
TRENDS AND BEHAVIOURS

COMPONENT 2 SECTION B ς MEDIA CONTEXTS
WEEK 6 ς L5



5ŜŦƛƴŜ ǘƘŜ ǘŜǊƳǎ ΨǘǊŜƴŘΩ ŀƴŘ ΨōŜƘŀǾƛƻǳǊΩ ς ƛƴ ǘƘŜ ŎƻƴǘŜȄǘ ƻŦ ΨaŜŘƛŀ !ǳŘƛŜƴŎŜǎΩ
Discuss and Feedback

DATE AND TITLE ALL WRITTEN WORK

STARTER ACTIVITY



TREND BEHAVIOUR

A trend is a pattern or change of 
direction in the way audiences 
engage with media. It usually 
reflects widespread shifts in 

preferences, technology use, or 
content consumption habits.

Example: The current growing trend of using 
TikTok for news and entertainment.

Behaviour refers to the actions, 
choices, and habits of audiences. 
For the media specifically, it can 
refer to how people (film fans, 

news readers) consume, interact 
with, or respond to content.

Example: Audiences now binge-watch entire 
series in one sitting, a new viewing behaviour.



ω Audiences that observe a text
ω Audiences that accept media messages without question
ω Audiences that have short attention spans
ω Audiences that accept opinions as fact

ω !ǎ ŀ ǊŜǎǳƭǘΣ ǇŀǎǎƛǾŜ ŀǳŘƛŜƴŎŜ ŀǊŜΧ
ω ΧŜŀǎƛƭȅ ƛƴŦƭǳŜƴŎŜŘκǇŜǊǎǳŀŘŜŘκƳŀƴƛǇǳƭŀǘŜŘ
ω ΧŀŎŎŜǇǘƛƴƎ ƻŦ ǘƘƛƴƎǎ ŀǘ ŦŀŎŜ ǾŀƭǳŜ
ω ΧƘŜŀǊƛƴƎ

ω Audiences that respond to a text
ω Audiences that critique/decode media messages
ω Audiences that pay full attention
ω Audiences create their own opinions

ω !ǎ ŀ ǊŜǎǳƭǘΣ ŀŎǘƛǾŜ ŀǳŘƛŜƴŎŜ ŀǊŜΧ
ω ΧŘƛŦŦƛŎǳƭǘ ǘƻ ƛƴŦƭǳŜƴŎŜκǇŜǊǎǳŀŘŜκƳŀƴƛǇǳƭŀǘŜ
ω ΧŀōƭŜ ǘƻ ƛƴǘŜǊǇǊŜǘ ƳŜŀƴƛƴƎ ŀǎ ŦǊŜŜ ǘƘƛƴƪŜǊǎ
ω ΧƭƛǎǘŜƴƛƴƎ

PASSIVE vs ACTIVE
Trends and behaviours focus on the audience being (some what) in control.

Lƴ ŀǳŘƛŜƴŎŜ ǘŜǊƳǎΣ ǿŜ ŘƛǎŎǳǎǎ ǘƘŜ ŘƛŦŦŜǊŜƴŎŜǎ ōŜǘǿŜŜƴ ōŜƛƴƎ άŀŎǘƛǾŜέ ƻǊ ōŜƛƴƎ άǇŀǎǎƛǾŜέΦ
The argument being here, that modern audiences need to be active in order to impact the media ecosystem



FILM INDUSTRY
Trends & Behaviours



FILM : TRENDS & BEHAVIOURS

In the context of the film industry, we will look at SIX current 
wider patterns and trends in audience behaviour

1 Streaming Dominance

2 Cinema Attendance

3 Franchises

4 International Content

5 Personalised Algorithms

6 Fandom



In the context of the film industry, audiences increasingly prefer streaming services (Netflix, Disney+, Amazon Prime) over 
traditional cinema, as they offer greater control and convenience (permanently reshaped viewing habits).

Binge-watching has become a normalized behaviour and has since become of the biggest trends of the 21st century. The dominance of streaming as the 
number 1 form of distributing and consuming film content has shifted the industry away from physical copies (DVD, Blu-Ray) and reduced cinema viewing. 

People spend an average of 3hrs 9mins a day streaming digital media.

Netflix currently dominates the streaming market with 301.6 million subscribers worldwide (Amazon Prime Video 200 million - Disney+ 153.6 million - HBO Max 
116.9 million - Paramount+ 67.5 million - Peacock 36 million - Apple TV+ 25 million - January 2025 Figures)

FILM : STREAMING DOMINANCE



With the growth of streaming and digital 
ŘƛǎǘǊƛōǳǘƛƻƴΧ ƴŀǘǳǊŀƭƭȅΣ /ƛƴŜƳŀ Ƙŀǎ ŦŀŎŜŘ ŀ ǘƻǳƎƘ 

time as cinemagoer numbers drop. However, it 
remains relatively popular with audiences.

The 2023 global box office made $33.9b, a 30.5% increase 
on 2022 (15% behind pre-pandemic averages). By mid 

2024, the market dropped to $31.5b (due to the writers' 
strike) but eventually picked up and finished up on 2023 

(admissions up by 2.3% on 2023).

The 2024 releases of Dune: Part Two, Inside Out 2, 
Deadpool & Wolverine, Despicable Me 4, Paddington in 
Peru, Gladiator 2, Wicked, Moana 2, Mufasa: The Lion 

King and Sonic the Hedgehog 3, confirmed the long-held 
belief that when the films are there, audiences will return.

Proving popular with cinemas is how they engage with 
new technologies (3D, 4DX and IMAX). This approach has 

ensured that audiences can seek a more immersive 
experience than what is on offer at home.

FILM : CINEMA ATTENDANCE



FILM : FRANCHISES

Over the past two decades, the film industry has seen a huge rise in 
franchises, sequels, reboots, and cinematic universes.

Audiences have been more likely to attend cinemas for mainstream franchises (Marvel, 
Star Wars, etc.) and major studios (Disney, Warner Bros. etc.) have exploited this trend by 

sticking to a risk averse strategy (minimise risk - maximise audiences).



FILM : INTERNATIONAL CONTENT

Despite the influx of franchises, sequels, reboots, a 
wider awareness of global cinema has grown (thanks to 

the development of digital).

International films and series (like Korean or Indian cinema) are 
gaining wide popularity thanks to the broad array and easy access of 
content on streaming services. As a behaviour, subtitled and dubbed 

content is now more widely accepted in western cultures.



FILM : PERSONALISED ALGORITHMS
AI algorithms analyse user preferences and behaviour to provide personalized 
content recommendations. Streaming services like Netflix and music platforms 

like Spotify, use AI to recommend content to users.

Audiences are increasingly guided by data, subtly being introduced to the latest trends and 
behaviours via their platforms and devices. AI also helps media companies and advertisers target 

audiences more effectively, improving ad relevance and engagement (predicting reactions for 
marketing and distribution strategies).



²!¢/I ¢I9 ±L59h hb ΨC!b5haΩ
Is it changing society, popular culture and the positioning of an audience? 

VIDEO TASK
https://www.youtube.com/watch?v=B9Zum7azNIQ

https://www.youtube.com/watch?v=B9Zum7azNIQ


INCOMING THEORY!



JENKINS ï SPREADABLE MEDIA - 1

The idea that online media is becoming participatory 
and interactive which impacts an audiences' 
ōŜƘŀǾƛƻǳǊΩǎ ŀƴŘ Ƙƻǿ ǘƘŜȅ ŎƻƴǎǳƳŜ ŎƻƴǘŜƴǘΦ LŦ ƛǘ 

ŘƻŜǎƴΩǘ ǎǇǊŜŀŘΣ ƛǘǎ ŘŜŀŘ

Lƴ ǎƛƳǇƭŜ ǘŜǊƳǎΧ
Fans can now respond to the creation and 

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



¢ƘŜ ƛŘŜŀ ǘƘŀǘ ŀǳŘƛŜƴŎŜǎΩ ŀǇǇǊƻǇǊƛŀǘŜ ǘŜȄǘǎ ŀƴŘ ǊŜŀŘ 
them in ways that are not fully authorised by 
ǇǊƻŘǳŎŜǊǎΦ ¢Ƙƛǎ ΨǘŜȄǘǳŀƭ ǇƻŀŎƘƛƴƎΩ ƭŜŀŘǎ ǘƻ ǘƘŜ 

forming of new content and a new culture (Fandom)

Lƴ ǎƛƳǇƭŜ ǘŜǊƳǎΧ
Fans alter the meanings of texts to best suit their 

interests. These new meanings aren't approved by the 
creators of the texts, resulting in fan power

JENKINS ï SPREADABLE MEDIA - 2



The idea that fans construct their social and cultural 
identities through borrowing and inflecting mass 
ŎǳƭǘǳǊŜ ƛƳŀƎŜǎ ŀƴŘ ŀǊŜ ǇŀǊǘ ƻŦ ŀ ΨtŀǊǘƛŎƛǇŀǘƻǊȅ 
/ǳƭǘǳǊŜΩ ǘƘŀǘ Ƙŀǎ ŀ Ǿƛǘŀƭ ǎƻŎƛŀƭ ŘƛƳŜƴǎƛƻƴ

Lƴ ǎƛƳǇƭŜ ǘŜǊƳǎΧ
Fans shape theiridentities (in society) by taking from 
media products and forming a culture where they can 

interact/engage/socialize with other fans

JENKINS ï SPREADABLE MEDIA - 3



FILM : FANDOM

Strong online fan communities have begun to shape 
discussions and expectations (e.g., fan theories, memes).

Jenkins asserts that fans actively participate in the construction and circulation of 
textual meanings and these fans become part of a participatory culture.

ΨCŀƴŘƻƳΩΣ Ŏŀƴ ƛƴŎƭǳŘŜ ǊŀǘƛƴƎǎΣ ƻǾŜǊǾƛŜǿǎ ŀƴŘ ǾƛŘŜƻǎΣ 5[/ (downloadable content), 
theories, interpretations, fan fiction + fan art, memes, pod fiction, social interaction 
(fans building and contributing to sites), competitions and Comic Con events/cosplay. 

Some studios even adapt or alter content based on audience feedback (Sonic).

FANDOM.COM : linked to Wikipedia where fans share and upload fan made resources and additional content/theories. 
FANPOP.COM:network of clubs for fans to discuss and share photos, concept art, videos, news and opinions. 
C!bCL/¢LhbΦb9¢Υ ƛǎ ŀ ŦƻǊǳƳ ǿƘŜǊŜ Ŧŀƴǎ Ŏŀƴ ŘƛǎŎǳǎǎ ŀƭƭ ŎƻƴǘŜƴǘ ǊŜƭŀǘƛƴƎ ǘƻ ŀ ƳŜŘƛŀ ǇǊƻŘǳŎǘΩǎ ǊŜƭŜŀǎŜΦ



NEWS INDUSTRY
Trends & Behaviours



NEWS : TRENDS & BEHAVIOURS

In the context of the NEWS INDUSTRY, we will look at SIX 
current wider patterns and trends in audience behaviour

1 Digital First

2 Short Form

3 Traditional Trust

4 Social Media

5 Personalised Algorithms

6 Participation



INCOMING THEORY!



GERBNER - CULTIVATION - 1

The idea that exposure 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)

Lƴ ǎƛƳǇƭŜ ǘŜǊƳǎΧ
Viewing the same representations for a long time can 

change the way we see the world



The idea that cultivation reinforces mainstream 
values (dominant ideologies) and this exposure to 
persistent repetition has measurable effects on the 
perceptual of people/worlds by audience members

Lƴ ǎƛƳǇƭŜ ǘŜǊƳǎΧ
The greater the exposure to dominant views of people 
in society and the number of repeated messages can 

change the views of audience members

GERBNER - CULTIVATION - 2



The idea that heavy viewers (4hrs+ a day) develop a 
misconception of the world by overestimating how 
much violence occurs in their communities due to 
extreme media exposure ς Mean World Syndrome

Lƴ ǎƛƳǇƭŜ ǘŜǊƳǎΧ
The exaggeration of content, often for entertainment 

purposes, can be taken as fact by viewers who 
regularly consume/watch a large amount of media

GERBNER - CULTIVATION - 3



TASK

HOW DO YOU HEAR 
ABOUT THE NEWS?
Think of the different ways you consume world 
events, celeb gossip and important headlines

Make a list!



ACCESSING THE NEWS
NEWSPAPERS ONLINE/APPS SOCIAL MEDIA TV RADIO

22% 71% 52% 66% 40%

In February 2024, YouGov conducted an online survey on how UK citizens consume the news
https://pressgazette.co.uk/publishers/digital-journalism/social-media-news-digital-news-

report/#:~:text=Where%20we%20get%20our%20news,news%20in%20UK%20and%20US.&text=News%20consumers%20across%20the%20world,accessing%20publisher%20websites%20and%20apps.

MATCH THE PERCENTAGE TO THE PLATFORM! - 71% - 66% - 52% - 40% - 22%



Most audiences now consume news online, and not through more 
traditional means such as print newspaper or broadcast television.

Mobile access is now key, with most people getting their news content 
through converged devices such as smartphones.

As a trend of changing audience behaviour, news providers create apps, 
websites, and ensure they have a presence on social media platforms such 

as X and Facebook.

NEWS : DIGITAL FIRST

https://www.ofcom.org.uk/siteassets/resources/documents/research-and-
data/tv -radio-and-on-demand-research/tv-research/news/news-
consumption-2024/news-consumption-in-the-uk-2024-report.pdf?v=379621


