
TARGETING AUDIENCES

COMPONENT 2 SECTION B ς MEDIA CONTEXTS
WEEK 6 ς L4



5ŜŦƛƴŜ ǘƘŜ ǘŜǊƳ Ψ!ǳŘƛŜƴŎŜΩ ς What is it and why is it important in media?
Discuss and Feedback

DATE AND TITLE ALL WRITTEN WORK

STARTER ACTIVITY



AUDIENCE IMPORTANCE

¢ƘŜ ǘŜǊƳ Ψ!ǳŘƛŜƴŎŜΩ ǊŜŦŜǊǎ ǘƻ ǘƘŜ 
group of people who receive, 
engage with, or consume a 
particular form of media.

This could include viewers of a television 
show, readers of a newspaper, users of a 

website, followers on social media, listeners 
of a radio program, or moviegoers.

Media companies must 
understand audience types to 

ensure their product is successful 
in a very competitive industry.

The media study audiences to; aid content 
creation, inform marketing and advertising 

strategies, measure success, and to help 
shape and understand media trends.



KEY AREAS : MEDIA CONTEXTS

ÅCandidates should be prepared to discuss the processes of production, distribution and marketing, how they relate to contemporary 
media institutions, the nature of audience consumption and the relationships between audiences and institutions. 

Å In addition, candidates should be familiar with:
Å the issues raised by media ownership and funding in contemporary media practice
Å the importance of cross-media convergence and synergy in production, distribution and marketing
Å the technologies that have been introduced in recent years at the levels of production, distribution, marketing and at the point of consumption
Å the significance of the spread of such technologies for institutions and audiences
Å the importance of technological convergence for institutions and audiences
Å the issues raised in the targeting of national and local audiences by international or global institutions
ÅǘƘŜ ǿŀȅǎ ƛƴ ǿƘƛŎƘ ǘƘŜ ŎŀƴŘƛŘŀǘŜǎΩ ƻǿƴ ŜȄǇŜǊƛŜƴŎŜǎ ƻŦ ƳŜŘƛŀ ŎƻƴǎǳƳǇǘƛƻƴ ƛƭƭǳǎǘǊŀǘŜ ǿƛŘŜǊ ǇŀǘǘŜǊƴǎ ŀƴŘ ǘǊŜƴŘǎ ƛƴ ŀǳŘƛŜƴŎŜ ōŜƘŀǾiour
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INDUSTRY

LANGUAGE

REPRESENTATION

KEY CONCEPTS

AUDIENCE



DEFINITION:

How audiences are constructed, and 
addressed by media texts and how 
audiences interpret and respond to 

media texts

AUDIENCE

TASK
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THEORIES : AUDIENCE



THINGS TO CONSIDER - AUDIENCE

Á Media texts are made with an audience in mind and the producers will 
want to make money out of that audience. It is therefore important to 
understand what happens when an audience "meets" a media text.

Á The producers will have a preferred way that the audience will respond 
ǘƻ ǘƘŜ ǘŜȄǘ όǾƛŀ a[ ŀƴŘ w9tύ ōǳǘΧΦΦ Ƙƻǿ ǘƘŀǘ ǘŀǊƎŜǘ ŀǳŘƛŜƴŎŜ ƛƴǘŜǊŀŎǘǎ 
with that text, can sometimes be hard to predict.

AS MEDIA STUDENTS, YOU SHOULD THINK ABOUT:

How audiences are categorized by media industries
How audiences are targeted by media products

How media products influence/construct audiences
How audiences interact and consume media products
How audiences interpret media products differently



CATEGORISING
Labelling people based on physical attributes and their VALS (Values + Attitudes + Lifestyles)

TARGETING
How a text aims to please an audience through the actual content of their product

PROFILING
How a text reflects on the engagement/interaction with its audience (views/clicks/shares etc.)

CONSTRUCTING
Influencing an audience's thoughts/opinions, through representations of groups, events and wider ideologies

Define the following AUDIENCE TERMS:
Categorising ς Targeting ς Profiling ς ConstructingTASK



Categorised? Targeted? Profiled? Constructed?

Assess the four adverts below:
Iƻǿ ŀǊŜ ŀǳŘƛŜƴŎŜǎ ōŜƛƴƎΧTASK



DEMOGRAPHICS

A traditional method 
of categorising 

audiences is that of 
demographics

Using demographics, 
media companies break 

audiences down into 
different social categories, 

as a broad way of 
measuring audience 

engagement

CORE AREAS:

GENDER
ETHNICITY

AGE
CLASS





WATCH THE FOLLOWING TV ADVERT
Work out the target audience using demographics

VIDEO TASK
https://www.youtube.com/watch?v=DR-Bj_UIFH8

https://www.youtube.com/watch?v=DR-Bj_UIFH8
https://www.youtube.com/watch?v=DR-Bj_UIFH8
https://www.youtube.com/watch?v=DR-Bj_UIFH8


TASK

USE YOUR POWERS OF 
ANALYSIS TO DEFINE THE 

DEMOGRAPHIC AUDIENCE 
ChwΧ

{9· 95¦/!¢Lhb Ҍ 5Ω!..9¸
(age, gender, ethnicity, social class)



INCOMING THEORY!



HALL - RECEPTION - 1

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

Lƴ ǎƛƳǇƭŜ ǘŜǊƳǎΧ
Creators put meanings into their products and 

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



The Dominant/Preferred/Hegemonic Reading: The 
ŜƴŎƻŘŜǊΩǎ ƛƴǘŜƴŘŜŘ ƳŜŀƴƛƴƎ ƛǎ Ŧǳƭƭȅ ǳƴŘŜǊǎǘƻƻŘ ŀƴŘ 

accepted by the decoder (reader)

Lƴ ǎƛƳǇƭŜ ǘŜǊƳǎΧ
Dominant Reading: The message that the creator 

wants you have about a product

HALL - RECEPTION - 2



bŜƎƻǘƛŀǘŜŘΥ ŜƴŎƻŘŜǊΩǎ ƳŜǎǎŀƎŜ ƛǎ ŀŎƪƴƻǿƭŜŘƎŜŘ ōǳǘ 
ŀŘŀǇǘŜŘ ǘƻ Ŧƛǘ ŘŜŎƻŘŜǊΩǎ ƻǿƴ ƛƴŘƛǾƛŘǳŀƭ ŜȄǇŜǊƛŜƴŎŜǎΦ 
hǇǇƻǎƛǘƛƻƴŀƭΥ ŜƴŎƻŘŜǊΩǎ ƳŜǎǎŀƎŜ ƛǎ ǳƴŘŜǊǎǘƻƻŘΣ ōǳǘ 
decoder disagrees with it, reading in a contrary way

Lƴ ǎƛƳǇƭŜ ǘŜǊƳǎΧ
The creator's meaning isrecognized but either 

changed or dismissed based on the audience's own 
life experiences and values

HALL - RECEPTION - 3



PSYCHOGRAPHICS

In modern times, the 
demographic statistical 

breakdown can be limiting, 
due to how audiences 

engage with content in the 
digital age.

Advertisers now ALSO focus 
ƻƴ ŀƴ ŀǳŘƛŜƴŎŜΩǎ VALS.

Values
Attitudes
Lifestyles

Young and Rubicam (a 
New York advertising 

agency) developed a way 
of categorising audiences 
with a focus on the issues 
of security, control, status, 

individuality, freedom, 
survival and escape.

It is called the 4Cs (Cross 
Cultural Consumer 

Characterisation) or 
PSYCHOGRAPHICS.





1. The ExplorerςNeed for change, enjoys discovery and has a desireto 
be different from the crowd.

2. The AspirerςLooks at how others view them, tries products for looks 
and focuses on their status.

3. The SucceederςStrong goals and very responsible. Aggressive 
attitude to life, looking forcontrol and power.

4. The ReformerςLƴǘŜƭƭŜŎǘǳŀƭ ŀƴŘ ǘƻƭŜǊŀƴǘΦ 5ƻŜǎƴΩǘ ōǳȅ Ƨǳǎǘ ōŜŎŀǳǎŜ ƛǘǎ 
new, looks for enlightenment and is socially aware.

5. The Mainstreamerς Desire to fit in with society. Sticks with value for 
money, striving forsecurity, enjoys simple things.

6. The StrugglerςΨ¸ƻǳ hƴƭȅ [ƛǾŜ hƴŎŜΩ ŀǇǇǊƻŀŎƘΦ CƻŎǳǎŜǎ ƻƴ ǘƘŜ 
present, looks for a sense of escape.

7. The Resignedς Hasunchanging values. Is likely to stick with what 
ǘƘŜȅΩǊŜ ŦŀƳƛƭƛŀǊ ǿƛǘƘ ŀƴŘ ŦŜŀǊ ŎƘŀƴƎŜΦ

WHICH ONE APPLIES TO YOU?

PSYCHOGRAPHICS



²!¢/I ¢I9 !{{!{{LbΩ{ /w995 ±![I![[! ¢w!L[9w
Work out the target audience using psychographics

https://www.youtube.com/watch?v=ssrNcwxALS4

VIDEO TASK

https://www.youtube.com/watch?v=ssrNcwxALS4


As a conformist, who 
enjoys easily consumable 

content, a big Ubisoft 
release should appeal to 

the mainstreamer.

The established AC 
franchise and range of 

different characters and 
events is broad enough 

for them to relate 
to/enjoy.

State of the art gaming 
technology and the 

growth of video game 
trends ensures a mass 

appeal.

PSYCHOGRAPHICS

DEMOGRAPHIC PROFILE

Age:
18-25 (realistically 
younger)

Game is violent and has an 18 rating. Action 
genre is popular with younger gamers

Gender:
Male (Secondary - 
Female)

Female characters do make it more relatable 
to female gamers; however, the franchise and 
genre remains mostly popular with male 
gamers

Ethnicity:
All

Mixed race characters, depictions of global 
historical events, and complex racial/cultural 
topics, makes the franchise more inclusive to 
different ethnicities

Social Class:
Middle Class/BC1

Requires financial investment in PS5 and 
video game (approx. £600 total)



USE YOUR POWERS OF 
ANALYSIS TO DEFINE THE 

PSYCHOGRAPHIC AUDIENCE 
ChwΧ

PLANET EARTH + LOVE ISLAND
(explorer,aspirer, succeeder, reformer, 

mainstreamer, struggler, resigned)

TASK



INCOMING THEORY!



Blumler and Katz argued that audiences are never mass. 
They are, in fact, made up of individuals who have different 

reasons and motivations for using/consuming content

They produced four main ways in which audiences interact with 
the media and named it the USES AND GRATIFICATIONS model.

USES & GRATIFICATION



Social Interaction 
(Relationships)

Through social integrative 
needs, people seek to 

satisfy themselves through 
being informed of peer 
relationships, events, 

statuses etc

Media:
Social Networking Sites

Personal Identity
(Relate)

Through affective needs, 
people use media to satisfy 

emotional needs by 
relating to characters and 
sympathising/celebrating 

with them

Media:
Films, TV and Radio

Information
(Surveillance)

Through cognitive needs, 
people access media to 

acquire information. They 
want to learn knowledge 

on certain topics and 
events

Media:
News, YouTube, Forums

Diversion
(Escapism)

People may use tension 
free needs as an outlet. 
The media can help a 

person escape and relieve 
tension through often 

unrealistic entertainment

Media:
Films, Video Games

USES & GRATIFICATION



²!¢/I ¢I9 Ψ.9/YI!aΩ b9¢C[L· ¢w!L[9w
What pleasures would audiences get out of watching this doc? Apply U&G theory!

VIDEO TASK
https://www.youtube.com/watch?v=nUVNbJMWi_c 

https://www.youtube.com/watch?v=nUVNbJMWi_c


FILM INDUSTRY
Targeting Audiences



In your exam for Media Contexts, when you discuss the Film Industry, 
you need to cover BOTH MAJOR cinema AND INDEPENDENT cinema

(and how they approach the targeting of audiences differently ς starting with MASS and NICHE audiences)

MASS vs NICHE



MASS vs NICHE

Mass audiences are 
often targeted using 
dominant ideologies 

and values. This can be 
considered as having 

MAINSTREAM appeal 
and is often achieved 
using STARS, GENRES, 
FRANCHISES + LARGE 

BUDGETS.

Niche audiences are 
specifically targeted 
using alternative 
ideologies and 
specialised content. 
This is considered as 
having a NON-
MAINSTREAM appeal 
and are often targeted 
by indie companies.



Are these films targeting MASS or NICHE audiences?
How? Why? - Give evidenceTASK


