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In terms of the media industry, list as many companies/organisations as you can!
Discuss and Feedback

DATE AND TITLE ALL WRITTEN WORK
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KEY AREAS

A the issues raised by media ownership and funding in contemporary media practice

A the importance of crossnedia convergence and synergy in production, distribution and marketing

A the technologies that have been introduced in recent years at the levels of production, distribution, marketing and at ihegf@onsumption

A the significance of the spread of such technologies for institutions and audiences

A the importance of technological convergence for institutions and audiences

A the issues raised in the targeting of national and local audiences by international or global institutions
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KEY CONCEPTS

LANGUAGE
REPRESENTATIO

AUDIENCE



DEFINITION:
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THINGS TO GONBIUBEF

100 Years of America’'s Top 10 Companies
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companies that operate around the world across many different sector @ el LSz e gﬁégm
to bedroom bound bloggers and social media stars. ® s

AS MEDIA STUDENTS, YOU SHOULD THINK ABOUT:

How media industrie®perate
How media industries arstructuredand funded
Who ownsthe media industries and the impact of their products
How developing technologieare changing media industries
a S R Achafging natureof production, distribution and consumption
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THE MAKING PROC

Industry




ol < i FORTWIGE I‘VF /X%«f:tmb'flm”. S irnn |
21 ¢/ 1 ¢19 Ch[[hZLbD +1L.59h hb ¢1 9 Y

Llsten carefully to the different stages of the film maklng process and feedback
NS s T CESEATT WEEE™ T N RN EETNE e S

— o | n('KIIInDK


https://www.youtube.com/watch?v=NnnuleYz8vU
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Listen carefully to the processes of news making and be ready to feed back
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https://www.youtube.com/watch?v=jztg9UQAYCE
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PRODUCKFIONM INDUS

Development Pre-Production Production PostProduction
= CONCEPT - .
An idea for a film can come ‘
from many different places F ] o )
} ; (literature, real life events rﬁ' .
etc). It is often the producer Iy r& "
who initiates the project DRAFTING S XN

FINANCE
Funding can come
from many investors. .
The amount available gEs7#%
will impact how the /4
product is made/sold 7

BUDGET
The allocation of funds to
the different areas of film
making¢ films must break
even to be a success

PRODUCTION COMPANY
A key production company is
assigned with managing the
production. They may also be
the financiers or distributors

The creative arts team
will begin to visualise
the film asap.This
includes, concept art
and storyboards

CAST
The casting process is long,
and star power can enhance
the films potential success

CREW
The type/amount of crew v -
will be dependent on
budget. A wellregarded
director can help a film
SHOOT LOCATIONS
Location scouts research
appropriate filming locations
based on the directors needs

FILMING
The production stage refers to the
capturing of all raw footaggun-edited
video).Dependent on budget, some
shoots take place in one singular location,
whereas some shoots occur across
various locations globally

ON SET ROLES/TEAMS/DEPARTMEN]
Producerg Directorsc Cast¢ Camera
Operators; Lighting and Grip Department
¢ Sound Departmeng Set Designers
Art/Cinematography Departmernt
Wardrobe¢ Hair and Makeu, Stunts and
VEXc SFX, Transportation Team
/T GSNAY3IX b YlIye
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EDITING
The sequencing of a film can take many
months, with editors sorting through hours
and hours of footage to make the final cut

Various sound teams construct the films
W3 2 dzy RTni®ihcli$®Sound FX,
Orchestral Score and Soundtrack
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VEX/ISEX
3 The Visual FX and Special
\ FX teams enhance the
\ WI iﬂg experience. These
2 :
types of technologies are
very expensive




PRODUCNBWNS INDUS

The production stage of news refers to the process of gathering, creating, a
preparing news content for publication or broadcast.

sy
NEWS GATHERING ' y
Reporters collect information from various sources like interviews, research, and eve, ' % -‘ |

VERIFICATION
Facts are checked for accuracy, credibility, and ethics.

o !

FORMAT ASSEMBLY
Content is arranged for print, broadcast, and digital platforms with UX formatting in mi

EDITOR APPROVAL
Senior editors review and approve the final content before release.

This stage is crucial to ensure news content is accurate, engaging, and B
professionally presented before it reaches the public.






The aim of marketing Is to

The best way to
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. distinguish
release,thus creating : :
FYOGAOALI GA2Y marketing, Is to
often achieved through a : :
UNIQUE SELLING iImagine the

PROPOSITION/POINTSP)

process as aie,
made up ofslices
of advertising

TYPES OF MARKETING: a4
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THE SUCCESS OF A MEL
PRODUCTSUCH AS A FIL
WILL OFTEN DEPEND O
HOW WELL IT IS MARKET
TOTHE TARGET AUDIENC

MAKE A LIST OF ALL TH
DIFFERENT WAYS YOU C
MARKET/ADVERTISE A
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MARKETHNOM INDUS
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The size of the marketing campaign is very much dependent on the size of the film company who helped make the film.

PAID MEDIA
Trailers
Posters/Billboards
Cross Promotions
Brand Partnerships

EARNED MEDIA
Word of Mouth
Critic Reviews
Press Coverage
Social Media Trends

Website/Online Presence Blogs
Behind the Scenes Online Communities
Film Festivals Fandom
Video Game/Interactive Media TV Spots

Radio Interviews
Viral Campaigns

RIRE

PLUS

Merchandise
Premieres/Screenings




