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COMPONENT 2



Candidates answer one question from a choice of two, 
based upon case studies of a specific media industry (Film 

and News Industries).

INDUSTRY:
How and why media texts are produced, distributed and 

marketed

AUDIENCE:
How audiences are constructed, and addressed by media texts 

and how audiences interpret and respond to media texts

CONSIDER CONTEXTS:
The social, cultural, political, economic and historical factors 

surrounding the production and consumption of a media product

SECTION B



INDUSTRY

LANGUAGE

REPRESENTATION

AUDIENCES

KEY AREAS



This is what the exam question 
paper looks like

You will always be given the 
option of two questions

(you just need to answer one)

Question 2 ς Will most likely lean 
towards being INDUSTRY focused 

(ownership, tech, production, 
marketing, dis, consumption etc.)

Question 3 ς Will most likely lean 
towards being AUDIENCE focused 
(targeting, categorising, trends, 

behaviours, local and national etc.)

SECTION B : EXAMPLE PAPER



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

ω A 25-mark question should take you 
45 minutes to write a response, 
which needs to include:

Á Key industry/audience points
Á Case study example to support
Á Theory

You must focus on TWO MEDIA AREAS 
in your answer (you will be penalised if 
you only discuss one). Main focus = film, 
supportive focus = news.

THE EXAM



KEY AREAS : MEDIA CONTEXTS

ω Candidates 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. 

ω In addition, candidates should be familiar with:
ω the issues raised by media ownership and funding in contemporary media practice
ω the importance of cross-media convergence and synergy in production, distribution and marketing
ω the technologies that have been introduced in recent years at the levels of production, distribution, marketing and at the point of consumption
ω the significance of the spread of such technologies for institutions and audiences
ω the importance of technological convergence for institutions and audiences
ω the issues raised in the targeting of national and local audiences by international or global institutions
ω ǘƘŜ ǿŀȅǎ ƛƴ ǿƘƛŎƘ ǘƘŜ ŎŀƴŘƛŘŀǘŜǎΩ ƻǿƴ ŜȄǇŜǊƛŜƴŎŜǎ ƻŦ ƳŜŘƛŀ ŎƻƴǎǳƳǇǘƛƻƴ ƛƭƭǳǎǘǊŀǘŜ ǿƛŘŜǊ ǇŀǘǘŜǊƴǎ ŀƴŘ ǘǊŜƴŘǎ ƛƴ ŀǳŘƛŜƴŎŜ ōŜƘŀǾiour
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THEORIES : INDUSTRY
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CONGLOMERATE: A large company that consists of divisions of seemingly unrelated businesses. A media conglomerate owns large
numbers of companies in various mass media channels such as: Television - Radio - Publishing Music - Movies - Music etc.

DIVERSIFICATION: The process of a company or business expanding their market share or audience by producing a variety of media
related products, which in turn helps them to expand their reach/power into a wider range of different sectors or industries.

SUBSIDARIES: Conglomerate owned smaller companies designed to command more of the marketplace. Can be former independent 
companies acquired due to their success (e.g., Pixar) or originally created companies designed to focus on one specific style or genre.

VERTICAL INTEGRATION: When one large company (often a conglomerate), controls all stages of production, distribution and circulation. 
HORIZONTAL INTEGRATION: When a company creates or acquires similar companies/products - either complementary or competitive.

KEY TERMS : INDUSTRY

CONCENTRATION: A process over time, wherein fewer and fewer individuals or organisations control shares of the mass media
 - also known as media consolidation or media convergence.



KEY TERMS : INDUSTRY

PRODUCTION: The formal process of PLANNING and CREATING a media product. In film, it is the responsibility 
of a PRODUCTION COMPANY to facilitate the making of a film. In news, it is the responsibility of a NEWS 

ORGANISATION to facilitate the production of news content.

MARKETING: The systematic planning, implementation, and control of a mix of activities intended to BRING 
TOGETHER CONSUMERS AND PRODUCTS. In film, it primarily focuses on ADVERTISING CONTENT. In news, it 

primarily focuses on PROMOTING THE PROVIDER.

DISTRIBUTION: The 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 refers to 

the ARRANGEMENT OF STORIES, involving; time/date, platform, and frequency of updates.

CONSUMPTION: The VIEWING of a media product or text by an audience. In film, this includes THEATRICAL 
RELEASES in cinemas, STREAMING services online, and HOME RELEASE formats. In news, this includes 

BROADCASTS on TV or radio, ONLINE ARTICLES on websites or apps, and PRINT EDITIONS in newspapers.
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THEORIES : AUDIENCE










