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KEY AREAS:

How audiences are grouped and categorised by media industries, including by age, gender and social class, as well agl byahigsaste
How media producers target, attract, reach, address and potentially construct audiences

How media industries target audiences through the content and appeal of media products and through the ways in which theyaketed,
distributed and circulated

The interrelationship between media technologies and patterns of consumption and response

How audiences interpret the media, including how and why audiences may interpret the same media in different ways

How audiences interact with the media an can be actively involved in media production

How specialised audiences can be reached both on a national and global scale, through different media technologies amdnhglatfo
How media organisations reflect the different needs of mass and specialised audiences, including through targeting

How audiences use media in different ways, reflecting demographic factors as well as aspects of identity and cultural capital

The role and significance of specialised audiences, including niche and fan, to the media

The way in which different audience interpretations reflect social, cultural and historical circumstances
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TERMINOLOGY

Media in the Online Age
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Technique

High image to text ratio

Lede intro
White space

Teaser headlines

List article
Emotive language

Foregrounded advertising
Wraparound advertising

Sponsored content/advertorials

Light editorial mix
Salacious content
Syndicated content
Star power
Backgrounded content

Tagged content

Search engine optimisation

Social media optimisation

Website Terminology

Define each website/online technigue and explore its effect on

audiences/reason for its use

Definition Effect on audience/reason for use

Deployed on landing pages to make webzines look visually exciting and to minimise read
time

The first paragraph of a news story that usually gives a summary of the whole story Provides the who, what, where and when of a stQireates an active feel

Makes reading text on screen easier by chunking text

Acts as clickbait, driving audiences to view additional text to find answers to the question
posed

Ly FNIAOES &GNHZOGdZNBR dzaAy3 | fA&GSR Atypediarticle hat dan BetsdaryregiitlSak for Yeb Ihyolits whefeldngdzresl HrtickstakeS
.2ffep22R CAfYa 2F wamtQ 2NJ W{S@OSy [ Doffputting N OGSNE ¢K2 / KFIy3aSR ¢+ C2NBOISND
Using verbs and descriptors that have strong connotations Helps stories create an emotional response through language

Placing adverts or sponsored content in prominent places so audiences will notice
them quickly

Adverts that feature in the side columns of web pages

Using layouts that are dominated by imagery

Space used to layout text in order to make it look inviting on screen

A headline that uses a question

Helps webzines sell advertising space by placing ad material in prominent positions

Increases advert visibility and allows webzines to monetise dead spaces on web pages
Generates more impact than conventional advertisirtges to make ads look like a news
story with journalistic integrity

An editorial mix refers to the range of stories in a magazine or welgziuttors A range of stories that usually feature entertainment, fashion and culture based content t
spend lots of time making sure their EM is appropriate for their target audience create an escapist feel

News articles that promote a service or product and are paid for by advertisers

Gossip or scandalous content appeals to the voyeuristic instincts of audiences

Helps media producers create global stories without having to station lots of reporters in
different countries

Creates an aspirational dynangicelebrity content also creates escapism

Stories concerned with gossip or scandal

Pooled story content shared by media producers from around the world

Stories that use celebrity content to gain interest

Placing essential institutional information (contact details, dates, terms and
conditions) in less prominent positions

Grouping stories under searchable titles

The process of making sure that webzine pages achieve high search engine
rankingsg usually achieved through careful use of keywords

The process of making sure content stands out on Twitter, Instagram and
Facebook user feedsSMO requires carefully applied language and imagery to
create audience engagement and to develop the brand identity of a product

Helps create audience engagement quickly by making less important information less vis

Helps readers search for content on webzines or social media
Helps webzines attract new readerigh search engine rankings also give websites
authority and helps them sell advertising space

Makes sure content has visibility on Twitter, Instagram and Facebook user feeds


http://resource.download.wjec.co.uk.s3.amazonaws.com/vtc/2017-18/17-18_3-22/_eng/unit01/capturing-and-keeping-online-audiences.html

Online Media

DesiMag and Attitude: capturing and keeping
online audiences

Read and make notes on the following:

Visitors to web based products have to be engaged quickly, in less than five seconds some argue,
before they hit the back button. Creating a successful web product funded by advertising requires
webzines to capture and maintain the audience’s attention whilst also providing enough new
content to ensure their readers keep revisiting their sites.

These difficulties are compounded by the fact that reading ‘on screen’ is far more taxing than paper
or print based consumption. The sheer volume of web content available to audiences also makes it
difficult for sites such as DesiMag and Attitude to attract fee paying advertisers. Moreover, competition
for lucrative web advertising contracts means that advertising rates have to be kept low, and this places
a financial pressure on sites to create engaging content with minimal personnel expenditure. Research
suggests readers engage with written material online using the F-scan reading pattern (see below)
- browsing quickly over the screen in search of material that fits their needs. Sites like Attitude and
DesiMag facilitate this reading style by condensing text, chunking it into small blocks, whilst using
emboldening, sub headers and white space to layout text for easy consumption.

In terms of content and writing style, stories tend to be written in an active narrative voice to create
energy - people do things or things are done to people in webzines. Journalistic pieces also use lede
intros to quickly engage readers, providing who, what, where summaries of story content to generate
narrative energy. List articles and bullet points also feature heavily to facilitate online readers who
want to scan and select information rather than read it sequentially.

Landing pages use elliptical headers, omitting words to facilitate fast read speeds, whilst layouts
are crafted using high image to text ratios, with lots of white space and short paragraphing deployed
to create reader friendly spaces. Teaser headlines operate as clickbait links, whilst story content tends
to be dominated by salacious headlines, celebrity gossip and suggestions of exclusivity to drive
readers into the guts of their sites. Sponsored content and advertorials are used to land lucrative
advertising contracts too.

Lighter stories dominate editorial mixes on home pages, with some longer reads available, but rarely
featuring as lead articles. Importantly, stories are also ordered by release date, ensuring audiences
know content is constantly updated, thus helping to generate repeat visits to their site. Both Attitude
and DesiMag also make appeals to a global audience, using syndicated stories from around the
world to create this content cheaply. These stories are particularly important in DesiMag, whose niche
audience is connected, in terms of their identity at least, with the Asian subcontinent.

Site imagery is largely dominated by material captured from public domain sources. The limited
budgets of webzines restrict expenditure on photography, meaning editors have to use screencaps
of YouTube content, as well as film and television advertising, to fill pages cheaply. Such content is

D Online Media | Capturing and keeping online audiences

Online Media

copyright free if used in accordance with ‘fair use’ agreements. Some media commentators also suggest
editors deliberately choose candid shots to create a sense of authenticity - enabling webzines to
engage with audiences who are skeptical of glossy mainstream media imagery. Nevertheless,
celebrity imagery still dominates both sites, providing audiences with much needed star power.

In terms of layout, the need to foreground advertising content means header spaces are dominated
by ads, with sites also placing advertising in wraparounds so they are permanently visible to readers.
Institutional information, contact details, site policies and so forth, are backgrounded at the bottom
of pages, whilst social media links are given prominence in page headers to drive users to follow
satellite social media services.

Importantly, social media acts as a marketing tool to further promote site content, helping sites
increase their visibility via user shares. Having lots of social media material linked to your website
also helps webzines gain higher Google rankings. Material posted to social media is optimised to
gain maximum visibility in user feeds, with research suggesting that 100 character tweets with an
accompanying image create optimal reader impact. The use of hashtags and tagging provides
another mechanism to connect with new users. Question based tweets with accompanying website
links are used extensively by both DesiMag and Attitude to drive users to their sites.

D Online Media | Capturing and keeping online audiences
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online audiences

Light editorial mix

Using the printable article ‘Capturing and keeping online audiences,
identify and define the media techniques used by Attitude/DesiMag to

engage their audiences. eac oot
Technique Your defirition anmple frmjn Effect on audience/
Attitude or DesiMag reason for use

Syndicated content

High image to text

ratio
Star power I

Lede intro C O I I l p ete
Backgrounded content

White space
Tagged content

Teaser headlines ‘
Search engine

optimisation

Link Below:

List article

Social media

Emotive language optimisation

Foregrounded
advertising

Wraparound
advertising

Sponsored content/
advertorials

[] Online Media | Capturing and keeping online audiences 1 [] Online Media | Capturing and keeping online audiences 2
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TARGET AUI

1. Whoisthetarget audience for Attitude ?
2. Who does it most appeal to and why?
3. How does the content appeal to them?”

Consider:

A The style of the website posts
A Which topics the website talks about/presents
A The approach/angle of the website posts

A The contextual value of the content
A The diversification of different platforms
A The companies that Attitude partner with




. Young to middle aged gay men, searching for equality and recognition.
Some many still be coming to terms with their public revelation, others
may be a more established part of the community. They seek diverse
lifestyles and modes of entertainment using Attitude as a journey.

. Other audiences will seek news relating to their lifestyle choicéhe ~BBIE
online magazine (and its print based equivalent) is merely a companiorjiNAYAA:D
their everyday knowledge. —

9ljdzl £ NAIKGA WOKFYLA2YaQ Yleé oS
left wing liberal leanings; its open mindedness and various articles abot
equality and stories of adversity in this respect in the western world.

. Other members of the LGBTQ+ community (lesbians, bisexuals,
transsexuals etc.) who see the information about gay issues and rights
within society to be paramount amongst their communities recognition. THE

AWARDS '

. Casual followers may not even be gay, but may read the product for an “SSU

+ STARRING
ANDREJA PEJIC
ALAN CARR
PIETRO BOSELL)
TEAM GB
OMAR SHARIF JR.,

GERI
BEVERLEY KNIGH
RYLAN

AND MORE
™~

interview with their favourite celebrity/politician etc. or may be drawn to
the text by a particular article or feature. However, they would not | mene |
subscribe or consume on a regular basis. =
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RECAPEMOGRAPHIL

A common and traditional method of audience
profiling is known agslemographics.

Usingdemographic profilingan audience can be broken into
different categories and often uses very clear ways of measuri
e.g., income, age, gender, race, etc.

Higher management, bankers, lawyers, doctors and other
professionals.

Middle management, teachers, creatives, media types and smz
Where as gender, age etc are quite broad, the income factor business owners.
defines the adult population largely by the work that they. tto
breaks the population down into 6 groups, and labels them by
using a letter code to describe thesociceconomic
factors such as education, occupation and income.

| NERAUOY wS3IA&GNI NI DSy S

Office supervisors, junior managers, nurses, specialist clerical
staff (white collar)

Skilled manual workers (trade), pIIl:J)mber,s, electricians, builders
U

Récod) OF £ S ow

Semiskilled and unskilled manual workers.

Make a list of media products that might be
marketed for these specific audiences:

Unemployed, students, pensioners, casual workers.




Audience Task
I AS K Exploringaudience types, categories, needs, interpretations, uses,

targeting, appeal, reach and the construction of readers.
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Who is the target

Use demographics to profile the
most common Attitude consumer.

Is there more than one
audience?
Justify your response




Audience Targeting
TAS K Use this table to build knowledge of the target audience of Zoella and

Its makers construct content to appeal to this defined audience segm

1. Attitude
Age: A Heavy use of Facebook and Twitter as supporting/satellite social mtrgigorimary sites used by this age group.
A Celebrity culture referenced to engage an audience who grew up with the mass media of the late 20th century. H Ome pag e

26-55 & : : : . )

Use of celebrity led stories featuring stars who the target audience grew up with.
A Lots of retro culture stories looking back at the 1990s.
A Inclusion of political storiesperhaps also indicative of a mature audience. .
AcKS WNBIf 062RASAQ NBIdA I NJ FSI GdzNB Aa LI NI A Odz F NI eltha vy $ 6 aARHude dsnwra 27 o

issues they facea further reflection of the older readership of the product.
A Lack of audience feedbaek younger audience would expect to have feedback mechanisms featured more heavily. We b p ag e 1
A The connections to the print version of the product are foregroundeerhaps to give authority to the site through its

connection to a traditional media parent.
A Format of the web product emulates that of its print parent to create audience recognition.

Gender: | A Factualwriting style 3. Attitude

A High image to text ratio

Male :
A Short paragraphing
A Lots of statistics used in articles Webpag e 2
A A lack of emotional content deployed in stories
Socio A Partnerships and sponsorships have been built with companies who advertise premium products on the website (Jagugr, |CK). .
Economic A Language is very formal and complextended language deployed, mostly written in standard English, to mirror middle classd . At'“tUde
values and educational background of an ABC1 demographic.
Group: A Relatable activities for this demographic are incorporated into narratives and competitions to create connections with the We b p ag e 3
ABC1 target audience (theatre visits, arts and cultural events, premium restaurants, five star holidaying).

A Stories aimed at graduate/professional readership by referencing ABC1 professions (teachers, managers, designers €jtc.}.




RECAFSYCHOGRAP

A In modern times, the demographic statistical audience breakdown
(gender, age, income) has been added to by market researchers, tryi
identify more sophisticated ways of analysing audiences

AlTROSNIOAASNRAI Ay LI NI A Oddehandirs ghd ¢
personality traits)to work out what makes them consume certain med
This is calle®@sychographicer audience profiling

Enjoys island
vacations

%ﬁﬁ
Dog lover %/

Likes classical
music

A This is because they want to understand which promotions people wi
respond to and which media products may be successful.

ves in
I Medical

professional

36

years old

A¢t2 R2 (GKA&X NBaSINOK F20dzaSa 2y
and specificallyalues, attitudes and lifestyles (VALS).

Demographics Vs Psychographics

A Young and Rubicam (New York advertising agency) developed a way
categorising audiences in this way, with a focus on the issues of sect
control, status, individuality, freedom, survival and escape. It is called
4Cs (Cross Cultural Consumer Characterisation).



AUDIENEIDSCHOGRAF

QUESTION

2 KAOK | dZRASYOS 3aNRdzLIO AU ¢g2dzE R W! (0A G dz
?

THE REFORMER + THE ASPIRER

Bachelor/married:even though the product is aimed at a mature audience, the lack of space given to family based topics is suggestive
lifestyle of a gay audience who, stereotypically, are less likely to have children. Competitions feature luxury breakde®asqrizes for
instance.

Some narratives are political, generating commentary on social issuasstly LGBT orientated but also including material thdegals with
K2YStSaaySaas @Q20Ay3 NAIKGAZ YR 62YSYyQa NAIKGaA | yR a&jpurnalighe
journalism that tries to effect social change. The magazine simultaneously constructs a very aspirationatfeedtyle secton is saturated
with references to premium fashion brands, is firmly concerned with looking good, material acquisition and brand awarenbgst thie travel
aSOGA2Yy KATIKEAITIKIA Wo2dziAljdzSQ K20St 2LWA2ya |0

The product is zoned according to the reader activities and interests. The emphasis placed on entertainment as a cadilgigdoe the
I dzZRASYOS A& 3IADSY LINPYAYSYOS (UKNRddzZAK GKS 2NRSNAYy3 2 fesdinfnateddp
OSt SoONARGE f SR O2yiSyid 6A0K &a2YS KIFINRSNJ AdadzSa O2@SNBR



YouGovPro

https://yougov.co.uk/topics/entertainment/explore/magazine/attitude

Write a demographic and
LJaé OK2 3 NI LI
(age, gender, socieconomic)
I dZRA SY OS LINZ T
NUMBER ONE FAN

How does it compare to the YouGov profile of Attitude?


https://yougov.co.uk/topics/entertainment/explore/magazine/attitude
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AUDIENCE CONSTRUC

A How does Attitude construct and position audiences?

audience.

Bl A Within this construction the producers are already thinking about their
‘ target audience.

1S ALAN CARRTOO

THE CHATTY MAN BITES{

b,
MISFTS AN A

.. THE SUPER-HOT SUPER

REAL TALES OF THE

TREAT THE
G"Y FOCKERS!
' HOW AIDS KILLED THE SAN F

P CHRISTMAS
' DANNY YOUN([,H LEAE{!US' fll:zﬁrlr]{!‘c]l ‘ GIFII ﬂ““][

, BB'S DALE STRIP



TASK

Which key social groups
does Attitude represent?

groups represented by
Attitude Online?

Audience Task

Exploringaudience types, categories, needs, interpretations, uses,
targeting, appeal, reach and the construction of readers.

B\ 5 Bacrnad- cnwmanme - ADVA " GE OF GUR i <

Attltude almost excluswely represents white, homosexual mlddle class
educated, young¥ A RRf S 3SR | Rdzf 04> &aiSN.
men, with an interest in current affairs and entertainment.

Welsh National Opera

of non-marginalized groups. Attitude appears unapologetic about its expressio

iIdentity and focuses a lot of its content towards social change and equality.
ine iviagic riute p

On tour now

Why does Attitude construct To appeal to its niche audience, who are most Ilkely actlve Ieft wmg libe

such representations as
these?

How do these
representations position
audiences?

audiences, interested in social change and dispelling myths generated
under-representation of minority groups.

to be free to express themselves and who they truly are. Audlences are positio
to feel safe in Attitudes world, away from more mainstream misrepresentations




P

DSND Y SNRAa rgiddar8xpaesirdito rapkdted patterns of representation over
long periods of time can influence how people perceive the world around them.

5SLISYRAY3I 2y GKS NBIdzZ F NRGEe 2F | NUAOf
features could be influential across many areas such as; attitudes, lifestyles, advert
product purchases, friendship groups, experiences etc.

Most texts contain a unilateral message of normativity to essentially settle the follo
readers own identity, making them proud of their sexuality, instead of promoting sh

evision i
fundamentally different

Due to Attitude being in existence for quite some time, this message has clearly {0 L ————
recognition and works to continuously provide this ideology. Due to the sheer num bR e
NLAOUSE 020SNAY3 | NIY3S 27 31 e 20Sy|larscmsaior) e
most consumersg mirroring a memory or emotion within their own narratlve. ,

What is one clear example of a repeated pattern of

representation that Attitude online exposes its followers to?
Give a direct example



Choose one theoretical statement below and construct a paraqgraj
discussing it in relation to Online Media

Gerbner believes thagxposure to repeated patterns of representation ove
long periods of time can shape and influence the way in which people per
the world around them (cultivating views and opinions).
Is this the case with Attitude Online€onsider how the magazine operates
a relatively alternative/niche media brand.

_ GERBNER Gerbner states that thiwOdzf G A GA2YQ NBAYT2ND

ideologies) and this exposure to persistent repetition has measurable effe
on the perceptual of people/worlds by audience members.

Is this the case with Attitude Online€onsider if Attitude Online challenge:

3338238804833 P& dominant ideologies of identity in the 2&entury. If so, which ones?

patterns of
representation over long
periods of time can shape

SOt Do According to his theory, Gerbner also presemts idea that heavy viewers
develop a misconception of the world by overestimating how extreme tr
world is in their communities (Mean World Syndrome).

Cultivation reinforces
mainstream ideologies

Mean world syndrome

occurs when heavy / ey s this the case with Attitude OnlineRlow may Attitude Online consumers

viewers develop a

misconcepion | develop a misconception of the world?

of real life
violence
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attitude

TASK

EVENTS

attitude Pride
at Home
Date TBC

sponsorship opportunities

available

Digiral Festival
Attitude Pride Awards

Date TBC

Pride at Home opening party
Date TBC

Pride at Home closing party
Date TEC

attitude.co.uk

The go-to platforms

Gross reach: 5.85 million

: : B attitude Festival
Print + Online + Social

! Date TBC
1.8m page views F s
997k unique isers sponsorship opportunities
attitude available

1.4m sessions monthly

The UK's best-selling camden Roundhouse

gay lifestyle magazine 776k Facgbook
5 179k Twitter
circulation: 40,940 313k Instagram
Edward Enmiful shot for Readership: 161.7k 31.2k Yourube
attitude by Damon Baler,
E.":.;’.i:?.’.‘.i”ﬁ.f{ f Published 6 times a year sok newsletter

subscribers

\,\\
\

Please note that the event schedule may be subject to change as aresult
of new government guidelines and/or Covid19 precautions.

Virgin Atlantic
attitude Awards

Analyse the followin
data from Attitudes
2022 Media Kit

What do you notice?
Can you justify some of the figures?
Is anything surprising?

Headline sponsor:
virgin Atlantic
Lead sponsor:
Jaguar
wednesday 12th October 2022
camden Roundhouse

600 guests,
to benefit the Atritude Magazine
Foundation

Dinner, tables of ten
£4,500

attitude 101

Dare TBC
sponsorship opportunities
available
venue TBC

runch, tables of ten
£2,500



attitude

TASK

Analyse the following
data from Attitudes
2022 Media Kit

What do you notice?
Can you justify some of the figures?
Is anything surprising?



attitude

LOYALTY
ROYALTY

you'll like our readers, they are loyal.

And if they like you, they really like you —and theyl stay
the course.

31% of attitude readers have been with us for more than
ten years.

54% for four years or more.
48% of website visitors are returning.
And here's why that marters to you:

83% of attitude readers say partnerships (and supportive
engagement with) the LGBT+ community makes them feel
warmer to a brand. ¥

64% of gay men are more likely to buy via gay media.

60% of artitude readers are likely to recommend
something they have seen recommended by attitude

52% of attitude readers have purchased a product they
have seen advertised or featured.“

47% of gay men are loyal to gay-friendly companies, even
if it costs more or is more inconvenient.*

The message is clear: talk to us like one of us, in the context
of our world, and we will engage with you, buy from you
and be loyal in return.

Love us, we'll love you more.

Source: ¥JLR diversity survey ®Harris Interactive/Witeck-Coombs, USA
* and ™ Explori data % Human Rights Campaign, Buying for Workplace
Equality Report

TASK

nalyse the following
data from Attitudes
2022 Media Kit

What do you notice?
Can you justify some of the figures?
Is anything surprising?
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SOCIAL MED MPRESEN&@"’ ~

be: 47. ok subscnbers

Jttitudemas YouTube
Jttitudemas Twitter: 198 6k followers
. attitudemas InS "stagram: 349K followers 5
: followers N} B




THEORY

Feedback mechanisms are an essential component of the social media
experience, with Attitude prompting users to react to stories and reviews Vig
comments online.

The ability to comment on stories/vote on surveys, facilitates the developm
of an audience community, whilst audience feedback is addressed in future
posts.

Mostly subscribers interact with each other on these message threads as
opposed to the Attitude social media team (who rarely interact in this mann

However, many of these comment threads remain reactivebhgamtised and
| ment . Gomoein) 4 (G
often contain derogatory and insulting statements by followers/subscribers.

What is one advantage for Attitude magazine to move its conte i@ ‘ \
on to a digital platform in Attitude Online? ‘3 \
Give a direct example PROSUEER




Media consumers have
now become producers
who ‘speak back to’ the
media in various ways

Everybody makes media
and audience members

are creating and sharing
content with one another
These active internet
audiences can only

exist thanks to the i
growth and
convergence of

Digital tech

Choose one theoretical statement below and construct a paraqgraj
discussing it in relation to Online Media

Shirky believes thahe internet and digital technologies have had a
profound effect on the relations between media and individuals.
Is this the case with Attitude Online€onsider how Attitudeonsumers
engage with content in both digital and print formats.

Shirky believes thahe conceptualization of audience members as passi
consumers of mass media content is no longer tenable in the age of tf
internet.
Is this the case with Attitude Online€onsider how i modern media
landscape has changed and adapted to digital content in recent years
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with one another (Prosumers = producer/consumer).

Is this the case with Attitude Online”Analyse the impact prosumers have
in the digital age and the success of brands.
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REMEMBERIN YOUR OWN & IN SILENCE

a
TAKE NOTE OF ANY HOMEWORK/PREP WORK




