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WHAT  IS  AN  AUDIENCE?   

 
   

• An  individual  or  collective  group  of  people  who  read  or  

consume  any  media  text   

• Examples:  Radio  listeners,  Television  viewers,  Newspaper  

and  magazine  readers,  Web  traffic  on  web  sites.   

   

WHY  ARE  AUDIENCES  IMPORTANT?   

 
   

• Without  audiences  there  would  be  no  media.   

• Media  organizations  produce  media  texts  to  make  profit  –  

no  audience  =  no  profit.   

• The  mass  media  is  becoming  more  competitive  than  ever  

to  attract  more  and  more  audiences  in  different  ways  and  

stay  profitable.   

   



IMPACT  OF  NEW  TECHNOLOGY  ON  

AUDIENCES   
• Old  media  (TV,  Print,  Radio)  which  used  to  have  high  

audience  numbers  must  now  work  harder  to  maintain  

audience  numbers.   

• Digital  technology  has  also  led  to  an  increasing  uncertainty  

over  how  we  define  an  audience,  with  the  general  

agreement  that  a  large  group  of  people  reading  the  same  

thing  at  the  same  time  is  outdated  and  that  audiences  are  

now  ‘fragmented’.   

   

 

FRAGMENTED  AUDIENCE   
 

   

• The  division  of  audiences  into  smaller  groups  due  to  the  

variety  of  media  outlets.   

• EXAMPLE:  Newspapers  and  magazines  –  you  can  now  view  

the  hard  copy  AND  online  version  (sometimes  free).     

• The  aim  is  to  hit  as  many  people  as  possible/sell  more  

copies/generate  a  larger  audience.  But  measuring  that  

audience  becomes  hard!  You  may  have  some  people  that  

only  look  online,  some  that  only  read  the  hard  copy,  or  

some  that  do  both!   

   
   
   
   
   
   



 
   

SO  HOW  DO  INSTITUTIONS  

CONTINUE  TO  MAKE  MONEY?   

 
   

• Nothing  in  life  is  free   

• Free  apps  always  have  adverts,  unless  you  pay  to  remove  

adds.   

• Websites  and  search  engines  work  hard  to  target  you  with  

ads  whilst  you  consume  ‘free  online’  versions  of  your  

media  product   

• These  adverts  are  carefully  constructed  and  selected  for  

the  primary  audience  for  each  text   

• With  newspapers,  printing  less  copies  and  switching  to  

online  distribution  can  reduce  production  costs.  (see  your  

local  newspaper)   

   

TYPES  OF  AUDIENCE   
 

   



• Mass  audience  –  often  termed  ‘broadcast  audience’.  Those  

who  consume  mainstream  or  popular  texts  such  as  soaps  

or  sitcoms.  Media  and  communication  that  targets  a  very  

large  group  of  people  (women,  men,  children,  adults  etc).   

   

   

• Niche  audience  –  much  smaller  but  very  influential.  A  niche  

audience  is  a  small,  select  group  of  people  with  a  very  

unique  interest.  

 

  



 

CATEGORIES   
Audiences  can  be  divided  into  categories  based  on    social  

class/grade.   

   

DEMOGRAPHIC  AUDIENCE  PROFILE   
An  audience  is  categorised  A-E  according  to  their  class,  income,  

occupation;  categories  A–B  are  the  wealthiest  and  potentially  

have  the  highest  disposable  income.  The  socio-economic  grade  

is  a  classification  based  on  the  occupation  of  the  head  of  the  

household,  this  indicates  the  spending  power  as  shown  below:   

 
   

PSYCHOGRAPHIC  AUDIENCE  PROFILE   

•   This  is  an  audience  defined  by  their  values,  attitudes  and  

lifestyles  (VALs).  Young  and  Rubicam’s  Four  Consumers  (four  

C’s)  categorises  audiences  according  to  their  cross  cultural  

characteristics,  using  their  motivational  needs  and  VALs,  

including  security,  control,  status,  individuality,  freedom,  

survival  and  escape.     



 

AUDIENCE  SEGMENTATION  -  

LIFESTYLE   
Marketers  refer  to  these  as  AIO’s  (Activities,  Interests  and  

Opinions).  Our  AIOs  dictate  our  everyday  behaviour  from  where  

we  shop  to  what  we  buy.  Media  producers  will  aim  products  at  

particular  lifestyle  groups  and  develop  lifestyle  profiles  on  their  

target  market.   

Some  examples  are  below:     

• Third  agers  People  their  50’s  plus,  retired  from  a  profession,  

and  have  a  high  disposable  income  with  time  on  their  hands.  

They  are  often  adventurous  and  like  to  experiment  and  seek  

enjoyment  from  their  remaining  years.  They  are  the  fastest  

growing  users  of  the  internet.   

• Tweenagers  A  fashionable  marketing  term  for  pre-teens,  girls  

in  particular  aged  between  seven  and  11,  a  group  having  

substantial  purchasing  power.  They  are  more  worldly  wise,  

fashion  conscious  and  more  media-aware  than  children  of  

this  age  used  to  be.     

• Generation  Y  This  is  a  term  used  to  describe  social  groups  

born  from  1983  -2007.  The  main  concept  behind  this  group  

is  based  around  some  of  the  key  issues  which  have  occurred  

within  this  timeframe  such  as  development  of  the  internet  

and  September  11th.  These  issues  are  seen  as  affecting  the  

values,  attitudes  and  lifestyles  of  members  of  that  group.  

Generation  Y’s  key  characteristics  are  a  quest  for  physical  

security  and  safety,  patriotism,  heightened  fears,  acceptance  

of  change  and  being  technically  savvy.   

   

   



   

WAYS  WE  CONSUME  MEDIA  TEXTS   
 

Primary     

Where  we  pay  close  attention  to  the  media  text,  close  reading  

of  a  magazine/newspaper,  or  in  the  cinema  watching  a  film.    

Secondary    Where  the  product  is  there  in  the  background,  we  

are  aware  of  it  but  not  concentrating  on  it.  This  most  often  

applies  to  radio  but  also  when  the  TV  is  on,  but  we  are  also  

doing  something  else  such  as  talking,  on  mobile  phone  etc.     

Tertiary     

Where  the  product  is  present  but  we  are  not  aware  of  it  such  

as  walking  past  advertising  hoardings.   

   

Uses  and  Gratification  Theory   
   

The  Uses  and  Gratifications  Theory  suggests  there  are  certain  

reasons  why  an  audience  responds  to  different  media  texts:   

 



   

Activity  1   
   

Who  would  be  the  target  audience  for  these  texts  and  why?  Try  

to  define  the  profile  audience,  giving  reasons  for  your  decisions.     

   

Question  Time  –  10.45pm,  Thursdays,  BBC1     

   

   

   

I’m  a  Celebrity…Get  Me  Out  of  Here!  –  ITV     

   

   

   

The  Simpsons  –  7pm,  Monday–Friday,  Sky  One   

   

   

   

Activity  2   
   

The  uses  and  gratifications  theory  as  devised  by  Blumler  and  

Katz  states  that  audiences  have  four  main  needs  that  are  

gratified  by  the  media;  the  need  for  information  (surveillance),  

the  need  for  diversion  (escapism  or  entertainment),  the  need  for  

personal  identity  and  the  need  for  social  interaction.     

   

Can  you  identify  what  media  products  you  consume  that  gratify  

these  four  different  needs?     

   

   

   

What  different  gratifications  would  a  documentary  offer  its  

audience?     



   

Activity  3   
Look  at  the  following  programmes.    Complete  the  grid  answering  

the  questions  about  the  target  audience.    Look  at  the  image.    

How  does  this  image  appeal  to  a  target  audience?   
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