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B Specific/intended
@’ Opening Title Appeal. Look Good. ! ‘& | Tnget Audience.
, Sequence -

° - " ‘ Viewer. Consumer.
i

How does your product engage with audiences and
how would it be distributed as a real media text?

Actual RealLife Film/Movie
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just be a long essay of text though, it must include multimedia elements such

A Online Picturegreal film grabs, real marketing products, real distribution company logos etc.)
A Screen shots from your films opening title sequence

A GIFSopenings to real films, scenes from real films, or shots from your own opening title sequent
A Charts + Tables + Infographics

3.g
B A The post should be clearly separated into two parts, both of which display a
significant amount of time spent on them.

A Part 1: Who does your film opening appeal to? How would your opening title
sequence attract/please an audience? What would they enjoy? Why would th
want to keep watching? What feedback did you get from real audiences?

A Part 2 If your film was real, how would you market and distribute it? What
marketing materials would you use and whyPosters, trailers, social media, vi

campaigns, guerrilla marketing technigues, magazine interviews, chat shows
A Design a poster for your filniCompetition).
A What distribution methods would you use? Where? When? Cinema? Streaming? DownM4g/?
A Consider how your distribution options would be limited as a new film making on a low budget.
A Which real distribution company/companies might you ask to distribute your film?
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KEY TERNMBIENCE
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How a text aims to please an audience through its actual content
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How a text reflects on the engagement/interaction with its audien¢@ews/clicks/shares etc.)
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Influencing an audience's thoughts/opinions, through representations of groups, events and wider ideolog
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Audiences that observe a text

Audiences that accept media messages without question
Audiences that have short attention spans

Audiences that accept opinions as fact
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Audiences that respond to a text

Audiences that critique/decode media messages
Audiences that pay full attention

Audiences create their own opinions
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MASEBNICHE

MASS NICHE

MARKETING MARKETING
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Mass audiences are targeted usimgminant Niche audiences are targeted more specifically
Ideologies and valuesT his can be considered usingalternative ideologiesandspecialized
MAINSTREAMppeal and is often achieved using content. This can be considered BON

STARS, GENRES, FRANCHLARS BUDGETS. MAINSTREAMppeal and is often independent.




TARGRUDIENCE
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targeted group for a form of
mediated communication, such as
for an advertising campaign, film,
music style or a television channel,
defined by demographics and/or
lifestyle.

VALS =
Values, Attitude and Lifestyle




Name theDemographic O f
GENDER \ profile for your opening SOCIAL CLASS
title sequence Categories

Masculinity — Femininity
Male, Female, Transgender,
Bigender, Gender Fluid,
Gender Neutral,
Genderqueer

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

Upper Middle Class

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

Middle Class

Race - Culture — Religion
Caucasian, Irish, Black,
Hispanic, Latino, Asian,

Middle Eastern,

Mixed

DEMOGRAPHIGS

Social Groups

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

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

skilled Working Class '

AGE

Teens — Adults — Elderly
Under 12, 12-17,
18-24, 25-34,
35-44, 45-54,

Semi-skilled and unskilled

55-64, 65-74 manual workers.
A-B-Ci1-C2-D-E : T Working Class i
Upper Middle, / >
Middle, Lower Middle, '- ¥ Unemployed, students,
Skilled Working, ; | : pensioners, casual workers.

Working, Lower ,‘ : ;’ ‘ Lower Class




Name thePsychographic
I AS profile for your opening
title sequence
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MAINSTREAMER SUCCEEDER RESIGNED ASPIRER STRUGGLER EXPLORER REFORMER

PSYGHOGRAPHIGS «

Values, Attitudes, Lifestyles (VALS)
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. Domestic, conformist, conventional, sentimental, passive,
Mainstreamer habitual. Part of the mass.
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acquisitiye

Oriente to, affiliatiye

EXtrinsijcs,

Strong goal orientation, confidence, work ethic, organisation.
Succeeder support status quo, stability.
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Rigid, strict, authoritarian and chauvinist values, oriented to the
Resigned past and to Resigned roles.
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JENKINS SHIRKEY HALL BLUMLER & KATZ
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“The idea that online media is becoming participatory
and interactive which impacts an audiences’
behaviour’s and how they consume content. If it
doesn’t spread, its dead”

HENRY JENKINS — SPREADABLE MEDIA

In simple terms...

Henry Jenkins Il is an American media scholar & Professor Fans can how respond to the creation and
of Communication, Journalism, and Cinematic Arts, at the

University of Southern California.

communication of different media meanings, a
process which needs to happen for a text to succeed

“The idea that audiences’ appropriate texts and read “The idea that fans construct their social and cultural
them in ways that are not fully authorised by identities through borrowing and inflecting mass
producers. This ‘textual poaching’ leads to the , | culture images and are part of a ‘Participatory

forming of new content and a new culture (Fandom)” § #"=4% Culture’ that has a vital social dimension”

In simple terms... g " % In simple terms...
Fans alter the meanings of texts to best suit their AN | Fans shape their identities (in society) by taking from

interests. These new meanings aren't approved by the § media products and forming a culture where they can
creators of the texts, resulting in fan power i d |2 interact/engage/socialize with other fans




SHIRKY - END OF AUDIENGE - 1

“The idea that the internet and the proliferation of
convergent technology has had a profound effect on
the relationship between the media and individuals”

CLAY SHIRKY — END OF AUDIENCE

) g . G In simple terms...
Clay Shirky is an American writer, consultant and professor Online platforms and new technologies have a big

on the social and economic effects of Internet ’ §
R iolfnalism impact on the bond between how the public
uses/sees the media

SHIRKY - END OF AUDIENGE -

“The idea that the conceptualisation of audiences as
passive consumers of mass media content is no longer
tenable in the age of the internet”

“The idea that media consumers have become
producers who ‘speak back to’ the media in various
ways, as well as creating and sharing content with
one another. ‘Prosumers’ = consumer/producer”

-

In simple terms... In simple terms...
The concept that audiences just accept what they are K ‘ Audiences can now do so much with the media they

told is no longer accurate in a world where audiences choose to consume that they have the power to
actively engage with media content ¥ create/adapt content themselves



STUART HALL — RECEPTION
y

Stuart McPhail Hall was a Jamaican-born cultural theorist,
political activist and sociologist who co-founded the area
of British Cultural Studies.

HALL - REGEPTION - 2

“The Dominant/Preferred/Hegemonic Reading: The
encoder’s intended meaning is fully understood and
accepted by the decoder (reader)”

In simple terms...
Dominant Reading: The message that the creator

wants you have about a product

“The idea that communication is a process involving

encoding by producers and decoding by audiences.

The idea that there are three hypothetical positions
from which messages and meanings may be decoded”

— 'y

In simple terms...
Creators put meanings into their products and

audiences take out their own meanings. There are
three likely ways audience will read a product

HALL - REGEPTION - 3

“Negotiated: encoder’s message is acknowledged but
adapted to fit decoder’s own individual experiences.
Oppositional: encoder’s message is understood, but

decoder disagrees with it, reading in a contrary way”

In simple terms...

The creator's meaning is recognized but either
changed or dismissed based on the audience's own
life experiences and values




BLUMLER & KATZ - USES & & -1

“The idea that audiences are never simply mass, but
individuals who have different reasons and
motivations for using/consuming content”

THEORETICAL CONGEPT

JAY BLUMLER AND ELIHU KATZ — USES AND GRATIFICATION

Jay Blumler was an American-British professor of In simple terms... .
communication and media. Elihu Katz was an American- In the modern age, audiences think as individuals and

Israeli sociologist and communication scientist. desire more personalized content

BLUMLER & KATZ - USES & G - 2

“The idea that audiences consume media for . “The idea that audiences consume media for
1.Diversion - tension free needs as an outlet or ' : 3. Personal Identity - through affective needs people
escape. 2.Surveillance - through cognitive needs, ‘ seek to satisfy emotional needs. 4.Relationships -
people access media to acquire information” A\ satisfaction through social integrative needs”

In simple terms... In simple terms...
The media can help a person relieve tension through vo= The media can help a person relate to characters and

often unrealistic entertainment. Audiences want to A sympathize/celebrate with them. People like to be
learn/gain knowledge on certain topics and events informed of peer relationships, events, statuses etc.




KEY WORDS

Target Audience
Demographic
Psychographic
Appeal/Entice

Engagement
Interaction
Participation
Relationship

Escapism/Diversion
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QTERMINOLOGY

Surveillance/Information
Personal Identity
Audience Expectation
Relatable
Direct/Mode Of Address
Formal/Informal
Role Models
Aspirational
Anticipation

Connect/Connection

SENTENCE STARTERS

A My audience of would particularly enjoy...

A My demographic would be engaged by...

A We chose to... in order t@ppeal to

A Blumler & Katz state audiences seek products which provide
________sowe...

A Audiences would be drawn in by this because...
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TAS ¢ What do movie posters have in common?
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CILLIAN EMILY MATT ROBERT FLORENCE
RPHY BLUNT DAMON DOWNEY JR. PUGH

OPPENHEIMER
7 21 23

THE WORLD FOREVER CHANGES

oNce UPONATIME ..

~ HOLLYWOOD

WD M OPTE MR MD OO WO L
CIOVER FOGEN EIOFOR WOODARD BCHNER KANL OUIVER KNOWLESCARTER JONES
¥ —
‘THE KING HAS 3

JAMES CAMERON DEADPOOL

LION KING TERMINATOR

DPARK FATE SHOT W IMAX FILM CAMERAS . &
JAMES CAMERON & CHARLES EGLEE & JOSH FRIEDMAN & DAVID GOV[RI& JUSTIN RHODES _y " 1 o x\ -

IN CINEMAS JANUARY 2019 g# 5 JuLy © - BAVED SOYER & NSTINRODESHIMIIY RAY *"2TIM MALLEX SYEPN wem WRITTEN FOR THE SCREEN AND DIRECTED BY CHRISTOPHER NOLAN — P
’ NOVEMBER 1 m . o’.\

TIM MILLER

OCTOBER 4




FILM POSHER KLIS

FILM TITLESame font as title card in video)

TAG LINEPlay on words/subtle link to narrative)

SPECIAL GUEST
SUHIMM[ SUHNAH[ SURNAH[ NAME SURNAME

RELEASE DA[Epecific date or coming soon)

ACTOR NAMHESEirst name small, surname name big)

TAGLINE

CREDITBLOGKW{ 1 SSf ¢2y3aQ F2y (0

REVIEW QUOTES/STAR&son + relevant organisation)

FROM THE DIRECTOR OF O
AFLM RITIgNE

' , AND THE PRODUCERS OF ok

e FESTTIA OTHER FILMS

THE TITLE

AR EIH[ I]IH[EH]HB 51 0 T o i1 8y THE WRITER

PULLQUOTBCNR Y (G KS 5A NBGR2Z WIYy2 XS b20St 0é.
FESTIVAL AWARD LAURP&a8Icularly for independent film)
WEBSITE

(0 HASHTAGSometimes linked with tag line)

IOV INGA N SPASIR AL
...... IHHIHHH!IJU i[ﬂ“

NI COMPANY LOG@™roduction, finance, distribution, sound etc.)

Wl AGE CERTIFICABBFC approved)




VIDEO TASK

https://www.youtube.com/watch?v=VXJiBKFgprQ
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What style best suits your opening title sequence? Will you be conventional to the genre?



