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[bookmark: _GoBack]KNOWLEDGE ORGANISER COMPREHENSION QUESTIONS
[Component 1A – Language and Representation]
	Example Exam Questions that could come up:

	1. Explore how the print advert for Quality Street uses media language to create meaning. In your answer, you must analyse: 

(a) character roles [5] 
(b) narrative [5] 
(c) intertextuality. [5] 

	2. (a) Explain how historical context affects advertising. Refer to the Quality Street advert to support your points. [5] 

Question 2(b) is based on the Quality Street advert from the set products and unseen advertisement (Resource A). Study Resource A carefully and use both advertisements when answering the question. 

(b) Question 2b—Compare the representation of men in the Quality Street and Resource A advertisements.  [25] 

In your answer, you must consider: 
- The choices the producers have made about how to represent men
- How far the representation of men is similar in the two adverts 
- How far the representation of men is different in the two adverts 


[image: ]Quality Street

1. Context 
- What is the significance of the Regency Era in relation to this product?
	Mascots Major Quality and Miss Sweetly are represented as from 1811-37 era.


- Who is the core demographic for QS products?
	25-40 year olds, ABC1, middle and upper class bachelors.


	To market the same products for 50+ bracket (older couple knitting).


- Why is there a second advert in the QS campaign?

2. Brand identity 
– Who are the mascots of the brand?
	Major Quality and Miss Sweetly (Regency Era) – shown in the oval gold frame painting.


	1936 whilst the advert is from 1956.


- When did the sweets manufacturer form?

3. Media language 
– What is the significance of the gold frame?
	Creates a halo effect around three characters sat on the sofa (mascots approve).


- What is the framing and composition of the print advert?
	Centrally framed, symmetrical composition - male character is most central.


- Why is the primary colour aesthetic important?
	Appealing, bright colours during often used during 1950s post-war consumer boom where ‘high culture’ luxuries in a post-rationing period became more available to mass audiences. The 1951 Conservative party slogan “Set The People Free” highlighted the desire to see capitalism thrive in entertainment, arts and commerce with increased affordability and access.



- What are the connotations of two woman kissing each side of a man’s cheek?
	Playboy bachelor fantasy (threesome/menage a trois) reinforcing patriarchal values.


	Typography (in bold serif font) in the bottom third of the poster includes alliteration and emotive language – “delicious dilemma” and “delightfully different” to reinforce product’s USP.


- What persuasive language devices are used in the taglines for the advert?
- What is a dominant, negotiated and oppositional reading of the poster’s messages?
	Dominant – accept patriarchal values of the advert (QS makes men attractive to women).
Negotiated – finds aesthetic appealing, aspirational values but rejects sexist overtones.
Oppositional – rejects misogynist advertising techniques that objectify/subjugate women.



4. Gender representation 
– What is patriarchy and how does this poster convey this ideology?
	Male dominated society which emphasises man as provider and stereotypes women as either a ‘princess’ figure or a ‘damsels in distress’. The poster highlights women’s role to make the man the centre of attention and in control; a desirable figure due to his status. 


- According to Propp’s theory, what character types feature in this advert?
	Protagonist (male suited figure), Princess/damsels in distress (two women), mascots (helpers).


-  What stereotyping is present in the advert?
	Women obsessed with chocolate, flirting to distract the man and steal the chocolate, man as provider, man as desired, women making men the centre of attention.


- How does gender representation in the advert conform to 1950s attitudes?
	Men in charge, earning the money, women as housewives looking after the men. The advert does not subvert these stereotypes other than the fact that both men and women in the advert seem to be single.


- How is the advert an example of Mulvey’s male gaze theory?
	The male character anchors the audience’s eyes to the product which has significant phallic symbolism. The implication of the advert is that to be successful, you will need to be romantically led by a man. The appearance of flesh with the two women and Miss Sweetly emphasise the objectification of women in advertising.



5. Core messages and values 
- What are the key messages and values in the advert?
	Women fit the stereotype of loving chocolate, male dominated representation is emphasised (the man is in control when it comes to choice) and the composition puts the man at the centre of attention conforming to 1950s gender roles.


	A deeper analysis would highlight the manipulation by women distracting the man through romance to access the ‘prize’ (the product in the gentleman’s lap). The advert could be seen as representative of the way in which society was moving at the time.


-  What is the narrative of the poster and how does it reflect the society of the time?
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	Example Exam Questions that could come up:

	1. Explore how the print advert for This Girl Can uses media language to create meaning. In your answer, you must analyse: 

(a) character roles [5] 
(b) narrative [5] 
(c) intertextuality. [5] 

	2. (a) Explain how historical context affects advertising. Refer to the This Girl Can advert to support your points. [5] 

Question 2(b) is based on the This Girl Can advert from the set products and unseen advertisement (Resource A). Study Resource A carefully and use both advertisements when answering the question. 

(b) Question 2b—Compare the representation of gender in the This Girl Can and Resource A advertisements.  [25] 

In your answer, you must consider: 
- The choices producers have made about how to represent gender.
- How far gender representation is similar in the two adverts. 
- How far gender representation is different in the two adverts. 




Context 
– Who funded ‘This Girl Can’ campaign and what government body backs it?
	Funded by the National Lottery and a national campaign developed by Sport England.  


- What social media hashtag is used for the campaign?
	#thisgirlcan (useful hashtag on Twitter, Facebook, Instagram and Snapchat).


- What key statistics highlight the impact of the campaign?
	2 million fewer 14-40 year old women than men partake in sport regularly.
13 million said that they would like to do more
6 million were not active at all (no.1 reason: fear of being judged)
This Girl Campaign campaign impact =
– 1.6 million women started exercising and female activity in sport increasing faster than male activity.



1. Media language 
– What is the mantra of the advertising campaign and what is its meaning?
	“Sweating like a pig, feeling like a fox” – subverts the negative stereotype of sweating during exercise and emphasising how losing your inhibition increases health, wellbeing, fitness and self-esteem.


	The mid shot of a smiling and sweating thirtysomething woman in a gym wearing a blue turquoise vest whilst exercising (who does not appear to be an elite athlete) highlights how exercise is for every woman, regardless of physicality. The advert has purposefully avoided using a sporting legend or athletic goddess to target ordinary women of all ages and encourage sports participation. The focal point is her facial expression which connotes independence, confidence and happiness. In addition, the background is not in focus, emphasising her as the protagonist of the narrative. Her clothing is loose and baggy which suggests elite appearance should not be the focus of exercise


- Give a detailed denotation and connotation of the dominant image.
- Why is she sweating in the image and what does her body language convey?
	She sweats due to the energy exerted in exercise. The stereotype of ugliness from sweat is identified in the mantra “sweating like a pig” but subverted with the second simile “feeling like a fox”. Her body language shows how free she is to express herself in exercise and how attractive she feels being herself.


- What is the campaign’s attitude towards women exercising?
	Even the logo “This Girl Can” is an empowering statement of intent for women to break through psychological barriers impeding exercise.



2. Gender representation 
- What is the core agenda of the campaign?
	The campaign’s agenda is to encourage women to participate more in physical activities by challenging the dominant ideology that sport is mostly for men. The campaign portrays women positively, challenging old stereotypes and convince women of their potential. 


- Why is there a lack of celebrities used in the campaign?
	To target ordinary women who may be discouraged by how far ahead professional athletes are compared to them.


- How does the advert subvert stereotypes of gender representation?
	In the context of sport, demeaning representations of women can be found in expressions like “you throw like a girl”. It plays on the stereotype that women can’t do sport. “This Girl Can” is a subversion of the stereotype. Arguably, it is targeting a younger audience with the use of “girl” rather than “woman” but also, there is the idea that girls and women can excel in sport regardless of their level: sport is for everyone, not just elites.



3. Core messages and values 
- What is the narrative of this specific advert?
	A woman in the gym wearing normal clothes with a normal athletic ability is fully immersed in exercise in the gym with a smile or her face, making bold physical gestures, sweating and having no inhibitions about all the exercise, possibly even enjoying it.


– What is the intention of the campaign with their representation of women?
	Women can be strong, powerful, independent and good at sport. Any woman can partake in physical activity without judgment, and if they do, they’ll feel great.











The Man With The Golden Gun
	Example Exam Questions that could come up:

	1. Explore how the film poster for The Man With The Golden Gun uses media language to create meaning. In your answer, you must analyse: 

(a) character roles [5] 
(b) narrative [5] 
(c) intertextuality. [5] 

	2. (a) Explain how historical context affects film promotion. Refer to The Man With Golden Gun film poster to support your points. [5] 

Question 2(b) is based on the The Man With The Golden Gun film poster from the set products and unseen film poster (Resource A). Study Resource A carefully and use both film posters when answering the question. 

(b) Question 2b—Compare the representation of gender in The Man With The Golden Gun and Resource A film posters.  [25] 

In your answer, you must consider: 
- The choices producers have made about how to represent gender.
- How far gender representation is similar in the two film posters. 
- How far gender representation is different in the two film posters.. 
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1. Context 
– What year was the film made? 
	The film was released in 1974 (the 10th film in the Bond franchise, with Roger Moore as the third Bond actor).


- Who wrote the original novels that the film is based on?
	Ian Fleming – 15 of his books have been turned adapted into Bond films.


- What is the subsidiary production company and their distributor?
	Eon (Everything or Nothing) Productions and distributed by United Artists.


- What was the budget and box office gross of the film?
	The estimated budget for the film was $7 million and grossed $97 million+.


- Why is the 1973 energy crisis relevant to the film?
	Oil producing Arab nations declared an oil embargo to the US, which became a sub-plot for the film.


- Who is the poster’s illustrator?
	Robert McGinnis designed the illustrated collage of key sequences in the narrative.



2. The Bond franchise 
- What is the significance of ‘007’?
	007 is Bond’s MI6 agent codename and is an enigma code emblem for the franchise.


- What is Bond’s persona and Roger Moore’s as a celebrity?
	Bond is a womanising secret agent (charming, suave, good looking, kills bad guys, intelligent, strong, heterosexual, professional) and advertised as an ‘ideal man’. Roger Moore had Conservative values which reflected his patriarchal Bond persona.


- How does TMWTGG conform to conventions within the Bond franchise?
	The Man With The Golden Gun has Bond in his trademark suit, the 007 insignia, him seducing women in bikinis and shooting ‘bad guys’ (the main antagonist is a British mastermind), scenes in many locations around the world, mysterious villains, cultural stereotypes of Asian people, and women and the signature Bond theme tune.



3. Media language 
– What is the significance of a direct address, centrally framed Bond in suit with a gun?
	He is confident, confronting the audience with his leadership presence. This mid-shot sets up Bond as the ‘hero’ (according to Propp’s theory). Composition reinforces Bond as the centre of attention.


- What enigma codes exist in the poster?
	The 007 insignia, a gun pointing at Bond but not revealing the villain holding it, mysterious locations with key action scenes, women who could be helpers or villains.


- Why does a golden bullet have ‘007’ inscribed on it as it is loaded into a golden gun?
	The bullet is specifically chosen to kill Bond. The fact that the villain has the technology to inscribe bullets suggests that he is an evil genius.


- What other symbolic codes (technical denotations) exist on this film poster?
	- The kung fu characters illustrated below Bond (filmed predominantly in Hong Kong, Thailand and Macau). 
- The extreme close-up of a gun the bottom pointed at Bond creates an enigma.
- The colour of the gun (gold) connotes wealth.
- Explosions communicating action in the film and linking to context of oil embargo.
- Female costumes of bikinis with slim hourglass figures.



4. Representation 
- Why are two women wearing bikinis in the poster and posing in a provocative manner?
	Conforming to Mulvey’s male gaze stereotypes of patriarchal motivations in Bond films. Both women in the film have little agency beyond being an attractive woman for Bond to seduce. One is a double agent sent to lure Bond to his death but is physically dominated by Bond.


- How does the poster conform to patriarchal stereotypes of gender representation?
	A feminist theoretical perspective would argue that this sexualised representation of women suggests that they are little more than bodies to be looked at. Both women are white. In Bond films, any women from ethnic minorities are stereotypically represented as ‘exotic’.


– According to Propp, what character types are established in this film poster?
	Bond is the ‘hero’, women are ‘damsels in distress’, there is a small ‘sidekick’ to the ‘villain’ and the villain acts as an enigma code. There are some minor ‘villains’ who also features, but do not equate to the mysterious arch-villain.


- How are minority groups represented in the film poster?
	Asian characters are represented as kung fu masters or exotic.



5. Core messages and values 
- What narrative elements exist in the poster?
	Conventions of the action-thriller genre exist in the poster. The protagonist is flanked by scantily-clad women in bikinis who are highly sexualised with long flowing hair. Bond has both female allies and enemies (enigma code) One mysterious assassin is pointing a golden gun at Bond (extreme close up) which acts as an enigma code. The spectator can interpret that this is an attempted assassination of the hero. Whilst enemies surround Bond in the poster, he stands in direct address, upright, suited with a gun and the confidence of a hero in charge of a dangerous situation.



- What is a dominant, negotiated and oppositional reading of the poster’s messages?
	Dominant – male audience aspire to be like Bond, women desire Bond and the franchise represents a bold continuation of Bond as the ideal man.
Negotiated – some messages with the representation of gender and ethnicity are questioned by the audience whilst the film still entertains.
Oppositional – the audience reject the film’s messages and values, which are perceived as misogynistic and xenophobic. The film conforms to the male gaze, ethnic stereotypes and ideas of heroism which are damaging and wrong.
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	Example Exam Questions that could come up:

	1. Explore how the film poster for Spectre uses media language to create meaning. In your answer, you must analyse: 

(a) character roles [5] 
(b) narrative [5] 
(c) intertextuality. [5] 

	2. (a) Explain how historical context affects film promotion. Refer to Spectre film poster to support your points. [5] 

Question 2(b) is based on the Spectre film poster from the set products and unseen film poster (Resource A). Study Resource A carefully and use both film posters when answering the question. 

(b) Question 2b—Compare the representation of gender in Spectre and Resource A film posters.  [25] 

In your answer, you must consider: 
- The choices producers have made about how to represent gender.
- How far gender representation is similar in the two film posters. 
- How far gender representation is different in the two film posters.. 



1. Context 
– What year was the film made? 
	Released in 2015 starring.


- Who plays Bond and what is his distinctive persona?
	Daniel Craig as 007 (4th performance as fictional MI6 agent) – he is serious, rebellious against authority, still womanising but arguably less patriarchal and misogynistic compared to previous Bonds like Roger Moore.


- Who wrote the original novels that the film is based on?
	Whilst Ian Fleming wrote the original novels, Spectre is one of the Bond franchise films not directly based on any of his books, even though characters/themes/narrative have distinctive similarities.


- What is the subsidiary production company and their distributor?
	Eon (Everything or Nothing) Productions and distributed by United Artists.


- What was the budget and box office gross of the film?
	It is the most expensive Bond film ($245 million budget) but grossed over $880 million at the worldwide box office.




- Which company designed the poster?
	Empire Designs are a British film promotion agency responsible for the poster.


- What festival does the skeleton mask relate to (intertextual reference)?
	It symbolises the Mexican ‘Day of the Dead’ festival featured in the opening sequence. The enigma code of a figure in the skeleton costume behind Bond is an enigma code which suggests he plays the ‘villain’ but it is in fact Bond in the costume, arguably illustrating his complex dual nature.



2. Media language 
- Describe the composition and mode of address in the poster?
	Central framing and direct address. 


- What is the shot type and its connotation within the film poster?
	The mid shot of the suited Bond emphasises his professionalism, poise, bravery, confidence and intelligence. According to Propp’s theory, this positioning suggests that he is the ‘hero’.


- What symbolic codes exist in the film poster?
	Bond’s attire connotes business and professionalism, The gun connotes danger and action, casually pointed to suggest that he is never off duty, always alert and ready for action. The white tuxedo connotes luxury, wealth and sophistication (the high life linked to martinis, women and gambling). The red carnation has connotations of romance, passion and danger. 


- What written codes exist in the poster?
	The minimalism of the poster means that typography is not emphasised beyond the embossed film title ‘Spectre’ and the iconic 007 logo. The word ‘spectre’ has connotations of ghosts (perhaps ghosts from Bond’s past). There is also a credit block at the bottom of the poster and subtle typography at the top stating ‘Albert R. Broccoli’s EON Productions presents Daniel Craig as Ian Fleming’s James Bond’ which highlights the level of collaboration in a Bond film.


– What enigma codes are established in the film poster?
	There is no villain, no Bond girl and no context beyond Bond dressed in a skeleton costume. It is a uniquely ambiguous poster which creates enigmas by what is omitted from the poster. By doing so, it does not conform to male gaze stereotypes towards Bond girls (even if the film does, albeit to a lesser scale than previous Bond films). 


- What does the aesthetic of the poster reveal about the mood and tone of the film?
	The navy blue tones and lack of bright colours in the film poster suggest that this is a more serious and brooding addition to the franchise. The kitsch quality of 1970s Bonds has been replaced by a more professional and classy representation of Bond (reminiscent of competing action thrillers such as the Bourne and Mission Impossible franchises).



3. Gender representation 
– According to Propp’s theory, what character types exist in the film poster?
	Only one character exists in the poster: the hero. He is represented enigmatically as a villain in a skeleton mask in the background to suggest multifaceted character traits. This Bond film may be suggesting that Bond is more complex than a simple hero.


- What is significant about the absence of women in the poster?
	It could reflect a feminist perspective as women are still under-represented within action film franchise. There are stronger female characters in Spectre, however, their omission in the poster suggests that the film still has male dominant aspects if not conforming fully to the male gaze perspective.



- How is masculinity represented in the poster and what is the significance of Tom Ford as the fashion designer for Bond’s suit in instalment of the franchise?
	The suit is designed by Tom Ford, a gay fashion designer which suggests that heteronormative representations of masculinity are being challenged in the franchise.



4. Core messages and values 
- What narrative exists in the poster?
	The enigma of the film poster and the key word ‘spectre’ (connotations of ghosts) relates well to the film premise: a cryptic message from the past leads James Bond to Mexico City and Rome, where he meets the beautiful widow of an infamous criminal. 007 uncovers the existence of the sinister organisation SPECTRE. He seeks the help of the daughter of an old nemesis, and discovers a chilling connection between himself and the enemy he seeks.


- What are the key messages within the poster?
	According to representations in the poster and film, whilst more complex in the depiction of gender, men still need to be conventionally masculine: strong, powerful, and independent with sexual prowess. 


- How has the poster challenged the conventions of ‘Bond Girl’ franchise stereotype?
	The representation of the ‘Bond Girl’ has traditionally been stereotypical. In alternative poster designs, a Bond girl features in a light blue silk dress. Her representation remains sexualised but in a classier manner (and not conforming to ‘damsel in distress’ and ‘princess’ stereotypes) than in 1970s bikini-clad Bond film posters. Objectification still features but with at least partial awareness of changing times.
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	Example Exam Questions that could come up:

	1. Explore how the magazine GQ uses media language to create meaning. In your answer, you must analyse: 

(a) character roles [5] 
(b) narrative [5] 
(c) intertextuality. [5] 

	2. (a) Explain how historical context affects magazine promotion. Refer to GQ magazine to support your points. [5] 

Question 2(b) is based on the GQ magazine from the set products and unseen magazine (Resource A). Study Resource A carefully and use both film posters when answering the question. 

(b) Question 2b—Compare the representation of gender in GQ and Resource A magazines.  [25] 

In your answer, you must consider: 
- The choices producers have made about how to represent gender.
- How far gender representation is similar in the two magazines. 
- How far gender representation is different in the two magazines. 




1. Context 
– What is the full name of the magazine and when did it form?
	Gentleman’s Quarterly, founded in 1931 and rebranded in 1961.


- Which company produces and publishes the magazine?
	Conde Nast. 


- What does it mean to be a multi-platform brand?
	Magazine published in print and on smartphone, tablet and websites.


- What is the circulation and readership of the magazine and why are the stats different?
	Print Circulation (115,000) and Readership inc. online downloads (400,000).


- Who is the target audience for the magazine?
	35+ ABC1 Men – upwardly mobile professionals and elite businessmen. The target audience are ‘men with an IQ’ (middle class or higher, good education, interested in style, fashion, metrosexuality, coverage of executive concerns for serious-minded conservatives and an older, classier readership than for former lads mags like Loaded and FHM.



2. Media language 
– What is the strapline and main coverline for the magazine?
	The strapline is at the top of the page (mind, body and masculinity) also known as the secondary lead. The main coverline is “The Rock! How Dwayne Johnson became Hollywood’s most bankable star”. Connotations of masculinity and spornosexual feature.


- What is the aesthetic of the magazine and what are its connotations?
	The magazine has a minimal colour palette: red, black and white to create a bold and clear design. It has connotations of power and strength.


- What are the connotations of the masthead?
	GQ (Gentleman’s Quarterly) highlights that this is a magazine for men, with ‘Quarterly’ suggesting that it is for an upmarket audience. The bold red colour has connotations of power and strength.




- What are the connotations of direct address of the cover star in the dominant image?
	The direct address anchoring image highlights The Rock’s confidence, strength and power. He is represented as an ideal alpha male for readers to aspire to be more like.




- What language devices are used in various coverlines on the front page?
	“Man Up!” is used as an imperative verb to suggest that men are active and not passive.



3. Representation 
- What is the star persona of Dwayne ‘The Rock’ Johnson?
	Successful WWE wrestler turned actor, comedian and role model. He transcended negative stereotypes of Black characters in film (incompetent, hyper-sexualised, criminals) that would not have happened before 1950s/60s Civil Rights Movement. He is half-Samoan and half-African American. Dwayne ‘The Rock’ Johnson’s masculinity is represented by his bulging bicep (he claims to have spent 6 hours in the gym daily for decades).


- What is the significant of the coverline “Man Up! How to be a man in 2016”?
	The macho idealism of this coverline shows that the magazine is moving away from metrosexual representations in favour of spornosexual alpha male representations. Success defined by the level of masculinity within a man suggests that beta males would be perceived of as inferior to GQ magazine.



4. Core messages and values 
- What does the choice of cover star reveal about the magazine’s values?
	Dwayne ‘The Rock’ Johnson’s cover star status on GQ suggests that the magazine is not exclusively for white males but endorses diverse ethnic representations of alpha male masculinity.


- What is the key message of this issue of GQ?
	Be the best man you can be. Be strong, powerful and care about yourself. Having the ‘right’ look is very important to success. The use of ‘you’ in the coverline ‘your ideal beach watch’ and the direct address gaze of The Rock in the anchoring image reinforces how the magazine wants to confront men to find their masculinity. 





[image: ]Pride
	Example Exam Questions that could come up:

	1. Explore how the magazine Pride uses media language to create meaning. In your answer, you must analyse: 

(a) character roles [5] 
(b) narrative [5] 
(c) intertextuality. [5] 

	2. (a) Explain how historical context affects magazine promotion. Refer to Pride magazine to support your points. [5] 

Question 2(b) is based on the Pride magazine from the set products and unseen magazine (Resource A). Study Resource A carefully and use both film posters when answering the question. 

(b) Question 2b—Compare the representation of gender in Pride and Resource A magazines.  [25] 

In your answer, you must consider: 
- The choices producers have made about how to represent gender.
- How far gender representation is similar in the two magazines. 
- How far gender representation is different in the two magazines. 



1. Context 
- When was this monthly lifestyle magazine first published?
	Pride is a magazine for Black British women first published in 1990.


– What is the circulation and readership statistics for the magazine?
	Printed circulation (146,000) and readership inc. downloads (300,000).


- COMAG are a subsidiary of the distributor Conde Nast. What does this mean?
	COMAG is part of the Conde Nast production umbrella.


- What does BLM stand for and why is it relevant to the magazine’s identity?
	Black Lives Matter – a present-day civil rights movement influenced by Black Panthers.


- Who is the target audience for the magazine?
	Black British women 18-35 ABC1 or aspirational C2DE mainly within a BAME demographic.



2. Media language 
– What is the strapline, main coverline and their connotations?
	The strapline is above the Pride masthead stating “Celebrating 24 years at the top” which highlights how a niche magazine has broken into mass mainstream appeal. The main coverline states “Naomie Harris: Bond and Beyond” which is alliterative, referring to the Bond cover star who is not a stereotypical Bond girl but a complex character as ‘Moneypenny’ in the franchise. 


- What is the magazine’s aesthetic and what are its connotations?
	The colour palette is minimal: white, black and red are the dominant colours. They suggest pride, power and courage, which reinforces the values of the magazine.


-  What language devices are used in various coverlines on the front page?
	Through coverlines, the use of alliteration with ‘Bond and Beyond’ and ‘Failed by Feminism’, rhetorical questions ‘How far would you go to be beautiful?’ and rule of three ‘Objectified, Sexualised and Mocked’ all work to represent many issues that are relevant discussion points for Black British women: feminism, fashion and misogyny. References to hairstyles, FGM, seasonal changes and the Bond franchise paint a multifaceted areas that a reader may be interested in. It also seems aimed at a highbrow demographic with political interests.




- What are the connotations of the masthead?
	‘Pride’ has connotations of confidence, self-worth, and value in one’s own identity. This word has become a statement of intent for BAME British women not to be ashamed of their diversity but to celebrate it and be proud of it.


- What are the connotations of direct address of the cover star in the dominant image?
	The direct address anchoring image of Naomie Harris superimposed over the masthead typography highlights her as a role model for Black British women aspiring to be successful in mainstream media. She is confident, empowered woman who is not represented as an object of the male gaze. She is wearing a long white dress with one hand on her hip, elbow out, which is a confident pose that is not intent on sexualising her appearance.



3. Representation 
– What is the star persona of Naomie Harris?
	Naomie Harris is a successful Black British woman with a Golden Globe, BAFTA and Oscar nominations as ‘Best Supporting Actress’ in ‘Moonlight’. She has a prolific career in the film industry starring in Blockbuster films like ‘Pirates of the Caribbean’ franchise as well as British horror films like ’28 Days Later’. She is slim, fashionably dressed and fits certain stereotypes of femininity. In addition, her hair is straightened which may be an example of conforming to European ideas of beauty and consumerism. However, the magazine counters an emphasis on body image with its coverlines, and it is clear that Naomie Harris is a serious actress who does not merely conform to stereotypes to be successful.



4. Core messages and values 
- What does the choice of cover star reveal about the magazine’s values?
	The magazine gives examples of successful Black British women who act as role models for other Black British women. The magazine have campaigned against racial profiling whilst supporting BLM (Black Lives Matter) and the term ‘Pride’ comes from the historical context of the Civil Rights Movement. Examples of success show how far the movement has come from the racial subjugation inherent in past years. The magazine take on hard-hitting issues such as FGM to show that they have progressive agendas that aim to protect all Black British women from abuse and subjugation. Naomie Harris epitomises the magazine’s key message and value: to empower Black British women to be proud of who they are, to be confident, have self-respect and challenge the lack of diversity in British society.
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	Example Exam Questions that could come up:

	1. Explore how the magazine Pride uses media language to create meaning. In your answer, you must analyse: 

(a) character roles [5] 
(b) narrative [5] 
(c) intertextuality. [5] 

	2. (a) Explain how historical context affects magazine promotion. Refer to Pride magazine to support your points. [5] 

Question 2(b) is based on the Pride magazine from the set products and unseen magazine (Resource A). Study Resource A carefully and use both film posters when answering the question. 

(b) Question 2b—Compare the representation of gender in Pride and Resource A magazines.  [25] 

In your answer, you must consider: 
- The choices producers have made about how to represent gender.
- How far gender representation is similar in the two magazines. 
- How far gender representation is different in the two magazines. 



1. Context 
– Is The Sun a red-top tabloid or broadsheet newspaper, left-wing or right-wing?
	The Sun is a right-wing, Conservative supporting red-top tabloid with an anti-immigration stance. The red-top design of the masthead is a house style for the paper. It is argued that the paper’s stance on immigration is xenophobic.


- Who owns the newspaper (person and company)?
	Rupert Murdoch is the owner of The Sun which is part of NewsCorp. 


- What is the circulation and readership for the newspaper?
	Print circulation (1.6 million) and daily readership (4.1 million).


- What is the key issue of debate for its readership?
	Immigration (Brexit, EU) – the paper and its readership have a nationalist agenda.


- What is the significance of Page 3 to the brand’s identity?
	Page 3 is a topless model page which objectifies women, leading to feminist campaigns against it. The first topless model featured in the paper was in November 1970.


- Why is the paper’s historical representation of Hillsborough controversial?
	96 people died in the stadium and the paper’s headline ‘The Truth’ misrepresented fans claiming that they pickpocketed victims, urinated on emergency services and assaulted policeman who were helping victims. The newspaper is banned in Liverpool where it is referred to as ‘The Scum’.


- Who is the target audience for the newspaper?
	C2DE, predominantly men but also women, across most age ranges but aimed at a less academic audience as the paper has the reading age of 8+.



2. Media language 
– What language devices have been used in the headline and what does this connote?
	The use of the imperative verb “draw” in the headline “draw a red line on immigration or else!” creates a commanding, authoritarian tone to the front page. The metaphor of “the red line” refers to a policy that cannot be crossed and the threatening tone of “or else!” suggests an extreme action in revenge if certain requests are not fully met. The red line might also refer to ‘red tape’ which has become a euphemism for bureaucracy (British people are fed up of the extra paperwork that membership with the EU creates).


- What mode of address has been used in the newspaper front page?
	This is a direct address to the former Prime Minister David Cameron (secondary image in the bottom left corner) featuring a second person pronoun in the strapline “As PM flies to meet EU leaders, you tell him:” to involve the readership in the issue of debate.


- What is the significance of St. George’s Cross illustration?
	The red line also represents the English flag which has become a symbol of national pride for readers with an anti-immigration stance. It is often used as a symbol to promote patriotism, or at its worst, jingoism. 


- What is the significance of the close-up of ex-PM David Cameron in the bottom left corner?
	It ensures that readers know who to direct their anger at over a softer stance on immigration: the former Conservative Prime Minister David Cameron who gave into pressure as a result of campaigns and called for a referendum on Brexit which led 52% voted to Leave the EU whilst 48% voted to Remain.



3. Representation of migrants 
- What does it mean to be patriotic and jingoistic? Which one is The Sun and why?
	To be patriotic means to be proud of your country, often seen at the World Cup when England supporters cheer footballers to win in a match as a sign of the nation’s athletic brilliance. However, jingoism takes a more aggressive line with national pride. Jingoists often have a negative attitude to cultural diversity and may even adopt a white nationalist attitude towards what it means to be English. Some argue that jingoism is racist and xenophobic.


– Why has Bulgaria and Romania been represented in relation to the UK in the dominant image? 
	On the map, these are the only two countries labelled other than the UK. This is because there is a new influx of immigrants from these countries entering the UK, and The Sun is trying to say that this must stop. Some argue that it is to do with overpopulation, some argue it is to do with lack of integration between cultures, but the specific targeting of these two countries with Europe encourages the readership to oppose Bulgarians and Romanians as a whole.


- What is xenophobia and why could it be perceived that The Sun is xenophobic?
	Xenophobia relates to a fear or hatred of foreigners based on negative stereotypes. Whilst not all Leave voters would vote for xenophobic reasons, it is arguable that The Sun’s representation of immigrants fuels xenophobia against foreigners in binary opposition with their perception of what it is to be British. The Sun fights to maintain a specific interpretation of what British identity.



4. Core messages and values 
- What is the core message in this front cover and what ideology does it represent?
	Immigration is a problem for the UK according to The Sun, reinforcing negative stereotypes of immigrants and encouraging British people to stop immigration. It is arguable whether the anti-immigration stance was fuelled by papers like The Sun or that the majority of British voters have this position anyway.




The Guardian
	Example Exam Questions that could come up:

	1. Explore how the magazine Pride uses media language to create meaning. In your answer, you must analyse: 

(a) character roles [5] 
(b) narrative [5] 
(c) intertextuality. [5] 

	2. (a) Explain how historical context affects magazine promotion. Refer to Pride magazine to support your points. [5] 

Question 2(b) is based on the Pride magazine from the set products and unseen magazine (Resource A). Study Resource A carefully and use both film posters when answering the question. 

(b) Question 2b—Compare the representation of gender in Pride and Resource A magazines.  [25] 

In your answer, you must consider: 
- The choices producers have made about how to represent gender.
- How far gender representation is similar in the two magazines. 
- How far gender representation is different in the two magazines. 
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1. Context 
- Is The Guardian a tabloid or broadsheet newspaper, centre-left or right-wing?
	The Guardian is a centre-left broadsheet newspaper with a positive attitude towards immigration in contrast with The Sun. The Guardian choose to focus on the plight of refugees on this front cover in order to humanise the representation of immigrants.


- Why is The Guardian considered an ideologically liberal newspaper?
	The Guardian has multicultural attitudes towards immigration, socially liberal positions (pro-feminist, pro-LGBTQ+, pro-choice, anti-racism) but is not necessarily Socialist in its representation of class (taking a pro-corporate, fiscally conservative position, with the exception of some specific columnists).


– What is the circulation of the newspaper?
	Print circulation (189,000).


- Who is the core demographic for the newspaper?
	89% ABC1, high-brow professional readership (52% male, 48% female).


- How many readers does the online edition of the newspaper have?
	Online edition = readership of 42.6 million.


- What is the social context for the lead story on refugees on the front page?
	March 2011, Syrian Civil war broke out – 11m Syrians fled homes – majority sought asylum in Europe making difficult journeys across land and sea to get there. There is a negotiation on what aid/support/asylum should be granted to these refugees. One key question: how will countries cope with increased populations and what impact will migrants have on societies?



2. Media language 
– What is the shot type and mise-en-scene of the dominant image?
	The candid medium two-shot features two young boys who died as refugees. It seems to be a family photograph which humanises the boys evoking sympathy and sorrow from the reader. Their nationality is irrelevant: they are represented as innocent children. The day before, a shocking picture of Aylan carried off the shoreline dead by an official. The Guardian have chosen not to show the shocking photo in this edition, reflecting their liberal ethos against exploitative sensationalism.


- What is the headline and its connotations?
	The headline “The boat flipped. They just slipped through my hands.” Suggests that the newspaper have interviewed the father giving a first-hand testimony of the tragedy. There is emotive language used in the lead paragraph with words such as “anguish”, “tragedy”, “disaster” and “devastation”, again evoking sympathy from the reader. The audience is positioned to care for the refugees and consider a less hostile response to refugees and immigrations that right-wing political positions.


- Why does a secondary article on the PM next to the lead story relate?
	The article “PM bows to pressure to admit more refugees” suggests that the Prime Minister has a responsibility not to cave in to anti-immigrant rhetoric but consider left-wing perspectives on the issue. It shows David Cameron in an unfavourable light, that he would prefer to be less sympathetic to migrants but only responds kindly to pressure.



3. Representation of Refugees 
– Why does the paper’s representation of refugees come across as more favourable of migrants than The Sun’s front page?
	Whilst immigrants are often represented as terrorists, parasites and people to be despised or feared in The Sun, The Guardian opposes this view. They represent the Kurdi family and migrants as blameless victims. A story of personal tragedy humanises those affected by civil war in foreign countries. The image reminds readers of the reality of the situation which goes beyond the spin that immigration is a menace. Both The Guardian and The Sun have strong political views on the issue.


- Why has a complex conflict (Syrian civil war) been used as a starting point for this article when the issues simply being for or against certain political positions are not easy to make?
	The Guardian attempt to find nuance in their representations on key issues. The Syrian Civil War is one of the most complex conflicts with no easy heroes or villains but they highlight the cost of civil war and the lives that are affected by major scale political manoeuvres. The Guardian’s highbrow readership like to grapple with multiple factors in play which require a judicious evaluation.


- What would be a dominant, negotiated and oppositional reading of the text?
	Dominant – accepting the agenda of the newspaper – multicultural, pro-refugee position.
Negotiated – agree with some of the paper’s positioning but reject others.
Oppositional – oppose multicultural ethos of paper, taking a strong anti-immigrant stance.


- How are active and passive audiences likely to respond to the text?
	Active – will wrestle with messages and values of articles and actively mediate its content.
Passive – will passively accept the messages of an article without questioning its content.



4. Core messages and values 
- What is the core message in this front cover and what ideology does it represent?
	Refugees need help, children are dying trying to reach safety, PM David Cameron needs to do more to help, The Guardian takes pride in its journalism and ethos (opposing sensationalism and seeking nuanced positions) – its front page reflects its liberal stance.







[Component 1B – Industry and Audience]
	Example Exam Questions:

	3. (a) Name the organisation that publishes The Sun newspaper. [1] 

(b) The Sun is a national tabloid newspaper. 
Give two other examples of national tabloid newspapers in the UK. [2] 

(c) Briefly explain two differences between tabloid newspapers and broadsheet newspapers. [4] 

(d) Explain why newspapers have websites. Refer to www.thesun.co.uk to support your points. [10] 
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1. Industry context
– Where does The Sun get its revenue?
	Newspapers earn revenue from ads – the purpose is mainly for profit. The £5 off ALDI voucher in the top corner (when you spend £40) is appealing to the readership. A large number of readers will shop at ALDI (which is ironically a European supermarket brand), making the voucher an attractive advert. The majority of The Sun’s readership are part of the C2DE demographic living on low wages, so the low price of the paper and discounts are useful for the target audience. 


- What was the significance of the phone-hacking scandal to the newspaper?
	NewsCorp has a legacy of law-breaking with phone-hacking in order to get sensational scoops with their Sunday version of The Sun, the now defunct News of the World. They lost more than £250m in lawsuits, including £50m in legal costs and pay-offs for the scandal. 


- Why is The Sun’s subscription service digital entertainment package an example of convergence?
	In August 2013, The Sun launched Sun+ (a subscription service digital entertainment package). Subscribers paid £2 per week to access all of The Sun’s regular content and exclusive Premier League clips, with a variety of rewards including lottery tickets. Sun+ had 117,000 subscribers who gave brand loyalty. The Sun has used converging media technologies to adapt to people’s ‘reading on the go’ habits. However, they had to remove the paywall in November 2015 and offer most of its web content for free in order to compete with rivals like The Mail Online. They now have 1 million+ browsers per day.


- Are The Sun readers an example of active or passive audience? Why?
	They have been considered a passive readership (especially accepting stories at face value as truth). However, media IQ is higher than ever and audiences are much more active understanding how tabloids often do not report full facts. 







	Example Exam Questions:

	3. (a) Name the organisation that regulates films in Britain. [1] 
(b) 12 and 12A are examples of age certificates used in the UK. Give two other examples of age certificates used in the UK. [2] 
(c) Briefly explain the difference between the 12 and 12A age certificates. [2] 
(d) Explain why a film may be given a 12A or 12 certificate. Refer to Spectre to support your points. [12]


Spectre 
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1. Industry context
- How is Spectre’s release an example of vertical integration?
	Spectre was released for digital download, DVD and Blu-Ray in February 2016. Cinema exhibition was handled by Columbia (owned by Sony) and home video exhibition was handled by 20th Century Fox (owned by MGM). This is an example of vertical integration as the profits remain with the parent companies.


- Why was Spectre able to have a budget of $245 million, particularly when the previous Bond franchise film Skyfall caused MGM to go bankrupt until Sony stepped in as co-financers?
	The Bond franchise is a low risk investment if financiers have enough capital. In order to avoid bankruptcy with higher risk investments, co-financing options spread the risk.


- Who is the conglomerate for the film?
	Sony is a conglomerate that has most ownership of Spectre (through Columbia) although the franchise was owned by MGM until their bankruptcy (from the production of Skyfall) leading to complex co-financing. The subsidiary company that produces Bond films is Eon Productions.


- What locations did they film Spectre in?
	Spectre was filmed in Mexico, Morocco, Austria, Italy and Vatican City as well as Pinewood Studios in the UK.


- Why does the poster also feature IMAX logos and soundtrack producers Decca (synergy example with S/T release)?
	Decca are responsible for the film’s soundtrack and the film was distributed for its premiere at IMAX cinemas ($10.9 million once released in November 2015.)



2. Regulation 
- Why did the BBFC give the film a 12 certificate (and 12A in the cinema)?
	This is the ‘golden rating’ for films in the cinema: can reach a younger audience without alienating its older audience base for profits. Spectre was classified as a 15 until cuts ensured its 12A rating (and 12 rating on DVD and online streaming). It was rated 12A for moderate threat and violence (no emphasis on injury or blood), brief and discreet sexual activity, some moderate language. The torture scene was uncut due to expectation of Bond’s survival and a lack of detail of bodily injury. Films can be sent to the BBFC mid-production to ensure it meets 12A rating criteria without the need for significant re-edits. 



3. Marketing
– Aston Martin, Omega watch, Heineken beer, Sony phones and laptops all marketed their products in tandem with the film Spectre. What is this marketing technique known as?
	Synergy.


- How did the Bond theme Sam Smith track and music video ‘The Writing’s On The Wall’ help promote the film?
	The motif of ‘writing on the wall’ has multiple meanings: social media as well as elements which exist within the film. Sam Smith is also a popular pop artist whose LGBTQ+ credentials (alongside Tom Ford as the film’s fashion designer) give the film a multifaceted representation of masculinity which is not simply heteronormative.


- What other methods were used to create hype and buzz for the film?
	Big publicity events, social media marketing such as cryptic Instagram posts.



	Example Exam Questions:

	4 (a) What type of game is Pokémon Go? [1] 

(b) Identify two different target audiences for Pokémon Go. [2] 

(c) Choose one of these audiences. Briefly explain two marketing strategies the producers of Pokémon Go have used to target this audience. [4] 

In Question 4(d), you will be rewarded for drawing together knowledge and understanding from across your full course of study, including different areas of the theoretical framework and media contexts. 

(d) Explain how players of Pokémon Go can be described as ‘active audiences’. [11]



Pokemon GO

[image: Image result for pokemon go]
1. Industry ownership 
– Who produced Pokemon and how has the franchise developed over the years?
	Niantic and Nintendo – started in 1995 as Gameboy video games but now includes more video games on multiple platforms, animated TV series, trading card game, 17 films, comics, books and toys.


- What is augmented reality gaming and what devices can Pokemon GO be played on?
	Digital images that are added to your real surroundings on devices like smartphones. It uses the same technology as Google Maps (GPS).


- What is the funding model for Pokemon GO? How does the game make money?
	Funding provided by Nintendo, Google and App distributor for Apple and Android – each would benefit if the game was successful. In-app purchases (pokecoins), in-game events like on Halloween where candy (upgrades for evolving) were more available and distances were shorter (rapid progress creates increased playability) – sponsored locations (pokestops) were used where companies pay to show up at prominent locations to attract customers to their shops.



2. Regulation 
- How does PEGI regulate video games like Pokemon GO?
	Age rating system (3, 7, 12, 16, 18) based on criteria such as bad language, discrimination, drugs, fear, gambling, sex, violence and online interactivity. Pokemon GO received a 3+ rating but Apple store states it is suitable for 9+ due to mild fantasy violence. Common Sense Media recommends 13+ due to privacy and personal safety concerns thanks to online interactivity. 


- What health and safety issues have developed as a result of gameplaying?
	Players getting injured whilst playing due to being distracted or even playing while driving. Some gamers trespassed, other players were targeted by criminals relating to online risk of social media and some Pokemon characters could only be found in dangerous places because GPS did not consider the context of specific locations.



3. Audience
– Who is the target audience (demographics) for Pokemon GO? 
	Whilst the game was initially aimed at young boys, Pokemon GO appeals to much wider audience, particularly well-paid twentysomething white women. The average player now are 18-34 year olds who are less motivated (C2DE). As a result, Pokemon GO was marketed at McDonalds, movie theatres and pubs as pokestops.


- What Uses and Gratifications does the game appeal to?
	Entertainment (escape/diversion) – need to escape into fantasy world for fun.
Social interaction (community, status, identity) – connect with friends in games.




- Does the game appeal more to mass or niche audiences?
	The game appeals to a mass audience due to the widespread international appeal of the franchise. Japanese animation has now become as ubiquitous as American media. Pokemon remains one of the ‘tent pole’ franchises that brought anime into the international mainstream.


- Why does nostalgia have a part to play in the game’s specific demographic?
	The late 90s audience for the game would now be in their 20s/30s, which means that the target audience has shifted from kids to younger adults. There is now ironic appeal for nostalgia amongst hipster demographics who enjoy reliving their youth through media.


- What marketing methods were used to maximise the game’s appeal?
	Trailers were released online showing AR technology, social interaction of multiple players along with the USP of entertainment and family social time. The demographic used in the trailer was 20+ whilst children played with parents. There were themed trailers: Go Catch, Go Trade, Go Battle, Go Play Together, Go Unite. New trailers were released with add-ons becoming available such as a trading feature in 2018. Pokemon GO had a Superbowl ad spot to celebrate the franchise’s 20th anniversary. The advert focused on evolving targeting the primary audience demographic through nostalgia. Other marketing includes synergy between Pokemon GO and other companies like Starbucks. 



4. Convergence 
– How has the convergence of media consumption affected games like Pokemon GO?
	Convergence is all about bringing together previously separate media industries and/or platforms often the result of advances in technology. The mobile phone allows users to download and listen to music, view videos, tweet artists and has converging functions through one portable device. The mobile gaming market took £38 billion in 2016. Pokemon Go was one of the ‘tent pole’ products for this thanks to in-app purchases.


- How have smartphones changed the way games are made?
	Augmented reality gaming and the convergence of mobile gaming using social media to engage new players is now prolific. For industries to survive, they need to constantly evolve video games. Virtual and augmented reality gaming is ‘the next big thing’. The game uses both. More and more are casual gamers as a result of smartphones. Pokemon takes advantage of this and the convergence of media forms.



	Example Exam Questions:

	4. (a) Which radio station broadcasts The Archers? [1] 
(b) Identify one audience for The Archers. [1] 
(c) Explain two ways in which The Archers is aimed at the audience you have identified. [4] 

In Question 4(d), you will be rewarded for drawing together knowledge and understanding from across your full course of study, including different areas of the theoretical framework and media contexts. 

(d) Explain why audiences listen to The Archers. Refer to the Uses and Gratifications theory in your response. [12]


The Archers
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1. Context 
– Who is the target audience for Radio 4 programmes like The Archers?
	The target audience is highbrow ABC1 55+ (mainly farmers with more men than women).


- Radio 4 has over 5 million listeners and the The Archers show has been running for 65 years on six episodes a week and an omnibus on Sunday, but what genre of programme is it?
	Radio soap opera.


- Why was the show established in 1951?
	Originally established to educate farmers in order to increase food production after WWII.


- How is BBC radio and TV funded?
	TV licenses and the government.



2. Regulation 
- What role do OFCOM play in relation to Radio 4 and The Archers?
	OFCOM regulate broadcasting (TV and Radio) with guidelines which must be followed to protect audiences against harm and offense. The Archers is a pre-watershed programme which prohibits 15+ rated content (sex, violence, bad language). However, The Archers has also been controversial for domestic abuse storylines that are hard-hitting. According to OFCOM, rules were not broken as this content is deemed to benefit the audience as a cautionary tale. Some conservative audience members were offended by a gay storyline but OFCOM said rules were not broken by this story, deemed more than appropriate.


- What is the BBC remit (created by John Reith)?
	To educate, entertain and inform.


- What other charter responsibilities does the BBC have?
	To provide impartial news, support learning for people of all ages, show creative high quality output, represent diverse communities across UK along with its culture and values.



3. Production 
– What kind of scheduling does The Archers operate under?
	· Production team meet biannually to plan following months (and sometimes years’ worth of storylines).
· Monthly script meetings with four writers who have to produce a week’s worth of scripts each.
· Recording takes place every four weeks (actors only receive scripts a few days before).
· Actors employed for six days to record 24 episodes – little room for error as each 13 minute episode is only allocated 2 hours of studio time.
· Episodes are broadcast 3-6 weeks after recording.


- What is The Archers brand?
	The most listened to BBC programme online. Market share and brand identity are important and The Archers is a ‘tent pole’ programme because of its success. If the BBC lost its license fee, there are shows like this which audience would definitely subscribe to. Producers aim to keep shows fresh – pushing boundaries on plotlines to develop new audiences beyond the 55+ ABC1 demographic.


- What case study episode reveals the representation of gender for the show?
	Case study episode – Sunday 2rd April 2016
- Helen stabs controlling husband – controversial episode of a domestic abuse storyline that was building for some time. Listeners were in privileged position of being able to eavesdrop on their private conversations. Rob constantly undermined her looks and clothing and progressively isolated her from friends and family. Helen stabbed Rob in front of their young child. A social media hashtag #controlisnotlove formed discussing criminal offense of coercive control. Listeners followed her trial as she was given not guilty for attempted murder. £100,000 in charitable donations developed as a result of the storyline for domestic abuse charities.



4. Audience
– How has the convergence of media consumption affected BBC radio shows like The Archers? 
	· Listeners could catch up with an omnibus on Sunday after the regular Monday-Saturday radio slot. 
· They can hear recent episodes on BBC Radio Four Extra
· Download the podcast
· Listen ‘on demand’ through BBC iPlayer Radio. 
· They can check out The Archers’ website page on BBC
· Follow the show on social media
· Follow it on Twitter or like their Facebook page.


- What Uses and Gratifications does the show appeal to?
	- Entertainment – escape from the real world.
- Information – acquiring knowledge about farming or current issues.
- Social interaction – discuss and debate plotlines with friends and family.
- Emotional – be affected by specific storylines relating to specific characters.
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TMWGG: CONTEXTS

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

by lan Flemin.

same as SPECTRE. Distributed by United Artist.
Estimated $7m budget, grossed $97m+ million
world-wide.

there were several Kung Fu scenes and the film
was filmed predominantly in Asia, having being
shotin The
artwork for poster was produced by artist and
ilustrator Robert McGinnis.

Historical Context

TMWGG was set in the middle of the 1973
energy crisis, when the oil producing Arab nations.
proclaimed an

This had
short and long-term effects across on politics and
the economy across the globe.

Key Terms and
conventions

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

star appeal, credit block,
frame, enigma codes,
signify, Extreme close
up, facial expression,
body language, colour,

enigma codes.

Typical of Bond films, the

Two of these wom- Bond and
en are highly
hour glass figure and long flowing hair. Body language: as an

whilst pointing at Bond whilst the other seems to be  and an.
putting her arm out in frant of him, seemingly pro-

enigma code, suggesting to the audience that
Vetalllook the same  and peopl

one appears to be looking at the golden gun assassin _only see the hand of the shaoter creates intrigue

tecting him. Barthes might argue that this is another  theory- we would consider this person to be the.
“willain’ Surrounding Bond are even more enemies

Consider Propp NARRATIVE & Barthes ENIGMA theory Messages and Values

.pointed right at  Key messages:
someone s loading it with a bulleten- 1 need

bikini-lad, lim with perfect graved with his name. The reader can interpret this 1o be Masculine: strong, powerful

Wecan - an inteligent to be successful.

need to be feminine: they
g are sexualised, attractive and alies
Propps character

tomen
are dangerous.

e trying to kill him,. These signify action/

making it hard for him to distinguish between them. _ thriller genre.

MEDIA LANGUAGE: How the FILM POSTER communicates with the audience using the different codes:

Symbolic Codes

1. Central image: mid-shot of James Bond, smartly
dressed holding a gun across his body. Suggests he isthe ~ and the gun, an iconic part
protagonist, so probably a ‘good guy'- Propp's theory  fies danger and action.

~hero’ 2. Extreme CU of gun at bottom pointed at 8ond,

2. Direct address- Bond looking directly at the audience, - loading with bullet with nar
making eye contact. The intensity of his stare and lack
of smille connotes how seriously he expects to be taken 3. Colour of the gun (gold)
and appears calm despite the chaos surrounding him

This informs the audience of ane of his great strengths,  to historic context of oil embago

his ability to keep his composure in any situation. 5. Female costumes of bk

REPRESENTATION Ethnicity, Gender and Issues

UKs favourite secret agent; charming, suave, good 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
to put yourself in dangerous situations. If you were allof those things, you would

someone s trying to kill him.

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

of Bond's ‘uniform, signi-  common convention. Roger Moore- household playing.
Bondin the previous film, Live and Let Die. Name placed
directly above Bond's image to reinforce the link

me on, so audience know 2. Title appears with book author at the bottom.

3. Credit block, detailing industry information such as

connates wealth other star's names, directors and producers,is much

4. Explosions communicate action in the film and link  smaller and tucked away so as not to divert the audience

away from the main image o the rest of the poster.
nis and slim

At the start of the 20th century, representations of minority ethnic groups supported
the dominant stereotypes of the time: to be pitied, to be laughed at, the exotic and/
or dangerous. While society was progressing towards racial equality by the 19705,
some of these stereotypes were stilin evidence in mainstream films.In addition, itis
interesting to consider this poster in the context of the move towards gender equality
and increased women'srights in the 1960s and 70.

be successful, gain respect and women would want you. The assumption then is

that men should also be heterosexual

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

Afeminist theoretical perspective would argue that this sexualsed representation
of women suggests that they are lttle more than bodies to be looked at.

Another female, however, is dressed in a karate uniform and is shown in a 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
8roup to the other females. This goes some way to explaining why she seems not
to support the dominant sexualised stereotype portrayed by the other females;
she s seen as exotic, different, the ‘other”

Feminist Laura Mulvey coined the term the ‘male gaze’ which discussed how the au
dience i put into the perspective of a heterosexual man. In this poster, the audience
is forced to focus on the curves of the women’s bodies, putting them in the eyes of a
male. This suggests all men ook at women and communicates to the audience that
thisis what an attractive woman looks like. Mulvey argues that this denies the women
human identity and relegates them to the status of objects to be admired for physical
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
For example, the depiction of a female doing martial arts could be seen to
support the idea that she is dangerous and to be feared or could be seen as 2 pro-
gressive way of looking at females, those who are strong, confident and fearless.

0

1528
21/05/2019

-




image4.png
Apps

spectre-ko.pdf

o1 lie to myseffto be happy? X | (@ Meil - SCole-Savidg@hatchend X

c 0

& nttps;//filmandmediaportal files.wordpress.com/2018/09/spectre-ko.pdf

Key Terms and

Metric - Dressed to Suppres: 41 X

spectre-ko pd x o+

Consider INTERTEXTUALITY

conventions

Central image, protag:
onist,
star appeal, credit block,

The white txedo Intertextually references earlier 8ond
fims (previous Bonds, including Roger Moore, have worn
the white tuxedo, however ths poster specificallyrefer-
ences Sean Connery In Goldfinger), providing a sense of
famillarty, nostlgia and pleasure to fans who recognise:

hero, vllain, title,

frame, enigma codes,  tne link.
signify, Long shot, facial  Bond fims have often deliberaely referenced earler fims

expression, body lan-
guage, colour, enigma

SPECTRE: CONTEXTS

Production Context
Released on 26 October 2015, as
007 in his fourth performance s the fictional MIG agent.
by lan Fleming, the film was produced
by Britsh company
The fim was.
created with an estimated making it
the and one of the
It grossed over
The poster was designed by Empire.
Designs, a Britsh film promotion agency. The poster was
released on 3 September 2015, as part of a wide global
marketing campaign for the film.

Social Context
The masked man, wearing a
to 2
featured in the opening sequence. This did not happen in
real e however, the interest in the fim, and the govern-
ment’s determination to promote pre-Hispanic Mexican
culture, meant that one year later the local authorities
decided to organise such a parade (Dia de los Muertos)
on October 29th 2016. t was a huge success and attend:
ed by 250,000 people. The Tom Ford white tusedo worn
by Daniel Craig revived  fashion trend from the 1970s.
Previous Bonds have worn 2 white tuxedo, and John
Travolta famously sported one in the film Saturday Night
Fever n 1977 It has been argued that Daniel Crag init
ated a fashion trend, as many celebrities including David
Beckham and Benedict Cumberbatch were photographed
wearing a white turedo around the time of the release of
spectre publicty, underlning the cultural significance of
the Bon

was used

in the franchise, for example the ‘Bond gif emerging
from the sea (Ursula Andress in Dr No and Halie Berryin
Die Another Day). Daniel Crag alo emerged from the sea
in Casino Royale, his first outing as Bond, however it was.
denied that this was a reference to the earler fims.

codes.

Consider NARRATIVE

Behind Bond, image of a man wearing 2 skeleton mask and
bone design on hs acket. Skeleton has connotations of
death and danger and the mask s covering up someone’s
identity, someone who wishes o remain hidden, someone
lurking in the shadows. I i quite asy to guess thatthis char.
acter would be Propy's villin and his mask that s reminis
cent ofsuch holidays s Halloween or Day of the Dead means
e s Bond's antagonist and no doubt wants to kil him. This
acts 2 an enigma code for theaudience as we want to ind
ut who this character is and why he wants Bond. The skele
ton also references the fite of the im, Spectre, connoting a
ghosty, haunting presence from Bond’s past.

MEDIA LANGUAGE: How the FILM POSTER communicates with the audience using the different codes:

Symbolic Codes

1. Central image: long-shot of James Bond, smartly
dressed holding a gun across his body. Suggests

he st he protagonist, so probably a ‘good guy’
Propps theory- ‘herd’

2. Direct address- Bond islooking directly at the
audience, seemingly making eye contact. This s 2
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 a smile
could suggest how seriously he expects to be taken.
3. Framing - Bond s in the middle and central

1. Bond's atfre connotes business and professionalism.
2.The gun, an iconic part of Bond's ‘uniform’,sgnifies dan-
gerand action and s casually pointed, connoting that Bond
is never offduty he i always alert and ready for action.

3. Colour — Bond's white jacket connotes his heroic status,
contrasting with the dark, shadowed antagonist in the
background

4.Costume: the tuxedo i iconic of the Bond image, and the
white tuxedo connotes luxury, wealth and sophisication,
the ‘high ife’that off.duty Bond enjoys (inked to martinis,
women, gambling etc.). The red caration has connotations

1. Breaks convenfions as actor name is not at top- to not get
in way of visuals. Instead, it appears alongside many other
names ‘Albert R Broccolr's EON Productions presents Daniel
Craig as lan Fleming’s James Bond!, reflecting the many
iconic figures involved in creating the franchise.

2. Bottom, title appears with the iconic 007 logo. The gold
font connotes luxury, wealth, aspiration and exclusivty;

the capitalised title suggests power and strength. The title
SPECTRE relates to the organisation that is in opposition

to Bond in the narrative, but also connotes a ghost’ from.
Bond's past.

of romance and passion, but also of danger

REPRESENTATION Ethnicity, Gender and social/cultural Issues

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-
reotypically masculine stance. This closed body language connotes his lack of
emotion, his independence, and also his professional role s 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
audiences 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.

The absence of female characters on this poster reflects a feminist perspective, as
wornen are still inder-represented within action film franchises. There are stron-
ger female characters in Spectre, however this poster does not feature them and
50 we can infer that much of the marketing prioritises 8ond as an iconic figure who
will appeal to audiences

3.Credit block gives industry information such as other
star's names, directors and producers, and is much smaller
and tucked away so 35 not to divert the audience away from
the main image or the rest of the poster.

James Bond is an action hero who, since the 19605, has been constructed to embody
many masculine stereotypes of strength, independence, sexual prowess etc.

The representation of women in the franchise has traditionally been similarly stereo-
typical: the ‘Bond Gil' who is the beautiful love interest” for Bond (Propp's princess),
insignificant to the narrative and ultimately disposable.

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 useful to consider the poster
for The Man With The Golden Gun here.

Craig’s Bond i not as sexist and overtly stereotypical as the earler incarnations and
eflects some contemporary notions of masculinity as his Bond s older, more thought-
ful and shows signs of vulnerability. Interestingly, the poster does not reflect this
development and represents Bond as the familiar action hero to ‘sell the film.

KEY MESSAGES

Key messages:
1. Men need to be Masculine: strong, powerful, independent and sexual
prowess.

2 have evolved to reflect the social context
3.007 s not as sexist and overtly stereotypical as the earlier 0075
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Apps

Key Terms and conventions

Strapline, Cover line, colour palette,
address, flashes, left third, masthead,

The Target Audience

‘Men with an IQ': Middle class or higher, many
would have a good education, they would be.
anchorage, polysemic, ‘Man upl’, Mind,  interested in style, fashion and metrosexual
Body & Masculinity, pose Metrosexual,  topics, would spend a lot of money on products
body language, facial expressions, Image  to support this lifestyle. includes coverage of
as commodity. Red connotes physical executive concerns and targets a more serious
strength, power, courage, energy., Black  minded, conservative, older reader than some
connotes power, sophistication, classic,  other men's lfestyle magazines such as Loaded
stylish. and FHM.

MEDIA LANGUAGE: How the fron page communicates with the audience using the different codes:

Symbolic Codes

1. Pose is confident and serious.

Messages and Values

Key message- Be the best man
you can be. Be strong, powerful
and care about yourself. Having
the ‘right’ look is very important
to success.

Si¥le!

s 1. Direct address - ‘How to be a man’ draws

1. Masthead - Big and bold, recognisable

\ahual

2. strapline- Mind, body and masculinity

3. Colour Palette suggests power, strength strong
4. Cover lines- ‘The Rock connotations of
strength and stability. Masculinity, metrosexual,

2. He looks at us- direct address
3. Costume tight casual T Shirt

4. Serious facial expression- he's serious!

5. Colours are eye catching, contrasting

6. Body language- shows muscles flexed to

Thin,

2. Pronouns- ‘you'- speaks directly to the
audience

3.‘World exclusive’ and ‘essential’ - persuasive:
technique to entice the audience

5. Extraordinary truth- more serious topic to
appeal to the educated target audience and
shows the more serious side of the stories.

GQ: CONTEXTS 5. Breaks left third rule
7. Narrative- cover lines start of a story reveal large muscles, supporting spornsex-

Production Context 8. Extreme close up- showing bicep and serious  ual image of what men should be like.
First named in facial expression
and is published

quarterly tisa REPRESENTATION Ethnicity, Gender and Issues
Produced by Conde Nast,

GQis a mulit-platform brand, published in

along with it's own
website. It hosts an annual event ‘GQ Men
of the Year'. Circulation = 115K, readership =
400K. Catchphrase = “the magazine for men
with an 10"

Dwayne lohnson is a successful black actor and a role model. Historically,
many films depicted black characters that supported the dominant stereo-
type of the time: incompetent, hyper-sexualised and/or criminals. It wasn't
until the growing momentum of the Civil Rights Movement that there was
a push against this status quo and there evidently there is still a way to go.
Using a hugely successful black cover star (Dwayne Johnson is half Samoan
and half African American) as their dominant image, GQ s presenting a
role model for its readers, someone to aspire to be like. Although John-
son's Hollywood success might be outside of most reader’s possibilities,
his work ethic and desire to want to better himself isn't.

Social/ Cultural Context

In 1994, Mark Simpson coined the word
‘which was about men looking

after their re-

gimes etc. Mark attended ‘GQ Man of the

Year'

"The Use of Johnson's iconic bicep with its Brahma bull tattoo reinforces the
stereotype of men as having to be hyper masculine, strong and muscular.

GQ Embraced this.
Thenin 2014, Simpson introduced the term
s /, men who are extremely body
focused and used the gym to make them
look their best. The
on the front cover supports this with The

Cover lines such as “How to be a man in 2016” suggest that the reader
cannot possibly already know this and will need the magazine to help
show him the way. This is similar to the female magazines that tell their
readers how to be beautiful, get fit and dress well. The importance of
body image and consumerism doesn't change just because of gender.
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PRIDE CONTEXTS

Pmdumnn Context
,first published

in 1990, readership (including online)

, circulation (printed copies) (of
over , distributed by
(part of Conde Nast),stil in Black own-
ership Name links to but
could be confused with

Social/ Cultural Context

focus more on beauty,
less on homemaking mag us
to feel bad about ourselves but they will
make us better. BLM — campaign against
police racism, big on asis Pride
(lots of followers)

Historical/Political Context
The term Pride come from the

that encourages/ celebrates
black culture, wanted people to be
proud of being black and having afro
hairstyles.

Metric - Now or Never Now 41 X pride-kopdf

Key Terms and conventions

Strapline, Cover line, colour palette,
direct address, flashes, left third,
masthead, anchorage, polysemic,
hyperbole, FMG, BLM, pose Metrosexual,
body language, facial expressions, Image
as commodity. Red connotes strength,
power, courage, energy, warmth, Black
connotes power, sophistication, classic,
stylish.

The Target Audience

Females of colour, aged between 24- 35,
are middle class or higher, many would
have a good education, they would be
interested in fashion and beauty, spend a
Iot of money on fashion and beauty
products, most of the audience would
live in London, they are a niche
audience (smaller than average with
specific interests)

Messages and Values

Key message- Be proud of who you are, and your
culture, have confident and self-respect. Focus
on body image- reminding the reader that they
could/ should look better (women are valued
based on looks). Women should aspire to be
successful like Naomi Harris. Mixed messages
straighten hair- conforming to European ideas of
beauty, consumerist context about buying hair
care products like relaxers, straighteners.

MEDIA LANGUAGE: How the fron page communicates with the audience using the different codes:

1. Masthead- covered but still recognisable
2. strapline- best magazine of its kind

3. Colour Palette suggests pride, strength
strong

4. Cover lines- serious issues (FGM), success
of NH,

5. Range of topics, aligned around NA

6. Breaks left third rule- worried about topics?
7. Narrative- cover lines start of a story

1. Pose is confident and sexy

2. She looks at us- direct address

3. Costume not revealling but stil tight

4. Serious facial expression- she serious!

5. Colours are eye catching, contrasting

6. Hair/make up = pretty, beautiful but not
over the top demonstrating natural beauty
over ‘made up’ beauty. More realitic.

REPRESENTATION Ethnicity, Gender and Issues

NH s attractive, slim, fashionably dressed-

Sexualised, Mocked)

FGM- hard hitting issues but is it reported on from the beauty/
cosmetic surgery side?, brave move to have such controversial topic
on the cover, use of | shows they view it as shocking and not being
done for religious reason but because of aesthetics/ beauty.

Naomi Harris is a successful black women as a role model, came
from a similar background to the TA. The magazine presents black
people as outgoing, confident, and ambitious.

harder to improve themselves because they are inadequate (How
far would you go?), the importance of body image is the same for
different races, a lot of pressure on women to be perfect, the mag
reminds reader that they are judged on their looks (Objectifed,

1. Personal pronouns- we, you, draws TA in,
2. Hyperbole- failed, sexualised, mocked

3. Allteration- Bond and Beyond emphasis her
success as a Bond girl (sexy)

4. Use of acronym (FGM)- asumption that the
TA will know what it s, comfortable dealing
with a controversial topic

5. PRIDE communicates the ethos of the brand
and how the TA should feel.

fits the stereotype,

the magazine (like other magazines) encourages women to work
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the-sun-ko.pdf

Historial & Political Contexts Vs RIGHT wing

The Sun nominally supported the Labour party but has moved back and orth between  gft wing is general-
Labour an the Conservatives,depending onparyleadersip. The paper has NS 1 more Iberal and.
been vy vocal i tellng s readers how they should vote. Today,The Sun s described ooy v
a5 having political allegiance to the Conservative party and does ot support the EU, so

itisnot surprisng that th language ofthis main artilesseeks to apportion blame to 14€0109Y In the UK,
the £U, suggesting they are the reason for such high levels of immigration. It mght be  Labour are leaning
helpfulthen to compare this cover with another from the left-wing press, such as The  left from centre.
Guardian which often provides a more supportve view of migrants.

Key Terms and conventions

Layout, Use of cover photographs/images,
House style, Mastheads, Headline, Anchor,
Direct address, Command, Threat, Xenophobic,
EU, Left third, Artcle, Close up, Birds Eye View,
Red tape, Dominant image, St George's Cross,
Tabloid, Right wing, Patriotic

AS PM FLIES TO MEET EU.
LEADERS, YOU TELL HIM:

DRAW
A RED
LINEON

THE SUN: CONTEXTS

Background Context
The Sunis a

1 Birds Eye View shot of he £U ncluding the UK
this anchors the headiine about imigration from
the EU and makes the readers understand what the
artice is about.

2. Close up shot of the Prime Ministe,locking tred
nd sressed. Thisshot will have been selected from
numerous images, probably none of which have
been taken for ths aricl, o show how diffcult
ob h has trying o balance the views of the coun-
try with the responsibilies he has as a member of
the EU.

3. The fact the newspaper has chosen to name orly

Originally published sx days a week un- two other countries on the map, could suggest
il The Sun on Sunday started in Feb 12, replacing News o the where The Sun imagines the main threat

World. Average dai
and a dally readership of around 4.1 millon.

The sun

on Sunday is the UK's biggest selling Sunday newspaper.

Just days before this font page, 3

Britain ultimately voted toleave the EU on June 231d 2016 —
rextt —and it s belleved that many people voted this way due
tothelr feelings about imiigration

Historical & Cultural Context

Abroadsheet in 1964, became tabloid n 1969 afer being.
purchased by NewsCorp.

s00n becoming a regular feature- an area of
contention fo some peaple. The Sun has always been consid
ered controversial - due to ts

The most notable being.
the coverage of the. disasterin
Sheifield on 15th April 198,96 people died and the paper's
headine, “The Truth, alledged fans pickpocketed victims, urk
nated on emergency services and assaulted a poiceran who.
was administering the kiss of fe to 2 victim. The story was.
from anonymous sources,later proved to b fakse and The Sun
apologised.

culation 1.6m coples o print edition

Symbolic codes

1-Dominant image includes red tape separating the
UK from the rest of Europe. The red tape with white
trp reminds us of the St George Cross, connoting
patrotism, nationallsm and al things English. ‘Red
tape’ = cutting the EU red tape’relaing to the
restritions- inthi case estrictions the UK has as
part of the €U,

2.Facial expression of the PM- tressed and tred
<howing how diffcul he i inding hisrole balancing
the Betish people’s opinions and his membership
ofthe £U.

3. House style/colour palete- conventional for
tabloid but alsofit the red and white colour o the
Englishflag conoting patrotism.

1-Main heagine, Grectea at he Prime MInSLer, & nformal; LSng commands and
or elsel"- inappropriate and distespectful o theleader, but arguably perfec for the
intended audience who may feel they need to shout to be heard.

2.“The Sun says..” as IfThe Sun has weighting when it comes to the decisons the
Prime Miniser makes.

3.Language in artice is emotive, describing immigration as “the flood”, s something
unwanted and destructve.

4.“OR ELSEI"- an ultimatum s an nappropriate way 1o address the head of state
Ifhe sn'table to get power back from the EU to stop immigation, the readers will
Hkely vote out of the EU but with no evidence and by including this, The Sun may be:
planting the seed fo how readers should vote

5. Romania & Bulgaia: chosing o name only two countres suggests where the main
“threat’ s coming from.

6. Direct address, “you tell him" and the calectve term, “The Britsh people” ensures.
that the readers feel a partof this so-caled demand on the PM and therefore also.

REPRESENTATION of SOCIAL GROUPS 3 Vasthend ok, coptaled st s h clours e and whicomen

1 The cover has been produced based on a YouGov

1. The cover’ nformal and inappropriate direct .

poll where 423 ofthe responders said they thoUght ;css o the eader, avid Cameron, suggests that
Britan should be able to limit immigration from the he i stugging under the pressue of the Bissh
€0, and als0 on thei own Sun poll—the rESUls Of  peocie and represents hin 4. poor eader
whichare ot reported onthis cover. The SUR's OVer . The seection of the close p image of the leader,
interprets this information a ll of s readers Want oo tred and stressed einfrces thi.
2 blanket ban on immigration, which i not wholy
accurate and so some people have argued that this (QOUAT/ 0T AT {c] 3 El Vo)1 3 e 3
front cover X WISl Socal casses, most o whom
2.The way inwhich The Sun has constructed this . haven't itended higher educaton.
migration narrative serves to reinforce the Two thirds of s readers are ver 35 Hitoicaly,
of migrants s people tobe. yearsold wspaper
Saséare male and s biggest audience ot or e
3. The text of the main article i carefully consiructed 13 Comes from the C2E demo-
16 positn the audience nto wholl accepting the 3PP
newspaper's viewpoln, anayss and opinin.
4. The use of diect address,"you el him” and the
coliecve term, “The Britsh people” ensuresthat 266 O ears Use of wordsinbold,
the readers feel a pat oftis so-called demand o lowson e o metg inch ot
the P and therefore also assume this iewpoint on sccessiba to everyoné and e4pacialy
immigration.

Historicaly,

that what s

age of 8 years. Use of words in bold,
often don't

appealng o members of our socety  ©
5. The sue ofimmigraton s complex and Often o have weaker Iteracy ils

ivides people, some considering the UK to be at - Alo,this makes it easer toread at
capacity and unabie to accept more, some seeing the speed and to skim and scan the paper
benefs thatimmigrants brig to socity. 1o fin specific articles tht nerestyou.
6. However,the selecton of images and correspond- Thiscould help explain why The Sunis
ing text means that readers are positioned to agree “Brtan's most popular paper” as stated
that immigraion i  bad thing and needs tobe Y1 agline, a1t s an eas read
stopped.

peciallyas there i an expectation

‘Average reading age of the UK popula- _genre s true. However,loday's
tion s 8 years old. The Sun has a eading _audiences are much more-
‘nd understand how tabloids

potentally changes the way they
interpret the information they are  excusive

tionsal of tabloids — ournalism that often relies o sensationalism, celebrites and
gossip.

8. Advert for money off at Al supermarket, i keeping with the demographic of the
target audience who are mainly lower mide class and below.

ACTIVE CONSIDER INDUSTRY
S ETET—

for it €1 nvery €7 spent an groceres & spent by
i S reader making very atractve advertsing vehicle
audiences TSR N
readers of print figures drop o low: Newspapers need audiences to sl
were considered to be _copies. the dominant image and the main arice i to sl
they read what was i papers
m and belleved ], €5- In 2016 The Sun lost more than £250m including £50m for
egalcost/pay-ffs fr phone-hacking scandal (previusy
cost News Corp. £366m).

TECHNOLOGY AND CONVERGENCE
L M = St
Teport ful fcts. This  service dighal entetainment package. Subscrbers pad £2
e week 0 accessal of The Sursfegulr content AND
< o remier League i, avariety of igtal
Fewards and 3 lottery: un+ had 117k subscrbers who
the could engage wih on amore personalevel e to

chared n the news

KEY MESSAGES [t et e et

o spare and increasingly ‘reading on the g0’
However,n November 3015, the paper had to remove the
paywall and offer most o ts web content for free in order
o compete with major ials such as The Mail Oiine.
Since removal of the paywiall it now has around 1 milion
browsers per day.

0

153:
21/05/2019

P




image8.png
Metric - Now or Never Now 41 X

the-guardian-ko.pdf

o1 lie to myseffto be happy? X | (@ Meil - SCole-Savidg@hatchend X

<« C (Y & nhttps//filmandmediaportalfiles.wordpress.com/2018/09/the-guardian-ko.pdf

Apps

the-guardian-ko.pdf

Key Terms and conventions

Layout, Use of cover photographs/images,
House style, Masthead, Headiine, Anchor,

Historial & Political Contexts Vs RIGHT wing

The Guardan s descrbed a hving mainstream o polfical valus. tdoes o have an fliason wing is general-
i ol prty, bt s ean toward h e annas ey loerl radtion. s threfore LH¢ W19 i gemeral.
ot surpring tht the languageof the two mainartices seks o apporion bame o the European /¥ @ more liberal and
overnments suggestingthey s the reason fo 1 ril,and o pans 3 piture of an uncarng  forward-moving

images, Dominant image, Broadsheet, left wing,

The boat flipped. They just e
slipped through my hands e

THE GUARDIAN: CONTEXTS

Background Context
Britsh nationaldaily newspaper, average dal

roughly 189K copis. The Guardian targets welleducated,
relatvely young, predominantly male and Iiberal audience.

The demographic s 89% ABCL. ify-two percent of Guardian

readers are male, and the average reader age i 44. The
Guardian has a UK online editon which has over 42.6m
readers (Oct 2014)

In 2006, The Guardian was redesigned, beeoming smaller
with a new typeface and balanced the longer with many
shorter sories-for two reasons: o adapt to what was going.
on i the martket The Independent and The Times had
already changed to a tabloid format) and to adapt o people’
reating habits,with people now having e time to spare
and ncreasingly ‘reading on the g0’

Socil contexts

March 2011, civl war in Syria broke out. An estimated

11m Syrians fled their homes since then. The majorty of
these have sought refuge in countries that border Syria, an
estimated 1m have asked for asylum in Europe. Familles have
been broken up and many are making dangerous and dfficu

Liote, Emotive anguage, Artcle, Selection of  Corseretus Prme Minster ko unsrprsng ht tey s preenting a1 sheratue viewport i
Quote, Emative language, Arile, Selection of S ore ighting re,encouragn o eadrs o h reugees s vismeowar o 1160109 In the UK,

deserv ourhelp. The Guarian et owned by 3 g1oup of shaeholders ke most othr nevspspers, Labour are leaning.
Liberal, Serif font. for whom making 2 proft & mperate. Thereios they v tht theycan hold true o theecore et from centre.
Joumalstic principe.

Symbolic codes
1 Masihea e Gurdans asthed s wisen alln

1. Midlong candid shot ofthe two boys who died L. Dominant mage of two It boys who [owercace 3 voes s rved Tort. i U lueiess makes the AIOnESide the main arice,there s 3
s not a professional photograph, but seemingly a  rowned, along Wit their mother whois newspaper tand aut from the crowd when competingfor  Inked artcle dbout Prme Minister was
family taken one, o connote famlarty Wth the | not pictured, whist crossng from Turkey. Sles o the news.tands and, arguably s 4 more personal under presure foallow more refugees
audience and eboke emtons of sympathyand 1o Greece gnes  human face fothe.  mode of address, one which ofersan alternative form of o Bitain. The phrasing "PM bows
Sorrow. The selecion of thispartcuar mage shows Syran refuge ¢ oumalin o LN MUY e oo, S TemBis 0 Show David
how theylook just ke any other youngstrs their 2. The image depits happy e boys, %, Headine: The photograph i anchored with the capton,  Cameron inan unfavourable gt
natonalty beingrelevant. The pevious dy,the  wearing typicalclothing and a cheky 4141 310 GPall Kt were dtowned ater the boatthey, - stating tht e et tht h should agree
image used by many papers, including The GUard- — smile. This human angl 53 comman ot inpes through my hanc exoaning e Gesths st | DECAUSE S0 many people were putting
an, was  much more shocking icture of Aas _ convention of the news, s 1t allowsthe ol accdentl pressure o him t0 do 50, suggestng
body being carred by an offic 5 readers 1o engage with e storieson 3. The amotive anguage used: “anguish “tragedy” and i thal the Prime Miniter does agree
The Guardian could have used  more persona evel and the use of  the lead paragraph, dsaster” and “devaitaton” evokes 3 Wt the idea. When placed alongside
thisimage again or a smilr one | Eidren < marticulry effectve 2 they _ huge sense of ympathy from the reader. The audence & the main aricle, and the mage of the
but didn and s worth reciten asocited it nocence and POSToned i such 33y 5035 1 supprt hese amiles a0t o shows he acks compsion
considering why tht was- could wierabilty. apportion blame to Europe’s overnments and nfemation-  and empathy for these vietims o war,
be Inked t he Iberaiviewpoits 2 authoriie uho have created s and slow 110 gty relecting he values and
poitca leaning of The Guardian.

REPRESENTATION of SOCIAL GROUPS
CONSIDER TARGET AUDIENCE APPEALS

Tt e i il e ot o posiion the uece o ccepin he newspape’s
vt snay oo, T i i s s o o o e s e i 2 timamusic -
ettt ot s et 10 b ot o e Tt oot e cppene

T g st g oo e o g st hrlore g o ol
ows s smeravesig oot shwno e st

However, in the political and social context of the Syrian refugee crisis, this is the kind of story that divides 1 A much smaller part of the front page is given over to g2 film & music, a regular
people — some considering it the father’s fault, and suggesting that they shouldn’t have been making the segment in the paper which, because of its placing, when displayed on news-stands.
crossing in the first place as the journey to Europe was too dangerous and unnecessary. may well be the section people see first. This entertainment segment offers a lighter

In contrast to the unfavourable dominant media stereotype of refugees as potential terrorists, benefit alternative to the hard hitting news stories of the rest of the newspaper and may well
e scroungers and criminals, this image serves to remind the readers of the reality of the situation and show e a reason why people choose this paper over others, many of which will undoubted-

Journeys across land/sea 10 get o, what they consider a safe - The two boys are also being used, i this context,perhaps to represent allmigrant children involved i this 2 Iconic images of R2D2, C-3P0 and Woody Allen, amongst others, engage part of the

place. Opinions vary: a ot of support/aid being offered by
indviduals and charites, but there i also fear/uncertainty

about how countres will cope with the ncreased populatons

and impact migrants willhave on societies.
Cultural contexts

Itis expected that the audience wil ecognize the two robors
ortrayed inthe top thid of the magazine. This recognition

of such cons and their very famous fim franchise helps to

create socialinclusion and a shared knowledge and cultural
understanding. 5 also 2 subtle form of advertising, 3 the
front cover i dated 4 September 2015 - just 3 months befor
the release of the latestfilm in the Star Wars sequel trogy,
The Force Awakens, and the day that al the new merchand

was released. These images can be considered to be intertex

tual rferences that the audience will ot and then be able
tobring a shared understanding to the tet.

war,and once agaln highlighting ther nnocence, winerabilty and defencelessness. target audience who will e familiar with these and the reference to “Aciid” and "Rave

‘Audience Reception Theory VI ETSEASSIUH classics”along with Emma Stone may be more appealing to thelr younger readers.

Stuart Hall audiences THE GUARDIAN'’S AUDIENCE

The way audiences nterpret messages. Below _ Active/Passive audience. Historical,readers of , relatively . predominantly
s are examples (not exhaustive) of how the main print newspapers were considered {0 be passive  and liberal audience. £3% of Guardian readers
story of thefront page could be interpreted. _(ic. they read what was in front of them and be- are male, and the average reader age is 44.
PREFERRED/DOMINANT reading: Th tragedy of lieved it), especiall as there is an expectation that
the event is a et of he Syran War and these. what s shared in the news genre is true. However,
are innocent victims who need the nations help. today’s audiences are much more active and can KEY MESSAGES
" NEGOTIATED reading: This 5 a really sad story,  interact with the news they read. They have the
Sometingneeds o happen ohelpSyan_~ 0Bton toread t nline, comment and discuss be-
% efugees - BUT- the parnts should not have put 1oW an articl, as well as sharing it on social media.
= 9 This potentiall changes the way they interpret the

these children a isk on 2 bost. Thi potential changes t

reading: This is ot true/accurate/
relevant to me.
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Key Terms and conventions Brand Identity. Consider INTERTEXTUALITY
Major Quality & Mrs Sweetly

ANCHOR, TAGLINE, SLOGAN, FRAMING, The advert s part of acampaign fom ths tme that uses 1. Th characters n the gold frame, Miss Sweetly and Major
TYPOGRAPHY, COLOUR PALETTE, CONNOTATION, asimilar design. The brand identity of Major Quality and Quiality, are part of the brand Identity of the product since
R0, DAMSEL IN DISTRESS, STERFOTYPING, | Mis Sweety goes backto theorgnof the product mthe 15756,
NARRATIVE, COSTUME, ALLITERATION, 19305 ol s nterstig o ook s how Uelr Srg 3 T characters aresymbolc ofthe Regency eraofBritsh
PERSUASIVE LANGUAGE, REGENCY ERA, eloped wih these charscters s neiecons history referenced by the dress codes of the characters in the

media/newsandeatures/oualiy sreet 75
DOMINANCE, PATRIARCHAL SOCIETY goldframed picture at the back of the advert

MEDIA LANGUAGE: How the ADVERT communicates with the audience about the following:

1. Persuasive language techniques such as ak
literation ‘Delicious dilema’ and delightfully dif-
ferent’, emotive language and superlatives are

1. Anchorage of the gold frame - connotations 1. Connotations of the female characters being dressed similrly to the

of a halo effect around the man and the product. ~ sweets that are shown close-up on the bottom third of the poster.

The QS product takes centra framing. Inference of a dilemma can be investigated at two levels:

2. Typography i strong, forming the bottom male hero’ choosing between two ‘damsels in distress'(Propp's theory) 3l indicative of a well-read educated audience;

third of the poster, and the strong purple colour - females choosing the chocolate (see Representation section for discus-  further enhanced by the bold, serif font styles.

stands out to draw the consumers’ eyestothe  sion on female stereotyping). connoting richness.

name. 2. Costume and dress of male character indicating the formal nature of

- 3. Hand-drawn, artstc nature of the design, with _his dilemma; connotations of a higher class and richer society.

QUALITY STREET: CONTEXTS arich colour palette of primary and second: 3. Patriarchal narrative, which is part o a range of simiar adverts of this

product Context arycolour ks tothe postwar consumerist tme

Quality Street sweet tin made by Mackintosh, originally
created in 1936. In the 19305, only the wealthy could REPRESENTATION Ethnicity, Gender and social/cultural Issues
afford chocolate boxes bt the creator Harold Mackintosh

aimed to sell them at 2 more reasonable cost o appeal
to working familes.

Gender rles n the 19505 wre remariably  The mge suggetsa with e
iferent to te present day anf s imporiant gards o chlc’ - e ncontrol of the praduct and
10 Conder the advergsement i ths comes. ¢ cntrally framed. T ks o Muleys male gae in
Historia Contet The product tslf s deslgne and planned relatio to th framing(eminist theretclperspec.
forworing famiies nd the magery s very _the. Toe mal characer anchars th audience’s eves
spirational of aighercass hich nks o the 1 he product hich has sgnifcant pallc ymbolim,
In the Regency era, Britain Went postwar era in Britain. Much of the brand-  » The dress code relates to the modern working busi-
thoough 2 period of elegance with regard to Fine Artand ing indicates that the product was symbolic  nessman who may be the ' * of the brand.
rehitecture. of elegance and aspiration. The two female = The women have two stereotypes being relied upon
characters appear to be of a lower class than in the advert: firsly, that of thei need for chocolate, KEY MESSAGES
Between 1811 and 1837 the country was under o man in the suit, and the man in the suit  a common and very traditional stereotype that still 1. fit the stereotype of loving choco-
the rule of Prince Regent and developments in technol- o - o,yer class than the two characters i exists today, and secondly their subservient body late- a stereotype that stil exists today.
8y (8 th st powered pring pres) shon a1 e, T e hat bringsal these_language o the dominan man. The mplcation'sthat 210 be successl,
e o e e e e e e of o el it e omancaly e
cial and Cultural Context < image. Y a man.
Social and Cultural Context * There is also a secondary and deeper analysis here

The atime where 02 sece s w ' o
fine a, decadence and thetre that had previously oy — 2 sense of manipulation with the women distrating e framin
the man through romance to access the prize’thatis  anchors the male in the middle with women

been accessed by the upper dasses and those with mon- i e#
ey were now gaing to be made X the product n the gentleman's lap. This advert could ~~ €ither side.
The Conservative Party’s 1951 election be seen o b representative of the way in which

campaign was lead by the slogan 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. .

To discuss the representation of age t wouldbe important to make
2 comparisonto. imiar advertn this campaign with a much
older couple in two chairs (see above).

< Tos adert s purposely for he young to midcle aged aduls
(25-40), and the target audience could see themselves in the.
characers Inthe mainsection ofthe advert.

3. - especially when
it comes to choice. The man isin control.
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Key Terms and conventions Lack of CELEBRITY Consider NARRATIVE

Central image, protagonist, slogan, Iogo, tagline,  The lack of celebrity means that the woran i the. The dominance of this image suggestsshe s the protagonist
persuasive langusge, callto action, mise en  advert fees familiar The female inthe image has her hair  of this narrative, the ‘hero’ according to Viadimir Propp's
scene, sgnify, mid shot, facial expression, body _ 5craped up nto a ponytail, she s sweating ot and her haracter theory. She s heroi because she is embracing
clothes are not what socety would consider ashionable.  SPort; she doesn't appear to care what anyone thinks and
Foral these reasons, there is a sense that you know has shed any inhibitons. She is an inspiration to other wor.
<omeone like her o, in fact, you are her. en as it s obvlous from her facial expression that she s really
enjoying herself and is completelylost in the moment

language, colour, facial expressions, gender,
feminism, stereotype, mantra, focal point, logo,
hashta.

¥ L 1) MEDIA LANGUAGE: How the ADVERT communicates with the audience using the different codes:
ra it eeli 19 Symbolic Codes

arelatable character i everyday clothing that 2 sweat and, for many women, it i st the case, not wanting to be seen
it about the advert You Would expect to see someone wearing when  sweating as it makes them red n the face,ruins their make-up and makes
= 2. Mid-shot of a woman in her thirtes, exercis-  taking partin physical actity. Loose, bagey them feel unattractive. However, this mantra tums this on it head and sug
ing. Unlike many advertising campaigns, tis e costume communicates that the character s gests that by working out, you are becoming healthier and therefore will
male i not a celebrit. By purposefully VOIdINg  comfortable wearing these and not concerned  become mre atractve, “ike a fox'-  fox being 2 young, beautful lady.
A using a sporting legend or an ahletic goddess, - apout how they look. The top s not typically 2. Brand logo “This Girl Can" very positve statement with connotations of
THIS GIRL CAN: CONTEXTS the campalgn i able to target ordinary WOMeN  femgle in colour: determination. Used to reinforce the idea that all women should exercise
of all ages, encouraging them o take partin 3 Facial expressions: happy and st inthe Mo and alo to convince the tha f they try they can succeed i sport.
Background Context sportand showing them that they can achieve.  ment, connoting being happy and comfortable 3. Limited text: Unaware of the campaign,the imited text and unusual
TeCisa 3. Background i not n focus, making the working out and not caring about judgements  image would act ike an enigma code for the audience, as we want tofind
and in conjunction with a wide range of partnership  centralcharacter the main focus and most — of thers out who ths character is and what the advert means by, “This Girl Can’
organisations important object n the frame, connoting the 3. Body language: in the moment- again connot. 4, Hashtag “#thisgircan” connects readers to the campaign’ social media
The purpose of the campaignis to break down the prima. Protagonis of the narratve. ing feelingat ease and comfortable taking part in  pages, should they wish to follow i o find ot more, connect women with
1y bartier holding women back from partcipating in sport 4. Focal point: facial expression, connotes inde-  physicalexercise fike-minded others and bring asense of social togetherness. Also cals to
- The campaign seeks to arget  pence, confidence and happiness. action to watch the YouTube advert, 5o they understand TGC and see more
and celebrate positve representations of women enjoying sport

REPRESENTATION Ethnicity, Gender and social/cultural Issues [Sieiustiuiueirivti i

isno commercial aspect o t at . The campaign's agenda s to encourage women to partcipate in physical actvities In addition, the brand name, “This Girl Can” uses the noun “girl” a5 an al-encompass-

by challenging the dominant ideology. In order to do this,the campaign portrays  ing term. It s used to represent (and target)the whole of the female population and
Social and Cultural Context women extremely positively. make them feel included, a force to be reckoned with, a team, a united front.
Stereotypically, women have often been thought of as the weaker sexand often  When used in the context of sport, “girl” can be thought of as having some negative
less successful, particularly where sport is concerned. However, this advertising  connotations — throw like a ir” i  common simile used to mock someone who
campaign s seeking to chalenge these stereotypes and convince women of their  cannot throw. It plays on the stereotype that girs can't do sport. Perhaps then this
They wanted to know why.They found: ~ potentil statement i in response to that idea, “This Girl Can”
- 13 million women said they would like todo more  The female in this image is portrayed from a positive viewpoint: she s 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 “gir” has been used rather than “woman”. “Girl” is usually associated with
Justover 6 million of these were not active atall, 3 expression of enjoyment and fun. By selecting such an image, the producers are younger females and there is an argument to say that women over a certain age may
Fearofbeigudgd st mamber g sopping 251 10 e theseism and mle dominncein port.The procesesof sl discomnecie o s campan

selection and production have been carefully managed. This advert,like the others
ost women taking partn spor/physical actiViY: 1 this campaign, has  certain ‘Tawnessto i focusing on real women. There i KEY MESSAGES

o glossy finish and it doesn't resemble any of the high-end adverts produced by Key messages:

commercialsporting brands. 1 can be strong, powerful, independent and good at

The females are supposed to be seen as heroic- aspirationsl role modes for the
Soon after the launch of the “This Girl Can” campaign, readers. Audience members should see something of themselves in these women, sport.
Nike released a more mofivational campaign called bringing their own fear of judgement to the forefront and considering whether it is 2 should partake in physical activity without judgement
Getterfor 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
finess. ment these women seem to be experiencing.

The campaign is currently funded by the National Lottery
and backed by a government body, Sport England; there

SE carried out research to find out why there was such
a and discovered
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