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KEY AREAS: AUDIENCES

Å How audiences are grouped and categorised by media industries, including by age, gender and social class, as well as by lifestyle and taste
Å How media producers target, attract, reach, address and potentially construct audiences
Å How media industries target audiences through the content and appeal of media products and through the ways in which they aremarketed, 

distributed and circulated
Å The interrelationship between media technologies and patterns of consumption and response
Å How audiences interpret the media, including how and why audiences may interpret the same media in different ways
Å How audiences interact with the media an can be actively involved in media production
Å How specialised audiences can be reached both on a national and global scale, through different media technologies and platforms
Å How media organisations reflect the different needs of mass and specialised audiences, including through targeting
Å How audiences use media in different ways, reflecting demographic factors as well as aspects of identity and cultural capital
Å The role and significance of specialised audiences, including niche and fan, to the media
Å The way in which different audience interpretations reflect social, cultural and historical circumstances
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Identify how !ǘǘƛǘǳŘŜΩǎ Ƴƛǎǎƛƻƴ statement 
might position its audienceTASK

άAs a style magazine, Attitude 
is the undisputed, 

heavyweight, best-selling, 
most well-respected gay title in 

the UK.

Renowned for its exclusive A-
list celebrity content and 

political campaigning, it is the 
essential, award winning, one-

stop resource for gay men 
looking for health and fitness 

advice, fashion, celebrity, 
music and film coverage, all 

served up with intelligence and 
witΦέ



TERMINOLOGY
Media in the Online Age



Technique Definition Effect on audience/reason for use

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

Technique Definition Effect on audience/reason for use

High image to text ratio Using layouts that are dominated by imagery

Lede intro The first paragraph of a news story that usually gives a summary of the whole story

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

Teaser headlines A headline that uses a question

List article
!ƴ ŀǊǘƛŎƭŜ ǎǘǊǳŎǘǳǊŜŘ ǳǎƛƴƎ ŀ ƭƛǎǘŜŘ ƴŀǊǊŀǘƛǾŜΦ 9ȄŀƳǇƭŜǎ ƳƛƎƘǘ ƛƴŎƭǳŘŜΥ Ψ¢ƘŜ ¢ƻǇ ¢Ŝƴ 
.ƻƭƭȅǿƻƻŘ CƛƭƳǎ ƻŦ нлмтΩ ƻǊ Ψ{ŜǾŜƴ [D.¢ /ƘŀǊŀŎǘŜǊǎ ǿƘƻ /ƘŀƴƎŜŘ ¢± CƻǊŜǾŜǊΩ

Emotive language Using verbs and descriptors that have strong connotations

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

Wraparound advertising Adverts that feature in the side columns of web pages

Sponsored content/advertorials News articles that promote a service or product and are paid for by advertisers

Light editorial mix
An editorial mix refers to the range of stories in a magazine or webzine ςeditors 
spend lots of time making sure their EM is appropriate for their target audience

Salacious content Stories concerned with gossip or scandal

Syndicated content Pooled story content shared by media producers from around the world

Star power Stories that use celebrity content to gain interest

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

Tagged content Grouping stories under searchable titles

Search engine optimisation
The process of making sure that webzine pages achieve high search engine 
rankings ςusually achieved through careful use of keywords

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

Technique Definition Effect on audience/reason for use

High image to text ratio Using layouts that are dominated by imagery
Deployed on landing pages to make webzines look visually exciting and to minimise reading 
time

Lede intro 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 story ςcreates an active feel

White space Space used to layout text in order to make it look inviting on screen Makes reading text on screen easier by chunking text

Teaser headlines A headline that uses a question
Acts as clickbait, driving audiences to view additional text to find answers to the question 
posed

List article
!ƴ ŀǊǘƛŎƭŜ ǎǘǊǳŎǘǳǊŜŘ ǳǎƛƴƎ ŀ ƭƛǎǘŜŘ ƴŀǊǊŀǘƛǾŜΦ 9ȄŀƳǇƭŜǎ ƳƛƎƘǘ ƛƴŎƭǳŘŜΥ Ψ¢ƘŜ ¢ƻǇ ¢Ŝƴ 
.ƻƭƭȅǿƻƻŘ CƛƭƳǎ ƻŦ нлмтΩ ƻǊ Ψ{ŜǾŜƴ [D.¢ /ƘŀǊŀŎǘŜǊǎ ǿƘƻ /ƘŀƴƎŜŘ ¢± CƻǊŜǾŜǊΩ

A type of article that can be scan read ςideal for web layouts where long read articles are 
off-putting

Emotive language Using verbs and descriptors that have strong connotations Helps stories create an emotional response through language

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

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

Wraparound advertising Adverts that feature in the side columns of web pages Increases advert visibility and allows webzines to monetise dead spaces on web pages

Sponsored content/advertorials News articles that promote a service or product and are paid for by advertisers
Generates more impact than conventional advertising ςtries to make ads look like a news 
story with journalistic integrity

Light editorial mix
An editorial mix refers to the range of stories in a magazine or webzine ςeditors 
spend lots of time making sure their EM is appropriate for their target audience

A range of stories that usually feature entertainment, fashion and culture based content to 
create an escapist feel

Salacious content Stories concerned with gossip or scandal Gossip or scandalous content appeals to the voyeuristic instincts of audiences

Syndicated content Pooled story content shared by media producers from around the world
Helps media producers create global stories without having to station lots of reporters in 
different countries

Star power Stories that use celebrity content to gain interest Creates an aspirational dynamic ςcelebrity content also creates escapism

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

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

Tagged content Grouping stories under searchable titles Helps readers search for content on webzines or social media

Search engine optimisation
The process of making sure that webzine pages achieve high search engine 
rankings ςusually achieved through careful use of keywords

Helps webzines attract new readers ςhigh search engine rankings also give websites 
authority and helps them sell advertising space

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

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

Website Terminology
Define each website/online technique and explore its effect on 

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

TASK

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


1
Read the 
Following 

Article

Link Below:
https://resource.dow
nload.wjec.co.uk/vtc/

2017-18/17-18_3-
22/pdf/unit01/5a-

desimag-and-attitude-
article-printable-

resource.pdf

TASK

https://resource.download.wjec.co.uk/vtc/2017-18/17-18_3-22/pdf/unit01/5a-desimag-and-attitude-article-printable-resource.pdf


2
Complete 
the chart

Link Below:
https://resource.dow
nload.wjec.co.uk/vtc/

2017-18/17-18_3-
22/pdf/unit01/5b-

capturing-and-
keeping-online-

audiences-printable-
resource.pdf

TASK

https://resource.download.wjec.co.uk/vtc/2017-18/17-18_3-22/pdf/unit01/5b-capturing-and-keeping-online-audiences-printable-resource.pdf


AUDIENCE TARGETING
Attitude Online



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

Consider:
ÅThe style of the website posts
ÅWhich topics the website talks about/presents
ÅThe approach/angle of the website posts
ÅThe contextual value of the content
ÅThe diversification of different platforms
ÅThe companies that Attitude partner with

TARGET AUDIENCETASK



1. 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 ςusing Attitude as a journey.

2. Other audiences will seek news relating to their lifestyle choice ςthe 
online magazine (and its print based equivalent) is merely a companion to 
their everyday knowledge.

3.9ǉǳŀƭ ǊƛƎƘǘǎ ΨŎƘŀƳǇƛƻƴǎΩ Ƴŀȅ ōŜ ŘǊƛǾŜƴ ǘƻ ŎƻƴǎǳƳŜ ǘƘŜ ǘŜȄǘ ōŜŎŀǳǎŜ ƻŦ ƛǘǎ 
left wing liberal leanings ςits open mindedness and various articles about 
equality and stories of adversity in this respect in the western world.

4. 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.

5. Casual followers may not even be gay, but may read the product for an 
interview with their favourite celebrity/politician etc. or may be drawn to 
the text by a particular article or feature. However, they would not 
subscribe or consume on a regular basis.

TARGET AUDIENCETASK



AUDIENCE CATEGORISING
Attitude Online



RECAP -DEMOGRAPHICS

A Higher management, bankers, lawyers, doctors and other 
professionals.
Upper Middle Class

B Middle management, teachers, creatives, media types and small 
business owners.
Middle Class

C1 Office supervisors, junior managers, nurses, specialist clerical 
staff (white collar)
Lower Middle Class

C2 Skilled manual workers (trade), plumbers, electricians, builders 
(blue collar)
Skilled Working Class

D Semi-skilled and unskilled manual workers.
Working Class

E Unemployed, students, pensioners, casual workers.
Lower Class

A common and traditional method of audience 
profiling is known as demographics. 

Using demographic profiling, an audience can be broken into 
different categories and often uses very clear ways of measuring 

e.g., income, age, gender, race, etc. 

Where as gender, age etc are quite broad, the income factor 
defines the adult population largely by the work that they do. It 
breaks the population down into 6 groups, and labels them by 

using a letter code to describe their socio-economic 
factors such as education, occupation and income.

/ǊŜŘƛǘΥ wŜƎƛǎǘǊŀǊ DŜƴŜǊŀƭΩǎ {ŎŀƭŜ όwD{ύ

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



Audience Task
Exploring audience types, categories, needs, interpretations, uses,

targeting, appeal, reach and the construction of readers.TASK

QUESTION:
Who is the target 

audience for 
Ψ!ǘǘƛǘǳŘŜΩΚ

Use demographics to profile the 
most common Attitude consumer.

Is there more than one 
audience?

Justify your response



Audience Targeting
Use this table to build knowledge of the target audience of Zoella and how 
its makers construct content to appeal to this defined audience segment.TASK

1. Attitude 
Homepage

2. Attitude 
Webpage 1

3. Attitude 
Webpage 2

4. Attitude 
Webpage 3

Ψ¢ƘŜ LŘŜŀƭ 
±ƛŜǿŜǊΩ

How Attitude targets this audience through its content and the ways in which the 
product is marketed, distributed and circulated. 

Age:
26 - 55

Å Heavy use of Facebook and Twitter as supporting/satellite social media - the primary sites used by this age group. 
Å Celebrity culture referenced to engage an audience who grew up with the mass media of the late 20th century. 
Å Use of celebrity led stories featuring stars who the target audience grew up with. 
Å Lots of retro culture stories looking back at the 1990s. 
Å Inclusion of political stories - perhaps also indicative of a mature audience. 
Å¢ƘŜ ΨǊŜŀƭ ōƻŘƛŜǎΩ ǊŜƎǳƭŀǊ ŦŜŀǘǳǊŜ ƛǎ ǇŀǊǘƛŎǳƭŀǊƭȅ ƛƴǘŜǊŜǎǘƛƴƎ ƛƴ ǘŜǊƳǎ ƻŦ ǘƘŜ ǳǎŜ ƻŦ ƳŀǘǳǊŜ ƳŜƴ ŀƴŘ ǘƘŜ ǾŀǊƛƻǳǎ ǊŜŀƭ ƭƛŦŜ ƘŜŀlth

issues they face - a further reflection of the older readership of the product. 
Å Lack of audience feedback - a younger audience would expect to have feedback mechanisms featured more heavily. 
Å The connections to the print version of the product are foregrounded - perhaps to give authority to the site through its 

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

Gender:
Male

Å Factual writing style 
Å High image to text ratio 
Å Short paragraphing 
Å Lots of statistics used in articles 
Å A lack of emotional content deployed in stories 

Socio-
Economic 
Group:
ABC1

Å Partnerships and sponsorships have been built with companies who advertise premium products on the website (Jaguar, CK). 
Å Language is very formal and complex - extended language deployed, mostly written in standard English, to mirror middle class 

values and educational background of an ABC1 demographic. 
Å Relatable activities for this demographic are incorporated into narratives and competitions to create connections with the 

target audience (theatre visits, arts and cultural events, premium restaurants, five star holidaying). 
Å Stories aimed at graduate/professional readership by referencing ABC1 professions (teachers, managers, designers etc.).

Ψ¢ƘŜ LŘŜŀƭ 
±ƛŜǿŜǊΩ

How Attitude targets this audience through its content and the ways in which the 
product is marketed, distributed and circulated. 

Age:
26 - 55

Å Heavy use of Facebook and Twitter as supporting/satellite social media - the primary sites used by this age group. 
Å Celebrity culture referenced to engage an audience who grew up with the mass media of the late 20th century. 
Å Use of celebrity led stories featuring stars who the target audience grew up with. 
Å Lots of retro culture stories looking back at the 1990s. 
Å Inclusion of political stories - perhaps also indicative of a mature audience. 
Å¢ƘŜ ΨǊŜŀƭ ōƻŘƛŜǎΩ ǊŜƎǳƭŀǊ ŦŜŀǘǳǊŜ ƛǎ ǇŀǊǘƛŎǳƭŀǊƭȅ ƛƴǘŜǊŜǎǘƛƴƎ ƛƴ ǘŜǊƳǎ ƻŦ ǘƘŜ ǳǎŜ ƻŦ ƳŀǘǳǊŜ ƳŜƴ ŀƴŘ ǘƘŜ ǾŀǊƛƻǳǎ ǊŜŀƭ ƭƛŦŜ ƘŜŀlth
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Å Lack of audience feedback - a younger audience would expect to have feedback mechanisms featured more heavily. 
Å The connections to the print version of the product are foregrounded - perhaps to give authority to the site through its 

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

Gender:
Male

Å Factual writing style 
Å High image to text ratio 
Å Short paragraphing 
Å Lots of statistics used in articles 
Å A lack of emotional content deployed in stories 

Socio-
Economic 
Group:
ABC1

Å Partnerships and sponsorships have been built with companies who advertise premium products on the website (Jaguar, CK). 
Å Language is very formal and complex - extended language deployed, mostly written in standard English, to mirror middle class 

values and educational background of an ABC1 demographic. 
Å Relatable activities for this demographic are incorporated into narratives and competitions to create connections with the 

target audience (theatre visits, arts and cultural events, premium restaurants, five star holidaying). 
Å Stories aimed at graduate/professional readership by referencing ABC1 professions (teachers, managers, designers etc.).

Ψ¢ƘŜ LŘŜŀƭ 
±ƛŜǿŜǊΩ

How Attitude targets this audience through its content and the ways in which the 
product is marketed, distributed and circulated. 

Age:
26 - 55

Å Heavy use of Facebook and Twitter as supporting/satellite social media - the primary sites used by this age group. 
Å Celebrity culture referenced to engage an audience who grew up with the mass media of the late 20th century. 
Å Use of celebrity led stories featuring stars who the target audience grew up with. 
Å Lots of retro culture stories looking back at the 1990s. 
Å Inclusion of political stories - perhaps also indicative of a mature audience. 
Å¢ƘŜ ΨǊŜŀƭ ōƻŘƛŜǎΩ ǊŜƎǳƭŀǊ ŦŜŀǘǳǊŜ ƛǎ ǇŀǊǘƛŎǳƭŀǊƭȅ ƛƴǘŜǊŜǎǘƛƴƎ ƛƴ ǘŜǊƳǎ ƻŦ ǘƘŜ ǳǎŜ ƻŦ ƳŀǘǳǊŜ ƳŜƴ ŀƴŘ ǘƘŜ ǾŀǊƛƻǳǎ ǊŜŀƭ ƭƛŦŜ ƘŜŀlth

issues they face - a further reflection of the older readership of the product. 
Å Lack of audience feedback - a younger audience would expect to have feedback mechanisms featured more heavily. 
Å The connections to the print version of the product are foregrounded - perhaps to give authority to the site through its 

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

Gender:
Male

Å Factual writing style 
Å High image to text ratio 
Å Short paragraphing 
Å Lots of statistics used in articles 
Å A lack of emotional content deployed in stories 

Socio-
Economic 
Group:
ABC1

Å Partnerships and sponsorships have been built with companies who advertise premium products on the website (Jaguar, CK). 
Å Language is very formal and complex - extended language deployed, mostly written in standard English, to mirror middle class 

values and educational background of an ABC1 demographic. 
Å Relatable activities for this demographic are incorporated into narratives and competitions to create connections with the 

target audience (theatre visits, arts and cultural events, premium restaurants, five star holidaying). 
Å Stories aimed at graduate/professional readership by referencing ABC1 professions (teachers, managers, designers etc.).

Ψ¢ƘŜ LŘŜŀƭ 
±ƛŜǿŜǊΩ

How Attitude targets this audience through its content and the ways in which the 
product is marketed, distributed and circulated. 

Age:
26 - 55

Å Heavy use of Facebook and Twitter as supporting/satellite social media - the primary sites used by this age group. 
Å Celebrity culture referenced to engage an audience who grew up with the mass media of the late 20th century. 
Å Use of celebrity led stories featuring stars who the target audience grew up with. 
Å Lots of retro culture stories looking back at the 1990s. 
Å Inclusion of political stories - perhaps also indicative of a mature audience. 
Å¢ƘŜ ΨǊŜŀƭ ōƻŘƛŜǎΩ ǊŜƎǳƭŀǊ ŦŜŀǘǳǊŜ ƛǎ ǇŀǊǘƛŎǳƭŀǊƭȅ ƛƴǘŜǊŜǎǘƛƴƎ ƛƴ ǘŜǊƳǎ ƻŦ ǘƘŜ ǳǎŜ ƻŦ ƳŀǘǳǊŜ ƳŜƴ ŀƴŘ ǘƘŜ ǾŀǊƛƻǳǎ ǊŜŀƭ ƭƛŦŜ ƘŜŀlth

issues they face - a further reflection of the older readership of the product. 
Å Lack of audience feedback - a younger audience would expect to have feedback mechanisms featured more heavily. 
Å The connections to the print version of the product are foregrounded - perhaps to give authority to the site through its 

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

Gender:
Male

Å Factual writing style 
Å High image to text ratio 
Å Short paragraphing 
Å Lots of statistics used in articles 
Å A lack of emotional content deployed in stories 

Socio-
Economic 
Group:
ABC1

Å Partnerships and sponsorships have been built with companies who advertise premium products on the website (Jaguar, CK). 
Å Language is very formal and complex - extended language deployed, mostly written in standard English, to mirror middle class 

values and educational background of an ABC1 demographic. 
Å Relatable activities for this demographic are incorporated into narratives and competitions to create connections with the 

target audience (theatre visits, arts and cultural events, premium restaurants, five star holidaying). 
Å Stories aimed at graduate/professional readership by referencing ABC1 professions (teachers, managers, designers etc.).



RECAP -PSYCHOGRAPHICS
Á In modern times, the demographic statistical audience breakdown 

(gender, age, income) has been added to by market researchers, trying 
identify more sophisticated ways of analysing audiences.

Á !ŘǾŜǊǘƛǎŜǊǎΣ ƛƴ ǇŀǊǘƛŎǳƭŀǊΣ ƴƻǿ ǳǎŜ ǇŜƻǇƭŜΩǎ ǇǎȅŎƘƻƭƻƎȅ (behaviours and 
personality traits)to work out what makes them consume certain media. 
This is called Psychographicsor audience profiling.

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

Á ¢ƻ Řƻ ǘƘƛǎΣ ǊŜǎŜŀǊŎƘ ŦƻŎǳǎŜǎ ƻƴ ǘƘŜ ŀǳŘƛŜƴŎŜΩǎ ƭƛŦŜǎǘȅƭŜΣ ƘŀōƛǘǎΣ ƻǇƛƴƛƻƴǎΣ 
and specifically values, attitudes and lifestyles (VALS).

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



Å̧ h¦bD ϧ w¦.L/!aΩ{ п/ǎ ah59[ ςΨCross Cultural Consumer CharacterizationΩ
Å¢ƘŜ ŎƻƴǘŜƳǇƻǊŀǊȅ ŀǳŘƛŜƴŎŜ ǘƘŜƻǊȅ ŘƛǾƛŘŜǎ ǇŜƻǇƭŜ ƛƴǘƻ ǎŜǾŜƴ ƎǊƻǳǇǎ ŘŜǇŜƴŘƛƴƎ ƻƴ ǘƘŜƛǊ ΨmotivationΩΦ

ÅThe ExplorerςEnergy, individualism and experience is important and influential on their decision making. Typically young 
people (students). Seek a need for change, discovery and a desireto be different.

ÅThe AspirerςMaterialistic and geared towards image and appearance. Care how others view them, tries products for 
vanity and focuses on their status. Typically younger people due to an emphasis on persona and fashion.

ÅThe SucceederςStrong goals, good work ethic and very responsible. Can be quite confident and have good organisation. 
Adopts an aggressive attitude to life. Seek a need for control.

ÅThe ReformerςIntellectual and tolerant. Believe in freedom of growth and loss of restrictions. Have social awareness 
ŀƴŘ ƛƴŘŜǇŜƴŘŜƴǘ ƧǳŘƎŜƳŜƴǘΦ 5ƻŜǎƴΩǘ ōǳȅ Ƨǳǎǘ ōŜŎŀǳǎŜ ƛǘǎ ƴŜǿ όŀƴǘƛ-materialistic). Seeks enlightenment.

ÅThe MainstreamerςThe largest group of people. Desire to fit in with society. Tend to be conventional and conformists. 
Acknowledges value for money. Tend to follow trends. Striving forsecurity.

ÅThe StrugglerςΨ¸ƻǳ hƴƭȅ [ƛǾŜ hƴŎŜΩ ŀǇǇǊƻŀŎƘΦ ¢ŜƴŘ ǘƻ ŦŜŜƭ ŀƭƛŜƴŀǘŜŘ ƻǊ ŘƛǎƻǊƎŀƴƛǎŜŘΦ ¢ȅǇƛŎŀƭƭȅ ƭƻǿŜǊ ŘŜƳƻƎǊŀǇƘƛŎǎ ǿƛǘƘ 
few resources beyond physical skills. Focuses on the present, seeks a sense of escape.

ÅThe ResignedςRigid in their ways and haveunchanging values. Is likely to stick with what they are familiar with. 
Interested in the past, history and tradition. Typically refers to older people. Seek survival.

Resource: YouTube/xhby7s9OJv0

AUDIENCES: PSYCHOGRAPHICS

QUESTION
²ƘƛŎƘ ŀǳŘƛŜƴŎŜ ƎǊƻǳǇόǎύ ǿƻǳƭŘ Ψ!ǘǘƛǘǳŘŜΩ Ƴƻǎǘ ƭƛƪŜƭȅ ŀǇǇŜŀƭ ǘƻ

?

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 of the 

lifestyle of a gay audience who, stereotypically, are less likely to have children. Competitions feature luxury breaks for couples as prizes for 
instance. 

Some narratives are political, generating commentary on social issues - mostly LGBT orientated but also including material that deals with 
ƘƻƳŜƭŜǎǎƴŜǎǎΣ ǾƻǘƛƴƎ ǊƛƎƘǘǎΣ ŀƴŘ ǿƻƳŜƴΩǎ ǊƛƎƘǘǎ ŀƴŘ ǎƻ ƻƴΦ {ƻƳŜ ǎǘƻǊƛŜǎ ƳƛƎƘǘ ōŜ ŎƭŀǎǎƛŦƛŜŘ ŀǎ ƻƭŘ ŦŀǎƘƛƻƴŜŘ ΨŎŀƳǇŀƛƎƴΩ ōŀǎŜŘjournalism -
journalism that tries to effect social change. The magazine simultaneously constructs a very aspirational feel - the style section is saturated 

with references to premium fashion brands, is firmly concerned with looking good, material acquisition and brand awareness, whilst the travel 
ǎŜŎǘƛƻƴ ƘƛƎƘƭƛƎƘǘǎ ΨōƻǳǘƛǉǳŜΩ ƘƻǘŜƭ ƻǇǘƛƻƴǎ ŀǘ ǘƘŜ ŜȄǇŜƴǎŜ ƻŦ ōǳŘƎŜǘ ǘǊŀǾŜƭΦ

The product is zoned according to the reader activities and interests. The emphasis placed on entertainment as a core leisureactivity for the 
ŀǳŘƛŜƴŎŜ ƛǎ ƎƛǾŜƴ ǇǊƻƳƛƴŜƴŎŜ ǘƘǊƻǳƎƘ ǘƘŜ ƻǊŘŜǊƛƴƎ ƻŦ ǘƘŜ ǿŜōǎƛǘŜΩǎ ƳŜƴǳ ƻǇǘƛƻƴǎΦ ¢ƘŜ ŜŘƛǘƻǊƛŀƭ ƳƛȄ Ŏƻƴǎƛǎǘǎ ƻŦ ǎƻŦǘ ƴŜǿǎ ǎǘƻǊiesdominated by 

ŎŜƭŜōǊƛǘȅ ƭŜŘ ŎƻƴǘŜƴǘ ǿƛǘƘ ǎƻƳŜ ƘŀǊŘŜǊ ƛǎǎǳŜǎ ŎƻǾŜǊŜŘ ǘƻ ŜƴƎŀƎŜ ǘƘŜ ΨǊŜŦƻǊƳŜǊΩ ǇǎȅŎƘƻƎǊŀǇƘƛŎ ƎǊƻǳǇ όǎŜŜ ōŜƭƻǿύΦ 



Write a demographic and 
ǇǎȅŎƘƻƎǊŀǇƘƛŎκп/Ωǎ

(age, gender, socio-economic)
ŀǳŘƛŜƴŎŜ ǇǊƻŦƛƭŜ ƻŦ !ǘǘƛǘǳŘŜΩǎ

NUMBER ONE FAN

Justify the decisions you have madeΧ

How does it compare to the YouGov profile of Attitude?

TASKPROFILING

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

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


AUDIENCE CONSTRUCTION
Attitude Online



AUDIENCE CONSTRUCTION/POSITIONING

ÅHow does Attitude construct and position audiences?

ÅRemember all texts have been constructed in a certain way for a reason. 
Everything has been selected, composed, edited before it gets to the 
audience.

ÅWithin this construction the producers are already thinking about their 
target audience.

ÅAttitude constructs its audience through choice of stories, how stories 
are mediated (e.g. ideology), mode of address (a mixture of formal (e.g. 
news & politics stories) and informal (e.g. boys, entertainment, opinion; 
direct to create relationships between audience & producers). Whilst this 
constructed audience may not agree with all of the points of view 
ǎƘƻǿƴΣ ǘƘŜȅ Ŏŀƴ ƴŜƎƻǘƛŀǘŜ ǘƘŜƛǊ ǊŜŀŘƛƴƎǎ όIŀƭƭύ ŀƴŘ ǇƛŎƪΩƴΩƳƛȄ ǘƘŜ 
representations they wish to (Gauntlett).



Audience Task
Exploring audience types, categories, needs, interpretations, uses,

targeting, appeal, reach and the construction of readers.TASK

1. Which key social groups 
does Attitude represent?

2. How are these specific social 
groups represented by 
Attitude Online?

3. Why does Attitude construct 
such representations as 
these?

4. How do these 
representations position 
audiences?

Attitude almost exclusively represents white, homosexual, middle class, 
educated, young-ƳƛŘŘƭŜ ŀƎŜŘ ŀŘǳƭǘǎΣ ǎǘŜǊŜƻǘȅǇƛŎŀƭƭȅ ΨǎƻŎƛŀƭ ƳŜŘƛŀ ǎŀǾǾȅΩ 
men, with an interest in current affairs and entertainment.

Positively and without critique or shame. Homosexuality is normalized to the level 
of non-marginalized groups. Attitude appears unapologetic about its expression of 
identity and focuses a lot of its content towards social change and equality.

To appeal to its niche audience, who are most likely active left wing liberal 
audiences, interested in social change and dispelling myths generated by 
under-representation of minority groups.

Attitude attempts to position audiences to identify with its content, and to aspire 
to be free to express themselves and who they truly are. Audiences are positioned 
to feel safe in Attitudes world, away from more mainstream misrepresentations.



DŜǊōƴŜǊΩǎ ǎǳƎƎŜǎǘǎ ǘƘŀǘ regular exposure to repeated patterns of representation over 
long periods of time can influence how people perceive the world around them. 

5ŜǇŜƴŘƛƴƎ ƻƴ ǘƘŜ ǊŜƎǳƭŀǊƛǘȅ ƻŦ ŀǊǘƛŎƭŜǎ ōŜƛƴƎ ǊŜŀŘ όƻƴƭƛƴŜΣ ǎƻŎƛŀƭ ƳŜŘƛŀΣ ǇǊƛƴǘΧύ !ǘǘƛǘǳŘŜ 
features could be influential across many areas such as; attitudes, lifestyles, advertised 
product purchases, friendship groups, experiences etc.

Most texts contain a unilateral message of normativity to essentially settle the followers/ 
readers own identity, making them proud of their sexuality, instead of promoting shame.

Due to Attitude being in existence for quite some time, this message has clearly found 
recognition and works to continuously provide this ideology. Due to the sheer number of 
ŀǊǘƛŎƭŜǎ ŎƻǾŜǊƛƴƎ ŀ ǊŀƴƎŜ ƻŦ Ǝŀȅ ǎŎŜƴŀǊƛƻǎΣ ƛǘ ƛǎ ƭƛƪŜƭȅ ǘƘŀǘ ǎƻƳŜ ǿƛƭƭ ŦƛƴŘ ΨǊŜǎƻƴŀƴŎŜΩ ǿƛǘƘ 
most consumers ςmirroring a memory or emotion within their own narrative.

THEORY

What is one clear example of a repeated pattern of 
representation that Attitude online exposes its followers to? 

Give a direct example



Gerbner believes thatexposure to repeated patterns of representation over 
long periods of time can shape and influence the way in which people perceive 

the world around them (cultivating views and opinions).
Is this the case with Attitude Online? Consider how the magazine operates as 

a relatively alternative/niche media brand.

Gerbner states that thisΨŎǳƭǘƛǾŀǘƛƻƴΩ ǊŜƛƴŦƻǊŎŜǎ ƳŀƛƴǎǘǊŜŀƳ ǾŀƭǳŜǎ όŘƻƳƛƴŀƴǘ 
ideologies) and this exposure to persistent repetition has measurable effects 

on the perceptual of people/worlds by audience members.
Is this the case with Attitude Online? Consider if Attitude Online challenges 

dominant ideologies of identity in the 21st century. If so, which ones? 

According to his theory, Gerbner also presents the idea that heavy viewers 
develop a misconception of the world by overestimating how extreme the 

world is in their communities (Mean World Syndrome).
Is this the case with Attitude Online? How may Attitude Online consumers 

develop a misconception of the world?

THEORYTHEORY
Choose one theoretical statement below and construct a paragraph 

discussing it in relation to Online Media
Make direct links to theory + Attitude Online



AUDIENCE PROFILING
Attitude Online



AUDIENCE PROFILING ïTHE DATA!

Analyse the following 
data from Attitudes 

2022 Media Kit

What do you notice?
Can you justify some of the figures?

Is anything surprising?

Discuss and Feedback

TASK



AUDIENCE PROFILING ïTHE DATA!

TASK

Analyse the following 
data from Attitudes 

2022 Media Kit

What do you notice?
Can you justify some of the figures?

Is anything surprising?

Discuss and Feedback



AUDIENCE PROFILING ïTHE DATA!

TASK

Analyse the following 
data from Attitudes 

2022 Media Kit

What do you notice?
Can you justify some of the figures?

Is anything surprising?

Discuss and Feedback



SOCIAL MEDIA - PRESENCE
9ȄǇƭƻǊŜ !ǘǘƛǘǳŘŜΩǎ ǎƻŎƛŀƭ ƳŜŘƛŀ

Which platforms are they present on?
Is there synergybetween platforms?

How can audiences use the platforms to engage with Attitude?
²Ƙŀǘ ŘƻŜǎ ǘƘŜ ŎƻƴǘŜƴǘ ƻŦŦŜǊ ǘƘŀǘ ǘǊŀŘƛǘƛƻƴŀƭ ǇǊƛƴǘ ƳŜŘƛŀ ŎŀƴΩǘΚ



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

The ability to comment on stories/vote on surveys, facilitates the development 
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 manner).

However, many of these comment threads remain reactively un-sanitised and 
often contain derogatory and insulting statements by followers/subscribers.

THEORY

What is one advantage for Attitude magazine to move its content 
on to a digital platform in Attitude Online? 

Give a direct example



Shirky believes thatthe internet and digital technologies have had a 
profound effect on the relations between media and individuals.

Is this the case with Attitude Online? Consider how Attitudeconsumers 
engage with content in both digital and print formats.

Shirky believes thatthe conceptualization of audience members as passive 
consumers of mass media content is no longer tenable in the age of the 

internet.
Is this the case with Attitude Online? Consider how the modern media 
landscape has changed and adapted to digital content in recent years.

Shirky believes that ƳŜŘƛŀ ŎƻƴǎǳƳŜǊǎ ƘŀǾŜ ōŜŎƻƳŜ ǇǊƻŘǳŎŜǊǎ ǿƘƻ ΨǎǇŜŀƪ 
ōŀŎƪ ǘƻΩ ǘƘŜ ƳŜŘƛŀ ƛƴ ǾŀǊƛƻǳǎ ǿŀȅǎΣ ŀǎ ǿŜƭƭ ŀǎ ŎǊŜŀǘƛƴƎ ŀƴŘ ǎƘŀǊƛƴƎ ŎƻƴǘŜƴǘ 

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.

THEORY
Choose one theoretical statement below and construct a paragraph 

discussing it in relation to Online Media
Make direct links to theory + Attitude Online



5 MIN PLENARY TASK
9ǾŀƭǳŀǘŜ ǘƘŜ ŦƻƭƭƻǿƛƴƎΥ άaƻǾƛƴƎ ŦǊƻƳ ǇǊƛƴǘ ƳŜŘƛŀ ǘƻ ŘƛƎƛǘŀƭΣ !ǘǘƛǘǳŘŜ hƴƭƛƴŜ ƛǎ 
ŀ ŎǊƛǘƛŎŀƭ ǇŀǊǘ ƻŦ ǘƘŜ ōǊŀƴŘǎ ǎǳŎŎŜǎǎ ƛƴ ǇǊƻǾƛŘƛƴƎ ŀ ǾƻƛŎŜ ŦƻǊ ƛǘǎ ŎƻƴǎǳƳŜǊǎέ

REMEMBER! ON YOUR OWN & IN SILENCE

TAKE NOTE OF ANY HOMEWORK/PREP WORK


