
CAMBRIDGE TECHNICALS LEVEL 3 – DIGITAL MEDIA 

Unit 1 Media Products and Audiences 

(2 hour written paper – 80 marks) 
 

 

This unit is a compulsory section of the course and you MUST pass it in order to achieve the award. 

Remember – your final exam will be PASS, MERIT or DISTINCTION 

 

Where the abbreviation i.e. occurs, a direct question may be asked about anything following in the exam -  

 Personnel involved (i.e. numbers, skills, experience) – you could get a direct question about numbers, skills, experience) 

 

Where the abbreviation e.g. occurs, a direct question will not be asked about anything following in the exam –  

Relevant facilities, locations and resources required for the project (e.g. studio, props, set, microphones, computers, 

cameras, software) – you will not get a direct question about studio, props, set, microphones, computers, cameras, software 

but they may be referred to or expected to be included in your answer. 

 

 

PAST PAPERS & MARK SCHEMES  

 

There is a textbook available for the course: TEXTBOOK. You do not have to buy as all content will be covered. 

 

YOU WILL BE GIVEN A REVISION BOOK BY YOUR TEACHER. 

 

CONTACT: wainwright.c@woodkirkacademy.com 

 
 

http://www.ocr.org.uk/qualifications/vocational-education-and-skills/cambridge-technicals-digital-media-certificate-extended-certificate-foundation-diploma-diploma-05843-05846-2016-suite/
https://www.hoddereducation.co.uk/Product/9781471874734.aspx


 

 

1 

UNDERSTAND THE OWNERSHIP MODELS OF MEDIA INSTITUTIONS 

 

THE DIFFERENT TYPES OF CONTEMPORARY MEDIA OWNERSHIP AND OPERATING MODELS, IE 

1.1 explain about the different types of media industries and specialist providers within these industries (i.e. magazines, 

newspapers, television, film, web, radio, computer games) 

1.2 compare the difference between private conglomerate structures, independent companies and public service modes 

(i.e. commercial objectives, purpose, audience) 

1.3 explain how media companies operate (i.e. different parts of a company that contribute to wider production processes, 

vertical and horizontal integration) 

1.4 use of synergy and cross-media promotion of media products 

1.5 explain the different types of job roles in media organisation (e.g. for film director, camera operator, editor, make-up 

artist) 

1.6 explain the production processes behind media products 
 

2 

UNDERSTAND HOW MEDIA PRODUCTS AND ADVERTISED AND DISTRIBUTED 

 

2.1 explain the difference between types of advertising in media industries i.e. traditional methods and contemporary 

digital methods 

2.2 to evaluate how media products are advertised to audiences (i.e. audio-visual (TV adverts, trainers), print digital 

(online reviews, pop-up adverts, social media), radio, games) 

2.3 to evaluate how products are distributed to media audiences (i.e. impact of technological convergence on distribution 

of media products alongside traditional methods) 
 



3 

UNDERSTAND HOW MEANING IS CREATED IN MEDIA PRODUCTS 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

3.1. EXPLAIN THE USE AND APPLICATION OF PROUCTION TECHNIQUES TO CREATE MEDIA PRODUCTS  

Audio-visual products consider:  Mise-en-scene elements e.g. iconography, colour scheme, location, props also consider 

camerawork, editing & the use of sound. 

 Print and web products consider: layout, house style and colour scheme, photography techniques, captions, font styles 

Audio Products consider: Jingles and motifs, Music, Sound effects, Presenters and mode of address 
TO CRITICALLY ANALYSE THE CODES AND CONVENTIONS OF MEDIA TEXTS AND HOW THEY CONTRIBUTE TO CREATE WIDER IDEAS AND 

MEANING I.E. 

3.2.1 Use of media theory 

3.2.2 Denotation/connotation 

3.3.3 Macro concepts i.e. 

 Genre 

 Narrative and representation (e.g. how genre conventions have been created, how a story is communicated, how 

stereotypes have been reinforced or challenged) 



 

4 

UNDERSTAND THE TARGET AUDIENCES OF MEDIA PRODUCTS 

4.1 to define audience terminology i.e. 

 Mass/mainstream 

 niche 

4.2 explain demographic profiles of audiences for media products i.e. 

 age, gender, ethnic group, location and geodemographic, socioeconomic, sexual orientation, lifestyle and 

psychographics, (National Readership Survey (NRS) data, Radio Joint Audience research (AJAR), Broadcasters 

Audience Research Board (BARB) 

 Create ‘imaginary entities’ or ‘infographics’ to display demographic information 

4.3 explain how media products fulfil audience needs this can be done through looking at the Uses & Gratifications Model. 
 

 

5 

BE ABLE TO EVAULATE RESEARCH DATA USED BY MEDIA INSTITUIONS 

 

5.1 Understand the research methods used by media organisations e.g. 

 Primary research methods 

 Secondary research methods 

5.2 Understand the purpose of research e.g. product reach, audience feedback & competitors 

5.3 Analyse audience research to identify market possibilities & identify demographics 
 

 

 



6 

BE ABLE TO EVAULATE LEGAL, ETHICAL & REGULATORY ISSUES ASSOCIATED WITH MEDIA PRODUCTS 

 

 

6.1 Evaluate the impact of media products on their audiences using theories e.g. 

 Media Effects Debate 

 Hypodermic Syringe Model 

 Passive Audience Theory 

 Moral Panic 

 Active Audience Theory 

Also consider how an audience may become desensitised negative or violent representations in the media. 

6.2 Evaluate the legal & regulatory issues associated with media products e.g. censorship, classification, copyright & 

intellectual property 
 

 

 

 

 

 

 

 

 

 

 

 

 

 

 



LO1 - UNDERSTAND THE OWNERSHIP MODELS OF MEDIA INSTITUTIONS - 1 
 

 

Learn the following terms and their definitions. 

 
KEY TERM DEFINITION 

Production This is the making of a media product and includes the full production process from pre-production to post-production 

Specialist 

providers 

These are media companies that produce and distribute products within a specific medium such as film, television and video games. 

Conglomerate 

structure 

In a conglomerate, one overall parent company owns a number of smaller companies, called subsidiaries. Each of a conglomerate’s subsidiary 

businesses runs independently but supports the wider goals and objectives of the parent company. For example, conglomerates use their 

subsidiaries to promote and market a media product.) 

Independent 

companies 

Companies that are free from the control of a conglomerate. Independent companies usually specialize in producing one type of media product 

or service. 

Joint venture This is when a media company works with another company on a project that is mutually beneficial for both parties. 

Distribution This includes two elements. Firstly, how a product or brand reaches an audience, e.g. via web, cinema, television etc. and secondly, its 

marketing and promotion. 

Public service 

broadcaster 

A company that delivers services beneficial to the public interest. This type of company will offer products to the audience that go beyond 

the purpose of entertainment, and many products are made specifically to inform, educate and widen participation. 

Cross-media A conglomerate that produces more than one type of media. 

Vertical 

integration 

This is where a media company has the ability to control the production, distribution and, in some cases, the exchange of a product. It is 

sometimes also known as the VALUE CHAIN. 

Horizontal 

integration 

This is when a media company utilizes the assets of its subsidiary companies to support the marketing process of a major product or brand. 

Video-on-demand 

(VoD) 

Services such as YouTube or Netflix, which allows users to select and watch/listen to video or audio content when they choose to. 

Synergy The increased efficiency and profit that occurs as a result of vertical and horizontal promotion. Conglomerates are formed to create synergy 

in order to cross-promote. 

Cross-media 

ownership 

This is when a media institution owns two or more companies that specialize in different media sectors, e.g. Sony is a conglomerate company 

that owns subsidiaries operating in many different sectors, such as games production and film production. 
 

 

 

 



LO2 - UNDERSTAND HOW MEDIA PRODUCTS ARE ADVERTISED AND DISTRIBUTED - 1 
 

 

Learn the following terms and their definitions. 

 
KEY TERM DEFINITION 

Traditional 

advertising 

Methods of advertising that have been used by media producers to promote products for many years before the digital age. These include 

print media advertising, e.g. billboards, newspapers, magazines, flyers, direct mail marketing, television, adverts and film trailers. 

Above-the-line 

advertising 

Where mass media is used to promote brands and reach out to the target consumers. These include conventional media such as television and 

radio adverting, print and the internet. 

Narrowcast 

channels 

Television channels that distribute specialist interest content. 

Web 2.0 

technologies 

A phrase coined by Tim O’Reilly and Dale Dougherty (2004), and known as the ‘second phase’ of the internet, where web pages and 

technologies are interactive and collaborative. 

Below-the-line 

advertising 

A more one-to-one form of advertising that involves the distribution of pamphlets, handbills, stickers, promotions, brochures placed at point 

of sale, roadside banners and placards. 

Technological 

convergence 

The coming together of information and communication technologies in order to create new ways of producing and distributing products and 

services to media audiences. 

Black box This is one device, such as a smartphone, that supplies us with all of our information communications technology (ICT) and media 

requirements. 

Downloading  When media products are transferred to a device from a web page and consumed offline. Very often radio shows or audio products are 

downloaded as podcasts, which are audio files generally in mp3 or wav formats. 

Streaming The way that a piece of music or audio-visual content is watched by a user online without being downloaded. Many video on demand platforms, 

such as YouTube or Netflix, are streaming services. 

Simulcasting When a media product is broadcast both online e and via a traditional medium at the same time, e.g. live radio stream. In terms of TV 

programmes it can also mean when a programme, such as a big sporting event, is shown on two channels at the same time, e.g. the Grand Prix 

on Sky Sports F1 HD and Sky Sports 1.  

 

 

 

 

 

 

 



LO3 - UNDERSTAND HOW MEANING IS CREATED IN MEDIA PRODUCTS –1 
 

 

Learn the following terms and their definitions. 

 

 
KEY TERM DEFINITION 

Codes The familiar and predictable forms and techniques used by producers when creating media texts. These are used to communicate certain ideas 

or to convey a designed impression. Indicators or signs contained within a product that when identified by the audience create meaning. There 

are two types of code: the technical and the symbolic. Technical codes are created through the way equipment is used to produce a media 

product. For example, a camera can be used to present a particular character’s point of view. Symbolic codes point the audience towards 

meanings that are not always apparent. For example, in early Hollywood films the villains always wore black as this was seen in Western culture 

as representative of evil. 

Conventions The commonly accepted ways of doing things. There are general conventions in all products, such as the use of opening credits in audio-visual 

products. However, conventions can also be genre specific, such as the chase in action/adventure films. 

Genre Media products are usually classified into categories and sub-categories. These categories are referred to as a product’s genre. By categorizing 

a product, its audience will have a set of expectations that they will look forward to being met. For example, the audience for a horror film will 

expect to be scared. A product within a genre can be identified by its distinguishing features: its codes and conventions. 

Verisimilitude How real the world of the story or narrative of a fictional media product appears to the audience (e.g. is the world presented to the audience 

believable?) 

Diegetic world The fictional world (time and place) of the narrative. 

Juxtaposition The placing of one element next to another to create specific meaning. 

Mode of address The way in which a media product speaks to or attracts its audience. 

Denotation The literal meaning of a code, sign or generic convention of a media text or product. 

Connotations The suggested, possible meanings of any given denotation. 

Masthead The title of a publication as it appears on the front cover, and association design elements that make it recognizable. 

Anchorage The way in which sound or text is used in media products to help pin down the mood or meaning of a media product for the audience. 

Representation How different groups of people, ideas and ideologies are portrayed in the media. 

Narrative theory Theory about the ways in which stories are structured in order to create meaning for the audience. 

Genre theory A critical tool that helps us study texts and audience responses to texts by dividing them into categories based on common elements. Genre 

theory discusses why and how both audience and institutions use and recognize genres. 

Stereotypes A widely-held view about individuals, groups or things that are based on simplified or generalized ideas. 
 

 



 

LO4 - UNDERSTAND THE TARGET AUDIENCES OF MEDIA PRODUCTS - 1 
 

 

Learn the following terms and their definitions. 

 

 
KEY TERM DEFINITION 

Mainstream 

audience 

An audience that consumes a product that appeals to a wide range of age groups and cultures. 

Niche audience The audience of a specialist interest media product that may only appeal to a small number of people or those that fall within a specific 

demographic profile, e.g. ethnicity or age. 

NRS social grades A method of classifying demographics based on occupation and income, developed by the National Readership Survey (www.nrs.co.uk) 

RAJAR The acronym for Radio Joint Audience Research, which collates listening figures for over 300 radio stations across the UK (www.rajar.co.uk) 

BARB The acronym for the Broadcasters’ Audience Research Board, which collates viewing figures for all the major UK broadcasters such as BBC, 

ITV and Sky (www.barb.co.uk) 

Demographics When media producers study the breakdown of their target audiences based on variables in age, ethnicity, gender, economic status or class, 

level of education, hobbies and interests and lifestyle choices. 

Imaginary entity A term that suggests media producers have a specific audience member or demographic in mind before they plan a media product. 

Psychographics Profiling of audience members based on their personal beliefs, values, interests and lifestyle. 

Audience profile The specific demographic variables of an average target audience member for a given media product based on age, gender, income, ethnicity 

and interests, that makes them desirable to advertisers and commercial companies. 

Geodemographic A profile of audience members based on the area where they live and how much they earn. 
 

 

 

 

 

 

 

 

 

 

 

 

http://www.nrs.co.uk/
http://www.rajar.co.uk/
http://www.barb.co.uk/


LO5 – BE ABLE TO EVALUATE RESEARCH DATA USED BY MEDIA INSTITUTIONS - 1 
 

 

Learn the following terms and their definitions. 

 
KEY TERM DEFINITION 

Primary research Research that has been undertaken by you personally in order to gain new data. This is also known as first-hand research. 

Market research The activity of gathering information about audience needs and preferences, conduct4ed by a media producer or institution. This data is then 

used to target appropriate marketing and advertising at clearly defined audiences. 

Qualitative data Typically descriptive data, useful for studies at the individual level, and to find out, in depth, the ways in which people think about a product. 

Quantitative data Data that can be measured numerically. Things that can be measured precisely, such as the number of people who listen to a radio station or 

who have purchased a video game online. 

Secondary 

research  

The use of data or findings from research that has already been undertaken. 

Circulation The number of people who purchase a print product. 

Readership The number of people who read a print product as part of second-hand consumption. 

Gap in the market The identification of a group of potential customers who are not yet purchasing a product, or the realization by an institution that there is a 

need for a new type of product or brand. 

Audience feedback When the audience provide a media producer with feedback about a product or brand. This is done through market research instigated by the 

producer or by the audience members themselves giving feedback via Web 2.0 technologies. 

Competitors Media institutions, products or brands which are direct rivals against each other, e.g. Global Media’s Capital Yorkshire and Bauer Media’s Hallam 

FM stations. 

Market 

possibilities 

The ways in which institutions believe their brand or product can expand into another medium of a cross-media product or spin-off 

 

 

 

 

 

 

 

 

 



LO6 – BE ABLE TO EVALUATE LEGAL, ETHICAL AND REGULATORY ISSUES ASSOCIATED WITH MEDIA PRODUCTS - 1 
 

 

Learn the following terms and their definitions. 

 
KEY TERM DEFINITION 

Media effects 

debate 

The academic and social debate as to whether media has a negative impact on audience members. The many academic viewpoints and theories 

regarding the effects of the media on audiences can be divided into two main arguments: passive audience theory and active audience theory. 

Passive audience 

theory 

A collection of academic viewpoints that stress that audiences are unable to reject media messages and are subject to negative effects from 

the media they consume. 

Desensitisation The idea that prolonged exposure to violent images numbs the effect of them. The more you become accustomed to violent images, the less 

likely they are to have an impact on the audience. 

Moral panic When the media crates fear in the population over an issue that appears to threaten or harm normal social order. 

Active audience 

theory 

The argument that media audiences do not just receive information passively but are actively involved, often unconsciously, in making sense of 

the message within their personal and social contexts. 

Media regulation The control of guidance of media content by governments and other bodies. This means media production and consumption are monitored. 

Censorship When speech, public communication or other content is considered objectionable or harmful by regulators and is then cut or edited from media 

products. 

Classification The decision made about the suitability of a media text for a particular age range after the content has been viewed by regulators. The 

classification will be in the form of an age certificate (film and video games), warning signs (music, video games) or broadcast time (TV, film). 

 


