TELEVISION Key Vocabulary
SET TEXTS: Cuffs ‘The Luck of the Draw’ and The Avengers ‘The Town of No Return’

	LANGUAGE = MEANINGS CREATED THROUGH SOUND CHOICES AND VISUAL CODES

	Sign/code = something which communicates meaning - this may change according to context
Technical codes = choices of camerawork, editing and sound to create meaning
Symbolic codes (Mise-en-scene) = choices of setting, facial expression, lighting, costume, hair, make up,props and colour etc. to create meaning
Cinematography = choices of the art and technology of motion-picture photography
Signify/Signifies = term used in analysis to explain how a code could create meaning for an audience
Denotation = the description of what you see/hear in a media text
Connotation = the suggested meanings attached to a sign 
Narrative = the story that is told by a media text 
Equilibrium = a state of balance or stability (Todorov)
Disruption = this what changes the balance in a story
Enigma code = narrative strands that make the audience ask questions and create tension
Linear narrative = where the narrative unfolds in chronological order from beginning to end 
Genre = media texts can be grouped into genres that all share similar conventions
Conventions = what the audience expects to see in a media text 
Hybrid genre = media texts that incorporate more than one genre and are difficult to classify
Sub-genre = where a large genre is divided into smaller genres each with their own iconography etc.
Iconography = the props, costumes, objects, and backgrounds associated with a particular genre
Repertoire of elements = key features that distinguish one genre from another 
Protagonist = the main character in a story actively opposed by the antagonist
Antagonist = character who opposes the main character, usually a villain
Binary oppositions = contrast between two ideas or concepts which drives the narrative forward

	AUDIENCE = PEOPLE WHO CONSUME A PRODUCT BY WATCHING, LISTENING AND READING 

	Segmentation = division or audiences into segments and categories
Target audience = the people at whom the media text is aimed
Demographics = age, gender, social status, economic wealth etc.
Diffused audience = a large but widely scattered audience
Uses and gratifications theory = theory associated with Blumler and Katz that audience members seek out and actively use media products to gratify different sorts of need PESS 
Polysemic meaning = how a text can be interpreted and understood in different ways
Preferred reading = interpretation of a media texts that the producers intended the audience to have
Active audiences = actively engage in selecting media products to consume and interpret their meanings
Passive audience = audiences who don’t engage with a text and passively accept messages
Appeal = the way products attract and interest e.g. through the use of stars, familiar genre conventions etc.
Audience positioning = techniques used to persuade the audience to interpret a media product in a particular way
Encoding and decoding = media producers encode messages and meanings in products that are decoded, or interpreted, by audiences
Interactive audience = become actively involved in a product for example by posting on social media 
Audience categorisation = group audiences (e.g. by age, gender, ethnicity) to target their products
Consumption = the act of using media products by watching, listening to or reading them
Mass audience = traditional idea of the audience as one large, homogenous group
Niche audience = a relatively small audience with specialised interests, tastes and backgrounds
Viewpoints = different perspectives in relation to values, attitudes, beliefs or ideologies
Desensitisation = idea that continuous exposure to violent or disturbing media content becomes normalised to an audience
Silent generation =born between 1928 & 1945 –when children were expected to be seen and not heard
Baby boomers = is a person who was born between 1946 and 1964 and belongs to a generational group that has had a significant impact on the economy.
Generation X = Generation X includes those born between 1965 and 1981, during the reconstruction of Europe after the war.
Millennials = people who reached young adulthood at the turn of the millennium (year 2000)
Gen Z = the generation that was born between 1997-2012, following millennials. This generation has been raised on the internet and social media
Generation Alpha = first to be born entirely in the 21st century. Children of Millennials & digital natives



	INDUSTRIES = THE MEDIA COMPANIES & BUSINESS THAT CREATE AND DISTRIBUTE PRODUCTS

	Ownership = industries that own companies that produce or distribute media texts
Prime time = times of day when radio and TV audiences are expected to be at their highest
Production = the process by which media products are constructed 
Producer = the people who plan, coordinate, and create media products
Content provider = any company that makes material for TV viewing 
Production values = elements of the text that tell the audience how much it cost to make
Distribution = the methods by which media products are delivered to audiences, including marketing 
Marketing = advertising and promoting to the target audience
Circulation = how many people consume the media text
Globalisation = process that has seen international flow of trade, business, and culture
Conglomerate = large organisation that owns a number of different companies
Convergence = the coming together of media technologies
Mainstream = media products that are the most popular at the time and tend to be the most conventional 
Diversification = when a company branches out to operate in different media industries
Channel identity = aspects which make a channel recognisable and different from other channels
Ident = short for ‘identifier’ - can be a short visual image shown on screen in between TV programmes signalling which station is being watched, helps build channel brand identity and loyalty
[bookmark: _hua3x8bsm7hk]Public Service Broadcaster = a radio or TV broadcaster that is financed by public money and offers a public service by catering for a range of tastes, BBC is the main PSB in the UK
Commercial broadcasting = privately owned media broadcasting of television and radio programming
[bookmark: _7mlfnrss0ju6]BARB = Broadcasters Audience Research Board - the organisation that measures and collects TV viewing data in the UK
Regulator = a person or body that supervises a particular industry
[bookmark: _21dvnt72rrhy]Censorship = controls and regulations about media content held by governments or regulatory bodies
OFCOM = regulates TV, radio, video on demand, phone, and postal services. Ofcom promotes competition, enforces rules and protects the interest of the audience
[bookmark: _l8gqz1crv5m9]Statutory regulation = legal powers to control the industry for which they are responsible e.g., Ofcom
[bookmark: _mhdudl4xb]Watershed = period after 9pm until 5:30am when TV broadcasters may schedule more adult material that could be harmful or unsuitable for minors (under 16)
Interactive media = allows the consumer to take an active role, often contributing & becoming a ‘prosumer’
[bookmark: _7k58v7bhb97q]Subscription broadcasting = paid for TV and film services e.g. Netflix, Disney+, Amazon Prime
[bookmark: _6k6mnfl69n8l]Timeshifting = viewing of a programme at the time of the viewer’s choice rather than the broadcaster e.g., recording, downloading or streaming

	REPRESENTATION = HOW THE MEDIA PORTRAY EVENTS, ISSUES AND SOCIAL GROUPS.

	Events e.g. news events, cultural celebrations
Issues e.g. feminism, ownership, regulation
Social groups e.g. teenagers, women, the police (CAGEDS)
Persona = the image or personality that someone presents to an audience
Selection and combination = media producers actively choose elements of media language and place them alongside others to create specific representations or versions of reality 
Realism = style of presentation that claims to portray ‘real life’ accurately and authentically 
Stereotypes = reduction of a social group to a limited set of characteristics or preconceived ideas
Conform = the way in which a text creates meaning that reinforces the ‘norm’ or stereotypes
Subvert = choices which go against the ‘norm’ or stereotypes
Countertypes = alternative representations to countertypes
Heteronormative = representation of straight relationships as ‘the norm’
Multiculturalism = representations of mixed ethnicity 
Masculinity = the perceived characteristics generally considered to define what it is to be a man
Femininity = the perceived characteristics generally considered to define what it is to be a woman
Misrepresentation = certain social groups (usually minority groups) may be represented in a way that is inappropriate and not based in reality 
Underrepresentation = certain social groups (usually minority groups) may be rarely represented or be completely absent from media products





	CONTEXTS

	The Cold War = name for the stand-off between the world’s two superpowers, the USA, and the Soviet Union from the end of WWII in 1945 until the collapse of communism in 1989 – East vs West 
Espionage = the practice of spying or of using spies, typically by governments to obtain political and military information.
Ideology = a set of opinions or beliefs of a group or an individual. Very often ideology refers to a set of political beliefs or a set of ideas that characterise a particular culture.
Cultural hegemony = process of making people see the beliefs and values of the most powerful group as being natural and common sense
Dominant cultural values = beliefs held by the majority of people in society about what sort of behaviour is acceptable or unacceptable
Feminist theory = belief that women and men should be given equal rights, but that society is currently structured to favour men
Gender = includes the social, psychological, cultural, and behavioural aspects of being a man, woman, or other gender identity.
LGBTQ+ = lesbian, gay, bisexual, trans, queer and others
1967 = ‘The Sexual Offences Act 1967’ legalised homosexual behaviour in over 21s in England and Wales (Scotland and NI not till the 1980s) after a rise in criminal prosecution of gay men during the 1950s
Patriarchy = system or society in which men are all-powerful and women are excluded from positions of influence or responsibility
Social groups = people who share a common sense of identity
Consumerism = the idea that increasing the consumption of goods and service is a desirable goal, and that a person's well-being and happiness depend on obtaining consumer goods and material possessions.
Celebrity culture = high-volume exposure to celebrities' personal lives on a global scale. It is inherently tied to consumer interests where celebrities transform their fame to become product brands.



Television ESSENTIAL INFO
	CUFFS
	THE AVENGERS

	Season 1 Episode 1 ‘Luck of the Draw’
BBC 1 Wednesdays 8pm 2015
BBC1 is a mass audience channel.
8pm weekday BBC slots have seen another workplace ensemble drama like Waterloo Road and Holby City.
BBC is a PSB governed by the Royal Charter. 
The PSB requirements included in the BBC’s mission and public purposes include creating high quality and distinctive output, reflect, represent and serve the diverse communities of all of the UK, support the creative economy and reflect the UK, its culture and values to the world.
Channel loyalty is low in 2010s due to lots of choice (a saturated market)
81% of audiences watched linear television as scheduled.
Production company (content creator) Tiger Aspect Productions. A successful ‘independent’ production company which is part owned by Endemol Shine. In 2015 Endemol was part owned by the conglomerate 21st Century Fox.
4.2 million viewers for the first episode but a low of 2.15 million. 
Eight episodes were broadcast but it wasn’t continued for a second season.
	Season 4 Episode 1 ‘The Town of no Return’
ITV 1 Saturdays at 9.05pm
ITV was a network of regional TV companies. It was the only competition to the BBC in the 60s
Very little ‘channel surfing’ so channel loyalty and regular audience for scheduled programming was strong.
Aimed at a mass audience. ITV in 1965 was aimed at a more working-class audience. 
Budget £56,000 which was high for the time.

ABC (an American production company) helped finance the fourth season which allowed high production values for television of that era. 

The Avengers was sold worldwide and was a lucrative export. The Avengers was the first British programme to be shown on primetime TV in the USA. Season 4 Episode 1 was the introduction of new sidekick ‘Emma Peel’. She was created to reflect the ‘swinging sixties’ fashion as well as feminist ideals of the decade. Her name is a pun about ‘Men Appeal’ as she was created as a sex symbol and pin up icon for the male population.



	MEDIA LANGUAGE: Technical and visual codes in television shows

	MISE-EN-SCENE = the arrangement of everything within the frame
Lighting = choices of brightness and colour
High key = everything in shot is brightly lit
Low key = high contrast within the frame between light and shadow
Colour saturation = how intense and bright a colour choice is 
Setting = usually indoor sets created on a sound stage for a specific production
Location = outdoor and real life locations used for filming
Props = short for ‘property’, objects that appear on the screen to be used by a character
Set dressing = design choices and objects places in a setting or scene
Costume = choices which help provide realism, character or time period/genre clues
Makeup = choices which help provide realism, character or time period/genre clues
Facial expression = communicates meaning about a character’s thoughts or intentions. Usually framed by close up or mid shot
Body Language = can create meaning about characters and relationships
Casting = actors chosen for the role
Blocking = composition within the frame
Proximity = distance between people within the frame
	CAMERAWORK = the way in which cameras are used in a film or television programme.
Framing = the amount of information in a scene revealed to the audience by choice of camera shot
Depth of field = distance from camera e.g. shallow focus, pull focus etc
Big close up = camera shot which focuses on the face or close detail of the body
Close up = tightly focused on a person or object 
Establishing shot = locates the action in a space or setting. Often an extreme longshot
medium/mid shot = commonly used and typical frames the subject from the waist up with some background detail included
Point of view (PoV) = allows the audience to see from the viewpoint of an individual character
Wide angle shot = camera shot which gives the audience access to the whole scene
over the shoulder = camera positioned behind a character often in conversation or car ride
high angle = positioned up high looking down to create vulnerability of the subject
low angle = positioned down look looking up to create power in the subject
canted angle = deliberately slanted to one side
camera movement = the way the camera is moved during filming to add depth, interest and variation 
Crane shot = taken from high above the ground
Hand held camera = movement & realism
Panning = camera stays in one position and sweeps horizontally from left or right 
Tilt = camera movement on a vertical axis angles upwards or downwards
Tracking = camera is moved alongside or towards a subject, often on a fixed ‘track’
Zoom = movement of a camera lens to make a subject seem closer

	SOUNDTRACK = analysis of diegetic & non-diegetic sound including soundtrack, music, sound effects, dialogue, voiceover, sound editing, volume and pace.
Dialogue = words spoken by characters 
Diegetic sound = sound that comes from the filmed world and can be seen
Non-diegetic sound = sound that is neither on the screen or features in the ‘world of the film’ typically sound effects or music added in post production
Voiceover = segment of narration that is added to a broadcast with the speaker not seen on screen
Sound bridge = transition in or out of a scene by "bridging the gap" with audio
Sound effects = a sound recorded and presented to make a specific storytelling or creative point without the use of dialogue or music. 
Foley = reproduced sounds, named after sound-effects artist Jack Foley, can be anything from the swishing of clothing and footsteps to squeaky doors and breaking glass. Foley sounds are used to enhance the auditory experience of the movie.
	EDITING = post production techniques involving arranging, revising and/or removing content 
Cut = one shot ends and another begins 
Continuity editing = establish logical and linear coherence between shots
Shot/reverse shot =one character is shown looking at another character
Cross cut = editing technique used to establish that action is occurring at the same time ABABABAB etc.
Cutaway = shot A to B and back to A
Cutting on action = cuts from one view in one shot to another view in another shot that matches the action and energy of the first shot
Ellipsis = the omission of a period of time in the editing process
Eyeline match = editing technique that makes the audience feel that they are seeing the same as what a character in the TV show sees
Fade = transition to and from an image often a fade through black or white


PROMOTING MEDIA (Lego) Key Vocabulary
SET TEXTS: The Lego Movie Trailer, The Lego Movie Ad Break & Set Posters

	LANGUAGE = MEANINGS CREATED THROUGH SOUND CHOICES AND VISUAL CODES

	Platform = a way of viewing media texts e.g. print, broadcast or digital media platforms
sign/code = something which communicates meaning - this may change according to context
Technical codes = choices of camerawork, editing and sound to create meaning
Symbolic codes (Mise-en-scene) = choices of setting, facial expression, lighting, costume, hair, make up,props and colour etc. to create meaning
Cinematography = choices of the art and technology of motion-picture photography
Signify/Signifies = term used in analysis to explain how a code could create meaning for an audience
Denotation = the description of what you see/hear in a media text
Connotation = the suggested meanings attached to a sign 
Narrative = the story that is told by a media text 
Equilibrium = a state of balance or stability (Todorov)
Disruption = this what changes the balance in a story
Enigma code = narrative strands that make the audience ask questions and create tension
Linear narrative = where the narrative unfolds in chronological order from beginning to end 
Genre = media texts can be grouped into genres that all share similar conventions
Conventions = what the audience expects to see in a media text 
Hybrid genre = media texts that incorporate more than one genre and are difficult to classify
Sub-genre = where a large genre is divided into smaller genres each with their own iconography etc.
Iconography = the props, costumes, objects, and backgrounds associated with a particular genre
Intertitle = text within a trailer or advertisement
Brand = identity imposed on a product or franchise to encourage consumer awareness and loyalty
Colour Palette = suite of colours in a media text to reflect a brand and appeal to audience
Logo = brand name with specific font, colour, and layout
Stop motion animation = traditional 3D animation using models and thousands of images edited together
CGI = Computer Generated Imagery
Anchorage = words that accompany an image to build meaning 
Action-Adventure = hybrid genre of film where a protagonist goes on a quest. Usually contains a villain, fights and car chases
Protagonist = the main character in a story actively opposed by the antagonist
Antagonist = character who opposes the main character, usually a villain
Binary oppositions = contrast between two ideas or concepts which drives the narrative forward
Intertextuality = reference to other media texts within a product
Typography = type of font - serif or sans serif, colour, size etc.

	AUDIENCE = PEOPLE WHO CONSUME A PRODUCT BY WATCHING, LISTENING AND READING 

	Segmentation = division or audiences into segments and categories
Target audience = the people at whom the media text is aimed
Demographics = age, gender, social status, economic wealth etc.
Diffused audience = a large but widely scattered audience
Uses and gratifications theory = theory associated with Blumer and Katz that audience members seek out and actively use media products to gratify different sorts of need PESS
Preferred reading = interpretation of a media texts that the producers intended the audience to have
Active audiences = actively engage in selecting media products to consume and interpret their meanings
Passive audience = audiences who don’t engage with a text and passively accept messages
Appeal = the way products attract and interest e.g. through the use of stars, familiar genre conventions etc.
Audience positioning = techniques used to persuade the audience to interpret a media product in a particular way
Encoding and decoding = media producers encode messages and meanings in products that are decoded, or interpreted, by audiences
Interactive audience = become actively involved in a product for example by posting on social media 
Audience categorisation = group audiences (e.g. by age, gender, ethnicity) to target their products
Consumption = the act of using media products by watching, listening to or reading them
Mass audience = traditional idea of the audience as one large, homogenous group
Niche audience = a relatively small audience with specialised interests, tastes and backgrounds
Viewpoints = different perspectives in relation to values, attitudes, beliefs or ideologies



	INDUSTRIES = THE MEDIA COMPANIES & BUSINESS THAT CREATE AND DISTRIBUTE PRODUCTS

	Ownership = industries that own companies that produce or distribute media texts
[bookmark: _a0d8nd1crdx4]Prime time = times of day when radio and TV audiences are expected to be at their highest
Production = the process by which media products are constructed 
Producer = the people who plan, coordinate and create media products
Production values = elements of the text that tell the audience how much it cost to make
Distribution = the methods by which media products are delivered to audiences, including marketing 
Circulation = how many people consume the media text
Marketing = advertising and promoting to the target audience
Globalisation = process that has seen international flow of trade, business and culture
Conglomerate = large organisation that owns a number of different subsidiary companies
[bookmark: _nwud2szzxc7]Subsidiary = a smaller company owned by a conglomerate
Convergence = the coming together of media technologies
Multi-platform media = media products that are available across platforms e.g. film, web & social media
Mainstream = media products that are the most popular at the time and tend to be the most conventional 
Diversification = when a company branches out to operate in different media industries
[bookmark: _26arghxo57bd]Synergy = two or media products are linked for commercial purposes
[bookmark: _xjkmsn1ceivd]Interactive media = allows the consumer to take an active role, often contributing & becoming a ‘prosumer’
[bookmark: _9t4wdd2oyyq]Franchise = collection of related media usually based on one key text or character
[bookmark: _638lbq1k1e89]Blockbuster = films produced by Hollywood studios with large production budgets
[bookmark: _enwhh6fdsov]Tent pole production = program or film which makes huge profits and supports the financial performance of a film studio by using that profit to fund other media products
[bookmark: _ydgtm88x62u]Vertical integration = controls multiple stages of its production process, distribution and supply chain
[bookmark: _8fnj5pmnq0o7]Horizontal integration = business strategy in which one company grows its operations at the same level in an industry e.g. film, TV, publishing and gaming
Regulator = a person or body that supervises a particular industry
[bookmark: _srdnkuisthla]Censorship = controls and regulations about media content held by governments or regulatory bodies
[bookmark: _ro1csiti7bdc]ASA = Advertising Standards Authority ensures UK advertising laws are kept to including film marketing
[bookmark: _r6iwoerqahk5]VSC = Video Standards Council sets the age range for videogames in the UK using PEGI
[bookmark: _g9203odqpl8i]PEGI = Pan European Gaming Information used by VSC to set age ratings in the UK
[bookmark: _idmmsnqx2g7i]BBFC = British Board of Film Classification responsible for deciding the age classification and censorship of all films and video content released in the UK

	REPRESENTATION = HOW THE MEDIA PORTRAY EVENTS, ISSUES AND SOCIAL GROUPS.

	Selection and combination = media producers actively choose elements of media language and place them alongside others to create specific representations or versions of reality 
Realism = style of presentation that claims to portray ‘real life’ accurately and authentically 
Stereotypes = reduction of a social group to a limited set of characteristics or preconceived ideas
Conform = the way in which a text creates meaning that reinforces the ‘norm’ or stereotypes
Subvert = choices which go against the ‘norm’ or stereotypes
Countertypes = alternative representations to countertypes
Heteronormative = representation of straight relationships as ‘the norm’
Multiculturalism = representations of mixed ethnicity 
Masculinity = the perceived characteristics generally considered to define what it is to be a man
Femininity = the perceived characteristics generally considered to define what it is to be a woman
Misrepresentation = certain social groups (usually minority groups) may be represented in a way that is inappropriate and not based in reality 
Underrepresentation = certain social groups (usually minority groups) may be rarely represented or be completely absent from media products
Ageism = Stereotyping and discriminating against individuals, or groups, on the basis of their age; a tendency to view older persons as debilitated & unworthy. 








	CONTEXTS

	Cultural hegemony = process of making people see the beliefs and values of the most powerful group as being natural and common sense
Dominant cultural values = beliefs held by the majority of people in society about what sort of behaviour is acceptable or unacceptable
Feminist theory = belief that women and men should be given equal rights but that society is currently structured to favour men
Gender = includes the social, psychological, cultural and behavioural aspects of being a man, woman, or other gender identity.
Patriarchy = system or society in which men are all-powerful and women are excluded from positions of influence or responsibility
Social groups = people who share a common sense of identity
Consumerism = the idea that increasing the consumption of goods and service is a desirable goal, and that a person's well-being and happiness depend on obtaining consumer goods and material possessions.
Celebrity culture = high-volume exposure to celebrities' personal lives on a global scale. It is inherently tied to consumer interests where celebrities transform their fame to become product brands.



Promoting Media ESSENTIAL INFO
	LEGO Danish toy brand launched in 1949 is a global leader in kids’ entertainment. They are a franchise as they have diversified into merchandise tie-ins with Harry Potter, Nintendo & Star Wars etc. as well as creating theme parks and videogames. Lego branded TV series were successful before The Lego Movie but this was the first big budget blockbuster created using the CGI style which replicates stop-motion animation seen in fan made ‘brick films’ made popular from the 1970s onwards. There is an intertextual reference to an iconic brickfilm from the 1980’s called ‘The Magic Portal’ within the narrative of The Lego Movie.  In 2015, Lego was named Brand Finance’s most powerful brand of the year - over Apple and Ferrari 

	THE LEGO MOVIE 
	THE LEGO MOVIE VIDEOGAME

	Released worldwide between the 6th February - 17th April 2014 to coincide with school half term. WARNER BROS. produced and distributed The Lego Movie. The film was written and directed by Christopher Miller & Phil Lord, they previously wrote and directed Cloudy With a Chance of Meatballs as well as since winning and Oscar for producing ‘Into the Spiderverse’. Warner Bros Pictures worked with Lin Pictures to produce the movie. Lin Pictures also produced the spin offs Lego Movie 2, Lego Batman and Lego Ninjago with WB using profits from The Lego Movie. WB were the main distributor of The Lego Movie as they own New Line Cinema and Universal Home Entertainment. WB are part of the Time Warner conglomerate and therefore take advantage of vertical and horizontal integration.
The budget for The Lego Movie was an estimated $60 million. It recouped this in its first weekend in the USA alone. It has a worldwide gross of over $450 million. This allows The Lego Movie to be a tent-pole production for WB.
BBFC gave the film a ‘U’ rating for ‘universal’
Advertising Standards Authority (ASA) ensure all marketing meets acceptable standards
Warner Bros owns DC Comics therefore the intertextual inclusion of characters such as Batman, Superman & Wonder Woman.
	Warner Bros. Interactive Entertainment produce and release the video games they are part of Warner Bros so this is an example of vertical integration. WB Interactive Entertainment used their in-house videogame production company TT Fusion part pf TT Games (both owned by WB). Vertical integration enables a business to maximise the potential of a brand, in this case Lego and creates a new franchise for ‘The Lego Movie’.

Video Standards Council (VSC) used the Pan European Gaming Information (PEGI) to set a rating of ‘7’ for the videogame. 

	
	MARKETING

	
	Merchandise releases: Lego sets of different ‘worlds’ in the movie and collectible minifigures. The Lego Movie twitter site and website were launched in 2012. Lego’s YouTube channel (which was established shortly after the release of YouTube in 2005) released ‘sneak peaks’ of the characters, like President Business, in the run up to the film release and before the trailer of the first trailer. The idea of a ‘shared childhood experience’ was key in attracting mixed-age and gender groups for the audience. One of the marketing ideas around the release of the film was the ‘The Lego Movie Ad Break’ for the UK.























































	MEDIA LANGUAGE: Technical and visual codes in advertising, film and gaming trailers

	MISE-EN-SCENE = the arrangement of everything within the frame
Lighting = choices of brightness and colour
High key = everything in shot is brightly lit
Low key = high contrast within the frame between light and shadow
Colour saturation = how intense and bright a colour choice is 
Setting = usually indoor sets created on a sound stage for a specific production
Location = outdoor and real life locations used for filming
Props = short for ‘property’, objects that appear on the screen to be used by a character
Set dressing = design choices and objects places in a setting or scene
Costume = choices which help provide realism, character or time period/genre clues
Makeup = choices which help provide realism, character or time period/genre clues
Facial expression = communicates meaning about a character’s thoughts or intentions. Usually framed by close up or mid shot
Body Language = can create meaning about characters and relationships
Casting = actors chosen for the role
Blocking = composition within the frame
Proximity = distance between people within the frame

	CAMERAWORK = the way in which cameras are used in a film or television programme.
Framing = the amount of information in a scene revealed to the audience by choice of camera shot
Depth of field = distance from camera e.g. shallow focus, pull focus etc
Big close up = camera shot which focuses on the face or close detail of the body
Close up = tightly focused on a person or object 
Establishing shot = locates the action in a space or setting. Often an extreme longshot
medium/mid shot = commonly used and typical frames the subject from the waist up with some background detail included
Point of view (PoV) = allows the audience to see from the viewpoint of an individual character
Wide angle shot = camera shot which gives the audience access to the whole scene
over the shoulder = camera positioned behind a character often in conversation or car ride
high angle = positioned up high looking down to create vulnerability of the subject
low angle = positioned down look looking up to create power in the subject
canted angle = deliberately slanted to one side
camera movement = the way the camera is moved during filming to add depth, interest and variation 
Crane shot = taken from high above the ground
Hand held camera = movement & realism
Panning = camera stays in one position and sweeps horizontally from left or right 
Tilt = camera movement on a vertical axis angles upwards or downwards
Tracking = camera is moved alongside or towards a subject, often on a fixed ‘track’
Zoom = movement of a camera lens to make a subject seem closer

	SOUNDTRACK = analysis of diegetic & non-diegetic sound including soundtrack, music, sound effects, dialogue, voiceover, sound editing, volume and pace.
Dialogue = words spoken by characters
Diegetic sound = sound that comes from the filmed world and can be seen
Non-diegetic sound = sound that is neither on the screen or features in the ‘world of the film’ typically sound effects or music added in post production
Voiceover = segment of narration that is added to a broadcast with the speaker not seen on screen
Sound bridge = transition in or out of a scene by "bridging the gap" with audio
Sound effects = a sound recorded and presented to make a specific storytelling or creative point without the use of dialogue or music. 
Foley = reproduced sounds, named after sound-effects artist Jack Foley, can be anything from the swishing of clothing and footsteps to squeaky doors and breaking glass. Foley sounds are used to enhance the auditory experience of the movie.
	EDITING = post production techniques involving arranging, revising and/or removing content 
Cut = one shot ends and another begins 
Continuity editing = establish logical and linear coherence between shots
Shot/reverse shot = one character is shown looking at another character
Cross cut = editing technique used to establish that action is occurring at the same time ABABABAB etc.
Cutaway = shot A to B and back to A
Cutting on action = cuts from one view in one shot to another view in another shot that matches the action and energy of the first shot
Ellipsis = the omission of a period of time in the editing process
Eyeline match = editing technique that makes the audience feel that they are seeing the same as what a character in the TV show sees
Fade = transition to and from an image often a fade through black or white


MUSIC Key Vocabulary
SET TEXTS: MOJO Magazine, BBC Radio 1’s Live Lounge & music videos
	LANGUAGE = MEANINGS CREATED THROUGH SOUND CHOICES AND VISUAL CODES

	Platform = a way of viewing media texts e.g. print, broadcast or digital media platforms
sign/code = something which communicates meaning - this may change according to context
Technical codes = choices of camerawork, editing and sound to create meaning
Symbolic codes (Mise-en-scene) = choices of setting, facial expression, lighting, costume, hair, make up,props and colour etc. to create meaning
Signify/Signifies = term used in analysis to explain how a code could create meaning for an audience
Denotation = the description of what you see/hear in a media text
Connotation = the suggested meanings attached to a sign 
Narrative = the story that is told by a media text 
Equilibrium = a state of balance or stability (Todorov)
Disruption = this what changes the balance in a story
Enigma code = narrative strands that make the audience ask questions and create tension
Linear narrative = where the narrative unfolds in chronological order from beginning to end 
Genre = media texts can be grouped into genres that all share similar conventions
Conventions = what the audience expects to see in a media text 
Hybrid genre = media texts that incorporate more than one genre and are difficult to classify
Iconography = the props, costumes, objects and backgrounds associated with a particular genre
Intertextuality = reference to other media texts within a product
Typography = type of font - serif or sans serif, colour, size etc.
Register = style of vocabulary chosen can be ‘formal or ‘informal’
Ratio = of copy (writing) to image on a print product
Layout = symmetrical or asymmetrical on print products
House style = standard use of repeated elements and codes to create a brand image for a print product
Performative = style of music video with lip synching and often dance routines
Cinematography = choices of the art and technology of motion-picture photography

	AUDIENCE = PEOPLE WHO CONSUME A PRODUCT BY WATCHING, LISTENING AND READING 

	Target audience = the people at whom the media text is aimed
Demographics = age, gender, social status, economic wealth etc.
Diffused audience = a large but widely scattered audience
Uses and gratifications theory = theory associated with Blumler and Katz that audience members seek out and actively use media products to gratify different sorts of need PESS
Polysemic meaning = how a text can be interpreted and understood in different ways
Preferred reading = interpretation of a media texts that the producers intended the audience to have
Active audiences = actively engage in selecting media products to consume and interpret their meanings
Passive audience = audiences who don’t engage with a text and passively accept messages
Appeal = the way products attract and interest e.g. through the use of stars, familiar genre conventions etc.
Audience positioning = techniques used to persuade the audience to interpret a media product in a particular way
Encoding and decoding = media producers encode messages and meanings in products that are decoded, or interpreted, by audiences
Interactive audience = become actively involved in a product for example by posting on social media 
Audience categorisation = group audiences (e.g. by age, gender, ethnicity) to target their products
Consumption = the act of using media products by watching, listening to or reading them
Mass audience = traditional idea of the audience as one large, homogenous group
Niche audience = a relatively small audience with specialised interests, tastes and backgrounds
Viewpoints = different perspectives in relation to values, attitudes, beliefs or ideologies
Baby boomers =  is a person who was born between 1946 and 1964 and belongs to a generational group that has had a significant impact on the economy.
Generation X = Generation X includes those born between 1965 and 1981, during the reconstruction of Europe after the war.
Millennials = people who reached young adulthood at the turn of the millennium (year 2000)
Gen Z = the generation that was born between 1997-2012, following millennials. This generation has been raised on the internet and social media
Generation Alpha = is the first to be born entirely in the 21st century. Most members of Generation Alpha are the children of Millennials and are digital natives
Disposable income = money that an audience member has to spend on lifestyle and culture



	INDUSTRIES = THE MEDIA COMPANIES & BUSINESS THAT CREATE AND DISTRIBUTE PRODUCTS

	Ownership = industries that own companies that produce or distribute media texts
Production = the process by which media products are constructed 
Producer = the people who plan, coordinate and create media products
Content provider = any company that makes material for TV viewing 
Production values = elements of the text that tell the audience how much it cost to make
Distribution = the methods by which media products are delivered to audiences, including marketing 
Circulation = how many magazines are published in any given time period
Readership = how many people access the magazine in print and online
Marketing = advertising and promoting to the target audience
Globalisation = process that has seen international flow of trade, business and culture
Conglomerate = large organisation that owns a number of different companies
Convergence = the coming together of media technologies
Multi-platform media = media products that are available across platforms e.g. radio, web & social media
Mainstream = media products that are the most popular at the time and tend to be the most conventional 
Diversification = when a company branches out to operate in different media industries
Brand identity = aspects which make a text or celebrity recognisable and different from others
[bookmark: _pxyki9c1bcf1]Ident = short for ‘identifier’ - can be a short audio in between radio programmes signalling which station is being listened to, helps build brand identity and loyalty
[bookmark: _pkpqholx3y7f]Public Service Broadcaster = a radio or TV broadcaster that is financed by public money and offers a public service by catering for a range of tastes, BBC is the main PSB in the UK
[bookmark: _8n6d73ilhmo6]Regulator = a person or body that supervises a particular industry
[bookmark: _55b3exnsoftd]Statutory regulation = legal powers to control the industry for which they are responsible e.g. Ofcom
[bookmark: _2y1v6fp3wo1z]OFCOM = regulates TV, radio, video on demand, phone and postal services. Ofcom promotes competition, enforces rules and protects the interest of the audience
RAJAR = Radio Joint Audience Research and is the official body in charge of measuring radio audiences in the UK. RAJAR is jointly owned by the BBC and RadioCentre
IPSO = Independent Press Standards Organisation - an independent regulator in the UK
[bookmark: _je4ok0q8bkvt]Censorship = the controls and regulations that exist about media content held by governments or regulatory bodies
Interactive media = allows the consumer to take an active role, often contributing & becoming a ‘prosumer’
[bookmark: _l5v77blfeviw]Simulcast = simultaneous broadcast of the same product across different channels at the same time

	REPRESENTATION = HOW THE MEDIA PORTRAY EVENTS, ISSUES AND SOCIAL GROUPS.

	Persona = the image or personality that someone presents to an audience
Selection and combination = media producers actively choose elements of media language and place them alongside others to create specific representations or versions of reality 
Realism = style of presentation that claims to portray ‘real life’ accurately and authentically 
Stereotypes = reduction of a social group to a limited set of characteristics or preconceived ideas
Conform = the way in which a text creates meaning that reinforces the ‘norm’ or stereotypes
Subvert = choices which go against the ‘norm’ or stereotypes
Countertypes = alternative representations to countertypes
Heteronormative = representation of straight relationships as ‘the norm’
Multiculturalism = representations of mixed ethnicity 
Masculinity = the perceived characteristics generally considered to define what it is to be a man
Femininity = the perceived characteristics generally considered to define what it is to be a woman
Misrepresentation = certain social groups (usually minority groups) may be represented in a way that is inappropriate and not based in reality 
Underrepresentation = certain social groups (usually minority groups) may be rarely represented or be completely absent from media products
Ageism = Stereotyping and discriminating against individuals, or groups, on the basis of their age; a tendency to view older persons as debilitated & unworthy. 
Anti-ageist = MOJO can be viewed as anti-ageist as it often puts an older (often male) performer on the front cover and celebrates their talent.
Male gaze = positioning audience to look at women from a hetero male perspective to sexualise/objectify
Objectification = to reduce people to objects to be ‘looked at’, often when representing women




	CONTEXTS

	Ideology = a set of opinions or beliefs of a group or an individual. Very often ideology refers to a set of political beliefs or a set of ideas that characterise a particular culture.
Cultural hegemony = process of making people see the beliefs and values of the most powerful group as being natural and common sense
Dominant cultural values = beliefs held by the majority of people in society about what sort of behaviour is acceptable or unacceptable
Feminist theory = belief that women and men should be given equal rights but that society is currently structured to favour men
Gender = includes the social, psychological, cultural and behavioural aspects of being a man, woman, or other gender identity.
LGBTQ+ = lesbian, gay, bisexual, trans, queer and others
Patriarchy = system or society in which men are all-powerful and women are excluded from positions of influence or responsibility
Social groups = people who share a common sense of identity
Consumerism = the idea that increasing the consumption of goods and service is a desirable goal, and that a person's well-being and happiness depend on obtaining consumer goods and material possessions.
Celebrity culture = high-volume exposure to celebrities' personal lives on a global scale. It is inherently tied to consumer interests where celebrities transform their fame to become product brands.
Baby boomer impact = MOJO celebrates the 1960s generation who developed popular music/classic rock
Idealised hero/quest narrative = MOJO associates musicians with danger and struggle celebrating the values of ‘living fast and dying young’. 
Death of print media = impact of digital media on traditional forms and how they must diversify to survive



Music ESSENTIAL INFO
	MOJO Magazine
Published by Bauer Media a global conglomerate based in Germany who own more than 600 magazines. MOJO is a commercial magazine who get their revenue from magazine sales (circulation price), subscriptions and advertising.
MOJO are voluntarily regulated by IPSO. MOJO is aimed at a niche market of men aged 35+ who are interested in classic rock and have disposable income. They rely on audience loyalty, quality journalism & insight into the world of ‘rock royalty’. Circulation of 60K and readership of 140K
	MAGAZINE front cover conventions

Masthead = title of the magazine
Slogan = extra info connected to the masthead
Coverlines = headlines about content inside
Sell lines = cover lines above the masthead
Main image = featuring cover star
Anchorage = usually the name of the cover star
Insert image = secondary images 
Puff = extra content designed as a sticker
Barcode - along with issue no. date & price
Font = serif or sans serif, bold or light type

	Music Video – Somebody to you = Performative video with simple linear narrative. Focused on male representation: talented, looks obsessed, wealth & fashion. Conventionally attractive heteronormative. Women are objectified and sexualised via the male gaze. Not many different representations on offer. The boys are on what is represented as a boy’s holiday and the video switches between holiday and performing as a band. The costume changes to reinforce the Indie Rock/ Boy band image. 
	BBC Radio 1’s Live Lounge is broadcast roughly 2-3 times a month as part of the 10am - 1pm slot (currently hosted by Rickie, Melvin & Charlie) on Radio 1 [10m listeners] and Radio 1Xtra [1.5m listeners]. When a performer crosses from the ‘urban/grime/RnB’ focus of 1Xtra to the mainstream pop of Radio 1 (e.g. Stormzy, Jorja Smith, Kano or Koffee) both stations do a simulcast. Format of the show is an interview, live acoustic performance of the latest single and a live cover of a recent song from a contrasting genre. iPlayer & official YouTube (1.5bn views) provide extra visual content. Social media used effectively to interact with young target audience (15-24). Live Lounge helps fulfil some PSB requirements such as ‘quality, distinctive, creative content’ and ‘reflect the diversity of the UK’. 

	Music Video – Little Mix= Performance and narrative set in a school and reflecting issues within a school context to relate to teenage life. Bullying, relationships, Popular vs ‘Geeks’. Stereotypes used to create meaning. Promotes female gaze of chasing a boy. 
More inclusive and wider range of representations on offer. 
	



	MEDIA LANGUAGE: Technical and visual codes in music videos

	MISE-EN-SCENE = the arrangement of everything within the frame
Lighting = choices of brightness and colour
High key = everything in shot is brightly lit
Low key = high contrast within the frame between light and shadow
Setting = usually indoor sets created on a sound stage for a specific production
Location = outdoor and real life locations used for filming
Props = short for ‘property’, objects that appear on the screen to be used by a character
Set dressing = design choices and objects places in a setting or scene
Costume = choices which help provide realism, character or time period/genre clues
Makeup = choices which help provide realism, character or time period/genre clues
Facial expression = communicates meaning about a character’s thoughts or intentions. Usually framed by close up or mid shot
Body Language = can create meaning about characters and relationships
Casting = actors chosen for the role
Blocking = composition within the frame
Proximity = distance between people within the frame

	CAMERAWORK = the way in which cameras are used in a film or television programme.
Framing = the amount of information in a scene revealed to the audience by choice of camera shot
Depth of field = distance from camera e.g. shallow focus, pull focus etc
Big close up = camera shot which focuses on the face or close detail of the body
Close up = tightly focused on a person or object 
Establishing shot = locates the action in a space or setting. Often an extreme longshot
medium/mid shot = commonly used and typical frames the subject from the waist up with some background detail included
Point of view (PoV) = allows the audience to see from the viewpoint of an individual character
Wide angle shot = camera shot which gives the audience access to the whole scene
over the shoulder = camera positioned behind a character often in conversation or car ride
high angle = positioned up high looking down to create vulnerability of the subject
low angle = positioned down look looking up to create power in the subject
canted angle = deliberately slanted to one side
camera movement = the way the camera is moved during filming to add depth, interest and variation 
Panning = camera stays in one position and sweeps horizontally from left or right 
Tilt = camera movement on a vertical axis angles upwards or downwards
Tracking = camera is moved alongside or towards a subject, often on a fixed ‘track’
Zoom = movement of a camera lens to make a subject seem closer

	SOUNDTRACK = analysis of diegetic & non-diegetic sound including soundtrack, music, sound effects, dialogue, voiceover, sound editing, volume and pace.
Dialogue = words spoken by characters in a media product
Diegetic sound = sound that comes from the filmed world and can be seen
Non-diegetic sound = sound that is neither on the screen or features in the ‘world of the film’ typically sound effects or music added in post production
Voiceover = segment of narration that is added to a broadcast with the speaker not seen on screen
Sound bridge = transition in or out of a scene by "bridging the gap" with audio
Sound effects = a sound recorded and presented to make a specific storytelling or creative point without the use of dialogue or music. 
Foley = reproduced sounds, named after sound-effects artist Jack Foley, can be anything from the swishing of clothing and footsteps to squeaky doors and breaking glass. Foley sounds are used to enhance the auditory experience of the movie.
	EDITING = post production techniques involving arranging, revising and/or removing content 
Cut = one shot ends and another begins 
Continuity editing = most commonly used type of editing in post production used to establish logical and linear coherence between shots
Shot/reverse shot =one character is shown looking at another character
Cross cut = editing technique used to establish that action is occurring at the same time ABABABAB etc.
Cutaway = shot A to B and back to A
Cutting on action = cuts from one view in one shot to another view in another shot that matches the action and energy of the first shot
Ellipsis = the omission of a period of time in the editing process
Eyeline match = editing technique that makes the audience feel that they are seeing the same as what a character in the TV show sees
Fade = transition to and from an image often a fade through black or white



NEWS Key Vocabulary
SET TEXTS: The Observer: 1960s newspapers, contemporary news & online

	LANGUAGE = MEANINGS CREATED THROUGH SOUND CHOICES AND VISUAL CODES

	Platform = a way of viewing media texts e.g. print, broadcast or digital media platforms
sign/code = something which communicates meaning - this may change according to context
Technical codes = choices of camerawork, editing and sound to create meaning
Symbolic codes (Mise-en-scene) = choices of setting, facial expression, lighting, costume, hair, make up,props and colour etc. to create meaning
Signify/Signifies = term used in analysis to explain how a code could create meaning for an audience
Connotation = the suggested meanings attached to a sign 
Narrative = the story that is told by a media text 
Equilibrium = a state of balance or stability (Todorov)
Disruption = this what changes the balance in a story
Enigma code = narrative strands that make the audience ask questions and create tension
Linear narrative = where the narrative unfolds in chronological order from beginning to end 
Genre = media texts can be grouped into genres that all share similar conventions
Conventions = what the audience expects to see in a media text 
Iconography = the props, costumes, objects and backgrounds associated with a particular genre
Typography = type of font - serif or sans serif, colour, size etc.
Register = style of vocabulary chosen can be ‘formal or ‘informal’
Ratio = of copy (writing) to image on a print or online product
Layout = symmetrical or asymmetrical on print or online products
House style = standard use of repeated elements and codes to create a brand image for a product
Colour saturation = how intense and bright a colour choice is 
Navigation bar, hyperlinks & tabs = website and online social media conventions
Cropping = choice of what to display in an print or online image to create a certain representation
Tabloid = sensationalised ‘lowbrow’ news focused on celebrity and scandal. Referred to as ‘red tops’
Broadsheet = serious, in depth reporting based on ‘highbrow’ issues of politics and the economy

	AUDIENCE = PEOPLE WHO CONSUME A PRODUCT BY WATCHING, LISTENING AND READING 

	Target audience = the people at whom the media text is aimed
Demographics = age, gender, social status, economic wealth etc.
Uses and gratifications theory = theory associated with Blumler and Katz that audience members seek out and actively use media products to gratify different sorts of need PESS
Preferred reading = interpretation of a media texts that the producers intended the audience to have
Active audiences = actively engage in selecting media products to consume and interpret their meanings
Passive audience = audiences who don’t engage with a text and passively accept messages
Appeal = the way products attract and interest e.g. through the use of stars, familiar genre conventions etc.
Audience positioning = techniques to persuade the audience to interpret a product in a particular way
Encoding and decoding = media producers encode messages that are decoded by audiences
Interactive audience = become actively involved in a product for example by posting on social media 
Audience categorisation = group audiences (e.g. by age, gender, ethnicity) to target their products
Consumption = the act of using media products by watching, listening to or reading them
Mass audience = traditional idea of the audience as one large, homogenous group
Niche audience = a relatively small audience with specialised interests, tastes and backgrounds
Viewpoints = different perspectives in relation to values, attitudes, beliefs or ideologies
silent generation =born between 1928 & 1945 –when children were expected to be seen and not heard
Baby boomers =  born between 1946 & 1964, a generation that had a significant impact on the economy.
Generation X = Generation X includes those born between 1965 and 1981, during the reconstruction of Europe after the war.
Millennials = people who reached young adulthood at the turn of the millennium (year 2000)
Gen Z = the generation that was born between 1997-2012, following millennials. This generation has been raised on the internet and social media
Generation Alpha = is the first to be born entirely in the 21st century. Most members of Generation Alpha are the children of Millennials and are digital natives
Right wing = political leaning towards conservative and capitalist ideals (Conservative/Tories) 
Left wing = political leaning towards liberal and social equality ideals (Labour & Lim Dem)
Social class = differentiation based on economic and cultural wealth. Categorised by ABC1 etc.
Disposable income = money that an audience member has to spend on lifestyle and culture




	INDUSTRIES = THE MEDIA COMPANIES & BUSINESS THAT CREATE AND DISTRIBUTE PRODUCTS

	[bookmark: _9d8pnlry383c]Ownership = industries that own companies that produce or distribute media texts
[bookmark: _2g8yk2son0w0]Scott Trust Limited = British company that owns Guardian Media Group and thus The Guardian and The Observer as well as various other media businesses in the UK
Production = the process by which media products are constructed 
Producer = the people who plan, coordinate and create media products
[bookmark: _6zx72xp0658b]Content provider = any company that makes material for TV viewing 
[bookmark: _p6fyigom6hdo]Production values = elements of the text that tell the audience how much it cost to make
Distribution = the methods by which media products are delivered to audiences, including marketing 
Circulation = how many newspapers are published in any given time period
Readership = how many people access the magazine in print and online
[bookmark: _gjdgxs]Marketing = advertising and promoting to the target audience
[bookmark: _loiwbp10e0df]Regulator = a person or body that supervises a particular industry
[bookmark: _hbrkb0w13wtu]IMPRESS =  Independent Monitor for the Press (IMPRESS) is an independent press regulator in the UK who are fully compliant with the results of the Leveson Inquiry 
[bookmark: _8jdmfm7znqc]IPSO = Independent Press Standards Organisation - an independent regulator in the UK
[bookmark: _pg20crol35d]Self-regulation = in-house team to control/manage issues. The Guardian/The Observer are self regulating.
[bookmark: _hrg3okwhez9e]Globalisation = process that has seen international flow of trade, business and culture
[bookmark: _o1zzrcz6e1qe]Conglomerate = large organisation that owns a number of different companies
[bookmark: _k3fv4tku9tla]Convergence = the coming together of media technologies
[bookmark: _e1fhod739mnj]Multi-platform media = media products that are available across platforms e.g. radio, web & social media
Mainstream = media products that are the most popular at the time and tend to be the most conventional 
[bookmark: _szgevv2sjcmd]Diversification = when a company branches out to operate in different media industries
[bookmark: _g8w2nxbr1gi]Brand identity = aspects which make a text or celebrity recognisable and different from others
[bookmark: _b55nw4dcwlkv]Interactive media = allows the consumer to take an active role, often contributing & becoming a ‘prosumer’
[bookmark: _sfvoycjg7poy]Paywall = method of restricting access to content, with a purchase or a paid subscription, especially news
[bookmark: _a85qw1f9ufal]Clickbait = text or a thumbnail link that is designed to attract attention and to entice users to follow that link and read, view, or listen
[bookmark: _gtooj5dd48n9]Impartial = unbiased news reporting that treats everyone equally
[bookmark: _o8u2ziipg7es]Press freedom = fundamental principle in a democracy that the right to cover issues and events is given to all without government or state restriction
[bookmark: _rewfglloib9r]Hard/soft news= Hard news generally concerns issues, politics, economics, international relations, welfare, and scientific developments, whereas soft news focuses on human-interest stories and celebrity

	REPRESENTATION = HOW THE MEDIA PORTRAY EVENTS, ISSUES AND SOCIAL GROUPS.

	Persona = the image or personality that someone presents to an audience
Selection and combination = media producers actively choose elements of media language and place them alongside others to create specific representations or versions of reality 
Realism = style of presentation that claims to portray ‘real life’ accurately and authentically 
Stereotypes = reduction of a social group to a limited set of characteristics or preconceived ideas
Conform = the way in which a text creates meaning that reinforces the ‘norm’ or stereotypes
Subvert = choices which go against the ‘norm’ or stereotypes
Countertypes = alternative representations to countertypes
Heteronormative = representation of straight relationships as ‘the norm’
Multiculturalism = representations of mixed ethnicity 
Masculinity = the perceived characteristics generally considered to define what it is to be a man
Femininity = the perceived characteristics generally considered to define what it is to be a woman
Misrepresentation = certain social groups (usually minority groups) may be represented in a way that is inappropriate and not based in reality 
Underrepresentation = certain social groups (usually minority groups) may be rarely represented or be completely absent from media products
Ageism = Stereotyping and discriminating against individuals, or groups, on the basis of their age; a tendency to view older persons as debilitated & unworth. 
Anti-ageism = celebrating age as positive and worthy
Male gaze = positioning audience to look at women from a hetero male perspective to sexualise/objectify
Objectification = to reduce people to objects to be ‘looked at’, often when representing women



	CONTEXTS

	The Cold War = name for the stand off between USA and the Soviet Union from 1945 until 1989
Espionage = the practice of spying, typically by governments to obtain political and military information.
Ideology = a set of opinions or beliefs of a group or an individual. Very often ideology refers to a set of political beliefs or a set of ideas that characterise a particular culture.
Cultural hegemony = process of making people see the beliefs and values of the most powerful group as being natural and common sense
Dominant cultural values = beliefs held by the majority of people in society about what sort of behaviour is acceptable or unacceptable
Feminist theory = belief that women and men should be given equal rights but that society is currently structured to favour men
Gender = social, psychological, cultural & behavioural aspects of a man, woman, or other gender identity.
1967 = ‘The Sexual Offences Act 1967’ legalised homosexual behaviour in over 21s in England and Wales (Scotland and NI not till the 1980s) after a rise in criminal prosecution of gay men during the 1950s
LGBTQ+ = lesbian, gay, bisexual, trans, queer and others
Patriarchy = system or society in which men are all-powerful and women are excluded from positions of influence or responsibility
Social groups = people who share a common sense of identity
Consumerism = the idea that increasing the consumption of goods and service is a desirable goal, and that a person's well-being and happiness depend on obtaining consumer goods and material possessions.
Celebrity culture = high-volume exposure to celebrities' personal lives on a global scale. It is inherently tied to consumer interests where celebrities transform their fame to become product brands.
Death of print media = impact of digital media on traditional forms and how they must diversify to survive
Lifestyle = hobbies & interests using disposable income & time - art, cooking, craft, home decor etc.
Culture = books, film, TV, art galleries, museums, events etc. Texts you consume in your spare time.



News ESSENTIAL INFO
	1960s Observer newspapers
Newspapers in the 1960s were in competition with television. By 1965, circulation of Sunday newspapers had fallen to 25 million (1.4 newspapers per household). It was common to buy more than one Sunday newspaper. Segmentation of the newspaper market in the 1960s reflected the clear class and political differences in society. Labour or Liberal supporting middle class read The Guardian. Newspapers were defined by their physical size. Upmarket newspapers such as The Observer were printed in the broadsheet format, whereas downmarket newspapers launched tabloid formats.  Broadsheets were dominated by a news agenda, with little self promotion. They are written in a more formal language register than would be used today.
	Contemporary Observer newspaper
Total circulation of Sunday newspapers in 2010 was 10 million, about 0.4 per household. Britain’s oldest Sunday newspaper. Part of The Guardian Media Group. Published on a Sunday in a similar format to the Guardian. The main newspaper contains highbrow journalism. The supplements focus on culture, lifestyle and stories. 
Contains the ‘Sunday supplements’ including the ‘The New Review’ a colourful culture focused supplement printed on newspaper style paper & ‘The Observer Magazine’ which is a glossy lifestyle magazine. The Observer publishes sports pages separately as well as a four weekly ‘food monthly’ magazine which features articles and recipes from celebrity chefs and bakers.
Audience ABC 1, liberal, upmarket, tolerant ‘progressives’.

	
	

	
	

	Contemporary Observer website & social media 
Slightly more male audience, large proportion of 30+ audience accessing on mobile devices. The Guardian website houses all The Guardian and The Observer content. Articles in The Observer newspaper and supplements are replicated on the website but often with less photography. Facebook, twitter and Instagram are all updated regularly and are presented in visual bite size chunks for click bait. Social media platforms provide engagement with the audience and allow them to interact, click and share. The website contains an ‘Opinion’ tab which are longer ‘think’ pieces written by freelance journalists and celebrities offering personal viewpoints which often coincide with The Guardian/Observers’ liberal views.



	The Observer newspaper 1960s front cover conventions

	[image: ]
	Masthead = title of newspaper in house style
Edition = information under masthead date etc.
Logo = either side of masthead
Main images = black and white low quality images 
Secondary images = black and white smaller images
Copy = small text in columns (body of article)
Ratio = more copy than image 
Captions = additional content underneath pictures
Main headline = short sentence in serif font
Formal address = high register vocabulary used
Secondary headlines =additional stories that break up copy
Subheadings = additional information to accompany headings
six/seven column layout = lots of copy in many columns
Contents = small contents list with page numbers on top right
Serif font = traditional font synonymous with newspapers
Illustration = additional diagrams or images
Advertisement = usually an illustration with coupon on the right hand side

	The Observer newspaper contemporary front cover conventions

	[image: ]
	Banner/Skyline = full colour and image lifestyle content
Buzzwords = emotive or persuasive vocabulary
Masthead = title of newspaper in house style
Edition = information above masthead date etc.
Main headline = sentence in serif font
Byline = the line above the story with journalist’s name
Formal address = high register vocabulary used
Subheadings = additional information to accompany headings
Copy = small text in columns (body of article)
Serif font = traditional font synonymous with newspapers
four column layout = copy in a number of columns
Secondary headline = usually one additional main story
Main image = full colour image takes up ⅙ of front cover
Secondary images = usually part of lifestyle banner and not main news
Captions = additional content underneath pictures
Call to action = instruction for the audience to turn to page etc.
Puff = information in a colourful shape/additional content
Crosshead = bolded/large text that breaks up a long story. 
Pull quote = enlarged text of quote that appears within the text 
Standalone = picture story with caption that can exist on its own leading to a full story inside.

	The Guardian/Observer website conventions

	[image: ]
	Call to action = instruction for audience to clink or donate
Search box = audience can search keywords/topic/journalist
Masthead = title of the newspaper in house style
Menu = topic headings offered for audience
Navigation bar = how the audience move around the website
Secondary menu = each main topic is broken into further subheadings
Edition (country) = UK or Australian edition named above the masthead
Main headline = sentence in serif font
Main image = full colour large image can be animated or slideshow
Standfirst = first paragraph of the copy works as hyperlink to main story
Secondary images = with headline, standfirst and box hyperlink
four column layout = copy in a number of columns/boxes on website
Embedding = putting video, audio and pictures into the text of a web story
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