
AUDIENCE



These slides based on those shared
by S Jewell of

Dunblane High School

All mistakes are mine alone.





AUDIENCE

• We are all part of an audience when we are exposed to media texts on a
daily basis

• We will therefore be part of many different audiences for a wide range of
media at different times e.g.

• Listening to morning Radio

• Reading newspapers

• Watching breakfast television

• Glimpsing at advertising hoardings

• Watching a film in a cinema

• We will be either consciously or unconsciously exposed to these media products



AUDIENCE: AN OVERVIEW
Audience considers the people for whom the text was made, the
effect it has on them, and how they deal with it.
We will consider :

• Importance of Audience
• Target Audience
• Mode of Address
• Preferred Reading
• Differential Decoding
• Theories of Media Effects



IMPORTANCE OF AUDIENCE

• Without an audience why would anyone create a
media text? What is the point of a film if no one sees
it?

• Audience size and reaction are often seen as a way
of measuring the 'success' of a media product. One of
the reasons we say that The Sun newspaper is
successful is because it sells almost 2 million copies a
day and is read by nearly 5.5 million people*



IMPORTANCE OF AUDIENCE

• Audience who buy media texts are providing income for
the media companies who produce them

• Much of the media available to us, however, is free or
subsidised; it is financed by advertising, and the advertisers
want to know that they are getting value for money

• People want to know how we use the media, what we
understand of what we consume, and the effects it has
upon our lives



TARGET AUDIENCE

The group of people that the text is mainly made for/to target

Target Audience can be identified by looking at:
• Categories – the type of text and the features of it
• Access – which people have access to the text? (e.g.Which channel is it

on? What time is it broadcast? What rating/certification is it suitable for? etc)

• Intertextual references – does the text refer to other texts?
• Narrative codes – features of the narrative that appeal to a certain

group
• Discourses – comments made by the text that would appeal to a

certain group



TARGET AUDIENCE

The group of people that the text is mainly made for/to target

Target Audience can be identified by looking at:
• Commercialisation of product

• Relate to Institution (external controls), eg type of market (niche
market – narrows, targets and specialises audiences e.g. Empire,
Classic FM, Cbeebies, Men & Motors)

• Narrowcasting:The opposite of broadcasting, where texts are
aimed at a very small special-interest group (Channel East, BBC
Alba)



TARGET AUDIENCE
Who is the target audience?
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The way the text speaks to the audience

MODE OF ADDRESS



The way the text speaks to the audience

MODE OF ADDRESS

You know why this is the 
only thing on this slide?

It's important!



MODE OF ADDRESS

Mode of Address could be described as:

Direct or indirect – Does it speak directly to us?

“Relax. You're doing great…”



MODE OF ADDRESS

Mode of Address could be described as:

Only person:
“…give you 15% off…”

Group:
“happy owners”

Individual/collective – Does it speak to us as if we

are the only person watching, or as part of a group?



MODE OF ADDRESS

Mode of Address could be described as:

Omniscient/restricted – Do we get to know/see

everything or is our knowledge/sight restricted?





MODE OF ADDRESS

Mode of Address could be described as:

Subjective/objective – Is there an opinion/bias
attached to the text or is it a balanced portrayal of
events?



Front pages for Daily Mail/Scottish Daily Mail: July 9th, 2015
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The mission of the BBC is to
“inform, educate and entertain”

the BBC exists to serve the public interest
and to promote its public purposes:

sustaining citizenship and civil society,
promoting education and learning,

stimulating creativity and cultural excellence,
representing the UK, its nations, regions and communities,

bringing the UK to the world
and the world to the UK



MODE OF ADDRESS

Mode of Address could be described as:

Register – The words used and the way people speak
to us in the text, for example:

• formal / informal?
• serious / light-hearted?







PREFERRED READING

The meaning that the maker of the text wants the
audience to accept

• The text will usually contain a message or
messages that support mainstream views.The
maker of the text hopes the audience will accept
and agree with this message



Take the example of newspapers: Different
newspapers may present the same story, but with
different preferred readings due to different
editorial views/political allegiances.
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A news story that portrays migrants/refugees
trying to get into the UK is another very topical
example:
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PREFERRED READING

A news story that portrays migrants/refugees 
trying to get into the UK is another very topical 
example:

migrants 
army 

invasion 
swarm

refugee |rɛfjʊˈdʒiː| 
noun 
a person who has been forced to leave their 
country in order to escape war, persecution, or 
natural disaster





“…the migrant crisis engulfing Europe.”



"...owing to a well-founded fear of being persecuted 
for reasons of race, religion, nationality, membership 

of a particular social group or political opinion, is 
outside the country of his nationality, and is unable 
to, or owing to such fear, is unwilling to avail himself 

of the protection of that country.

"Put simply, these definitions say a migrant 
chooses to leave, whereas a refugee is forced 

to leave."
–1951 Refugee Convention



DIFFERENTIAL DECODING

Although texts have preferred readings, we all interpret
them differently

Factors affecting interpretation of a text include:
Age
Gender
Ethnic background
Education/knowledge
Experience
Affiliation/Identification to different groups



DIFFERENTIAL DECODING

Task:

How do you interpret the following photograph?
You may want to consider things like:

Recognition
Tattoos
Clothes
Style
Purpose





Part 2:

Now consider how the
following might react to
the same photo.

Your granny?
A minister?
A politician?
A 6 year old boy?
An alien?



Audience

Medium/ 
MESSAGE

Audience 
misunderstands 

message

Audience  
disagrees with 
the message

Audience  
agrees with the 

message

Differential 
Reading

Preferred 
Reading

Audience 
understands the 

message





TARGET AUDIENCE
Using your new knowledge upon audience, identify who you think the target
audience is for the MTV reality show 'Geordie Shore'.
You should define the target audience by the following demographics and
provide evidence from the text to help support your answer:

Age (pre-5s, pre-teens, teens, 18–24, 25–35, 35–55, 55+)
Gender
Nationality
Social class (remember to use the JICNARS scale for class distinctions)
Wealth (different from class – how?)
Lifestyle features (eg: sexual identity, hobbies, pastimes etc.)

EXTENSION: Discuss and identify the key elements in the advert (language,
narrative, representations) that have been manipulated to achieve a preferred
reading.What is the preferred reading?



THE MEDIA EFFECTS DEBATE
How does the media affect its audience?



HOW DOES THE MEDIA 
AFFECT ITS AUDIENCE?

These are the main theories:
• Hypodermic Needle Theory: The audience take in everything 

the media presents them with and accepts it.
• Two Step Flow Theory: Information is filtered through 'opinion 

leaders' or 'gatekeepers' which influences the mind of the 
audience.

• Uses and Gratifications Theory: The audience use media texts 
in whatever way they want, to meet their needs.

• Reception Theory: audiences are active in choosing meaning 
from a text e.g. the preferred reading, differential decoding



HYPODERMIC NEEDLETHEORY
• This theory is often used to highlight the dangers posed by 

violent media to children. 

• Used during “moral panics” (where society worries about an apparent 
threat) to explain why certain groups in society should not be exposed 
to certain media texts (portraying sexual or violent behaviour) for fear 
they will then copy what they have seen.

Example: Murder of Jamie Bulger (1993) 

• TWO year old Bulger was murdered by two TEN year olds
• The trial judge stated that exposure to violent videos might have 

encouraged the actions of the murderers
• Some UK tabloid newspapers claimed that the attack was inspired by 

the film Child's Play 3 (1993)



TWO STEP FLOWTHEORY
• This suggests that information does not flow directly from the text

into the minds of the audience unmediated but is filtered through
'opinion leaders' or 'gatekeepers' who then communicate it to
others whom they have influence over.

• The audience then mediate the information received from the
opinion leaders in a two-step flow.

• An example of this theory in action is the influence a church leader
or community leader or activist, or even a film director, would have
in response to an upcoming election or rights movement or protest
or any other topical issue.

• Although the media say one thing the message that people would
take would be based on the understanding of this leader of the
issue and how they present it.





USES & GRATIFICATIONSTHEORY
This theory claims we make choices and consume media texts for
different reasons and in different ways
• Diversion: Escape from everyday pressure/worry (television sitcoms,

soap operas, films e.g.The Big Bang Theory, EastEnders,The Guest)
• Personal Relationships: Companionship - identifying with characters;

Sociability - giving something to talk about with others (multiple
character narratives e.g. Mad Men, Breaking Bad, Boardwalk Empire)

• Personal Identity: Compare life with others onTV; Understand self
throughTV portrayals of problem (reality television, soap operas, tabloid
talk shows, faction e.g.The Jeremy Kyle Show, Extreme Couponing, Big
Brother)

• Surveillance: Gathering information about what’s happening in the
world; Understand events in the world (news, documentary e.g.
Panorama )





RECEPTIONTHEORY
• This is the idea that audiences are active in choosing

meaning from a text at a particular historical moment – the
meaning taken at the moment of consumption.

• This can be the preferred reading mirroring the intention of
the institution that created the text or an alternative
differential decoding of the text based on the audience’s
knowledge, experience and identity.

• Institutions, by using an understanding of audience
expectations and using codes and conventions as well as
representations within a culture, can position the audience,
reducing the polysemic (multiple readings) nature of the text.



BEING

DOING

HAVING

MASLOW’S HIERARCHY OF NEEDS
Self Actualization

Self-esteem
Social/Love

Safety/Security

Physiological



STRATEGIES USED TO SELL PRODUCTS
MASLOW’S NEEDS

What do distribution companies do in order to attract
an audience?
• In the 1970s Abraham Maslow suggested that human

behaviours are focused on satisfying certain basic
types of needs.

• Film-makers and advertisers use ideas, like Maslow’s, in
an attempt to target particular groups of people –
they are trying to reach their product out in a way
that is recognisable and meets the perceived need of
the audience



ADVERTISINGMASLOW’S NEEDS
• Need to survive – Used by advertisements for food, drink,

housing etc.
• Need to feel safe – Advertisements for insurance, loans and

banks promise security and freedom from threats.
• Need for affiliation or friendship – Adverts that focus on

lifestyle choices like diet and fashion use people’s desire to be
popular.They may also threaten them with the failure to be liked
or fit in.

• Need to nurture or care for something – Advertising which
shows cute animals and small children brings this out in the viewer.

• Need to achieve – Advertisements that are linked with winning,
often promoted by sports personalities, tap into the need to
succeed at difficult tasks.



ADVERTISINGMASLOW’S NEEDS

• Need for attention – Advertisements for beauty products
often play on the need to be noticed and admired.

• Need for prominence – Advertisements for expensive
furniture and diamonds may use people’s need to be respected
and to have high social status

• Need to dominate – Advertisements for products like fast cars
offer the possibility of being in control through the product

• Need to find meaning in life – Advertisements for travel or
music may appeal to people’s need for fulfilment.



AUDIENCE ANALYSIS

Depending on the medium, audience could also be
analysed in terms of:

Ratings
Box office
Circulation/distribution
Social classification categories
Lifestyle
Subcultures



–Jen-Luc Goddard

“Television doesn't 
make programmes, 

it creates audiences…”



TASK:
You will now write a group
audience analysis of the film

poster for ‘The
Mechanic’ (2011).

You will need to include
references to the following:



Target Audience (categories, who has
access, any narrative codes – signs or
theories – discourses – relationship to real
world, myths – marketing controls –
circulation/distribution of product, BBFC,
MPAA etc.)

Mode of Address (direct or indirect,
individual or collective, restricted, subjective
or objective, tone or register etc.)

Preferred Readings (meaning the makers
hope you will accept)

Differential Decodings (how an audience
views the text based on age, gender, ethnic
background, education, experience etc.)

Application of the Hypodermic
Needle Theory: Effects of the text?

Application of Uses and Gratifications
Theory: Effects of the text? Which needs
are satisfied by the text and how?



The End

FIN



NEWSPAPER CIRCULATION FIGURES (MARCH 2015)

Title

Daily Mirror

Daily Record

Daily Star

The Sun  
(includes The Scottish Sun)

Daily Express

Daily Mail

The Daily Telegraph

Financial Times

The Guardian

i

The Independent

The Times

Avg circ

897,786

200,127

424,453

1,858,067

445,245

1,626,322

479,290

213,423

174,941

273,853

58,751

390,962

% change 
year on year

-6.74

-10.22

-10.91

-10.23

-8.81

-4.78

-8.37

-7.40

-9.46

-6.47

-8.07

-0.88

UK/Scotland Politics (#GE2015) 
Main (+Secondary)

Comments

The Daily Record have seen their sales drop as the 
SNP has risen in prominence in Scotland.

The Scottish Sun supported SNP, The Sun (in Rest 
of the UK) attacked the SNP

The Daily Express, and owner Richard Desmond, 
are UKIP's largest backers.

The Daily Mail is predicted to overtake The Sun's 
circulation figures in 2016.

The Guardian returned to supporting Labour in 
2015 (It supported the LibDems in GE2010)

The Independent (and i) declared for the Tories. 
They had claimed to be neutral before the 2015 
election but since being bought by the Lebedevs in 
2010 have gradually become more right-wing.

The Independent (and i) declared for the Tories. 
They had claimed to be neutral before the 2015 
election but since being bought by the Lebedevs in 
2010 have gradually become more right-wing.

(Return to previous slide)
Supplementary Thought: What factors do you think have caused 
newspaper sales to fall year on year, and can they be reversed?


