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Introduction


The content of this student book is designed for those learners following the linear Eduqas Media Studies speciﬁcation in England and Northern Ireland. However, some of the content is also relevant to those following the modular WJEC speciﬁcation in Wales and Northern Ireland. For the WJEC speciﬁcation there is an overview at the end of this section and there are helpful indicators throughout this book showing you the sections of the Eduqas content that are relevant to the WJEC speciﬁcation. Look out for the information in orange WJEC boxes, as seen on the right.


This book has been written for the Eduqas AS course you are taking and includes useful information to help you perform well in the examination and the internally assessed unit.


While the focus of this student book is the AS assessment, many of you may be following the linear A level. This book will introduce you to the theoretical framework and some of the set forms and products you will need to study for the A level. It will also give you information regarding the additional set products required for the A level assessment. More detailed analysis of these is included in the Year 2 book.


This book is split into chapters related to aspects of the speciﬁcation. Each chapter includes the following elements:


• Examples of how to analyse a range of media forms and products including relevant terminology. These include approaches to the set products and related wider examples that are required for the examination.


• Deﬁnitions of key terms and their application to help you in your study and revision.


• Quickﬁre questions designed to test your knowledge and understanding of the media forms, set products and the theoretical framework.


• Tips to help you broaden your understanding and improve your examination technique.


• Stretch and Challenge tasks to encourage your independent learning, and to broaden your knowledge and understanding.


• Named Theorists that are listed in the speciﬁcation, related to the subject, are included to broaden your knowledge and make you aware of the theorists and the key theories you must know in each component. Key Figures are also shown, giving you additional examples.


• At the end of each chapter there is a summary page to help you structure your revision.


How to Use this Book


The Speciﬁcation


If you are following the linear Eduqas speciﬁcation, television is one of the media formsthat you are required to study in depth. At AS level, you will be required to study one set television product while at A level you will be required to study two set television 


 


products, including one that has been produced for a non-English-speaking audience.


This section provides an introduction to some of the key approaches that can be used to study television products. Further guidance regarding the television products that are only studied at A level can be found in the WJEC/Eduqas Media Studies for A Level


 


Year 2 


book.


 Section A: Television


Component 2: Investigating Media Forms and Products


Television Options


In Component 2, you ar


e required to study one of the following television products:


Option 1: Peaky Blinders (UK, 2013). Series 1, Episode 1• Peaky Blinders is a British crime drama that was created by Steven Knight and which stars Cillian Murphy. It was produced for the BBC by Caryn Mandabach Productions and Tiger Aspect Productions. It was ﬁrst broadcast on BBC Two on 


12 September 2013.


Option 2:  Black Mirror (UK, 2016). Series 3, Episode 4: ‘San Junipero’


• 


Black Mirror


 is a British science ﬁction 


anthology series


, cr


eated by Charlie 


Brooker. The fourth episode of Series 3, ‘San Junipero’, which stars Mackenzie Davis and Gugu Mbatha-Raw, was produced by House of Tomorrow for Netﬂix. It 


was released on Netﬂix on 21 October 2016.


Option 3: Killing Eve (UK, 2018). Series 1, Episode 1• Killing Eve is a British spy thriller, starring Jodie Comer and Sandra Oh. It was produced for BBC America and BBC Three by Sid Gentle Films. It was ﬁrst broadcast


 


on BBC America on 8 April 2018 and on BBC Three on 15 September 2018.


Anthology series 


A series that is comprised of entirely separate, self-containedstories. The individual episodesmay be connected by a common, over-arching theme but they generally feature different characters.


 


 


Key Term


5



If you are following the modular WJEC speciﬁcation you are not required to study television at AS level. However, as part of the A2 module ‘Media in the Global Age’, you will study three television crime dramas – the Welsh crime drama  Y Gwyll/Hinterland, one European crime drama, and one UK crime drama from the 1990s. While the WJEC/Eduqas Media Studies for A Level Year 2 book features some material that is particularly relevant to the study of Y Gwyll/Hinterland and the European crime dramas, we would recommend that you read this section ﬁrst as it provides a useful overview of key issues and debates regarding the study of television as a media form, and also offers an introduction to the codes, 


conventions and historical development of the crime drama genre. 


123


WJEC speciﬁcation


Key Terms 


Quickﬁre


Tip


Stretch and Challenge


Named Theorist


Key Figure


9
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Chapters 1 and 2


These are introductory sections. They introduce you to the theoretical  


framework that underpins all that will follow. This includes:• media language• representation• media industries• audiences.


These chapters will introduce you to the speciﬁc language required for the subject. This is particularly useful for those of you who did not study Media Studies at GCSE. You will also be provided with an overview of the requirements of this speciﬁcation so that you are aware of what you are studying and how you will be assessed.


Chapters 3 and 4


These chapters focus on Component 1: Investigating the Media. They will cover what is required for Sections A and B of the examination paper. In Component 1 you will study set products and forms in breadth. These chapters prepare you for this by looking at the set forms and products, but they also consider wider examples to prepare you for the unseen element of the assessment.


Chapters 5 and 6


The focus here is on Component 2: Investigating Media Forms and Products – the set forms and products you will study and how you will be assessed. These forms are Television, Magazines and Online Media. There will be detailed examples introducing you to each of these media forms, as well as suggestions regarding how to apply the relevant elements of the theoretical framework to the set products.


Chapters 7 and 8


These chapters deal with the non-exam assessment and guide you through the production briefs, and the preparatory research and planning required. There are also tips on how to produce a successful production and complete your Statement of Aims and Intentions. Here you also will ﬁnd examples of work from ‘real’ students to give you an idea of what is expected of you at this level.


Chapter 9


Chapter 9 of the book covers the key skills for examination success, including the important skill of essay writing and how to structure different kinds of examination responses. There are also some ideas for what to include in answers to possible types of questions that may appear in the examination. They offer a guide as to the approach that is required and key points you may include. You will be offered advice on how to structure your writing to produce an effective examination response.


Chapter 10 and Glossary


Finally, at the end of the book you will ﬁnd some supplementary material to aid your learning. This includes a quick guide to the theories and theoretical perspectives required for the examination (Chapter 10) and a Glossary of media terminology.


The theories are outlined in Chapter 10 of this book.


Tip


10
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How to Use this Book


What is Expected from You


Remember that, although there are examples of annotated products throughout this book to help you, it is more important that, for some areas of the speciﬁcation, you gain the knowledge and understanding to allow you to analyse any media products, including your own independently researched examples. The introduction to the theoretical framework will help you do this. It is not the intention that you just use the wider examples in this book in your examination responses. They are here to illustrate how knowledge and understanding can be applied effectively.


Those of you following the Eduqas speciﬁcation need to be very familiar with the set forms and products, and need to also engage in independent research of wider examples to prepare for the unseen element of Component 1.


For both the WJEC and Eduqas speciﬁcation, you should use the overview of theories and theoretical perspectives in Chapter 10 as a starting point to familiarise yourself with this challenging element of the course.


In order to support your study of AS Media Studies you can look at the Eduqas website www.eduqas.co.uk. Make sure you access the correct part of the website for the speciﬁcation you are studying. Look for sample assessment materials, past papers and mark schemes, which will help to familiarise you with the assessment.


Importantly, take responsibility for your own learning and do not rely on your teachers to give you notes or tell you how to gain the grades that you require. Using the ‘Stretch and Challenge’ activities in this book will help you to be a more independent learner.


Tip


This book is aimed at those of you following the Eduqas speciﬁcation in England and some centres in Northern Ireland. Centres in Wales will follow the WJEC speciﬁcation. This means that some, but not all, parts of this book will be relevant to the WJEC speciﬁcation.


The main differences in the WJEC speciﬁcation are:


• The AS and A2 remain coupled. This means that you will sit an examination and complete an internally assessed production at the end of Year 12 and those marks will then be carried into Year 13. The AS counts for 40% of the ﬁnal mark.


• There is only one examination in each year. Learners following the WJEC speciﬁcation will take one AS examination at the end of Year 1 and one A level examination at the end of Year 2.


• Section A has set forms but not set products. Section B has a range of set products including options.


• Many of the elements of the existing speciﬁcation remain unchanged.


• The speciﬁcation has a Welsh perspective. For example, some of the options for the set products are in the Welsh language.


AS


A2


Unit 1: Investigating the Media


100 marks


One written examination of 2 hours 30 minutes


Unit 3: Media in the Global Age


90 marks


One written examination of 2 hours 30 


minutes


Unit 2: Creating a Media Production80 marksNon-exam assessment


Unit 4: Creating a Cross-Media 


Production80 marksNon-exam assessment


11
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The main similarities between the Eduqas and WJEC speciﬁcations are:


• The focus on the theoretical framework, which is comprised of media language, representation, media industries and audiences.


• Some of the set products are the same, for example the historical magazines.• Some of the forms are the same, for example music videos.


• The theories and theoretical perspectives named in the WJEC speciﬁcation are also in the Eduqas speciﬁcation and are therefore covered in this book.


In Unit 1 Section A of the WJEC speciﬁcation, the products to be studied are chosen by the teacher. The set products included in the Eduqas speciﬁcation could be used for the WJEC examples. In Chapter 3 on Component 1: Section A, other examples are also included to broaden knowledge of the form, these could also be used as examples for the WJEC speciﬁcation.


The tables on pages 12 and 13 show the overlap between the two speciﬁcations, this allows you to see which Eduqas set products covered in the book will be relevant to you if you’re following the WJEC speciﬁcation.


Chapter 1, which covers the theoretical framework, will cover the analytical skills required for both WJEC and Eduqas.


Tip


In Chapter 3 Section A, other examples of adverts and music videos are explored as well as the set products for Eduqas. This will be very useful for WJEC students as the codes and conventions of the forms are analysed in detail.


Tip


Overview


Table showing overlap between the WJEC and  Eduqas AS Level speciﬁcations


Media Forms Common to WJEC and Eduqas 


Media Products Common to WJEC and Eduqas 


Media Theories Common to WJEC and Eduqas 


Relevant  Unit or Component


Relevant Sections of the Book


Advertising


Tide print advertisement


Super. Human. Tokyo 2020 Parlympic Games audio-visual advertisement


Semiotics (Barthes)


Representation (Hall)


Theories of identity (Gauntlett)


Reception theory (Hall)


Cultivation theory (Gerbner)


WJEC:  


Unit 1 Section A: Selling ImagesEduqas: 


Component 1: Sections A and B


See Chapter 3: pages 59–65 (Section A) and pages 107–114 (Section B) 


Music videosFormation, Beyoncé


Underdog, Alicia Keys 


Semiotics (Barthes)


Representation (Hall)


WJEC:  


Unit 1 Section A: Selling ImagesEduqas:  


Component 1: Section A


See Chapter 3: pages 72–77


Newspapers (Print and Online News)


Daily Mirror


Print edition (set edition for Section A)


Print edition and selected pages from the website (centre’s choice for Section B)


Semiotics (Barthes)


Representation (Hall)


Theories of identity (Gauntlett)


Reception theory (Hall)


Cultivation theory (Gerbner)


WJEC: 


Unit 1 Section B: News in an Online AgeEduqas: 


Component 1: Sections A and B


See Chapter 3: pages 77–81 (Section A) and pages 99–106 (Section B)
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How to Use this Book


Table showing overlap between the WJEC and Eduqas  A Level speciﬁcations


Media Forms Common to WJEC and Eduqas


Media Products Common to WJEC and Eduqas 


Media Theories Common to WJEC and Eduqas 


Relevant Unit or Component


Relevant Sections of the Book


Television


The Bridge 


Narratology (Todorov)


Genre (Neale)


Structuralism (Lévi-Strauss) 


Postmodernism (Baudrillard)


Feminist theories (bell hooks and van Zoonen)


Representation (Hall)


Reception theory (Hall)


WJEC:  


Unit 3 Section A: Television in the Global Age


Eduqas: 


Component 2: Section A: Television in the Global Age


See Chapter 5, Section A: pages 123–158


See also the Media Studies for A Level/Year 2 book


Magazines


Vogue


Woman


Woman’s Realm


Huck


Adbusters


Semiotics (Barthes)


Structuralism (Lévi-Strauss) 


Feminist theories (bell hooks and van Zoonen)


Theories of identity (Gauntlett)


Reception theory (Hall)


WJEC:  


Unit 3 Section B: Magazines: Changing Representations


Eduqas:  


Component 2: Section B: Magazines: Mainstream and Alternative Media


See Chapter 5, Section B: pages 159–179


See also the Media Studies for A Level/Year 2 book


Online MediaAttitude websiteSemiotics (Barthes)


Structuralism (Lévi-Strauss) 


Theories of identity (Gauntlett)


WJEC:  


Unit 3 Section B: Magazines: Changing Representations


Eduqas: 


Component 2: Section C: Media in the Online Age


See Chapter 5, Section C: pages 180–195


See also the Media Studies for A Level/Year 2 book


Video GamesAssassin’s Creed III: Liberation


Media effects (Bandura)


Fandom (Jenkins)


WJEC:  


Unit 3 Section C: Media in the Digital Age – Video Games


Eduqas: 


Component 1: Section B


Chapter 3: pages 115–119
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What is the Framework?


The AS Media Studies speciﬁcation is based on a framework that provides you with the tools to help you develop a critical understanding of the media. 


The framework underpins the study of the media in all three components of the speciﬁcation and is made up of four inter-related areas:


• media language: how the media communicate meaning through their forms, codes and conventions, and techniques


• representation: how the media portray events, issues, individuals and social groups


• media industries: how production, distribution and circulation are linked to and affect media forms and platforms


• audiences: how media forms target, reach and address audiences. How audiences might interpret and respond to different media forms and how audiences may themselves become producers.


Media Language


Textual Analysis Toolkit


The creators of media products encode messages and meanings within the products through media language, the audience then decode these messages and respond to them in different ways. All media products are constructed and the messages of the creators will be contained within the product.


You must study the following aspects of media language and be able to apply your understanding to the forms set for each component.


Technical Codes


In preparation for the examination it is important that you are able to conﬁdently discuss the technical codes of a range of products, and that you are then able to apply that knowledge and understanding across different products. Some of the media products will be chosen by your teacher and some will be set by the awarding body. In order to do this you need a ‘Toolkit for Analysis’.


This is a set of key points that you know you must refer to when analysing a particular media product. It is also very important that you discuss and analyse the purpose and effect of the particular technique employed by the text.


Technical codes are one of the ways in which a media product is constructed. With regard to moving images, including music videos and television programmes, this is the way in which camera shots, angles and movements are edited together to communicate messages to an audience. In print texts this refers to the design, layout and key features of the text.


1



Introducing the Media Studies Framework 


Forms


Different types of media, for example music, newspapers and radio.


Platforms


A range of different ways of communicating to an audience, for example television, social media, etc.


Products


What is produced by media organisations, for example ﬁlms, video games, television programmes and music videos.


Encode


Communicate ideas and messages through a system  of signs.


Decode


The process through which an audience interprets a message.


Codes


These are signs contained within a media product that give clues to the product’s meaning.


Effect


The impact a code may have upon the audience. 


Key Terms 


Analysing technical codes is relevant to all areas of this speciﬁcation, so remember to transfer your knowledge across all the components.


Tip
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Introducing the Media Studies Framework 


Technical Codes in Moving Image Products


Camera Shots


There is a range of shots that are used to create speciﬁc effects.


• Close-ups can be used to convey emotion or tension or to draw attention to particular objects within the frame. A close-up of a character’s face can make the audience feel more involved with the character.


• Extreme close-ups, for example a hand on a door handle, where information is withheld from the audience, create suspense or draw attention to something important that will be used later in the narrative,  for example a tattoo.


• Medium close-ups are also called ‘newsreader shots’. The head and shoulders shot is how the audience would expect a news anchor to be within the frame, this shot is therefore related to a speciﬁc genre.


• Long shots are used to provide more information about the context or location in which the action is taking place. Here, the audience may be shown the characters and part of their surroundings, as in this crime scene example on the right.


• Establishing shots are rapid ways of advancing the narrative by showing the audience where the action is about to take place. Audiences may then have expectations of what will happen next and this enhances their pleasure. For example, the establishing shot used in the BBC crime drama Shetland (below) illustrates the remoteness of the location and foreshadows the bleak narrative.


When you are analysing technical codes consider how they reﬂect the product’s genre.


Tip


Extreme close-up


Long shot


Medium close-up


Establishing shot
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 Media Studies f


or A Level Year 1 & AS


Camera Angles


• A high-angle shot with a character as its subject will have the effect of making the character appear vulnerable and insigniﬁcant. An aerial or bird’s-eye view is often used in action ﬁlms to ﬁlm sequences such as car chases to allow the audience to see fully what is happening. This type of shot also suggests the high production values of the product.


• A low-angle shot of a character or object will create a sense of power and dominance. The low-angle shot used in the marketing campaign for the 2020 Paralympics (left) makes the subjects appear strong and powerful, and challenges misconceptions of disability. It reinforces the campaign’s slogan ‘Meet the Super. Humans.’


Camera Movement


• A tracking shot is when the camera follows the character or the action. The effect is to make the audience feel involved in the action. If the tracking shot is ﬁlmed using a hand-held camera, then the effect is further enhanced. In a reverse track, the camera moves back as the subjects come towards the camera. Again, this involves the audience. This shot is used often in hospital dramas where the camera follows the hospital trolley in an emergency or the doors open and the trolley comes towards us. The audience is then caught up in the panic and action.


• A zoom is when the camera moves from a long shot towards the subject or out to a long shot exposing more detail. A zoom shot is usually virtually unnoticeable; it should not be intrusive unless that is the desired effect. The zoom to a close-up allows the audience to be involved in the emotion of the character and to more clearly see facial expressions.


• A panning shot is when the camera moves across the scene, imparting information to the audience. It is often used to show location, for example the London skyline. In a whip pan, the camera rotates at high speed, causing a blurring effect and suggesting pace and action.


• In a tilt shot the camera rotates vertically from top to bottom, or vice versa. It can be used to imply mystery when introducing a character by focusing ﬁrst on the feet and then gradually tilting upwards to the face. The audience then makes assumptions about the character in different ways.


In your examination responses don’t just name the technical code, always explain why and how it has been used.


Tip


Give another example of when and how a zoom may be used.


Quickﬁre 1.2


What other camera shots are there and what are their purposes and effects? Refer to speciﬁc examples of media products to illustrate your points.


Quickﬁre 1.1


Production values 


The features of a media product that illustrate how much it cost to make. A high-budget ﬁlm is recognisable by its settings, use of stars and more complex editing, for example. The reverse is true  of low-budget ﬁlms.


Hand-held camera


A style of ﬁlming whereby a decision has been made not to use the steadicam on the camera or a tripod but to allow the camera to move freely during ﬁlming. This gives a jerky style of ﬁlming that suggests realism and makes the audience feel involved in the action.


Key Terms 
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Introducing the Media Studies Framework 


Editing 


The process of selecting, ordering and editing shots in order to convey meanings to the audience, can be complex. The editing of a media product also changes according to the genre. In an action scene the expectation is that the editing will be fast paced and the transitions will be cuts to convey action and speed. However, in a horror sequence the editing may be slower, along with the transitions, in order to build suspense and create enigmas. It is also through editing that the narrative is created.


Technical Codes in Print Products


Print products, for example magazines, ﬁlm posters and advertisements, also use technical codes to transmit meaning. These products are constructed by employing a range of techniques designed to appeal to and attract an audience. These include:• Layout and design: the way in which the print text is constructed is partly through the technical codes of the text. The use of colour, font and text positioning all contribute to the overall style of the publication. Magazines have a house style and readers recognise this and expect it to be consistent. This may be established through, for example, the font used for the masthead and the colour codes.


• Camera shots: the choice of shot on a print product helps to communicate meaning. A screenshot from a ﬁlm used on a ﬁlm poster suggests the narrative and genre of the ﬁlm. A close-up of the creator on a vlog contributes to their star persona and attracts their fan base.


• Lighting: the way in which the image is lit helps in the construction of messages.


• Use of colour: the colours chosen to be incorporated into print products convey messages about each product’s genre and often about the audience who will consume it. Pastel colours employed on a ﬁlm poster suggest a speciﬁc ﬁlm genre. Print-based adverts for fragrances convey messages quickly to their audience by the digitally applied colour washes.


• Graphics: logos and graphical representations appear in many forms on print products. The graphics included in a ﬁlm trailer will communicate messages about the ﬁlm’s genre.


• Post-production techniques: in the media today, still images are manipulated and enhanced digitally to create a special effect. In advertising, eyelashes are extended and skin is made to appear ﬂawless through airbrushing (as in the image below right). Film posters manipulate images to communicate the ﬁlm’s genre and attract audiences.


Editing


The way in which the shots are put together to create a particular effect. Editing can be described in terms of pace and the transitions that are employed.


Transitions


The way in which the shots move from one into the other, producing a particular effect. Different transitions include cuts that produce a faster-paced sequence. Fades and wipes suggest a more controlled and slower section.


Graphics


A precise type of design. For example, in media terms, the titles and credits in a ﬁlm or for a television programme, or the seemingly hand-drawn but usually computer-generated images in a video game.


Key Terms 


How do technical codes construct meanings in print products? Use speciﬁc examples to support your points


Quickﬁre 1.3


Often, when students are analysing print products the tendency is to pay less attention to the technical codes. Remember that the product has been constructed and the technical codes convey meanings to an audience.


Tip


The ‘Toolkit’ will help you to analyse media products in all components of the speciﬁcation. It is essential when analysing media language, for example genre and narrative. It is equally important when researching products for your own production work.


Tip
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Audio Codes


Audio codes are an important way in which the creators of media products communicate messages. No audio codes are there by chance, they are part of the construction of the text. However, it is invariably the case that students spend less time analysing the audio in favour of the visual elements of the product. It is important that you learn to discuss audio codes, their purpose and effect, and to use the correct media terminology to ensure that your analysis is informed and coherent.


Sound in a media text is either diegetic or non-diegetic and can take the following forms:


• Dialogue is an important audio code that has the purpose of imparting information to the audience and establishing characters and relationships. The mode of address of the speaker and the speciﬁc lexis used can also anchor the product in a particular genre. For example, the way in which the presenters on The Today Programme on Radio 4 converse is formal and suggests their expertise in the topic and their role as the news anchors interpreting the news for the listener.


• Sound effects add to the realism of the product and are also an indication of genre, and they support action codes. In some genres they are enhanced in order to create an effect. For example, in a horror ﬁlm trailer the sound effects are stereotypical and recognisable – the wind howling and doors creaking. They often made louder post-production in order to build tension and suspense.


• Music is obviously an important audio code. The choice of music or the speciﬁc song used will convey narrative information to the audience. Music, as with other audio codes, suggests genre. There is an expectation that, at a tense moment in a television crime drama, appropriate non-diegetic music may be heard. The audience will suspend disbelief as the music adds to the atmosphere. It is often the case that contrapuntal music acts as an action code.


• Voice-overs are examples of non-diegetic sound that serve to give information to the audience. For example, the voice-over accompanying a ﬁlm trailer ﬁlls in missing pieces of the narrative for the audience and often establishes the genre through the use of lexis. 


Diegetic sound


Sound that is part of the mise-en-scène and can be heard by characters in the scene. For example, a gunshot as we see it being ﬁred in a crime drama.


Non-diegetic sound


Essentially, sound the characters within the frame cannot hear. It is sound that may have been added post-production or has been used to suggest mood and atmosphere.


Lexis


The speciﬁc type of language or vocabulary that is used.


Suspension of disbelief


Where the audience are involved in the action and do not question impossible aspects of it; for example, the sound of dramatic music in a crime drama confrontation scene.


Contrapuntal


Sound that does not match what is happening on screen. For example, the introduction of ominous music in a seemingly peaceful scene.


Key Terms 


Make sure that you know how to analyse audio by referring to pace, types of instruments, choice of song to match the narrative, purpose and effect. Avoid simplistic descriptions such as ‘the music was loud’. Consider what made the music loud and why it was important at that point in the product. What effect did it have on the audience?


Tip
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Introducing the Media Studies Framework 


Barthes introduced the idea that signs can function at the level of denotation, the literal meaning of the sign, and connotation (the meanings associated with it). In your examination response you must discuss the connotation and not just the denotation of the visual codes within the product. 


Visual Codes


One of the means by which media products convey messages to audience is through visual codes. Messages are encoded by the creators of the product and audiences decode these messages. In the section dealing with audience you will see what affects the way in which different audiences interpret and respond to media products – not all audiences take away the same messages. Media products may be polysemic and are open to a range of interpretations. Everything we see in a product will contain meanings and has been constructed with a purpose. 


The main visual codes are:


Clothing: what is worn in a media product communicates messages about the person, for example a uniform or a football shirt. Within a media context, clothing can communicate messages quickly to an audience and may advance the narrative without the need for complex explanations. When a new character enters the frame in, for example, a forensics crime drama and is wearing a white suit and plastic gloves (see right), the audience understands the role of this character and has expectations of their behaviour.


Theoretical Framework: Semiotics 


Roland Barthes


Barthes was a French writer who studied semiotics. He argued that all texts communicate their meaning through a set of signs that need to be decoded by the audience. He was particularly interested in the way in which signs take on the ideology of a speciﬁc society, and their meanings become accepted and appear natural through repetition over time. He also argued that the way in which the audience interprets the image is inﬂuenced by other forces, for example culture and context. 


Media producers encode meanings in their products, which audiences need to learn to decipher. However, not all audiences will decode the meanings in the product in the same way – this will change according to cultural experience and context. For example, the Union Flag is a sign that may be interpreted in differentways according to whether it is seen at a royal wedding or as a symbol of the British National Party (BNP). Similarly, a red rose as a sign may have a different connotation according to the context in which it appears. It may signify love or the Labour Party, for instance. Both these ‘signs’ take on a symbolic quality above and beyond their basic image. 


Research Roland Barthes’ theories of semiotics in more detail to develop a more sophisticated understanding.


Stretch and Challenge 1.1


Semiotics


The language of codes and signs; it deals with the way in which media texts are encoded and the way in which audiences decode them.


Connotation


Refers to a meaning we associate with the sign, for example a red rose may connote love or the hoot of an owl may connote night-time. 


Denotation


The literal or common-sense meaning of a sign rather than the associated meaning of the sign.


Polysemic


A sign that has more than one meaning.


Key Terms 


Roland Barthes is one of the theorists you will study in relation to semiotics; you may also study others.


Tip


In this section there is a general introduction to aspects of the theoretical framework. In the examination you will be expected to be able to apply your understanding of theories to the products you study.


Tip


What are the different connotations of a red rose according to where it appears?


Quickﬁre 1.4
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Media Studies for A Level Year 1 & AS


• Expression: facial expressions are also ways in which messages are communicated rapidly. Combined with close-up shots, emotions can be clearly represented in a product and easily interpreted by an audience.


• Gestures: are non-verbal communicators and, as such, cross language barriers. Characters can convey emotion easily through the code of gesture, for example a shrug, a wave or something more aggressive or offensive. In, for example, music videos, the gesture and body language of the featured performer may also convey messages about their self-representation and the genre of music. 


• Technique: the way in which a product is constructed and presented conveys meaning. For example, the use of black and white photography in an advertising campaign may suggest sophistication, and the use of soft focus may carry connotations of romance or emotion.


• Colours: can transmit messages and in some cases are key parts of the product’s construction. For example, in fragrance advertisements they can suggest the type of fragrance being marketed even though the audiences cannot smell them. Pastel colours may suggest a light, daytime fragrance, while dark, rich colours, such as purples and reds, will convey the sense of a heavier evening perfume. Advertisements do not have time to convey meaning so they use colour codes that are easily understood by the audience.


• Images: consider the selection of images within the product. They have been placed in the mise-en-scène for a purpose to communicate messages. For example, the choice of model or celebrity on the front cover of a magazine will give clues to the target audience of the product. Add to this their code of clothing, gesture and expression, and the meaning may become more complex.


• Iconography: objects, settings and backgrounds within a media product that contain meanings. Some objects take on signiﬁcance beyond their literal meaning. The denotation of Big Ben is a clock in London. However, when it appears at the start of The News at Ten, it signiﬁes tradition, reliability and the capital city at the centre of the news. In this sense it becomes a symbol. Certain media products are recognisable by their iconography, which places them in a speciﬁc genre, for example the setting of the lab and the instruments in a forensics crime drama.


• Graphics: do not ignore the graphics contained within the product as they too are signiﬁcant and establish meaning. The graphics contained within a television credit sequence, for example the typography, will give a clue to the programme’s genre and target audience.


When analysing media products, avoid simplistic descriptions of visual codes. Always use the appropriate media terminology, and consider the impact, purpose and effect of the visual codes upon the audience.


Tip


Suggest another media product that uses colour to transmit messages.


Quickﬁre 1.5


Mise-en-scène


Everything that appears within the frame in, for example, a television programme. This includes characters, iconography and graphics.


Symbol


A sign that suggests another idea beyond the simple denotation, the meaning of which has been culturally agreed. A woman wearing a red dress in a music video may symbolise that she is passionate or dangerous.


Key Terms 


Facial expressions quickly communicate messages.


Colours are non-verbal communicators.
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Introducing the Media Studies Framework 


Language and Mode of Address


The ways in which media products ‘speak’ to an audience and the language used give clues to who that audience may be and to the genre and purpose of the product. This may refer to the written language of print products or the spoken word in audio-visual products. The language and the way it is used are encoded to convey meaning. 


Language


• The lexis – the actual words – used in the product may pertain to the genre of the product and be recognisable to audiences. Some products employ subject-speciﬁc lexis, for example the front covers of gaming magazines may include lexis that is speciﬁc to the world of gaming. Television crime dramas will create a sense of realism by employing speciﬁc terminology related to the story world. Audiences become familiar with the vocabulary used for speciﬁc police or forensic procedures. The purpose and effect of this is that the audience who understand the terminology will feel part of the programme’s community.


• Language features: certain styles of language are used by media products for a speciﬁc purpose. For example, the use of puns and alliteration on the front pages of tabloid newspapers.


• Advertisements often use hyperbole to make whatever they are selling appear new and exciting.


• Magazines often employ the imperative to suggest a sense of urgency and importance about what they are suggesting, for example: ‘Lose six pounds in six days! Get that beach body now!’


• An ellipsis is used in magazines and other print products as an enigma code to encourage an audience to buy the product in order to ﬁnd the answer.


• The use of slang and colloquialisms in, for example, websites and blogs aimed at teenagers, creates an informal relationship with the user.


• Direct quotations anchor points and suggest realism. They are often used in print and digital versions of magazines and newspapers related to ‘real-life’ stories.


Tabloid


Refers historically to the dimensions of the newspaper: a tabloid was traditionally smaller and more compact in size than a broadsheet. The term now more commonly refers to a popular newspaper whose content tends to focus on lighter news, for example celebrity gossip, sport and television, such as The Sun.


Hyperbole


Exaggerated language used to create a dramatic effect.


Ellipsis


Where sentences areincomplete and instead are ﬁnished with a set of three dots creating an enigma; the words need to be ﬁlled in by the reader.


Colloquialism


An informal expression that is often used in casual conversation rather than in writing. However, it is used in some media products to establish an informal communication with the audience.


Key Terms 


Think of another example of a media product that uses subject-speciﬁc lexis. What is the intended effect upon the audience?


Quickﬁre 1.6


Words or phrases that contain a command or an order are known as the imperative.  They usually start with a verb.


Tip
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Mode of Address


This is the tone and the written or spoken style of the media product that establishes communication with an audience. When analysing the mode of address of any product, consider:


• Informal mode of address: some products, for example print and online magazines aimed at young people, adopt an informal register. They use slang, colloquial vocabulary and personal pronouns to engage their target audience and make them feel as if they are addressing them directly. The reader then feels as if they are part of the seemingly exclusive world of the magazine.


• Formal mode of address: other media products, for example quality newspapers, will adopt a more formal tone with more complex vocabulary and writing styles. This suggests that the target audience are more serious and sophisticated, and want more detailed information. News anchors combine a formal mode of address with a serious code of expression; this encourages the audience to trust what they are saying.


• Direct mode of address: where the product communicates directly with the audience. An example would be television presenters, for example Tess Daly and Claudia Winkleman in Strictly Come Dancing. The effect is to make the audience feel involved in the programme; it is as if they are talking directly to us at home. The anchors of news programmes engage in direct mode of address as they are dealing with serious and important matters. The models and celebrities on the front covers of lifestyle magazines often look directly out of the magazine, engaging in seemingly direct eye contact with the reader. The effect is to draw the audience into the magazine, persuading them to purchase the product.


• Indirect mode of address: in many products the audience do not expect a direct mode of address. In most television programmes and ﬁlms it would be unusual for the characters to step out of the ﬁlm world and speak directly to the audience.


Genre


Another key element of media language that helps in analysing products is genre. A genre is the type or category of a media product. Each genre has its own set of conventions or repertoire of elements that are recognisable to audiences. They are what place the text in that particular genre. These key conventions are recognised and understood by audiences by being repeated over a period of time. However, some media products are hybrid genres or sub-genres.


The repertoire of elements for any genre can be broken down into key areas:


• Narrative: the plot/story arc is how the story is told. All media products convey information through a formulaic structure. This may be a linear structure comprising a beginning, middle and end, or a non-linear or circular structure. Certain genres have predictable narratives and plot situations within the narrative. For example, the story arc of a soap opera may have several interweaving narrative strands that run from episode to episode and are focused on the lives and relationships of a community. A speciﬁc plot situation for any programme belonging to this genre may be a confrontation between a husband and wife over an affair or an argument in the pub.


When analysing media products remember to pay close attention to the language and mode of address used, and consider how this contributes to the impact and appeal of the product.


Tip


What effect does the mode of address used have upon the audience?


Quickﬁre 1.7


Register


The spoken or written register of a media product is the range and variety of language used within the product. This will change according to the purpose and the target audience.


Hybrid genres


These are media products that incorporate features of more than one genre. Strictly Come Dancing includes features of reality television, game shows and entertainment programmes, for example.


Sub-genres


A smaller category or subdivision within a larger genre.


Story arc


The way in which the narrative progresses from the beginning to the end of the product. A story arc may also cross episodes.


Formulaic structure


Where the product has a clear structure that is recognisable and rarely changes. For example, the front cover of a lifestyle magazine has key conventions and the audience has expectations of what will appear throughout the publication.


Key Terms 
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•Characters: most genres have a set of recognisable characters, known as stock characters, that help to establish the genre, for example a rebellious teenager in a soap opera. Audiences become used to the character types that appear in certain genres and can predict their behaviour in any given situation; they may be disappointed if they do not conform to type. An audience expects James Bond to deal with situations in predictable ways: his character belongs to the action genre. Stars are also often associated with particular genres and therefore audiences will have an expectation of the role they will play. For example, Cameron Diaz tends to play similar roles in romantic comedies.


• Iconography and setting: the locations, backgrounds, props and costumes used in a media product communicate messages about genre, narrative and character.  The clothing and objects used in Peaky Blinders, for example, signify the time period in which the programme is set. The entrance of a police ofﬁcer wearing a suit in a crime drama tells the audience that they are a detective and of a superior rank. The audience then will have expectations of how that character will behave. This is also true of print texts: the front covers of video games may include speciﬁc, recognisable iconography that will appeal to a certain audience. In music videos the iconography may suggest the genre of music, for example the objects and clothing of a rap artist.


• Technical codes: these are very important in establishing genre. Some genres have a particular style of ﬁlming and will use certain camera shots and editing. Fast-paced editing with rapid cuts is a convention of action dramas, whereas slower editing with fades is more conventional of tense dramas. Music videos will often feature a range of shots of the performer and related iconography in order to establish the music genre. For print products, audiences have expectations about the generic codes and conventions of the front cover of a lifestyle magazine, which may include airbrushing and high-key lighting.


• Audio codes: the technical codes may be combined with conventional audio codes, for example the soundtrack that introduces the news and trafﬁc slots in radio programmes. Particular sound effects are typical of certain genres and speciﬁc programmes, for example the sound effect that heralds the arrival of Doctor Who’s Tardis, which has remained constant throughout the life of the series. Typical dialogue may be expected in a genre incorporating speciﬁc lexis. For example, in a forensics crime drama the audience expect to hear scientiﬁc language. 


Look at Drake’s video Energy on YouTube. How does it suggest the genre through iconography?


Quickﬁre 1.8


Give an example of the repertoire of elements for a genre of your choice.


Quickﬁre 1.9


Introducing the Media Studies Framework 
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Narrative


All media products have a structure or narrative. The producers of media products use a variety of techniques to convey the narrative. There are three types of narrative structures: linear, non-linear and circular.


Theoretical Framework: Steve Neale 


Steve Neale investigated genre; speciﬁcally in relation to ﬁlm, but his ﬁndings can be applied to other media forms. He stated that:


• ‘Genres are instances of repetition and difference’ (Stephen Neale, Genre, 


1980). This may mean familiar elements presented in an unfamiliar way or completely new elements are introduced.


• Difference is essential to sustain a genre, to simply repeat the codes and conventions of the form would not appeal to an audience. However, audiences also like to anticipate what is familiar about a genre.


• Genres change, develop and vary as they borrow from and overlap with one another.


• Audiences also derive pleasure from seeing how the genre has been manipulated to produce something recognisable but ‘different’, for example Killing Eve repeats many of the typical conventions of the assassin/action genre but introduces a ‘difference’ with the complex and enigmatic character Villanelle.


• Genres with set codes and conventions are an advantage to the media institutions that produce them as they have a predetermined audience, are easy to market and success can be predicted, thus reducing the economic risk to the producer. This can also be applied to other media platforms.


Theoretical Framework: Tzvetan Todorov


Linear narrative was studied by the theorist Tzvetan Todorov, his research into stories suggested that the narrative is conveyed using a chronological structure:


Research Steve Neale’s work on genre in more detail, considering how you can apply it to the products you are studying.


Stretch and Challenge 1.2


Circular narrative


When the narrative starts at the end and then explores the action up to that point. It is sometimes only at the very end of the ﬁlm or television programme that the narrative makes sense.


Key Term 


Give an example of a media product that demonstrates ‘repetition with difference’.


Quickﬁre 1.10


Give another speciﬁc example of how media texts manipulate time and space.


Quickﬁre 1.11


5. The restoration of equilibrium at the end of the narrative.


Steve Neale 


Steve Neale was a Professor at the University of Exeter. Much of his research focused on genre in Hollywood cinema but can be transferred to other media forms.


Named Theorist


Tzvetan Todorov


 Tzvetan Todorov was a theorist who researched narrative structures. He suggested that narratives were linear with key points of progression and that narratives involved characters solving a problem ending in a resolution.


Named Theorist


1. The initial state of equilibrium at the beginning of a narrative.


2. A breakdown or disruption of equilibrium.


3. A recognition that the equilibrium has been disrupted.


4. An attempt to restore or re-establish equilibrium.
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Narrative Techniques in Audio-Visual Products


• Manipulation of time and space: narrative shapes a media product in terms of space and time. We, as an audience, may be visually transported to America, for example, to watch a live tennis match. In programmes such as Match of the Day we are shown action replays and slow motion shots to give us a better view of the action. In dramas we are shown long reaction shots to build tension and create empathy with a character.


• Split-screen narratives: this technique is sometimes used in television dramas whereby the screen is split into sections with different narratives going on in each screen. For example, in a crime drama this may be: the shot of the body, the killer escaping and the arrival of the police. In the television drama The Queen’s Gambit (Netﬂix, 2020) the technique was used to build the tension in the chess match, withholding information about the winner from the audience.


• Three-strand narratives: this is a common narrative structure used by television dramas, for example Casualty. At the beginning of the episode three narrative strands will be introduced, for example a continuing problematic relationship between regular characters, an accident outside of the hospital setting and an incident in the casualty department. These strands then interweave through the episode and some of them may carry on to the next week.


• Flexi-narrative: this is a more complex narrative structure often with layers of interweaving narratives. This challenges the audience and keeps them intrigued. The narrative will be full of enigmas and characters will develop in their complexity. In Baptiste (BBC, 2021) the narrative moved between two different time periods, the only clue being the changed appearance of the protagonist. Each episode ended with a cliff-hanger to ensure that the audience watched the next one.


Non-linear narrative manipulates time and space, and is more challenging for an audience as the narrative moves backwards and forwards. A good example is a crime drama where the beginning of the story arc may be the discovery of the body and then the audience may be shown the events up to the murder – this becomes the middle sequence – and the narrative then moves on to the end when the crime is solved.


Cliff-hanger


A narrative device that creates suspense. It is typically used at the end of an episode or, in some cases, before an advert break, as its main function is to persuade the viewer to watch the following instalment of the programme in order to ﬁnd out what happens next.


Key Term 


Introducing the Media Studies Framework 
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Narrative Conventions in Audio-Visual Products


• Flashbacks: these are used to give the audience additional information. They may also involve the audience with a character by seeing inside their mind. They are also a way to manipulate time and space within the narrative.


• Point-of-view shots: allow the audience to see the action from different perspectives. The camera may position the audience as the eyes of the murderer or the victim, or may move between the two in order to build tension.


• Apparently impossible positions: where the camera gives the audience a view of the action from an unusual position, for example in the air or from behind a barrier of some kind. Audiences tend to accept this view if the narrative itself is believable, as this enhances their involvement. A famous example is when the audience is positioned behind the shower curtain in Psycho. They can see the unsuspecting victim and the shadow of her killer. This clearly enhances the tension of the scene.


• Privileged spectator position: when the camera places the audience in a superior position within the narrative. They are shown aspects of the narrative that other characters cannot see. For example, a close-up showing a character taking a knife out of her pocket. The audience can then anticipate the action that will follow later in the drama.


• Voice-over: used to move the action on or to ﬁll in missing information.  In documentaries a voice-over provides the audience with contextual information and establishes a link between the audience and what is on screen.


• Enigma codes: used in both audio-visual and print products. In ﬁlms and television programmes the camera may only show a restricted narrative, leaving the audience with unanswered questions. The editing of a ﬁlm trailer will also use enigmas in the selection of scenes included and voice-overs.


Positioning


When audio, visual, technical or narrative codes place the audience in a particular position. For example, emotional or from the point of view of a character.


Restricted narrative 


When the audience only sees the narrative from the point of view of one character so only knows as much as they do.


Key Terms 


Ensure that when you are discussing the narrative of a product you extend your analysis beyond a simple discussion of storyline. Demonstrate your understanding of a range of techniques using the appropriate terminology.


Tip


The shower scene from Psycho (Hitchcock 1960, Paramount Pictures)
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Introducing the Media Studies Framework 


Narrative Conventions in Print Products


It is not only moving image products that have narratives. The narrative of any product also refers to its structure and the codes and conventions that are recognisable to audiences. The audience has an expectation of how the narrative of a media product will develop and be conveyed. The narrative of a newspaper involves the front page, which tends to be a conventional structure for that particular newspaper, followed by the regular placing of other pages, including the sport on the back page. Film posters convey their narrative through features including a central image, taglines and the name of the ﬁlm. The narrative techniques used in print texts include:• Headlines: can convey a detailed and informative narrative in quality papers and may be more dramatic and enigmatic in popular papers where the aim is to attract the attention of the reader.


• Cover lines: in magazines will give the audience clues to what will appear in the magazine. They may give the start of a story but we need to buy the magazine to get the whole picture. The jump line indicates that we need to ‘read on’.


• Images and captions: the image that appears on the print product can develop the narrative. This may be through the technical codes, the mode of address, the code of clothing or the way in which the audience is positioned by the look of the subject. An image without a caption is open and the interpretation is up to the audience. Once there is text with the image then the audience will interpret the narrative in a different way and this closes down the meaning. Photographs often capture moments in time and the narrative can be deconstructed to establish meaning.


• The language used on a print media product will convey messages about the genre of the product and its narrative features. The blurb on the back of a video game cover is constructed in order to give a taste of the narrative. This may include hyperbole and enigma in order to attract a potential audience.


• Enigma codes are a way of holding the interest of the audience. The creator of the product will withhold information and ‘tease’ the audience so that they will access the whole product in order to ﬁnd the narrative in its entirety. In print products enigmas are created through, for example, headlines, taglines and cover lines.


Taglines


A short, memorable phrase that sums up the print product and conveys a sense of its brand identity.


Jump line


Used in magazines at the end of a cover line. Usually tells the audience which page to turn to in order to read the full story.


Key Terms 


How has a narrative been constructed in the image below of Syrian refugees arriving in Greece?


Quickﬁre 1.13


How can the meaning of an image change depending on the words that accompany it?


Quickﬁre 1.14


What techniques are used on the front pages of newspapers to convey the narrative of an event? Give examples from newspapers covering an event on the same day.


Quickﬁre 1.12
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Media Studies for A Level Year 1 & AS


The Media Studies Framework: Representation


What is Representation?


In the context of Media Studies as a subject, representation means the way in which aspects of society and social identity, including gender, age and ethnicity, are presented to an audience in speciﬁc media products through media language. It is also relevant to consider how issues and events are represented in the media, and what effect this might have upon how an audience may respond. The way in which these aspects are represented will change according to the context of the product. It is important to consider the following questions when addressing the concept of representation across the products you will study:


• What kind of world is represented by the media product? How do the media construct versions of ‘reality’ through representation?


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


• How and why are stereotypes used both positively and negatively in media products?


• Who is in control of the representation contained within the media product? How are ideas and values apparent in the representations?


• How are representations encoded through media language and how do they reinforce particular values, attitudes and beliefs?


• How may representations position audiences and in what different ways might audiences respond to and interpret those representations?


All media products, both factual and ﬁctional, are constructed. They offer versions of reality that have gone through a process of mediation. The constructions contain messages that will be interpreted differently by different audiences. The values, attitudes and beliefs of the product’s creators will often be encoded in the constructed representations. You need to be able to effectively discuss representation as a concept by referring to the following.


Encoding and Decoding


The media is very powerful and the way in which it represents aspects of society, issues and events links directly to the way in which audiences interpret, understand and respond to these areas. Repetition by a media product of a particular representation over time has the effect of making that representation appear ‘normal’. For example, the front covers of some women’s magazines and pages of online magazines continually offer unrealistic representations of perfect women. The producers of a media product use media language to encode ideas and messages through the representations constructed within the product. The audience then decode these messages and respond to them in a range of different ways. The way in which women are represented in magazines may be accepted by some audiences who will ‘buy into’ the messages regarding body size. Other readers may challenge or ignore the message and will decode the product differently, extracting from it only what matters to them.


Demonstrate your understanding of the links between the product, the representations contained within it and the audience that consumes it.


Tip


What effect may the repetition of particular representations within a media product have upon an audience?


Quickﬁre 1.15


Contexts


The aspects of the environment that surround a product at the time of its creation, distribution, circulation or reception and that may affect its meaning.


Representation


The ways in which the media represents the world and aspects of it, for example social groups, issues and events.


Stereotypes


A construction whereby characters’ traits are over-exaggerated to make them easily recognisable. Stereotypes can be positive or negative and are quick ways for the creators of products to convey messages to an audience.


Encode


Communicate ideas and messages through a system of signs.


Decode


The process through which an audience interprets a message.


Key Terms 
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Introducing the Media Studies Framework 


Stereotypes


The creation of stereotypes by media products is a quick way of categorising groups of people according to their shared, recognisable but exaggerated characteristics.  Tessa Perkins conducted research into stereotypes and concluded that a stereotype: • is a group concept that categorises a group, not an individual


• works by exaggerating certain shared features of the group


• has features that are recognised and understood, as they tend to be repeated across media forms


• where stereotypes are negative they may block the capacity of the audience to be 


objective and analytical


• not all stereotypes are negative; ‘all Italians are romantic’ is a positive stereotype• communicates messages quickly


• can convey the ideas and beliefs of society, for example ‘teenagers today are a problem’.


Construction


The elements that make up any media product will have been constructed to achieve an effect. This ﬁnished construction, particularly in factual products, gives an illusion of reality that becomes accepted by an audience as the truth. The ﬂy-on-the-wall 


ﬁlming style of a television documentary constructs a narrative that positions the audience through the editing of ﬁlm footage. The hours of ﬁlm have been edited to present a particular view of a character or situation in order to manipulate the emotions of the audience. For the programme Educating Essex, the hidden cameras were placed in the school for several weeks and the ﬁnal episodes of the programme were constructed from that footage. Characters were focused upon and narratives were created, but we were not seeing real life in that school, we were seeing a selected representation.


Mediation


This relates to construction and selection and is the process that a product may go through before it is consumed by an audience. For example, 


coverage of the government’s post-pandemic recovery plans in 2021 


were regularly covered on newspaper front pages. With stories like 


this, audiences have to rely on how the  issues are represented and 


mediated by the newspaper. This will reﬂect the values and attitudes 


of the newspaper and the expectations of their readers. The processes 


used by the Daily Mirror (see right) were:


• The main image selected by the producers reﬂects the message the newspaper wants to convey, in this case a negative image of Boris Johnson.


• The main image is also anchored by a headline and sub-headings that reinforce the uncaring attitude of the PM, mediated by the newspaper, ‘Struggling workers to be hit hardest …’.


Fly-on-the-wall


A form of documentary ﬁlmmaking in which the camera is an invisible presence, positioning the viewer voyeuristically as an unseen observer – hence the term  ‘ﬂy-on-the-wall’.


Selection


What is chosen to be included by the creators of the product. This selection may reﬂect the values, attitudes and beliefs of the product, as decisions have been made about what to include and what to leave out.


Key Terms 


Tessa Perkins


Perkins was a lecturer and researcher who, in an important paper entitled ‘Rethinking Stereotypes’ (1978), explored and challenged the misconceptions regarding how the media constructs and uses stereotypes to communicate messages.


Key Figure


How does mediation manipulate the way an audience may respond?


Quickﬁre 1.16
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Context and Purpose


It is important that you demonstrate an understanding of representation in terms of context and purpose. The representation in any particular media product, according to the type of product it is, i.e. the context, will have a different purpose. It will also be interpreted differently by audiences. For example, the representation of young people in  The Young Offenders (BBC Three, 2018) is different from that of Show Trial (BBC One, 2021), as the purpose of one is comedy and the second is crime drama. In The Young Offenders, stereotypes are used in order to rapidly transmit messages about characters, in order that the audience will recognise the stereotypical character traits. It is from these stereotypes that the comedy evolves and the audience have expectations of how the characters will behave. They accept that they are not realistic representations but are created for a purpose.


Self-representation


The rise of new digital media platforms offers a range of opportunities for self-representation. Websites, blogs, YouTube, Instagram, TikTok and vlogs allow users to represent themselves and regularly update this representation. The choices made about which images to upload, what to wear and how to construct the self-representation communicate messages about how we want others to see us. Unlike in real life, we can control this version of ourselves we show to others.


‘Selﬁes’ are also used in modern society to construct a narrative for our lives, as we select what we want the image to reﬂect about where we are and who we are with. Instagram stories enable users to create and post a narrative of their day through photos, videos, doodles and stickers.


Vloggers, bloggers and YouTubers such as JJ Olatunji/KSI and Zoe Sugg are very aware of how they present themselves to their millions of followers and carefully construct their social media persona. These media platforms have also given an opportunity for under-represented and misrepresented social groups to construct representations that reﬂect their identity. The increasingly easy access to digital platforms can also allow minority groups and individuals to air their points of view to a wide audience.


Theoretical Framework: Stuart Hall


Stuart Hall is a cultural theorist whose research encompasses several media concepts, including how representations are constructed and the ways in which audiences may respond to these constructions. He put forward the idea that:• representation is the way in which meanings are produced through the signs and codes that are a part of media language


• stereotyping reduces people to a few simple, recognisable characteristics


• stereotyping tends to occur where there are inequalities of power, for example minority groups in society may often be represented as ‘other’ and ‘different’.


Conduct some independent research to further your knowledge and understanding of Stuart Hall’s theoretical perspective.


Stretch and Challenge 1.4


In order to prepare for the unseen element of Component 1, research how other newspapers represent issues and events.


Stretch and Challenge 1.3


Editorial


The part of the newspaper written, supposedly, by the editor who comments on the day’s stories. It offers an opportunity for the paper to express its views and to demonstrate its values, attitudes and beliefs.


Blog


A regularly updated website or web page, usually posted by an individual or small group, written in an informal or conversational style.


Vlog


A blog in video form. Short for video blog.


Key Terms 


What is the disadvantage of self-representation on digital platforms?


Quickﬁre 1.17


• The image chosen of Sir Keir Starmer, leader of the Labour Party, is more caring and sympathetic.


• Within the newspaper the editorial may offer further opinion, offering a representation of the event.


• The way in which the event was mediated through the images, text and representations affects the way in which an audience may respond.
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Introducing the Media Studies Framework 


Representations of Gender in the  Media Today


Women


The representation of women in the media has developed and adapted to reﬂect cultural and sociological changes. As women’s roles in society have undergone a transformation, this has been reﬂected in some areas of the media where there is evidence of representations of strong, independent women. However, there are still some stereotypical representations of women where they are deﬁned by how men see them and how society expects them to look and behave. Women still tend to be judged on their looks and appearance foremost, and many media products offer aspirational images of women. Representations tend to concentrate also on their sexuality and emotions, and narratives tend to be based around relationships. The way in which the representation of women is constructed in products such as lifestyle magazines remains largely unrealistic and instils unattainable aspiration in the audience.


Interestingly, while the representation of men has become more complex and rounded, the criteria for whether the representation of women is positive tend to be how strong they are. A more effective judgement may be whether they have a central and effective role within the narrative. Tasha Robinson, writer and ﬁlm critic, introduced the term ‘Trinity Syndrome’ which is related to the character of Trinity in The Matrix. She uses this to describe those female characters in certain media products, particularly ﬁlms, who start strongly, and then end weak and vulnerable, either dead or deﬁned by their romantic relationships.


In an examination response it is important that you explore the representation of gender within the set products at a sophisticated level and go beyond a basic discussion of positive and negative, as gender representation is much more complex than that. 


Theoretical Framework: David Gauntlett


David Gauntlett’s theoretical perspective revolves around the idea of the autonomy of the audience, and how they use and respond to different media products. He asserts that:


• the media provide audiences and users with the resources to allow them to construct their own identities


• while, in the past, media products tended to convey straightforward messages about ideal types of male and female identities, contemporary media products offer audiences a more diverse range of icons and characters, allowing them to ‘pick and mix’ different ideas.


Visit David Gauntlett’s website to further your understanding of his theoretical perspective:  www.davidgauntlett.com


Stretch and Challenge 1.5


Read Tasha Robinson’s article, which explores her theory of  the ‘Trinity Syndrome’ in more detail: https://thedissolve.com/features/exposition/618-were-losing-all-our-strong-female-characters-to-tr/.


Stretch and Challenge 1.6


Aspirational


Aimed at or appealing to people who want to improve how they look, attain a higher social position or have a better standard of living.


Key Term 


How does the 1960s advertisement on the left reﬂect the representation of women at the time?


Quickﬁre 1.18


Give an example of a representation of women in the media that challenges outdated stereotypes.


Quickﬁre 1.19


David Gauntlett


 David Gauntlett is Canada Research Chair in Creative Innovation and Leadership in the Faculty of Communication and Design, Ryerson University, Toronto. He writes about the ways in which digital media give people new opportunities to create and connect.


Named Theorist
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