAN:
As advertisements have to communicate meaning rapidly, they use recognisable 
codes and conventions that signify messages for audiences to decode. In Super. 

Human, clothing (as a sign) is used to rapidly place the athletes within their 
sport, for example, the track cyclist’s clothing or the swimming costumes 

contrast with the athletes in their everyday life, such as the hospital clothing 
when the woman is giving birth or casual clothing when the wheelchair user 

tries to access the café. These signs serve to illustrate aspects of the lives of the 
people and creates realism.

TIDE:
In this text, “Tide gets clothes cleaner than any other washday product you can 

buy!” and “There’s nothing like Procter and Gamble’s Tide”, reinforces the 
conceptual binary opposition between Tide and its commercial rivals. It’s also 

“unlike soap,” gets laundry “whiter…than any soap or washing product known” 
and is “truly safe” – all of which connotes that other, inferior products do not 

offer what Tide does.

KISS OF THE VAMPIRE:
The idea that texts are constructed through the use of binary oppositions could 
be applied to the opposing representations of the vampires and their victims. 

This could also be applied through the romantic connotations of “kiss” opposed 
in the film’s title to the stereotypical “vampire” monster.

SUPER HUMAN:
Super Human creates meaning through the use of binary oppositions. Images of 
gruelling training regimes are contrasted with the celebratory images at the end 

when success is achieved. Dreamlike sequence (dramatic images/music/rich 
colour palette) vs reality (ambient lighting/strident sound of alarm clock). 
Animated/archive footage are included in opposition to real-life actions to 

introduce humour and reinforce the narrative. The on-screen graphic ‘To be a 
Paralympian there’s got to be something wrong with you’ creates a conceptual 
binary opposition between audience perception of Paralympic athletes and the 

reality. The juxtaposition between being a Paralympic athlete at the peak of 
your powers and being unable to get in a cafe for a drink is pretty shocking and 

tells the story in a very simple way.

BARTHES LEVI-STRAUSS



POSTCOLONIALISM PERFORMATIVITY FEMINISM REPRESENTATION IDENTITY INTERSECTIONALITY

THEORY RECAP

REPRESENTATION

HALL VAN ZOONEN BELL HOOKS BUTLER GILROY GAUNTLETT

TASK
Match up the theorist with the theory



POSTCOLONIALISM PERFORMATIVITY FEMINISM REPRESENTATION IDENTITY INTERSECTIONALITY

THEORY RECAP

REPRESENTATION

HALL VAN ZOONEN BELL HOOKS BUTLER GILROY GAUNTLETT



GAUNTLETT GILROY HALL



IN SHORT

Our identities are formed from 
what we take from the media

This identity can change over 
time dependent on what 

media platforms are being 
consumed (music, fashion, 
film, influential stars etc.)

Modern media offers much 
more in terms of influencing 
and identities, whereas older 
media has limited content to 

choose from

IN SHORT

Attitudes towards different 
races that were formed during 

the colonial era/slave trade 
still impact the way society 

operates today

Some cultures/races are seen 
as more civilized than others, 

creating opposites that can 
alienate groups

The media still projects the 
white race as superior over 

ethnic minorities and creates 
an us vs them concept

IN SHORT

Representational ideas and 
how they are projected is 

controlled by media language 
(image, technical etc.)

Stereotyping happens where 
there is an unfair share of 

power in society where 
misunderstood groups are 

shown as different

Representations of people are 
based on narrow opinions that 

are consistently repeated in 
the media

CONSIDER: How can we apply these theories to Tide, Kiss of the Vampire, and Super Human?

GAUNTLETT GILROY HALL



TIDE:
Women represented in the advert act as 

role models of domestic perfection that the 
audience may want to construct their own 

sense of identity against.

KISS OF THE VAMPIRE:
Perhaps the female vampire acts as a role 
model for women struggling against male 
oppression or desperate to be seen as the 
equals of men, whatever the narrative or 

environment.

SUPER HUMAN:
Super. Human. offers audiences a more 

diverse and inclusive range of identities and 
broadens general understanding of what it 
means to be disabled as an athlete and in 

everyday life. However, many would argue 
that the Paralympics in itself is not enough 

to redress the balance and indeed, many 
disabilities are not featured in the games.

TIDE:
Gilroy’s ethnicity and post-colonial theories 
that media texts reinforce colonial power. 
Contextually, this power has perhaps been 

challenged at this moment in American history 
by the events of WWII.

KISS OF THE VAMPIRE:
According to Gilroy, It could be argued that the 

vampires depicted in the film poster, signify 
civilisationalism’s construction of binary 

oppositions based on notions of ‘otherness’. 
The female and male vampires are both 

constructed as other in comparison to their 
human counterparts.

SUPER HUMAN:
Dominant groups in society largely control 
what is produced and as a result, minority 

groups tend to be marginalised, creating an 
unrealistic view of the contemporary world 

(otherness) Super. Human. attempts to address 
the marginalisation of certain social groups, in 

this case, those with disabilities. Its aim, 
reflecting the ideology and ethos of Channel 4, 
is to give a voice to those who are not usually 

represented positively in other areas of the 
media (misrepresentation)

TIDE:
The images of domesticity (women hanging out 

the laundry) form part of the “shared 
conceptual road map” that give meaning to the 

“world” of the advert. Despite its comic strip 
visual construction, the scenario represented is 
familiar to the audience as a representation of 

their own lives.

KISS OF THE VAMPIRE:
The images of a castle, bats, the vampire’s cape 

and dripping blood form part of the “shared 
conceptual road map” that give meaning to the 
“world” of the poster. The audience is actively 

encouraged to decode this familiar generic 
iconography (Vampire).

SUPER HUMAN:
Super. Human. goes some way to address Hall’s 
assertions that stereotyping occurs when there 

are inequalities of power, and that excluded 
groups, such as the disabled, are constructed as 

different. The focus is on the athletes as 
ordinary sports men and women striving to 

achieve a goal. Athletes are three dimensional 
and distinct from each other; therefore, the 

advert avoids simplifying their representations

GAUNTLETT GILROY HALL



EXAM PREP
MEDIA LANGUAGE & REPRESENTATION



PRACTICE QUESTIONS

MEDIA LANGUAGE

1. Explore how the combination of elements of media language influences meaning in 
the UNSEEN TEXT (2019)

2. Explore how the UNSEEN TEXT communicates meanings (2022)
3. How are genre conventions used in the UNSEEN TEXT to attract audiences
4. Explore how codes and conventions are used to construct meaning in the UNSEEN 

TEXT

5. Analyse how the UNSEEN TEXT creates meaning through the use of media language
6. Discuss how media language is used to establish meaning in the UNSEEN TEXT

REPRESENTATION

1. Compare how these pages from the UNSEEN TEXT and the SET TEXT construct 
versions of reality (2019)

2. Compare how audiences may interpret the representations of gender in the UNSEEN 
TEXT and the SET TEXT (2022)

3. Provide an analysis of the use of stereotypes in the UNSEEN TEXT and the SET TEXT
4. Explain how the UNSEEN TEXT and the SET TEXT convey viewpoints and ideologies
5. Compare how audiences are positioned by the representations of ethnicity in the

UNSEEN TEXT and the SET TEXT
6. Compare how representations of events are constructed in the UNSEEN TEXT and 

the SET TEXT 



SENTENCE STARTERS: LANGUAGE

• The subject’s costume (insert example) is symbolic of…

• Within the media text, genre conventions have been challenged through the use of…

• As stated in Levi-Strauss’ Structuralism theory, meaning is dependent upon pairs of 
binary oppositions. A pair of binary oppositions in the media text (insert example) vs 
……

• The minimalist style of the media text creates a sense of…

• The use of a close up on (insert example) in the media text has connotations of…

• Media language has been used throughout the media text to demonstrate the 
ideology of…

• Roland Barthes claimed that texts communicate their meanings through a process of 
signification. A sign of this in the media text is the use of (insert example)

• In the media text, the (insert example) uses media language to present a 
contemporary viewpoint on (insert example) by…

• In the media text, the (insert example) uses media language to present a traditional 
viewpoint on (insert example) by…

• The theme of (insert example) is evident throughout the media text and supported by 
media language. This can be seen when...

• The use of (insert example) typography in the media text creates a sense of…



SENTENCE STARTERS: REPRESENTATION

• The character (insert example) is represented as…

• Contextual, the character of (insert example) supports the hegemonic 
viewpoint/ideology of…

• In the media text, the characters (insert example) and (insert example) are examples 
of dominant stereotypes as they…

• In the media text, the characters (insert example) and (insert example) are examples 
of subverted stereotypes as they…

• The media text supports the theoretical views of (insert example) by…

• Audiences are invited to respond with a dominant hegemonic viewpoint by…

• Audiences are invited to respond with a challenged viewpoint by…

• In terms of context, the media text references (insert example) when…

• Van Zoonen states that women are sexualised and vulnerable in the media. An 
example of this being supported in the media text is when…

• According to Stuart Hall’s Representation theory, stereotyping tends to occur where 
there are inequalities of power. An example of these differences in power can be seen 
through…

• As mentioned in bell hooks’ feminism theory, feminism is a struggle to end sexist, 
patriarchal oppression. Patriarchal oppression is evident in the media text when…



ADDITIONAL PHRASES
EMPHASIS COMPARE CAUSATION ADDITION EXTENSION RELATIONSHIP CONCLUSION

• for instance
• in particular 
• certainly 
• indeed 
• undoubtedly 
• of course 
• surely 
• obviously 

• however
• whereas 
• on the contrary 
• on the other 

hand
• rather 
• although 
• in spite of
• otherwise 
• similarly 
• nor 
• neither 
• either 
• in comparison

• as a result
• consequently
• subsequently
• therefore
• hence 
• in order to

• furthermore 
• in addition 
• further also

• in other words
• thus 
• that is 
• that is to say 
• Likewise
• moreover

• accordingly 
• Equally
• in fact 
• more specifically 
• more interesting 
• inasmuch as 
• hence 
• for this reason 
• not withstanding 
• inevitably 
• in order to 
• for this purpose 
• in this way 
• admittedly 
• nevertheless

• as I have said
• As previously 

stated
• to conclude
• in conclusion
• to sum up



PEETA
Point: The purpose of your paragraph.

Example: Identify specific evidence from 
the text to support your point.

Explanation: Explain how this evidence 
links to your point.

Theory: Use theory in your explanation to 
make sure your explanation is solid.

Answer: Link back to what meaning is 
created for the audience.

PETAL
Point: The purpose of your paragraph.

Example: Identify specific evidence from 
the text to support your point.

Theory: Use theory in your explanation to 
make sure your explanation is solid.

Analysis: Examine the structure of the text 
and alternative audience readings.

Link: Compare/contrast points to the 
second text or wider context of the text.

PEACE
Point: The purpose of your paragraph

Example: Identify specific evidence from 
the text to support your point.

Analysis: Examine the structure of the text 
and alternative audience readings.

Context: Reflect on Historical, Cultural, 
Social, Economic and Political meaning. 

Evaluate: Judge the importance or value of 
your point with theory.

PEA
Point: The purpose of your paragraph

Example: Identify specific evidence from 
the text to support your point.

Analysis: Examine the structure of the text 
and alternative audience readings.



STRUCTURING

REPRESENTATION – COMPARISON QUESTION

For a 30 mark representation question, that asks you to compare an 
unseen text to a set text, we suggest two approaches:

APPROACH 1
Point – address question topic

Example – from unseen text using media language to feed a representational point
Example – from set text using media language to feed a representational point

Theory – apply to both points collectively (similarities and/or differences)

APPROACH 2
The same as above, but analyse the unseen text in full first, and then analyse the set text in 

full second. This approach will no doubt need an overall conclusion summing up the two 
texts in relation to the original question

Tip: Always start with the unseen text and then compare to the set text, as the unseen text 
will dictate what to talk about/analyse in terms of similarities and/or differences


