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Mass audience: large group of people, not individualised.

Specialised audience: smaller/narrower group, defined by factors
such as age, socio-economic group or interests.

Target audience: the specific group of people that a media
product is aimed at.

Consumption: how a media product is used or experienced by an
audience e.g. watched/ listened to/ played etc.

Response: how audiences react to a particular product.

Active audience: selects media to consume for a purpose,
interprets/ responds to/ interacts with media products.

Passive audience: not active, e.g. accepts messages in media
products without question.

KEY CONTENT:

How and why media products are aimed at a range of
audiences, for example:

Small, specialised audiences: producers can target a very
specific group to try to guarantee an audience for the product
e.g. a specialist magazine might target people with an interest in
gardening or heavy metal music.

Large, mass audiences: producers can reach more people, and
possibly make more profit, by appealing to a mass audience. These
products might include, for example, popular or ‘'universal’ themes/
ideas, or include representations of different social groups to
appeal to a wide range of people.

[Z7 Apply it... identify which of the set products are aimed at a
mass audience and which are more specialised.

KEY CONTENT:

How media organisations categorise audiences:

Media producers categorise audiences in order to target their
products more effectively. They often use a combination of
demographic categories (e.g. age, ethnicity, gender, socio-
economic group) and psychographic factors (e.g. interests, lifestyle
and values).

The ways in which media organisations target audiences
through marketing:

Marketing is very important in appealing to and reaching the target
audience for a product. Increasingly, digital technologies and social
media platforms are used to target audiences. Media organisations
might make assumptions about the target audience, e.g. that
people in a certain age group and income bracket might share
similar values/beliefs that are conveyed in the marketing.

[# Apply it... select one of the set products you have studied
and research the marketing materials. Make notes on the ways
in which these target the intended audience.

KEY TERMINOLOGY:

WHERE WILL | NEED TO STUDY/ AFPLY AUDIENCES?

COMPOMENT 1: Section B

Question 4 will assess knowledge and understanding of
audiences in one of the forms studied: newspapers, radio or video
games,

COMPOMNENT 2: Section A

Question 2 will assess knowledge and understanding of media
industries, audiences or media contexts in relation to the television
topic studied.

COMPOMENT 2: Section B

Question 4 will assess knowledge and understanding of media
industries, audiences or media contexts in relation to the music
videos and online media products studied.

COMPORNENT 2

Learnars need to apply knowledge and understanding by creating a
media production for an intended audience.

KEY CONTENT:

The ways in which audiences may interpret the same media
products very differently:

Media products are polysemic (communicate multiple meanings), so

different people are likely to find different meanings in the same text.

These differences may reflect both social and individual
differences, e.g. the time/ place in which a product is consumed: a

person's age, upbringing, education, where they live, their values and

beliefs etc. E.g. audiences might have very different interpretations of the

confrontation between Luther and Madsen in the set episode of Luther.

(@27 Apply it... choose a set product and consider how different

audiences (e.g. older and younger age groups, or people who live in

different countries) might interpret it in different ways.

KEY CONTENT:

The social, cultural and political significance of media products,
including:
The themes or issues they address: media products often explore

topics of current interest and importance, e.g. social issues relating to

health or the environment, or political issues such as Brexit.

The fulfilment of needs and desires, e.g. for information,
entertainment, artistic inspiration, sense of identity etc.

The functions they serve in everyday life and society:
The media fulfil many roles in society, e.g. reporting news/ factual

information, discussing/ debating important issues, exploring aspects

of human experience, providing entertainment and popular culture,

(7 Apply it... identify the key themes and issues that are addressed

in some of the set products you have studied. Think about how
these themes reflect current social or political issues.

e

edugas
THEORETICAL PERSPECTIVES AND CONTEXTS:

Active and passive audiences:

In the past, audiences were assumed to be passive, with
the potential to be negatively affected by media products
(e.g. if the product contained violence). More recent
theories argue that individuals actively choose, engage,
respond to and interact with products.

Audience response and interpretation:

how audiences react to media products, e.g. they might
respond in the way the producer intended (e.g. by agreeing
with the viewpoints in a product), or guestion/ disagree
with the intended meaning.

[Z7 Apply it... consider how these ideas apply to the set
products you have studied, e.g. through examples of
audience interaction or actual responses.

Blumler and Katz's Uses and Gratifications theory:
States that audiences actively select media products to fulfil
particular needs, or pleasures:

Information: to find out about the world.

Entertainment: pleasure of diversion/ escapism.

Personal identity: they can relate to the characters/
situations/ values and beliefs in a product.

Social interaction: pleasure of discussing products with
others.

[} Apply it... consider how the Uses and Gratifications
theory applies to all the products you have studied.

Other perspectives, e.g. Stuart Hall's Reception Theory
(preferred, negotiated, oppositional readings) or the Effects
Debate, may also be studied.

CONTEXTS: Historical, Social, Cultural, Political:

How products reflect the context in which they were made
in terms of audience consumption.

How audience responses to/ interpretations of media
products may change over time.

APPLYING AUDIENCES: PRACTICAL TASKS

1. Research task: ook at a range of magazine covers (e.g.
online). Identify the target audience for each and make
notes on the methods used to appeal to this group.

. Imagine you are creating a magazine in a genre of
your choice for a young adult audience. Think of a title,
a strapline and a topic for a feature article that would
appeal to this audience.
Consider how you would need to change your ideas if
you wanted to appeal to an older audience.

Year 10 — Media / Audiences — HT1
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WHERE WILL | NEED TO STUDY/ APPLY MEDIA INDUSTRIES? CONTEXTS: Historical, Social, Cultural,

Political:

Conglomerate: a very large organisation that owns different types COMPOMENT 1: Section B
of media company, e.g. Comcast or Newscorp. Question 3 will assess knowledge and understanding of media industries in How a product reflects the contexts in which it
Diversification: where a media company moves from producing one one of the forms studied: newspapers, radio, film or video games was made through aspects of its production,

distribution, marketing, regulation, circulation and
audience consumption.

E.g. The contemperary music artists reflect current
cultural contexts in terms of the use of digital

type of product to creating different media forms (e.g. a TV company

maoving inta film production). COMPONENT 2: Section A

Question 2 will assess knowledge and understanding of media industries,

Vertical Integration: where one organisation owns more than audiences or media contexts in relation to the television topic studied.

one stage of the industrial process (production, distribution and

circulation) of media product creation. COMPONENT 2: Section B platforms and social media to market and distribute
i i i o z their products.

Convergence: making a product available across different platforms, Question 4 will assess knowledge and understanding of media industries, p

in order to reach different audiences e.g. newspaper content is audiences or media contexts in relation to the music videos and online media How a product reflects the political contexts

products studied.

COMPOMENT 2
Media industries are not assessed in Component 3.

in which it was made through aspects of its

usually available in print form, on a website, via a digital app. on
ownership and political viewpoints.

saocial media platforms etc.
Government funded: a product that is financed by government
money, e.g. a public health campaign.

Mot for profit: products that are made for a reason other than
to make money e.g. the BBC is funded by the licence fee and its
programmes nead to fulfil a public service remit.

E.g. Newspapers are likely to reflect the political
leaning of the organisations thot produce them,

in terms of the way in which they construct
representations of issues and events, and versions of
reality.

KEY CONTENT:

The impact of the increasingly convergent nature of media industries
across different platforms which enable organisations to construct/reinforce
3 brand identity and maximise audience reach e.g. a film marketing campaign
including posters, trailers, social media/ viral content and a website, where all
of the different elements converge (especially in established franchises such as
Bond).

Different national settings:

Many organisations operate on a global scale, distributing their products in many
different countries, although elements such as the marketing might vary in each
country.

[Z7 Apply it... find examples of how the set
products reflect their contexts in the ways they
are produced, distributed and marketed.

Commercial model: companies producing products in order to
make a profit, often funded by advertising,

Regulation: the monitoring/ contral of media industries by
independent organisations such as Ofcom and IPSO.

KEY CONTENT:

The nature of media production, including by large
organisations, and by individuals and groups:
Media products vary in the way they are produced, e.g. some are
large scale productions (often high budget, mainstream) by large
media organisations, while others are smaller productions (often
lower budget, targeting specialised audiences) by independent
companies or individuals.

KEY CONTENT:

The impact on the final product of:

Production processes: these will depend on

the industry, but most involve content creation
{filming, photography, written copy), editing etc. to
construct the media product.

[ Apply it... note examples of convergence in relation to the set products,
e.g. how the products are made available on different platforms.

E.g. The Spectre poster uses digital technology to construct an enigmatic layered main
image in contrast to the montage of drawn images depicting narrative scenes in the
historical poster.

[Z7 Apply it... identify the companies involved in producing the set
products; consider which are large organisations and which are
smaller, independent companies.

Personnel: the importance of key people; e.g. TV
directors, journalists, designers, stars often have a
signature 'style’, or explore certain themes/ issues
in their work. They might also attract an audience
due to their past success/ status.

KEY CONTENT:

. The functions and types of regulation of the media:

KEHEDHTENIE Regulation varies across different industries in the UK, but usually aims to .
The effect of ownership and control of media organisations, protect people (especially children/ young people) from unsuitable, inaccurate or Technologies have a significant impact on media
including: harmful media content. products and enable organisations to create

P ieati ] : exciting and cutting edge products that are likel
Conglomerate ownership: these organisations have huge financial Types of regulation include: establishing standards (‘Code of Practice’); providing to appgal to audieﬁcesge gp Gl and spedal effegls
resources and a lot of power, e.g. they can control the messages age ratings for a product and monitoring organisations to ensure they follow by

communicated in many areas of the media. Lidelines are important in many music videos and TV
g . programmes, while video games use techniques

The challenges for media regulation presented by ‘new’ digital technologies: such as augmented reality to engage users.

The internet is very difficult to regulate as vast numbers of people can generate %4 Iv it... select two different set products
Vertical integration: these companies can control every stage and content. Some media products online are regulated by other industry bodies (e.g. '(e.gf\g?l:ws;a per and a music videa) gnd find
ensure that their products reach the audience. the BBFC age rates some music videos). There is ongoing debate about how to out how they were produced e.g. the production
regulate online and social media—but much of the internet remains unregulated. processes (such as where, when and how the

Year 10 — Media / Industries — HT1

Diversification: companies branch into different types of media to
increase their chances of success / audience reach.

[} Apply it... identify how one set product, produced by a media ! |
conglomerate, has been impacted by its ownership, e.g. in the [Z7 Apply it... identify references to other texts in the set products you have content was created), the people involved in
budget/ production values or messages conveyed. studied and think about how these communicate meanings. production and the technologies that were used.
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KEY TERMINOLOGY:

Denotation: actual/literal meaning e.g. a candle.

Connotation: deeper meanings e.g. a candle might connote hope
or light, or have religious connotations.

Codes and conventions: the elements of media

language that usually occur in particular forms

(e.g. magazines or adverts) or genres (e.g. sitcom).
Narrative: how stories are structured and communicated.
Genre: the type or category of product (e.g. crime, sitcom).

Intertextuality: where a media product refers to another text to
communicate meaning to the audience.

KEY CONTENT:
The various forms of media language used to create and
communicate meanings in media products, for example:

Visual codes: elements that relate to the look of a product,
e.g. mise-en-scéne, colour palette, layout and design.

Technical codes: &.g. camera shots/ angles, editing.
Audio codes: e.g. non-diegetic music, effects, dialogue.
Language codes: written or spoken words.

@ Apply it... analyse how these elements of media language are
used in the set products e.g. the red, white and black colour palette
on the set GQ cover connotes masculine strength and power to appeal
to the target audience.

KEY CONTENT:

How choice (selection, combination and exclusion) of

elements of media language influences meaning in media

products, for example:

*  How the selection and combination of camera shots creates
narrative in the set television episodes or music videos.

*  How the written text anchors meanings in the images on the
set newspaper front pages to portray aspects of reality

*  What has been excluded from the set print advertisements—
and how the point of view might be different if alternative
elements had been included.

»  How the combination of design elements, images and cover
lines conveys messages and values on the set magazine front
covers.

©f Apply it... analyse how the choices producers make about
media language communicates meanings in the set products.

E.g. the combination of images and headline on the front page of
The sun (for assessment from 2021) conveys patriotic values and
communicates a point of view that MPs should vote for the Brexit Bill.

Give examples to support this point.

WHERE WILL | NEED TO STUDY/ APPLY MEDIA LANGUAGE?

COMPONENT 1: Section A

Question 1 will require analysis of one of the set products detailed
on Page 11 of the Specification: magazine front covers , newspaper
front pages, film posters and print adverts.

COMPONENT 2: Section A

Question 1 will require analysis of media language or
representation in an extract from the set television crime drama or
sitcom.

COMPONENT 2: Section B

Question 3 will require analysis of media language or
representation in the set music products detailed on page 19 of the
Specification: music videos and online media.

COMPONENT 3

Learners will be assessed on their ability to use media language
to communicate meanings in the production work (Non-Exam
Assessment).

KEY CONTENT:
Codes and conventions of media language: how they develop and
become established as “styles’ or genres, for example:

How the conventions of a genre (e.g. crime drama or sitcom) have
developed and sclidified.

How they may vary over time, for example:

How the conventions of a form (e.g. print advertising) have changed,
due to new technologies and changing social/ cultural contexts.

[Z7 Apply it... analyse how the contemporary set print advert, film
poster, television programme and music videos show developments
from the older/ historical set products you have studied.

E.g. The Spectre poster uses digital technology to construct an enigmatic
layered main image in contrast to the montage of drown images depicting
narrative scenes in the historical poster.

KEY CONTENT:

Intertextuality. including how inter-relationships between media
products can influence meaning:

Several set products use intertextuality, for example the set music
videos by Katy Perry and Taylor Swift are constructed as ‘mini-films’
and show the influence of other texts.

[Z7 Apply it... identify references to other texts in the set products
you have studied and think about how these communicate
meanings.

E.g. Roar includes intertextual references to the well known 1969 film, The
Jungle Book, in the use of visual codes and elements of narrative. These
familiar references can communicate meanings (e.g. about a human
‘taming’ the jungle) and create humour.

THEORETICAL PERSPECTIVES AND CONTEXTS:

GENRE, including:

Principles of repetition and variation: products
usually include typical genre conventions that audiences
recognise, and also different elements to engage the
audience/ keep the genre fresh'.

The dynamic nature of genre: genres are not 'set in
stone’, they change and develop over time.

Hybridity (combining elements of two or more genres in
a product) and intertextuality provide further variation
and offer something ‘new’ to engage audiences.

I7n Apply it... consider how these ideas apply to the set
products you have studied for Component 2.

MARRATIVE theories:

Propp's theory must be studied: the key character
types (hera, villain, ‘princess’, father, donor, helper,
dispatcher, false hero) and their role in the stages of the
narrative.

g Apply it... consider how Propp's character types
could apply to the set products you have studied.

Other theories, such as Todorov's theory (equilibrium,
disruption, resolution), Levi-5trauss’ Binary Oppositions
or Barthes' Action and Enigma codes may also be
studied.

CONTEXTS: Historical, Social, Cultural, Political:

How the media language in the set products reflects the
contexts of production in terms of:

+ themes, values, messages, viewpoints

+  genres, styles, technologies, media producers.

APPLYING MEDIA LANGUAGE:
PRACTICAL TASKS

Art skills not important!

1. Choose a different song by Katy Perry or Taylor
Swift: storyboard 20 shots for a new music video.
Include some performance and narrative to reflect
conventions. Think about the range of camera
shots and the mise-en-scéne to communicate the
meanings in the lyrics to your audience.

Year 10 — Media / Language — HT1

2. Design a front cover for a new magazine in a genre
of your choice. Sketch the layout and design, paying
close attention to the colour palette, the font style
and the main image.

Write 5 cover lines, aiming to communicate messages
and use language codes.
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GCSE Media - Representation

Representation: the way in which people, issues and events are
depicted in media products.

Mediation: how media producers represent (rather than just
present) the world to audiences.

Reality: ‘real life', actual events, facts and truth - how aspects of
reality and versions of reality are constructed.

Stereotype: an exaggerated, oversimplified representation,
reducing a social group to a set of common characteristics e.g.
grumpy older people or flat cap wearing northerners.

Feminist: supporting equal rights for women (society was
traditionally male-dominated but there has been a move towards
more equality, especially from the 1960s onwards).

KEY CONTENT:

The choices media producers make about how to represent:
Events: e.g. how the set newspaper front poges combine images and
text to convey information about the issues and events in the main
splash (story).

Social groups: categorised by age, gender and ethnicity.

Ideas: e.g. how the set magazine front covers communicate ideas
about gender/ identity in the use of media language.

The ways aspects of reality may be represented differently
depending on the purposes of the producers:

e.g. newspapers are informative and need to include factual detail,
a sitcom might exaggerate/ subvert reality to entertain.

[E7 Apply it... select one set product and analyse how the
representations of social groups (e.g. different ethnic groups,
genders and/ or age groups) have been constructed.
-
KEY CONTENT:

How and why particular social groups may be under-
represented or misrepresented:

Media products often feature reprasentations of powerful social
groups (who have traditionally controlled the media). Certain
groups (e.g. minority ethnic or LGBTQ people) may be absent, or
under/misrepresented (e.g. stereotyped).

How representations convey: viewpoints, messages:

The choices about how to represent a social group will
communicate a point of view, e.g. the set Pride cover conveys positive
messages about black female empowerment.

Representations also convey values & beliefs, e.g. about diversity
and human rights in the set video for Freedom.

[} Apply it... identify the key messages in one of the set products.
Try to find examples from other media texts that reinforce the
same point of view.

WHERE WILL | NEED TO STUDY/ APPLY REPRESENTATION?

COMPONENT 1: Section A

Question 2b (extended response) will require comparison of the
representations in one of the set products detailed on Page 11 of
the Specification with an unseen resource in the same form.

COMPONENT 2: Section A

in an extract from the set television crime drama or sitcom.

COMPONENT 2: Section B

in the set music products detailed on page 192 of the Specification:
music videos and online media.
COMPONENT 3

Learners will be assessed on their ability to use media language to
construct representations in the production (Non-Exam Assessment).

KEY CONTENT:

The different functions and uses of stereotypes, e.g:
» to communicate meanings that audiences will easily recognise, e.g.
products such as adverts need to convey a guick, clear message.

= to create humour, e.g. in the set episode of The IT Crowd.

Stereotypes become established when a social group (often a
minority group) has been categorised repeatedly in the media and
becomes recognised by a particular set of attributes.

How they may vary over time: stereotypes alter and develop over
time, mainly due to changes in culture and society.

[Z7 Apply it... identify examples of stereotypes in the set products and
think about how and why they are used. Now, try to find examples

of representations that challenge stereotypes and consider why the
producers might have made this decision.

KEY CONTENT:
How representations reflect the contexts in which they were
produced, e.g:

Social: reflecting society at the time/place of production e.g. in terms of
issues such as gender or racial equality, or economic prosperity.

Historical: the time/ period in which a product is created, e.g. the 19505
(Quality Street), the 1970s (The Man With the Golden Gun).

Cultural influences on a product, e.g. current trends or direct
references (such as representations of Countdown in The IT Crowd).

[&7 Apply it... analyse how the representations in the set products
reflect the time and place in which they were made.

e.g. the representation of the active female on the This Girl Can poster
differs from the passive females in the historical Quality Street advert, as
women now have more power and equality in society.

Question 1 will require analysis of media language or representation

Question 3 will require analysis of media language or representation

-
eduqas

THEORETICAL PERSPECTIVES AND CONTEXTS:

Representation, including processes of:
Selection: producers choose to include certain
elements in a representation (and exclude others);
this communicates meanings/ messages.

Construction: representations are ‘built’ by
producers, using elements of media language.

Mediation: media producers construct their own
‘version’ of the world that is represented to audiences.
We do not see the "actual’ world, but a producer’s view
of it.

[Z7 Apply it... consider how these ideas apply to
the set products; e.g. how representations are
constructed to show a particular point of view.

Gender and representation, including feminist
approaches:

Media industries have traditionally been male-
dominated, with fewer opportunities for women.

Women have often been under-represented in the
media; they also tend to be ‘passive’ in the narrative,
and portrayed as ‘objects’ (Mulvey's Male Gaze theory
could also be studied here).

[Z7 Apply it... find examples of passive/ objectified
females in the set products, and of women who
are active/ empowered. Consider why these
representations have been constructed.

Other perspectives on gender, such as
hypermasculinity, may also be studied.

CONTEXTS: Historical, Social, Cultural, Political:

How these are reflected in terms of representations,
themes, values, messages and viewpoints.

APPLYING REPRESENTATIONS:
PRACTICAL TASK

Art skills not important!

1. Create profiles (written or drawn) for three
characters from a new TV programme in a genre
of your choice.

2. Create a film poster depicting 3 characters (hero,
side kick and villain) for a new film in a genre of
your choice. You could sketch or photograph your
characters.

E? For each task: Consider how to construct
representations using media language (e.g. dress
codes, gesture codes and props) and what messages
about age, gender and ethnicity to convey.

Year 10 — Media / Representation — HT1
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ANCHOR, TAGLINE, SLOGAN, FRAMING,
TYPOGRAPHY, COLOUR PALETTE, CONNOTATION,
HERO, DAMSEL IN DISTRESS, STERECTYPING
NARRATIVE, COSTU’v’IE ALLITERATION,
PERSUASIVE LANGUAGE, REGENCY ERA,

DOMINANCE, P-’-\T?IAQCHA_ SOCIETY

1. Anchorage of the gold frame — connotations
of a halo effect around the man and the product
The QS product takes central framing

Bent 2. Typography is strong, forming the bottom
third of the poster, and tha strong purple colour
stands out to draw the cons
name.

32 befrgive fialls 40
~ [ e

mers’ eyes to the

a rich colour

QUALITY STREET: CONTEXTS

Product Context
Quality Street sweet tin made by Mackintosh, originally
created in 1936. In the 1930s, only the wealthy could

te of primary and second-
ry colours, links to the post-war consumerist
culture.

Brand Identity:

jor Quality & Mrs Sweetly

3. Hand-drawn, artistic nature of the design, with

936.
T

he characters are s

1. Connotations of the
sweets that are shown

Inference of a dilemmaz can
- male ‘hero’ choosing betwsen two
- femsles choosin

his dilemma; connotations
3. Patriarchal narrative, whi
tme

NI S M1 LR Sols, DY e ey s REPRESENTATION Ethnicity, Gender and social/cultural Issues
afford chocolate boxes but the creator Harold Mackintosh

aimed to sell them at a more reasonable cost to appeal "

Gender roles in the 1950s were remarkably
dufferent to the present day and it is important
to consider the advertisement in this context
The product itself was designed and planned
for working families and the imagery is very
cy aspirational of a higher class which links to the

postwar era in Britain. Much of the brand-
Artand ing indicates that the product was symbolic
Architecture. The Regency era could also be compared to of elegance and aspiration. The two female
Resignliic Lo L =199 characters appear to be of a lower class than
ok Betvedly 100 anE 1837 the countey the man in the suit, and the man in the suit
s T s gt G s e

: ' the gold frame. The item that brings all these

architecture were mirrored by a population boom. These & e
3 2 classes together is the product in the centre of

similarities can be compared to England in the 1950s
the image .

Social and Cultural Context

v Street brand

Major Quality

two characters

In the Regency erz, Britain went

era of British history
through a period of elegance with regard to Fine

was unde

The 1850s saw a change in "high culture”, 3 time where

fine art, decadence and theatre that had previously only

been accessed by the upper ciasses and those with mon- 1 & (s v,
ey were now going to be made more affordable to the

mass audience. The Conservative Part,‘ s 1951 election L
campaign was lead by the slogan o

and this supported drastic change 13

arts became more accessible and affo r

Representation of GENDER

The image suggests a3 male dom

gards to ‘choice’ — he is in control cfnl'*e product and

s centrally framed. This |iﬂk) to Mulvey’s male gaze in
relation to the framing {feminist theoretical perspec-

tive). The male character anchors the audience’s eyes

to the product which has significant phallic symbolism.

= The dress code relates to the modern working busi-
nessman who may be the ‘provider’ of the brand.
« The women have two stereotypes being relied upon
n the advert: firstly, that of their need for chocolate
common and very traditional stereotype that stil
exists today, and secondly their subservient body
anguage to the dominant man. The implication is that
to be successful you will need to be romantically led
byaman
= There is also a secondary and deeper analysis here
- 3 sense of manipulation with the women distracting
the man through romance to access the ‘prize’ that is
the product in the gentleman’s iap. This advert could
be seen to be representative of the way in which
society was moving at this time
= The historical representations of the Regency
characters show typical strong feminine colours, and
the showing of flesh for Miss Sweetly, and the formal
uniform dress of Major Quality signify importance and
power in their own relationship

ar adverts of this @

Representation of AGE

-

"
ouldbe important to make

To discuss the 'ES'&‘E" O"‘ ofage, it
3 comparison to 3 similar advert in this campaign with a3 much
oider coupie in two chairs

{S5e€ above

» This advertis p ':c~§,‘o""= young to m
(25—40), and the target audience could see t

characters in the main section of the advert

Iate- a stereotype that still ex

2. To be successful, women n

3. ty - especially when
it comes to ch The man is in contro
4. FisM :'.-'*e"am»-

he middie with women

either side

1950s Gender roles - Men in
controld, earning the money &

women are housewives, looking ﬂ
W O —
after the men

Year 10 — Media / Quality Street — HT1
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Key Terms and

conventions

films (previous Bonds, includ

Central image, protag-
anist, herg, villain, title,
star appesl, credit block,
frame, enigma codes,
signify, Long shot, facia
expression, body lan-
guage, colour, enigma
codes.

the link.

Die Anather D

1. Central image:
dressed holding 8 gun acrozs his body. Suggests
he ist he protagonist, so probably 2 ‘good guy'.-
Propp's theory- ‘hero'.

2. Direct address- Bond is locking directly at the
audience, seemingly making eye contact. This iz a

SPECTRE: CONTEXTS

Production Context
Released on 26 October 2015, starring Daniel Craig as
007 in his fourth perfermance as the fictional MIS agent.

common convention of film posters and helps to
add to the more personal approach of this format.
The intensity of his stare and the lack of 2 smile

Consider INTERTEXTUALITY

The whits tuxedo imtertestually references easrlier Bond

g Roger Moors, have wom
the white tuxedo, howewer this poster specific
ences 3zan Connery in Goldfingsr]
familiarty, nostzlgiz and pleasurs to fans who recogniss

providing 8 =

Bond films have often deliberstely referenced sarier films
in the franchise, for ex@mple the ‘Bond girl’ emerg
fromn the 523 (Ursula Andress in Dr Mo and Halle Bamryin
Daniel Craig also emerged from the sea
in Casino Royale, his first cuting as Bond, however it was
denied that this was s reference to the earlisr fims

ong-shot of lames Bond, smartly

Consider NARRATIVE

T

far-
znzz of

1. Bond's stbire connotes business and profess
2. The gum, an iconic part of Bond's “uniform
ger and action and iz casually pointed, conmn:
= never off duty, he is slways alert and rea

background
4 Costume: the tuxedo is iconic of the Bond image, and the
white tuxedo connotes luxury, wealth and sophisticatio

Based on a book by
by Britizh company

¢ lan Fleming, the film was produced
ything or Nothing) Pro-

nited Artists. The film was
created with an estimated 5245 m
the mest ex

could suggest how seriously he expects to be taken
3. Framing - Bend is in the middle and central

women, gambling etc.). The red

i N5 3 stribute:
ducticns and distributed by of remance and pas:

on budgst making it
pensive Bond film and ene of the most e:

filmz ever made. it grossed over SE20m
worldwide box office. The poster was designed by Empire

thnicity, Gender and socia

Designs, a British film promotion agency. The paster was
released on 3 September 2015, as part of & wide global
marketing campaign for the film.

Bond provides an image of masculinity that connotes bravery, intelligence and
strength: Bond's posture is strong and dominant, his arms are folded in a ste-
rectypically masculine stance. This closed body language connotes his lack of
emotion, his independence, and also his professional role a5 a rational, ruthless
assassin. The use of the key light on Bond is stark and highlights his chiselled
features, constructing a representation of tough, inscrutable masculinity. The
gun suggests danger but his posture connotes confidence with a relaxed attitude
toward such dangers. This 'hero’ archetype is typical of the action genre and
gudiences are led to believe, through this representation, that this is how a man
should be. The villain in the background is also male, reflecting the male-dominat-
ed nature of the franchise — the main protagonist and antagonist who drive the
narrative are both male

Social Context

The masked man, wearing a skeleton maszk was used

to symbolise the Mexico City festival “Day of the Dead’,
featurad in the opening sequence. This did nat happen in
real life howewver, the interest in the film, and the govern-
mient’s determination to promote pre-Hispanic Mexican
culture, meant that one year later the local authonties
decided to crganise such s parade [Dia de los Muertos)
on Cctober 25th 2016, It was a huge success and attend-
ed by 250,000 pecple. The Tom Ford white tuxedo worn
by Daniel Craig revived a fathion trend from the 1570s.
Frevious Bonds have worn a white tuxede, and John
Travolta famously sported one in the film Saturday Night
Fever im 1977, It has been argued that Daniel Craig inio-
ated a fashion trend, as many celebrities including David
Beckham and Benedict Cumberbatch were photographed
wearing a white tuxede around the time of the release of

The absence of female characters on this poster reflects a feminist perspective, as
women are still under-represented within action film franchises. There are stron-
ger famale characters in Spectre, however this poster does not feature them and
50 we can infer that much of the marketing prioritises Bond as an iconic figure who
will appeal to audiences

Spectre publicity, underlining the cultural significance of

the Bond franchise.

the ‘high life’ that off-duty Bond enjoys

oo et

51

[T ]

Social & Cultural Context

James Bond is an action hero who, since the 196505, has been constructed to embod
il

many masculine stereotypes of strength, independe
The representation of women in the franchise has traditional
typical: the ‘Bond Girl' whao is the beautiful
nsignificant to the narrative and ultimately disposable

'
ove interest’ for Bon

The representation of gender in the Bond franchise has evolved over time- to an ex-

tent — to reflect the changing social context. It would be usefu
for The Man With The Golden Gun here

Craig's Bond is not as sexist and overtly stereotypical as the
reflects some contemporary notions of masculinity as his B
ful and shows signs of vulnerability. Interestingly, the poster

dewelopment and represents Bond as the familiar action hero

KEY MESSAGES

Key messages:

1. Men need to be Masculine: strong, powerful, independent and
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resentation of gender have evolved to reflect the social context
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s not as sexist and overtly stereotypical as the earlier 007s
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Lack of CELEBRITY Consider NARRATIVE

Central image, protagonist, slogan, logo, tagline The lack of celebrity mes

persuasive language, call to action, mise en advert feels familiar. The femal r of
scene, signify, mid shot, facial expression, body scrzped up into 3 ponytail, c
language, colour, facial expressions, gender, ciotins are not Wit socety =P
For all thi 23zons, thers h

feminism, stereotype, mantra, focal point, logo, i

hashtag

MEDIA LANGUAGE: How the ADVERT communicates with the audience using the different codes:
e | S oo

nom

likéa pig,

feeling ™
like a fox.

1. Central striking imag= that encourages the 1. Costume: gym/sports wear, COMMUNICITNg
1. Cos e: gym/s S W
T reader to become intrigued to find out more a relatable character in everyday clothing tha

GIRL about the advert
CAN 5 M . y 8 -

2. Mid-shot of 3 woman in her thirties, &
ng. Unlike many advertising campaign
male is not 3 celebrity. By purposefully
g using a sporting legend or an athletic goddess

you would expect to se
taking part in physical activity. Loose, baggy

costume communicates that the character is
comfortable wearing the

e someone weanng when

se and not concerned

about how they look

THIS GIRL CAN: CONTEXTS the campaign is able to target ordinary women f=male in colour
of all ages, encouraging them to take partin 2 Facial expressions: happy 3nd ‘1ot in the mo- 0
Background Context sport and showing them that they can achieve. ... connoting being happy and comfortable

3. Background iz not in focus, making the
ip <central character the main focus and most

TGC is a national campaign developed by

work

g out and not caring about judgements

|SE} and in conjunction with a wide range of partners of others

organisations. mportant object in the frame, connoting the 3.Body languzge: in the moment- 2zain connot-

The purpose of the campaign is to break down the prima- protagonist of the narrative ng feeling = = and comfortable taking part in id they wish to follow it or fin

ry t:arn:r Hoxdmgwcmﬂr‘- back from participating in sport 4. Focal point: facial expression, connotesinde-  p oo evercise ke-minded others and bring
judgement. The campaign seeks to target pence, confidence and happine ctonto

ctive women who are do
r that may be
they look or
Tha campaign is currently funded by the National Lot
and backed by a government body, Sport England; there
is no commercial aspect to it at all.

The campaign's agenda is to encourage women to participate in physical activities  In addition, the brand name, “This Girl Can” uses
by challenging the dominant ideclogy. in order to do this, the campaign portrays  ing term. it is used to represent (and target) the wh

Social and Cultural Context

Year 10 — Media / This Girl Can — HT1

women extremely positively. make them feel included. 3 force to be reckoned with, 3 team, a united front
SE carried out research to find out why there was such z & P X W = ) athd A e D e s
Stereotypically, women have often been thought of as the weaker sex and often When used in the context of sport, “girl” can be thought of as having some negative
b In sports participation and discovered oc¢ oyecassful, particularly where sport is concerned. However, this advertising  connotations — “throw like 3 girl” is 3 common simile used to mock someone who
AT R T A S Y O CIWOTTIR SN A B campaign is seeking to challenge these stereotypes and convince women of their  cannot throw. It piays on the stereotype that girls can’t do sport. Perhaps then this
n sport regularly. They wanted to know why. They found: potential statement is in response to that idea, “This Girl Can”
- 13 million women said they would like to do more The female in this image is portrayed from a positive viewpoint: she is represented Interestingly though, considering that the campaign is targeting females of all ages
sport/physical activity. as independent, confident and happy. There is a clear focus on her face, showing  the word “girl* has been used rather than “woman”. “Girl" is usually associated with
- Just over 6 million of these were not active at all. an expression of enjoyment and fun. By selecting such an image, the producers are younger femaies and there is an argument to say that women over 3 Certain age may
cing to ¢l i \ I 0 Y sS00 roces from th r
~Feae of being judged was the number 1 thing stopping seeking to challenge the sexism and maequm nance in sport. The processes of  feel disconnected from this campaign
most women taking part in sport/physical actiivity. selection and production have been carefully managed. This advert, like the others
i lp‘ g : in this campaign, has a certain 'rawness’ to it, focusing on ‘real’ women. There is KEY MESSAGES
It ofthe ¢ 1paign om wome ve s
Gl - no glossy finish and it doesn't resemble any of the high-end adverts produced by Key messages:
% commercial sporting brands 1. Women can be strong, powerful, independent and good at
Deing active is Increas f than the numb The females are supposed to be seen as heroic- aspirational role models for the sport
Soon after the launch of the “Thiz Girl Can” campaign, readers. Audience members should see something of themselves in these women : i h : % R ~
W en o e T WS \ f W mer
Nike released a more motivational campaign called bringing their own fear of judgement to the forefront and considering whether it is gt en should partake in physical activity without Judge'\'\"n
“Better for it* which also portrayed a more ‘real’ sideto  actually an appropriate fear to have when they see the amount of fun and enjoy- and if they do, they will feel great
#tness ment these women seem 1o be experiencin g
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ROGER MOORE
JAMES BOND 007"

“THE MIAN
WITH THE
GOLDEN GUN"

TMWGG: CONTEXTS

Production Context

Released on 19/12/74. Roger Moore a5 007,
IMoore's second appearance as 007

Based on a book by lan Fleming. Produced by
British company Eon {Everything or Nothing)
same as SPECTRE. Distributed by United Artists.
Estimated $7m budget, grossed 597 m+ million
world-wide

Reflects popularity of Martial Arts film genre,
there were several Kung Fu scenes and the film
was filmed predominantly in Asia, having being
shot in Hong Kong, Thailand and Macau. The
artwork for poster was produced by artist and
illustrator Robert McGinnis.

Historical Context

Illustrations commaonly used on film posters due
to the limited technology.

TMWGE was set in the middle of the 1973
energy crisis, when the ail producing Arab nations
proclaimed an oil embargo — the decision to stop
exporting oil to USA) causing an oil crisis. This had
short and long-term effects across on politics and
the economy across the globe. This is hinted at
through the poster's iconography of the power
plant in the lower left corner and the energy
beam directed at Bond.

Key Terms and

conventions . Ny . .

Central image, protag-
onist, hero, villain, title,

up,
body language, colour,

Typical of Bond films, the protagonist is flanked by Exti
females wearing daoth

en are highly sexuzlised: bikini-clad, slim with perfect

very fe

putting her arm out in front of him, seemingly pro-
tecting him. Barthes might argue that this is another
enigma code, sugg=s"ir'gtu:u the audience that Bond
haz female allies and enemies, yet all look the same
making it hard ‘cr him to distinguish between them.

facial expression,

enigma codes.

es: Two of these wom- Bond and someone is loading it
graved with his name.

Consider Propp NARRATIVE & Barthes ENIGMA theory Messages and Values

olden gun, pointed right at Key messages:

1. Men are he

with a bullet en-

Th-= reader can i I"‘_'EI'|:-I'E ME 40 be Mazouli

star zppesl, cradit block,  1oUr Elass figure and long flowing hair Body Iangua.ge: a@s an atte L b and intelligent to be successful.
frame, enigma codes, ONE 30pEaTs to be looking &t the golden gun assassin - only see the hand of the shooter creates 2. Women need to be feminine: they
signify, Extreme close whilst pointing at Bond whilst the other seems to be ar'd ane

are :E.‘CUB“EEd. attractive and allies

opp ;:r'urv_—er
to men.

theory- we wu:u.JId consider t erson to be the

Minmritv ormins = = =
“villgin’ Surrounding Bond are even more enemies 3. Minority groups are dangerous.
and people trying to kill him. These signify action/

thriller genre.

Symbolic Codes

1. Central image: mid-shot of lames Bond, smartly
dressed holding a gun across his body. Suggests he isthe
protagonist, so probably a ‘good guy”.- Propp’s theory

- ‘hero”.

2. Direct address- Bond looking directly at the audience,
making eye contact. The intensity of his stare and lack
of smile connotes how seriously he expects to be taken
and appears calm despite the chaos surrounding him.
This informs the audience of one of his great strengths,
his ability to keep his composure in any situation.

fies danger and action.

REPRESENTATION Ethnicity, Gender and Issues Minority groups
At the start of the 20th century, representations of minority ethnic groups s

UKs favourite secret agent; charming, suave, pood looking and, most importantly,
always caught the ‘bad guys'. This representation of masculinity told audiences

that this was what a man had to be at the time = intelligent, strong and prepared
10 put yourself in dangerous situations. If you were all of those things, you would

be successful, gain respect and women would want you. The assumption then is
that men should also be heterasexual

Twa of the three famales on the poster are wearing bikinis which show off their
slim bodies. Both are heavily made up and wear earrings and bracelets as accesso-
ries to the ‘outfit’. The two women alsa have long flowing hair.

A feminist theoretical perspective would argue that this sexualised representation
of women suggasts that they are little more than bodies to be lookad at.

Another female, howewver, is dressed in a karate uniform and is shown ina martial
arts pose, and appears to go against this stereotype. She too has flowing hair but
this time it is much darker and her skin tone suggests she is from a different ethnic
group to the other females. This goes some way to explaining why she seems not
1o support the dominant sexualised stereotype portrayed by the other females;
she is seen a5 exotic, different, the ‘other

1. Bond's attire connotes business and professionalism 1. Actor's name{s) placed at top 1o entice audience -

and the gun, an iconic part of Bond's ‘uniform’, signi-

2. Extreme CU of gun at bottom pointed at Bond
oading with bullet with name on, so audience know
someone is trying to kill him.

3. Colour of the gun (gold) connotes wealth

4. Explosions communicate action in the film and link
to historic context of cil embago

5. Female costumes of bikinis and slim

commion convention. Roger Moore- househo
Bond in the previous film, Live and Let Die. Name placed
directly above Bond's image to reinforce the
2. Title appears with book author at the

3. Credit block, detailing industry information sud
other star’'s names, directors and producers, is much
smaller and tucked away
away from the main image or the r

the dominant stereotypes of the time: to be
or dangerous. While society was progressing towards racial equality by the
some of these sterectypes were still in evidence in mainstream films. In a itis
nteresting to consider this poster in the context of the mowve towands gender equ
and increased women's rights in the 1960s and 70s.

Feminist Laura Mulvey coined the term the ‘male gaze’ which discussed how the au-
dience is put into the perspective of a heterosexual man. In this poster, the audience
5 forced to focus on the curves of the women's bedies, putting them in
male. This suggests all men look at women and communicates to the audience that
this is what an attractive woman looks like. Mulvey angues that this denies the v
human identity and relegates them to the status of objects 1o be admired phy
appearance. This could be further argued as the producer of the artwork was a male
Robert McGinnis.

HALL’S RECEPTION THEORY

The producers have encoded certain ideas into this text but it depends on the
viewer's own social and cultural context how this image is decoded
DONIMANT - NEGOTIATED - OPPOSITIONAL
or example, the depiction of a female doing martial arts could be seen to
upport the idea that she is dangerous and to be feared or could be seen as a pro-
g essive way of looking at females, those who are strong, confident and fearless

the eye
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