Specific Area Focus: Group Activity

D

We are now going to split into separate groups, where each group will have a
specific focus to analyse the meaning in the advert through media languages.

Each group will now have a specific focus to analyse.

Group 1: Genre & Structure/narrative

Summarise the narrative (story) of the advert.

Is it linear/non linear

Open/closed narrative?

Realist/anti-realist?

How does the advert: Follow conventions of a charity advert?
Subvert conventions of a charity advert?

Group 2: Camera Work

Who is the main focus of the framing?

What are the dominant shot types used? Why?
What are the dominant angles used? Why?
What is distinct about the camera movement?

Group 3: Editing & Sound

How would you describe the pace of the editing?

Look at your editing glossary (terms 141-165) — what features have you seen
in this advert?

Music/dialogue/voiceover etc.

How effective was the soundtrack of this advert?

What other sounds were present?

Look at the sound glossary (terms 165 onwards) — what features have you
seen in this advert?

Group 4: Visual Codes

What impact did the Locations have on the message of the advert?

What was effective in terms of the costume?

When was low key Lighting used? When was high key lighting used?

What were the dominant colours in the advert? Why do you think they were
chosen?

What about the use of language?
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Scaffolding Knowledge: Layering Media Language Theory

You could look at applying both Roland Barthes & Levi Strauss to this advertisement in
regards to media language.

@ Use the theory cards below to apply the Water Aid advert to Barthes & Strauss.

Enigma/Hermeneutic
Code

Semantic Code

Symbolic Code
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What binary oppositions are evident in the Water Aid advert?

ﬁ THE TIP FOR THIS TASK ARE UPSIDE DOWN ON PURPOSE. TRY YOURSELF FIRST.
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Water Aid: Representations

Investigating
Representation.

Representation is one of the mains areas of the
theoretical framework you will be required to explore in
Section A, you will need to consider:

«  The way in which events, issues individuals and social groups
are represented.

«  The way in which the media through representation, constructs
a version of reality.

« The processes that lead media producers to make choices
about how to represent events issues and social groups.

+  How and why stereotypes can be used positively and
negatively.

«  How and why particular social groups may be under or mise-
represented.

+  How media representations convey values, attitudes and
belifes about the world, which are reinforced across a wide
range of media representations.

« How audiences interpret & respond to these representations. 7
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General Representation of Ethnicity:

e The representation of people from other cultures in the media has changed
dramatically since the earlier days, when they were defined in terms of their
potential for comedy and their ‘foreignness.’

e People from other cultures still tend to be identified by their differences and
their ‘otherness.’ This can be used to offer both positive and negative
representations of ethnicity in the media.

e Just like other groups in the media, there are stereotypical representations of
ethnicity defined generally by racial characteristics.

e Stereotypes misrepresentation and under-representation are even more
dangerous when dealing with ethnicity compared to gender, as the
representation that is constructed through the media is often the only

experience of these cultures that some audiences will encounter.

As one of the set products for this form is the charity advert for Water Aid, you will
need to consider how representations of ethnicity are constructed in this sub-genre
and for what purpose. This advert is different from others in this sub-genre in that it
uses visual codes to construct representations of under-developed countries that are
more positive. Let’s explore how this is achieved.

Social context:

An interesting text to consider in comparison would be Water Aid’s ‘No Choice’ TV
advert from 2013 which is more conventionally constructed and represents the
suffering of its main ‘character’ in a more explicit and emotive way.

He has no choice
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N
Q How does media language construct traditional representations of ethnicity in the ‘No
Choice’ advert?

Visual Codes

Technical Codes

Audio Codes

Genre Conventions

Narrative/Structure
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In response to one of their earlier campaigns, and as was mentioned earlier in this
topic.

e Water Aid; launching the Rain For Good campaign, said that it had
“deliberately broken away from the traditional charity ad formula” in response
to the public’s desensitisation to traditional fundraising tactics. The
stereotypical ‘victim’ needing our help is an archetype with which the audience
would be familiar from many other charity adverts. This would perhaps make
the more positive representation of Claudia.

e |t aims to subvert the more common stereotype of ‘suffering’.

Let’'s compare those traditional representations with Water Aid’s 2016 advert which
focused on Claudia.

N
0 Use your notes from your media language analysis on pages 12 — 15 to help you discuss
how Water Aid subverts conventions & constructs a positive representation of ethnicity.

How is Claudia represented positively through what Stuart Hall describes as
the process of selection & combination? Consider:

Visual Codes including dress codes

Age

Characters in the advert

Camera, Editing & Sound techniques
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Scaffolding Knowledge: Layering Representation Theory

You could look at applying different representation theories to Water Aid to help you better
understand the representations that are constructed in media texts. Having already
considered Hall’s process of selection & combination, let’s consider some others:

\\’ Use the theory cards below to apply the Water Aid advert to relevant ‘rep’ theories.
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Post-colonialism attempts to focus on the oppression of those who were ruled
under colonisation.
This could come in the form of:

Political oppression
Economic oppression
Social/cultural oppression
Psychological oppression
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Choose a 15-mark question to complete:

Easy: Does the Water Aid advert encode a ‘version of reality?’

Medium: How has the representation of the Water Aid advert been constructed to

communicate a message to its audience?

10
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Hard: How has the representation of the Water Aid advert used Gauntlett & Post-

colonial theory to communicate ideologies to its audience?

11
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Water Aid: Audiences

Understanding
Audiences.

* An understanding of audiences and how they
respond to media products is an essential
aspect of the Media Studies course.

+ The relationship between the media product
and the audience is fluent and changing.
Unlike in the past, there is no longer assumed
to be only one way of interpreting a product
and only one audience response.

* Audiences are not mass; their responses are
complex and sophisticated, and are influenced
by a range of factors.

133

Social & Cultural Context:

As discussed earlier, contemporary audiences are familiar with charity advertising
campaigns and appeals. Telethons such as ‘Comic Relief’ and ‘Children in Need’
regularly raise amazing sums of money by encouraging audiences to fundraise &
donate. Certain campaigns will reflect particular needs at specific times, for example
the Syrian Refugee crisis and the famine in Africa in 2017. The campaigns usually
serve to highlight the differences and the social injustices in certain parts of the

world, and as such are related to the social and cultural context.

12



Component 1: Media Products, Industries & Audiences

Who is the target audience for the Water Aid advert?

Gender

Age

Living
situation

Occupation

K4
‘ ' Apply Uses & Gratifications to the Water Aid advert? [Pg. 16 of theory book]

13
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How does the Water Aid advert target/appeal, reach
& address its audience?

You’ve completed a huge amount of analysis in relation to media languages and
representation. How are these used to target the Water Aid audience. Look back
through your notes and discuss the following areas:

Area of focus: How - through media language & representation?

Social
Media/technology

The use of areal
young woman

Audio Codes

Character
archetype

Positive
Representation

14
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How may audiences interpret this advert?

Different audiences may interpret the same media products in different ways.
Consider the following points relating to the Water Aid advert.

1. Using the screenshot from their website below, how is the audience
positioned? (Annotate)

awatel'Aid Get involved v Why WaterAid? v Blog Q

Get involved

Challenge yourself, get campaigning, volunteer with us. However you want to make a difference,
we have the tips, ideas and resources you need to get started today.

Start fundraising Join an event Campaign with us Include a gift in your will
Find everything you need to get your Feel a buzz like no other. Be part of Spark a chain reaction and change the  Leave the world a better place with a
fundraising underway. team #FinishThirst. world for good. life-changing legacy.

Schools Philanthropy Corporate partners Other ways to give

Your class can save lives as they learn Give a gift that will transform lives, Invite your staff and customers to be Don’t stop now! Get inspired with even
with our free resources. within a generation. part of something special. more great ideas.

15
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2. The most obvious literal response is that Water Aid wants you to accept
the preferred/dominant reading constructed by the creators and donate.
That the audience can influence a positive outcome show in the advert
by donating their money.

However, how may the audience respond with a:

Negotiated Reading

Oppositional
Reading

16
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Albert Bandura — Media Effects

This is also known THEORY
as the ‘Hypodermic ——t @
Needle Model, long 193 m
since considered s L
OUtdated. DIFFERENCE "

17
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George Gerbner — Cultivation Theory

This particular theory could be both applied and
challenged by Water Aid. Use the table below to
discuss.

18
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Choose a 15-mark question to answer:

Easy: How can Gerbner’s cultivation theory be used in relation to Water Aid?

Medium: How have the producers of Water Aid targeted its audience to accept the
preferred reading?

19
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Hard: How have audiences been positioned by representations encoded in Water
Aid?

20



