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SECTION

Candidates answeme questionfrom achoice of twq
based uporctase studie®f a specific media industry (Fil
and News Industries).

AUDIENCE:

How audiences areonstructed andaddressedby media texts
and how audiencemterpret andrespondto media texts

CONSIDERONTEXTS:

Thesocial, cultural, political, economiand historical factors
surrounding the production and consumption of a media product



KEY AREAS

LANGUAGE
REPRESENTATIO

AUDIENCES



SECTICRKBMPLE PAF

This is what the exam question
paper looks like

Section B: Media contexts

You will always be given the
option of two questions
(you just need to answer One) You should make references to at least one case study in your answer.

Answer one question from Section B.

EITHER

2 Analyse the significance of the technologies used for distribution in the media area you have
studied. [25]

OR
3 Explain how audiences are targeted, built and maintained by media organisations.
Question 3¢ Will most likely lean
towards being AUDIENCE focusé
(targeting, categorising, trends,
behaviours, local and national etg



A lot happens in the Component 2
exam, so make sure you are spending
the correct amount of time on the
relevant sections.

w A25mark guestion should take you
45 minutesto write a response,
which needs to include:

Key industry/audience points
Case study example to support
Theory

You must focus omWO MEDIA AREASQ\
In your answelyou will be penalised If
you only discuss oné\lain focus = film,
supportive focus = news.
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KEY AREAS

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

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

the technologies that have been introduced in recent years at the levels of production, distribution, marketing and atititeopeconsumption

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

the importance of technological convergence for institutions and audiences

the issues raised in the targeting of national and local audiences by international or global institutions
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tne Issues raised by media ownership and funding in >adia practice
the importance of crossnedia convergence and syne e tion and marketing
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“The idea that the media has a narrow business
model and is mainly controlled by a small number of
companies (Oligopoly). These companies are primarily
INDUSTRY driven by the logic of profit and power”

JAMES CURRAN AND JEAN SEATON — POWER AND RESPONSIBILITY

| | R In simple terms...

James Curran is a renowned historian and media lecturer. The media industry is run by a few companies who
L only seek to make money and gain power by
dominating their area of the industry

CURRAN & SEATION - POWER - 3

“The idea that increasing concentration of ownership,
in fewer hands, leads to a narrowing of the range of
opinions represented. As a result, industries become

gatekeepers who shape our values and beliefs”

“The idea that media concentration limits or inhibits
variety, creativity and quality, and more socially
diverse patterns of ownership help create conditions

In simple terms...
Fewer media owners in a particular sector means
fewer new ideas or original content. Different types of
ownership encourages variety of content

In simple terms...
The more power companies have the more they can
control what we see and hear, which is dangerous




HESMONDHALGH - GULTURAL - 1

“The idea that media companies now operate across
a number of different cultural industries and try to
minimise risk and maximise audiences through

INDUSTRY vertical and horizontal integration structures”

DAVID HESMONDHALGH — CULTURAL INDUSTRIES

» In simple terms...

David Hesmondhalgh is a Professor of Media, Music and Media companies try to limit financial losses and gain
Culture in the Media and Communications school at the g b A Itiol ¢ ith

Universinaafedte. more viewers by owning multiple companies (either

pot at same level of production or different stages)

HESMONDHALGH - GULTURAL - 2

“The idea that with no guarantees a creative product
will be a success, industries offset risk by formatting
their products (stars, genres, serials, spin-offs,
franchises etc.) to ensure they satisfy mass audiences”

“The idea that the radical potential of the internet has
been contained to some extent by its partial
incorporation into a large, profit-orientated set of
cultural industries”

In simple terms...
The biggest media companies now work across
several different areas and deliberately include
content that will ensure it makes money

ey In simple terms...
What the internet could be used for has been limited
due to powerful media companies making money




LEONHARD - GONTENT 2.0 -1

“The idea that media companies can no longer rely on

“IE““E“I: AI. l:ﬂN[:EP-I- making money from simply distributing their products | . y

. . ‘ Vs :
because piracy is so common” g -

INDUSTRY
GEREMLEONARE SRISIEIS e, -

\

err 1an futurist, speaker and

In simple terms...
Media companies cannot survive by just releasing a
product as it is, due to audiences taking it for free
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LEONHARD — CONTENT 20 - 2 LEONHARD — CONTENT 20-3
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“The idea that in the modern world a media product
cannot survive just by itself. Companies need to
diversify into other industries to make money (cross-

promotions, synergy, merchandise, tours etc.)”

“The idea that to stay current in a competitive
market, companies have to offer their products in a

way that is ‘Better than Free’ with additional {
experiences that an audience are willing to pay for”

In simple terms...
Exploring other platforms outside of the key media
product is essential for industries to make money

In simple terms...
By providing something that can’t be copied (limited
edition versions) companies can still generate revenue

\ 4 | 4



KEY TERNBUSTRY

CONGLOMERATA large company thatonsists of divisionsf seeminglyunrelated businessesA media conglomerate owns large
numbers of companies in varioumass media channelsuch asTelevision Radio- Publishing Musie Movies- Music etc.

SUBSIDARIESonglomerate ownegmaller companiesiesigned to command more of the marketplace. Canfioemer independent
companiesacquired due to their success (e.g., Pixar) or originally created companies desigrn@dis on one specific style or genre

DIVERSIFICATIONe process of a company or businesgianding their market sharer audience by producing gariety of media

related products which in turn helps them taexpand their reach/powerinto a wider range of different sectors or industries.




KEY TERNBUSTRY

PRODUCTIONhe formal process of PLANNING and CREATING a media product. In film, it is the respon:

of a PRODUCTION COMPANY to facilitate the making of a film. In news, it is the responsibility of a N
ORGANISATION to facilitate the production of news content.

MARKETINGIhe systematic planning, implementation, and control of a mix of activities intended to BRI
TOGETHER CONSUMERS AND PRODUCTS. In film, it primarily focuses on ADVERTISING CONTEN
primarily focuses on PROMOTING THE PROVIDER.

DISTRIBUTIONhe DISSEMINATION of media products and texts to audiences. In film, it refers to the
ARRANGEMENT OF RELEASES, involving; time/date, place, length of release, and format. In news, it
the ARRANGEMENT OF STORIES, involving; time/date, platform, and frequency of updates.

CONSUMPTIONhe VIEWING of a media product or text by an audience. In film, this includes THEATR
RELEASES in cinemas, STREAMING services online, and HOME RELEASE formats. In news, this |
BROADCASTS on TV or radio, ONLINE ARTICLES on websites or apps, and PRINT EDITIONS in ne




= 4

JENKINS SHIRKEY GERBNER PARISER HALL BLUMLER & KA
Wa95L! {t¥9b5 hC !! B IHKALALD! ¢CYALL[XEOwW . Ww9/ 9t ¢l W {9{ 3




Rt P e, 1 | JENKINS — SPREADABLE MEDIA -1
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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”

THEORETICAL G
HENRY JENKINS — SPREADABLE MEDIA

Q‘

In simple terms...
Henry Jenkins Ill is an American media scholar & meessor Fans can now respond to the creation and

)
of Communication, Journalism, and Cinematic Arts, at the 2 : : g 5 |
University of Southern California. communication of different media meanings, a Y/
process which needs to happen for a text to succeed “( il Al
i /

JENKINS — SPREADABLE MEDIA - 2 JENKINS — SPREADABLE MEDIA - 3

“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 f % . | 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... T % 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 aif |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

TR e 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 ; ;
technologies and journalism impact on the bond between how the public
uses/sees the media

“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”

“The idea that the conceptualisation of audiences as
passive consumers of mass media content is no longer

tenable in the age of the internet”

|

In simple terms... In simple terms...
The concept that audiences just accept what they are ‘J‘ 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
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) “The idea that exposure to repeated patterns of
’ representation over long periods of time can shape
I_ l:ﬂ"l:EPT and influence the way in which people perceive the
world around them (cultivating views and opinions)”

SR Y

THEORETICA

GEORGE GERBNER — CULTIVATION

George Gerbner was a Jewish professor of communication. In simple terms...
Born in Hungary, he moved to the US to earn a degree in Viewing the same representations for a long time can

GERBNER - GULTIVATION - 2 GERBNER - GULTIVATION -

“The idea that cultivation reinforces mainstream Wi i @ “The idea that heavy viewers (4hrs+ a day) develop a

values (dominant ideologies) and this exposure to t i misconception of the world by overestimating how
persistent repetition has measurable effects on the B much violence occurs in their communities due to
perceptual of people/worlds by audience members” = extreme media exposure — Mean World Syndrome”

In simple terms... - In simple terms...
The greater the exposure to dominant views of people & a8 2¢ The exaggeration of content, often for entertainment

in society and the number of repeated messages can | 77 purposes, can be taken as fact by viewers who
change the views of audience members : regularly consume/watch a large amount of media
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THEORETIGAL GONGEPT

ELI PARISER - FILTER BUBBLES

Eli Pariser is an author, activist, and entrepreneur who
focuses his work around how to make technology and
media serve democracy

PARISER - FILTER BUBBLES - 1

“The idea that the internet is consistently monitoring

what consumers engage with online and as a result,

using algorithms, can control audiences’ viewpoints
through specifically targeted information”

In simple terms...
New technology has allowed industries to access
private audience data to use to their advantage




