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TARGETING AUDIENCES
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AUDIENQ IMPORTA

¢ KS USNY)Y W dzRA S Media companies must

group of people who receive, understand audience types to
engage with, or consume a ensure their product Is successfl
particular form of media. In‘a very competitive industry.

This could include viewers of a television The media study audiences to; aid conten

show, readers of a newspaper, users ofa  creation, inform marketing and advertising

website, followers on social media, listeners  strategies, measure success, and to help
of a radio program, or moviegoers. shape and understand media trends.



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

AUDIENCK/



TASK |
AUDIENCE

\ ‘ DEFINITION: > '

= How audiences areonstructed, and §

“) @ Addressedby media texts and how
Ny audiencesnterpret and respondo
® :

media texts
TN
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THINGS TO GGANS IIJ\ I

The producers will have a preferred way that the audience will respong oféd?%sce
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with that text, can sometimes be hard to predict. ef, )
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Define the followingAUDIENCE TERMS
Categorising; Targetingc Profiling ¢ Constructing

TARGETING

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

n =
PROFILING

How a text reflects on the engagement/interaction with its audienfaews/clicks/shares etc.)

CONSTRUCTING

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




Assess the four adverts below:
| 26 | NB | dZRASYOSa o0SA

Categorised? Profiled? Constructed?

. SHE’S LOST HER HOME. ; ,
¥ §1{ 'S LOST HER FAMILY. | IV 4t

Every month, thousands e 0
of women and girls in . / 0
P \ war-tormn countries suffer 4 )
‘ 2 the humiliation of getting
their period and having no S )
Will you help a young : \\\‘ .

- woman like Kadiatu keep » ’ ﬂ

- her dignity when she’s = /

— at her most vulnerable?
-t J . /
e

Change lives. For good. :' \ P 7. fﬂl.f
- T
act:onaid

: J/11[¥
Sl

Celebrating 60 deliciousyears. A T e L i e o

¥'m lovin' it




DEMOGRAPHICS

A traditional method
of categorising
audiences Is that of

. CORE AREAS:.
demographics
Using demographics, GENDER
media companies break ETHNICITY
audiences down into AGE
different social categories, CLASS

as a broad way of
measuring audience
engagement



GENDER SOCIAL CLASS
Masculinity — Femininity o Categories

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

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

DEMOGRAPHICS

Social Groups

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-C1-C2-D-E ‘ ™ 4 Working Class i
Upper Midle, 8 - o -
Middle, Lower Middle, P Unemployed, students,
Skilled Working, Y ‘ pensioners, casual workers.
Working, Lower \ P, 4 Lower Class




WATCH TH EFOLLOWING TV ADVERT

Work out the target audience using demographics
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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 THH
DEMOGRAPHIC AUDIENCI
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The idea that communication is a process involving
encoding by producers and decoding by audienceg.
The idea that there are three hypothetical positiony «
from which messages and meanings may be decoc

LY &aAYLIX S GSN)a

Creators put meanings into their products and
audiences take out their own meanings. There are
three likely ways audience will read a product



The
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accepted by the decoder (reader)
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Dominant Reading: The message that the creator
wants you have about a product

HALRECEPION

A0 L
L=
e

Dominant/Preferred/Hegemonic Reading: Th¢
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The creator's meaning iiecognized but either
changed or dismissed based on the audience's ow
life experiences and values




PSYCHOGRAPHIC

Young and Rubicarfa
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

In modern times, the
demographic statistical
breakdown can be limiting,
due to how audiences
engage with content in the
digital age.

L

Lives in NYC
I Medical

professional

36

Advertisers now ALSO foc
2y 'y | WS S

It is called the 4C&Cross
Cultural Consumer
Characterisationpr
PSYCHOGRAPHICS.

Values
Attitudes
Lifestyles

Demographics Vs Psychographics




RESIGNED

PSYGHOGRAPHI

Values, Attitudes, Lifestyles (VALS)

\ Domestic, conformist, conventional, sentimental, passive, 9 .

—=F

Mainstreamer habitual. Part of the mass.

Maten‘alistic acqui
— and j . 4Cquisitiy, T
U1 | — - 'entity), orienteq g iative
. £ ? eXtrinsics,
A Strong goal orientation, confidence, work ethic, organisation.
y Succeeder support status quo, stability.
| " . N Y o

\ Rigid, strict, authoritarian and chauvinist values, oriented to the
~ | Resigned past and to Resigned roles.

‘B Y \
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PSYCHOGRAPHIC

The Exploreg Need for change, enjoys discovery and has a detwire
be different from the crowd.

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

The Succeeder Strong goals and very responsible. Aggressive
attitude to life, looking forcontrol and power.

The ReformecL y 1 St £ SOUdzl f YR (G2t SNl yid 52
new, looks for enlightenment and is socially aware.

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

The StrugglecW, 2dz hyteé [AOS hyOSQ I LILJ
present, looks for a sense of escape.

The Resigned Hasunchanging values. Is likely to stick with what
UKSe QN Tl YATAIFINI gAUK YR FSINJ

WHICH ONE APPLIES TO YOU
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Work out the target audlence using psychographlcs
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https://www.youtube.com/watch?v=ssrNcwxALS4

PSYCHOGRAPHIC

As a conformist, who DEMOGRAPHIC PROFILE

MAIN STREAM ER enjoys easily consumable

content, a big Ubisoft Age:
release should appeal to g EEERANEESTEIY

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

the mainstreamer. younger)
The established AC _ Female characters do make it more relatable
) Gender: _ )
franchise and range of Male (Secondary to female gamers; however, the franchise an
different characters and Female) genre remains mostly popular with male
events is broad enough gamers
for them to relate
to/enjoy. Mixed race characters, depictions of global
Ethnicity: historical events, and complex racial/cultural
State of the art gaming All topics, makes the franchise more inclusive t¢

different ethnicities

technology and the
growth of video game

trends ensures® mass Social Class: Requires financial investment in PS5 and
appeal. Middle Class/BC1 | video game (approx. £600 total)
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(explorer,aspirer, succeeder, reformer, § S g8
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Blumler and Katz argued that audiences arever mass. |z %- > —
They are, in fact, made up of individuals who have different {hd > (I QQ
reasons and motivations for using/consuming content -

the Audience

OBSERVING—» EDITING » PRESENTING

EVENT >

Qur top story tonight

— floods in the A

Midwest.
They produced four main ways in which audiences interact with ‘e. - r@_;@ _
the media and named it th&JSES AND GRATIFICATI@N&e!. VassMeda @@\—Q the Audence

—
Organizations @




USES & GRATIFICA

Diversion Information Personal Identity Social Interaction
(Escapism) (Surveillance) (Relate) (Relationships)

People may use tension Through cognitive needs, Through affective needs, Through social integrative
free needs as an outlet.  people access mediato people use media to satisfy needs, people seek to

The media can helpa acquire information. They emotional needs by  satisfy themselves throug|
person escape and relieve want to learn knowledge relating to characters and  being informed of peer

tension through often on certain topics and  sympathising/celebrating relationships, events,
unrealistic entertainment events with them statuses etc
Media: Media: Media: Media:

Films, Video Games News, YouTube, Forums Films, TV and Radio Social Networking Sites
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What pleasures would audiences get out of Watchlng this doc? Apply U&G theory|
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https://www.youtube.com/watch?v=nUVNbJMWi_c

ANF=1V.V44 '.

FILI\/I INDUSTRY

Targeting Audiences




MASS vs NICHE

In your exam for Media Contexts, when you discuss the Film Indus
you need to coveBOTHVMAJOR inemaANDINDEPENDENInema

(and how they approach the targeting of audiences differengystarting with MASS and NICHE audiences)




MASS vs NICHE

Mass audiences are MASS NICHE

often targeted using ) bLETING MARKETING

dominant ideologies ®

and values.This can be ‘
considered as having w
2> i

MAINSTREAMppeal
Prie

and is often achieved

using STARS, GENRES,

FRANCHISERARGE
BUDGETS.

Niche audiences are
specifically targeted
usingalternative
iIdeologiesand
specialised content
This is considered as
having aNON
MAINSTREAMppeal
and are often targeted
by indie companies.




Are these films targeting MASS or NICHE audiences?
How? Why2 Give evidence




