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Introduction


This book will help you to develop the knowledge, understanding and practical skills you need to complete your Level 1/2 Cambridge National Creative iMedia course. As well as preparing you for your final exam and set assignments, the book will introduce you to the creative digital media sector. You will learn how to design, plan, create and review digital media products to meet client briefs and target audience demands.

Each of the chapters in this book closely follows all the topics required for each unit in the course specification, which you can find on the OCR website. To help with your learning the book covers the key content in detail and includes a range of real-world examples. There are also lots of activities and learning features; you can find out more about these and how to use them on the next page.

Note for teachers: You can find out more about how we have designed the textbook to support you at: www.hoddereducation.co.uk/creative-imedia-teacher-intro.


Mandatory and optional units

The Cambridge National in Creative iMedia qualification is made up of seven different subject units. All students will need to complete Units R093 (Creative iMedia in the media industry) and R094 (Visual identity and digital graphics); these are the mandatory/compulsory units.

In addition, you will complete one of the following optional units:


	•  R095 Characters and comics

	•  R096 Animation with audio

	•  R097 Interactive digital media

	•  R098 Visual imaging

	•  R099 Digital games.





Assessment: Examined unit and final set assignments


	•  Unit R093 is an examined unit where you will sit a one hour 30-minute examination paper, which is set and marked by OCR.

	•  Units R094 through to R099 are assessed through a series of tasks for a set assignment that you will be given. The assignments are set by OCR each academic year, marked by your tutor and then moderated by OCR.



All the examination questions contain ‘command’ words. These tell you what you have to do to answer a question or complete the task. You can find definitions of the most common command words on page 2; a full list is available on the OCR website. Always check the command word before starting a task or answering a question. For example, if you describe something when an explanation is required, you will not be able to gain full marks; this is because an explanation requires more detail than a description. There are a range of practice questions in this book in Unit R093 to help you get to grips with the command words.

Once you have learned all the required parts of the moderated units, you will complete an assignment that will be used to assess your knowledge and skills of the subject. It will be set in a vocational context, which means that it will simulate what it would be like to be given a project by a client or employer in a work situation. You will use the OCR set assignment for the assessment. This assignment will include a series of tasks that follows the same process and sequence of the unit, to plan, create and review a creative media product. The assignment practice features in this book in Units R094–R099 will help you get used to working in the relevant media contexts.

Note: The practice questions and accompanying marks and mark schemes included in this resource are an opportunity to practise exam skills, but they do not replicate examination papers and are not endorsed by OCR.



Plagiarism and referencing

Your work for the OCR set assignments in Units R094–R099 must be in your own words. You must not plagiarise. Plagiarism is the submission of another’s work as one’s own and/or failure to acknowledge the source correctly. Sometimes you might need to use a diagram or include a quotation from someone else or a website. If you do this it is very important that you always provide a reference for any information you use that is not your own work. Quotation marks should be placed around any quoted text. You should put the source reference next to the information used. In addition to referencing the picture, diagram, table or quotation, you should explain in your own words why you have used it, what it tells you, how it relates to your work or summarise what it means.

Providing a reference means that you will include details of the source, which is where you found the information. You should include the full website address (url) and date that you found it or for a textbook, the page number, title, author’s name, date it was published and the name of the publisher. For newspaper or magazine articles you should give the date of publication, title of the paper or magazine and the name of the author. When producing your work for the assessment, you should never use any templates or writing frames. You must always decide yourself how to present your information.






How to use this book


This book covers all units for the Cambridge National in Creative iMedia, including the two mandatory units, R093 and R094 as well as the five optional units R095–R099. All of the teaching content for each topic area is covered in the book.

The book is organised into chapters as per the units in the qualification. Each unit is broken down into the topic areas from the specification. Each unit opener will help you to understand what is covered in the unit, the list of topic areas covered, and how you will be assessed, fully matched to the requirements of the specification.


Key features of the book
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About this unit

A short introduction to the unit.
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Topic areas

A list of the unit’s topic areas, so you know exactly what is going to be covered.
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Resources for this unit

An overview of the resources, including software and hardware, needed for the unit.
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How will I be assessed? [image: ]

A summary of how the unit will be assessed.
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Getting started [image: ]

Short activities to introduce you to the topic.
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Key terms

Definitions of important and useful terms across the qualification.
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Case study

A real-life scenario that involves the creative and digital media concepts covered in the unit.
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Activity [image: ]

A short task to help you understand an idea or assessment criteria. These can include group and research tasks.
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Test your knowledge [image: ]

Short questions designed to test your knowledge and understanding.
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Synoptic links [image: ]

Links to other sections of the book so you can see how topics link together.
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Practice questions [image: ]

Summary questions that allow you to apply the knowledge and skills covered in the unit. This feature appears in examined Unit R093 and will help you prepare for the exam. The accompanying mark schemes are available online at www.hoddereducation.co.uk/cambridge-nationals-2022/answers.

Note: The practice questions and accompanying marks and mark schemes included in this resource are an opportunity to practise exam skills, but they do not replicate examination papers and are not endorsed by OCR.
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Assignment practice [image: ]

A summary activity that will allow you to apply the knowledge and skills covered in this unit. This feature appears in the optional non-examined units and will help you prepare for non-examined assessment.
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Unit R093 Creative iMedia in the media industry
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About this unit

This unit is a foundation in what makes up the media industry and how Creative iMedia fits into it. You will learn about the job roles and processes required to create a wide range of media products. As part of this, you will find out how to convey meaning, create impact and engage audiences through the use of media codes when planning a product. You will move on to pre-production techniques, media formats and distribution platforms to further develop your knowledge of the media industry.
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Topic areas

In this chapter you will learn about:


	•  the media industry (TA1)

	•  factors influencing product design (TA2)

	•  pre-production planning (TA3)

	•  distribution considerations (TA4).
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Resources for this unit

With this being the examined unit, you will not be using computers and software applications in the final assessment, which is a written exam paper. However, you may use a range of these in your learning about the media industry and pre-production techniques prior to taking the exam, which may help you in your answers to the questions.
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How will I be assessed? [image: ]

You will be assessed through a 1 hour 30-minute written exam, which is set and marked by OCR. It will be marked out of 70 and worth 40 per cent of the total when working towards a Certificate in Creative iMedia. There will typically be two sections:


	•  Section A will have multiple-choice questions and other questions needing a short written response.

	•  Section B will have a scenario with questions based on it. This will provide a context for the paper and your answers should always relate closely to this. Within this section there will be some longer (extended response) questions.



Exam command words

Many exam questions will use straightforward command words such as choose, label, circle, draw and annotate. The following table shows what some commonly used ones mean.

Table 1.1 Command words




	Command word in the question
	What it means you should do





	Identify
	Your answer might select the relevant part or state what it is.



	Explain
	Your answer must include reasons why, so aim to include the word ‘because …’.



	Describe
	Your answer must be detailed, using words to express an overall concept, idea or need so that it is clear for the reader/listener.



	Discuss
	Your answer must give both sides of the argument with some analysis and evaluation.



	Outline
	Your answer should state the key points with a brief description.





Another word you will see used is ‘Purpose’. This may be part of a question. This means what the subject of the question is used for or the reason for its use.
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Topic area 1 The media industry
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Getting started [image: ]

In small groups, discuss what media products you see or use as part of everyday life. You can include school, home, hobbies and interests. What do you actively do (for example, read or watch on TV, computer or smartphone) in addition to what is around you (for example, billboards, posters and advertisements)?
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1.1 Media industry sectors and products


Sectors of the media industry

This is separated into two different areas. Firstly, there are traditional media sectors that have adapted to use digital technologies and processes. Secondly, there is the evolving area of ‘new media’ that is only produced in a digital format.
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Figure 1.1 Different parts of the media industry




Traditional media

This includes:


	•  film

	•  television (TV)

	•  radio

	•  print publishing.



Film and television are closely related but they are different sectors of the media industry. You might watch a TV for both films and regular television broadcasting but the production process and hence media sectors are different.


Film making

Films tend to be large media projects that can take months or years to produce. They involve large teams of people and high budgets since they can be very expensive to make.

The film industry is evolving in many ways, both for production, post-production and distribution through the use of CGI, SFX, VFX, 4K, 8K, 3D, surround sound, plus the use of premium streaming services for new releases.
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Key terms

CGI Computer generated imagery.

SFX Special effects or sound effects.

VFX Visual effects.

4K/8K Very high-resolution video formats.

3D three-dimensional video (most films are made in 2D).
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Television (TV)

This covers a wide range of content such as:


	•  soaps

	•  TV series

	•  chat shows

	•  game shows

	•  reality TV shows

	•  cartoons

	•  outside broadcasts (OB) to include events coverage, sports (for example, football matches) and news location reporting

	•  documentaries

	•  news and weather.



The production of these is much shorter and quicker than film making. This might be an episode per week for a TV series or daily broadcasting for news programmes. Reality shows can include live streaming, which adds another challenge to the production.

The television sector is evolving through on-demand, streaming and catch-up services. These services are available using Apps on smart devices or set-top boxes/plug in accessories for use with a regular TV.

Content is also evolving with service providers, such as BBC, ITV, Channel 4, Netflix®, Amazon Prime®, Disney+® and Apple TV®, all producing their own exclusive content and TV series (note that these have the ® symbol to show it is a registered trademark – more on that later). It is likely that many of the technologies used in film making will also appear in the television industry.



Radio

The traditional format for radio broadcasting is on AM or FM frequencies, although this has now become multi-platform distribution through digital technologies. Basic radio programming is typically created in a similar way to traditional broadcast radio, but can now be distributed over the internet, through DAB and catch-up services using smartphones and tablets.

Radio stations still work to schedules and broadcast clocks (which is a term used to define the content and sequence of a programme). Some examples of content for a radio programme or broadcast would be:


	•  news

	•  weather

	•  adverts

	•  traffic

	•  talk/music show

	•  radio play

	•  sport

	•  phone-ins.



Radio is evolving through multi-platform distribution methods and on-demand, catch-up services. These services are available using apps on smart devices or through a website. An internet radio is a device that can be connected to a home Wi-Fi network and used to stream high-quality audio via the internet.



Print publishing

This includes:


	•  newspapers

	•  magazines

	•  leaflets

	•  posters

	•  brochures

	•  comics and graphic novels.



Print publishing has evolved through the use of digital technology and printing processes. This includes better printing inks and printer technology (colour laser and ink based), together with production using computer equipment and desktop publishing software.


[image: ]

Figure 1.2 Radio recording and broadcast facilities



Note that print publishing is declining in some areas with more content being made available in a digital format, saving resources and the environment. Newspapers and magazines are examples where the trend is more noticeable. Comics and graphic novels are another product that were traditionally print based but are now frequently published in both digital and print based formats.
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Activity [image: ]

Obtain a newspaper and a magazine. Make a list of the different content that is found in each one. Identify the range of text, images, articles and advertisements. As a class discussion, talk about how some of these may have been created. Would it make any difference if the content was to be distributed in a digital rather than printed format?
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New media

This includes any form of digital media. A common distribution method is now the internet. New media sectors include:


	•  computer games

	•  interactive media

	•  internet

	•  digital publishing.
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Key term

Interactive Something which allows the user to be involved in the process of watching or listening. This could involve user input such as clicking, typing or speaking to interact with the media.
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Computer games

The computer games sector covers both the development of the games and the development of the platform (the hardware) they sit on. These are typically different industries. For example, a digital games developer may not build and sell a dedicated gaming computer for the game to be played on. Some games are online only.

Popular platforms include:


	•  consoles

	•  computers

	•  smartphones

	•  tablets

	•  hand-held gaming devices.



Games are categorised by their genre. Some of the main examples would be:


	•  FPS (first person shooter)

	•  RPG (role-player games)

	•  racing

	•  action/adventure

	•  quiz.



Computer games are evolving in several ways, through the use of:


	•  higher resolution graphics

	•  realistic video motion

	•  online/multiplayer games

	•  VR (virtual reality).





Interactive media

Any form of media that enables the user to interact with it is part of this sector and includes a broad range of products. For example:


	•  websites

	•  information kiosks, for example, for local maps, shopping malls, train timetables, ordering systems in shops

	•  apps (for use on smartphones and tablets)

	•  interactive multimedia (used on computer systems, for example, interactive presentations)

	•  Blu-ray/DVD feature selection menus

	•  learning resources

	•  quizzes.



Interactive media is evolving through web technologies, software availability, smart device capabilities and cross platform support. A computer game is another form of interactive media but is classified as a different sector.



Internet

As a sector, this covers internet-based media. The internet is a worldwide network or wide area network (WAN). It connects millions of web servers together to make up the World Wide Web. The websites and content that are hosted on the internet becomes the Internet Industry, which is very broad in scope.

Examples of the content found on the internet include:


	•  websites (for example, to sell products, services, provide information, news, entertainment)

	•  social media (for example, Facebook, Twitter, Instagram, YouTube) and the work of influencers

	•  streaming services (for example, for on-demand services such as films, TV series, radio, podcasts)

	•  communication (such as email, VoIP for voice calls, online meetings (for example, Zoom, Microsoft Teams), messaging services (for example, iMessage, Signal, WhatsApp).
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Key terms

Resolution A property of an image that states how many dots per inch are present. (Different to the resolution of a story.)

Platform A method for sharing media content.

Podcast A digital audio file made available online. Often created as a series and involving spoken dialogue, interviews and conversation.
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The internet is evolving through the range of content and services together with the connection speeds through wired, Wi-Fi and mobile connections.



Digital publishing

This is where the product is only available in a digital format and not physically printed or distributed. As an example, a comic could be published as a PDF file or provided via an app, rather than be physically printed. The distribution of digital formats is typically by the internet, whether by download or through streaming services. The interface could be either a website or an app on a smartphone or tablet. Some apps can now work on a computer as well as a smartphone.

Examples of media found in the digital publishing sector include:


	•  web graphics (for example, buttons, banners and backgrounds)

	•  animations (for example, animated/moving advertisements, banners or short films as entertainment products)

	•  eBooks

	•  podcasts

	•  video podcasts

	•  slide shows of images

	•  tutorials (video)

	•  blogs and vlogs

	•  comics and graphic novels

	•  computer games.



Digital publishing is evolving through a wider range of image, text, audio and video products. This is made possible by wider availability of simple and cheap equipment used to produce content, which is available to home users. Apps are readily available for distribution purposes for both Apple and Android devices. More efficient compression techniques enable a high quality but with a lower file size.
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Key term

Interface The system that allows the user to interact with the product.
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Activity [image: ]

What forms of digital publishing content do you enjoy the most? Make a list of the type of content and where you access it. What is it that makes it enjoyable?
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Test your knowledge [image: ]


	1  What is the difference between digital publishing and the internet?

	2  A film would be produced by the film making sector but what sectors might be involved in the distribution for people to watch it?

	3  For the film, what other sectors could be involved for its promotion and advertising?
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Synoptic links [image: ]

Creative iMedia has strong links to the digital publishing sector within the media industry. Further information on products and sectors is in the NEA units as follows:


	•  R094 (mandatory): digital and web graphics, print publishing, digital publishing

	•  R095 (optional): comics, print publishing, digital publishing

	•  R096 (optional): animation and audio, digital publishing

	•  R097 (optional): interactive media, digital publishing, interactive digital media

	•  R098 (optional): visual imaging, digital publishing, print publishing,

	•  R099 (optional): digital games, computer games, digital publishing.
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Products in the media industry

Both the traditional and new media sectors have a range of typical products. However, that does not mean a specific product is limited to one sector – it could also be used as part of other sectors. Although not a complete list, in Table 1.2 are some examples.

Table 1.2 Products in the primary and secondary sectors




	Product
	Primary sectors
	Secondary sectors





	Video
	Film, TV
	Interactive media, internet/social media



	Audio
	Radio
	Internet/podcasts, digital publishing



	Music
	Radio
	Digital publishing



	Animation
	Digital publishing
	Film



	Special effects (SFX, VFX)
	Film, TV
	Computer games



	Digital imaging and graphics
	Print publishing, digital publishing
	Internet (websites)



	Social media platforms/apps
	Internet
	 



	Digital games
	Computer games
	Internet (online gaming), digital publishing



	Comics and graphic novels
	Print publishing
	Digital publishing



	Websites
	Interactive media, internet
	 



	Multimedia
	interactive media, internet
	Digital publishing, computer games



	eBooks
	Digital publishing
	Internet



	AR/VR
	Interactive media
	Computer games








1.2 Job roles in the media industry

As you have learned, the media industry includes many sectors and a wide range of product types and media. The many different job roles within the industry can be categorised in a number of ways, including by:


	•  sector: for example, job roles in television or digital games creation

	•  medium or platform: for example, jobs in creating online content or print publishing

	•  production phase: for example, jobs which are carried out in only the pre-production or post-production phase

	•  skill type: for example, jobs which are creative and ideas-based or technical and practical

	•  seniority: for example, junior, mid-weight or senior job roles.



Some people work alone as freelance or independent creatives, meaning they may carry out several job roles at once. They may have to liaise with clients, design, create and review products and control budgets and oversee project time management. Others work as members of a larger team for design studios or companies and have a particular role often with a narrow specialism. The larger the project and production, the more likely that it will involve many people. Each job role within the production is important in its own right, and has its own distinctive responsibilities.


Senior roles

Design studios and companies have a hierarchy of job roles based on experience and expertise. Senior roles involve overseeing projects, taking overall responsibility for style and design decisions and managing teams of people to ensure work is completed on time and within budget. Many senior roles also include liaising with clients to agree a design brief and check that designs meet the client requirements and expectations.


Campaign manager

A campaign manager controls the overall direction of projects in the advertising sector. They will often have marketing experience and will oversee the choice of assets during the pre-production phase of advertising campaigns. During production and post-production, the campaign manager will check that the campaign matches the overall style and direction agreed with the client.



Creative director

Creative directors work across a number of sectors and media including motion, video and animation and 2D and 3D design. They are responsible for interpreting the client brief and developing the overall design response and concept for a product in the pre-production phase. Creative directors work closely with other team members such as art directors, animators or developers to oversee the production phase. They also ensure the final product meets the client requirements by overseeing the post-production phase. In larger design studios, the creative director may have one or more creative leads. This role is one step lower in the line of seniority and may undertake management of single projects, while the creative director will oversee a number of projects at the same time.
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Key term

Assets The different images collected that will be used to make the final product.
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Director

A director leads the creative and technical teams for products such as video, television, animation and live theatre during the production phase. The director may provide creative input to explain how a script or storyboard will be translated into action by suggesting how dialogue should be delivered. Technical input is also involved, as the director decides which shot types, camera angles and lighting work best. The director may also contribute to the post-production phase by taking part in the editing process for a product.



Editor

An editor takes completed aspects of a product and compiles them into a ‘rough cut’, removing unwanted and less successful elements, before generating a final product. Individual elements may be edited separately, for example by video editors, copy editors and sound editors, before the editor receives a rough working version. Some editor roles, for example a web content editor, require expertise in a range of media types including sound, video, images and text.



Production manager

Production managers are often employed in the TV and film sectors. They oversee the business, budgeting and recruitment aspects of television and film during all phases of a production. The role includes monitoring the workplan or production schedule and liaising with producers to check that a project will meet its deadlines and keep within the agreed budget. Production managers are often involved in employing technical crew, organising locations, equipment and resources and arranging permissions and risk assessments. They need to be well organised and able to manage teams of people effectively.


	•  In larger design studios, leads are also employed as one step below the senior roles. Creative leads, lead animators, design leads and so on will generally take charge of one project at a time and report to the senior role as a sort of deputy.

	•  Mid-weight job roles fill the gap between junior and senior roles. They generally earn more than juniors and may have some individual areas of responsibility.

	•  Junior designers, artists, animators and developers will typically carry out basic, small assignments such as preparing assets and writing code to generate items designed by more senior staff.






Creative and technical roles

Some job roles within the media industry are more creative and ideas-based than others which involve practical or technical skills. This is an advantage because it allows people to work to their strengths. For example, some people excel at thinking up wonderful ideas for new digital games or stories which can be turned into film, comics or animation; but they lack the technical skills to produce them. Others love to write code for applications, work in 3D character modelling or use technical and practical skills to bring ideas to reality but prefer to work from designs which are provided for them. Some of the most common creative and technical roles are described in Tables 1.3 and 1.4.



[image: ]

Key terms

Concept An idea for something which has not yet been created.

Dialogue The words spoken by a character, narrator or voiceover artist.
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Table 1.3 Creative roles in the media industry




	Creative role
	Main type/s of products created
	Main responsibilities
	Main production phase/s





	Animator
	Animation, film, TV, web, games
	Generate moving images based on script/storyboard
	Production



	Content creator
	Websites, applications, podcasts, blogs/vlogs, social media, print-based publishing
	Generate posts for online platforms including text, video, static images to promote a brand, company or individual
	Production



	Copy writer
	Print-based publishing, journalism, websites, applications, podcasts, blogs/vlogs, social media posts, advertising campaigns
	Write text-based content based on a brief or rough plan to convey a message clearly
	Production



	Graphic designer
	Digital and print graphics, visual branding, adverts, brochures, magazines, product packaging, web pages, comics
	Plan and design graphics, create graphics, review graphics with client
	Pre-production
Production

Post-production




	Illustrator/graphic artist
	Digital and print graphics, artwork and diagrams for comics, books, product packaging, greetings cards
	Generate original artwork by drawing or painting, either by hand or digitally
	Production
Post-production




	Photographer
	Photographs, static images digital or print
	Capture photographs based on a client’s requirements to convey a theme
	Production
Post-production




	Script writer
	Plays, TV and radio programmes, podcasts, films, adverts, instructional videos
	Write scripts for scenes including action, narration and dialogue
	Pre-production



	Web designer
	Websites, applications, interactive digital products
	Design the style, appearance, content, layout and functionality of new websites, redevelop existing websites
	Pre-production
Post-production






Table 1.4 Technical roles in the media industry




	Technical role
	Main type/s of products created
	Main responsibilities
	Main production phase/s





	Camera operator
	Video, film, TV
	Select and operate cameras and equipment to ensure shots and scenes are in focus and captured according to the director’s plan, storyboard or script
	Production



	Games programmer/games developer
	Digital games
	Generate computer gameplay and interactions according to a Game Design Document (GDD), flowchart or storyboard. Test functionality during and/or after production
	Production
Post-production




	Sound editor
	Audio for radio, TV, film, animation, websites, podcasts, interactive digital media
	Operate editing software and equipment to trim, cut and edit captured sounds together with non-diegetic sound to generate a final audio product according to a script, graphic score or storyboard
	Production
Post-production




	Audio technician
	Audio for radio, TV, film, animation, websites, podcasts, interactive digital media
	Select and operate recording equipment to ensure speech, ambient (diegetic) sound, foley and non-diegetic sound are captured at a suitable volume and clarity for use by the editor according to a script or storyboard
	Production



	Video editor
	Video for TV, film, games, websites, podcasts, interactive digital media
	Operate editing software and equipment to trim, cut and edit video footage together with ‘B roll’ or stock footage to generate a final video product according to a script or storyboard or under the director’s supervision
	Production
Post-production




	Web developer
	Web pages and websites, applications, interactive digital media products
	Use programming and coding languages, software and Content Management Systems to create, test, upload and maintain web pages, websites and web applications based on a web designer’s site map, wire frame or UI design
	Production
Post-production
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Key terms

Game Design Document (GDD) A pre-production planning resource outlining all the details of the proposed game.

Non-diegetic Sound that is outside the action captured on film and not heard by characters in a scene. For example, background music, narration and voiceover.

Ambient (diegetic) Sounds which are part of the action and can be heard by the characters in a scene. For example, dialogue and ambient noise.

Foley Named after sound-effects artist Jack Foley. The process of recording everyday sound effects to enhance audio quality and support visual actions.

Volume The output level or loudness of a sound.
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Activity [image: ]

Research job roles by searching creative and media job profiles on

https://nationalcareers.service.gov.uk/

Choose one senior, creative or technical role from the list and make a note of the skills required, the main activities involved and the pay rates.

What qualifications, training or experience are required?
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Practice questions [image: ]


	1  An education book publisher is aiming to create additional digital resources for use online. What two sectors would these resources be part of?
[2]


	2  Complete the following sentence:
A multiplayer online computer game would be a sector of ________ media.

[1]


	3  Identify three sectors where video could be used:
Film

Interactive media

Print publishing

Radio

Retail

Television

[3]


	4  A pop music radio station has evolved to use digital technologies.

	a  Other than an AM/FM broadcast radio receiver, state two alternative platforms that could be used by an audience to listen to the pop music radio station.
[2]


	b  Explain one benefit of an alternative platform.
[2]





	5  A film is being planned and a workplan has been created. State one senior job role which would include using the workplan.
[1]


	6  State one difference between the roles and responsibilities of a web designer and a web developer.
[1]
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Topic area 2 Factors influencing product design



[image: ]

Getting started [image: ]

Think about the different types of media you have seen this week (for example, video, photo animation, posters). Make a note of each item you think of and try to write down the purpose for that media item. For example: ‘I saw a billboard for a car brand – the purpose of this was to advertise a new car from this brand.’
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2.1 How style, content and layout are linked to the purpose


Purpose

When creating media products there will always be a purpose to the product and this purpose will have a significant impact on all aspects of the design of the product. That is why it is so important to understand the main purpose of a product.


Advertise or promote

This is a large part of the media industry and can use many of the different types of media you looked at in Section 1.1. Advertising is a method of promotion that is used to sell a product or service to viewers, readers or listeners. Advertising banners on websites are one example of using media to advertise.



Educate

Media is used in education all the time to teach skills or provide new knowledge. For example, an animation could be used to demonstrate how to carry out a task or a podcast of a talk with an author could provide knowledge about a book.



Entertain

You are all likely to be familiar with media which is used as a form of entertainment as there are many different types. Examples of media to entertain include comics, films or podcasts.



Inform

This is similar to educate but media which informs can also be used to give instructions or information too. Examples of media which inform are instruction signage or maps.



Influence

It is now common to see media used to influence people, for example, encouraging people to follow a certain movement or point of view. Examples of media to influence could be campaign posters or videos of interviews which could be shared online or on the television.
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Activity [image: ]

Search the internet for three different media items, such as a video or poster. For each one state its purpose and explain your reasoning.
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Figure 1.3 Examples of a graphic used to inform and a graphic used to advertise
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Table 1.5 How style, content and layout can be influenced by purpose




	Influence
	Examples





	Colour: The purpose of the media will influence the choice of colour that you will use in your media product
	

	•  Advertise – using bold colours and text to ensure the message is clear

	•  Inform – for official information media often formal fonts and a simpler, muted colour scheme are used






	Conventions of genre: The purpose of the product will indicate the genre and this in turn will influence the design of the product
	

	•  Educate – an academic genre will use a more formal and simpler layout and formal language

	•  Entertain – the genre of entertainment media will influence the design of a product, e.g. a horror film poster will have text styles and colour schemes to reflect this genre






	Tone: Formal/informal language – purpose influences the tone of language used in the media and whether more formal or informal language is used
	

	•  Entertain – when using media to entertain it is likely that the tone will be informal and relaxed as this information is being engaged with at the user’s choice. For example, it is unlikely that an important safety announcement would use informal language

	•  Educate – language is likely to be more formal in this use, as information is being presented as factually accurate and important. The age of the audience being educated will also influence this tone






	Positioning of elements: Purpose influences the positioning of different elements within the product
	

	•  Advertising – in advertisements, the product will be placed in a prominent, often central place or towards the beginning of the video, to ensure the focus is on the correct element. Other elements are not relevant and positioned in less prominent positions

	•  Inform – in media designed to inform, information will be the prominent feature of the product






	Style of audio representation: When presenting media using audio, the style of the product will change based on the purpose
	

	•  Inform/educate – audio used to educate or inform is likely to have the learning or information content clearly explained, with any other audio elements in the background so as not to distract from the key message

	•  Entertain – when using audio to entertain there are often a collection of sound elements combined for the listener’s entertainment and interpretation and no one element needs to stand out






	Style of visual representation: Purpose impacts the style of the visual representation used in the product
	

	•  Advertise – media used to advertise will often have a visual style which mirrors the house style of the product brand. This can include font colours and the structure of the media product

	•  Inform – graphics used to inform often follow conventions to ensure that the user recognises that form of graphic. Again, this can involve the use of colour, fonts and layout as well as other consistent features such as a consistent use of audio elements











Style, content and layout

All three of these things can all be influenced by purpose and can be adapted to reflect different purposes. Table 1.5 outlines some examples.




2.2 Client requirements and how they are defined


Client requirements

When you take on a project for a client, you will receive a brief from them which outlines the main points of the product you need to make. The brief will include lots of information giving you the details you need to make an effective product. It would be unusual for the client brief to be a concise list of requirements – often you will identify the key information from the brief yourself. Table 1.6 shows some of the items you will need to identify from the brief.

Table 1.6 Things you need to identity from a brief



	Type of product
	Your client requirements will include details of what it is you need to create, for example a video, animation, comic or poster



	Purpose
	As we saw in Section 2.1, the purpose is key to the product design. This will also be outlined in the client brief



	Audience
	The brief will tell you about the audience for the product. This could include details such as the age, gender, interests and location of those the product is aimed at



	Client ethos
	The client will use the brief to explain their ethos; this is what the client stands for and believes in or represents



	Content
	The client will give you some ideas about what type of content they are looking for in their product. This could be details of images, videos, audio assets etc.



	Genre
	The brief should also give an indication of the genre of the product. For example, horror, comedy, mystery



	Style/theme
	The style and theme of the product can also be indicated in the client brief. This is often linked to the genre of the product



	Timescales
	Most projects will require the creators to work to a given timescale. This timescale could depend on a number of things, but you will need to plan your project to meet any timescales given to you by the client. This could include timescales for particular parts of the project to be completed






Client brief formats

The brief can come in lots of different formats and one of the skills that you need to be able to use is the ability to collect key information from a brief in any format.

Some work is offered to creators by commission and is likely to be a written outline of the requirements needed for the product. It will be a formal document which the client will create to present to potential creators. Sometimes sharing the brief will be less formal and will be part of a conversation between the clients and the creators. In other projects, this will be a more formal conversation with the client stating their requirements, while at other times this will be more of a negotiation between the client and the creator to craft the brief for the product together.
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Figure 1.4 A meeting can be used to negotiate a client brief




Understanding the brief

When you receive a brief, particularly a written brief, one way that you can make sure that you are successful in achieving the requirements is to look closely at the brief and try to pick out key words and important phrases. You can then use these as the starting point for your ideas and to help you make plans for when creating the product. The key elements of the brief are good for providing structure to your product, but sometimes they can also provide constraints to your planning and production. Constraints are items that restrict the creativity of your project or the way you might carry it out. Examples of constraints could be items such as the timescale you have to complete your work or the format the client requires your final product to be in.
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Key terms

Ethos A set of ideals or characteristics that are followed by a group of people.

Genre A way of describing the theme or style of creative work, for example horror or romance.

Constraints Things that restrict the way a task can be carried out.
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Generating ideas from the brief

When you receive a brief from a client and have picked out all the key points, you will then need to think about how you can use these in your ideas generation. We will look more at documents to support ideas generation in Section 3.2.
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Activity [image: ]

In a group of three or four, discuss the different things you could identify from a brief, as outlined in Table 1.6. Ask yourself how these details about the brief and the client could impact on the creation of a product. Prepare your thoughts with some examples to share with the class.
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2.3 Audience demographics and segmentation

When you are planning your product one of the key considerations is who the product is aimed at – the target audience. The study of target audience characteristics is called demographics. Target audiences can be split into categories using a process called segmentation.


Different categories of audience segmentation


	•  Age: In most client requirements there will be an indication of the age of the target audience. This will usually be an age range such as 11–16 or 20–40 years, rather than a specific single age. A target audience of everyone is generally too wide to allow you to make a product which is suitable and accessible to all.

	•  Gender: Traditionally this would be men and women, but you should also consider other identities such as transgender and non-binary, as well as gender neutral approaches.

	•  Location: Sometimes your product requirements will include detail of a location which is relevant to the product, for example if you are making an interactive product for a local attraction. It can also link to a type of location, for example intercity, coastal or rural locations which may need to be considered when planning your product.

	•  Occupation: When looking at your brief you might need to consider the types of jobs that your audience may have.

	•  Education: The educational level of your audience may impact on the type and style of content in your product.

	•  Income: Depending on the purpose of your product you may need to consider the income of your audience. This might include details of the audience’s income and how this might influence their way of life.

	•  Interests: The details of your audience’s interests may be included in the client brief. There are lots of potential pieces of information that could be included here, for example musical tastes or details of hobbies or pastimes.

	•  Lifestyle: To make a product appeal to a particular audience sometimes you will need to consider details about their lifestyle. This is information about how people live their lives and examples could include things such as a healthy or unhealthy lifestyle or a nomadic or rural lifestyle.



When designing you need to consider these categories and what it might mean for your design. Using this information will enable you to design your product to meet the needs of your specific target audience and to have created a design that they can relate to, which will improve the success of your final product.

It is very easy to get caught up in stereotypes when you are looking at audience segmentation, and you need to be mindful of not using audience segmentation in a way that could be offensive or discriminatory.
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Key terms

Demographics Study of target audience characteristics.

Segmentation Splitting a target audience into different categories.

Stereotypes An assumption made about people who are part of a particular demographic.
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How categories of audience segmentation influence the design and production of media product


Age

Age can influence how you design a product in a number of ways. For example, if you’re making a product for a younger target audience it is likely that you will use simpler language to allow the content to be accessible to a younger age range, whose reading skills may not be as advanced. The age of the target audience can also influence the layout and choice of colour schemes for your product. You may design a more complex product with more written content on the screen for an adult audience, whereas a product for a younger audience may rely more on imagery to provide information. You can also consider things such as graphical content – for a younger audience you may take inspiration from cartoons or anime, for an older audience you may use more realistic style imagery or photographs.



Gender

The gender of the target audience may influence the design and content of your product in a number of ways and it may be that you think about how the colour scheme and layout might appeal more to different genders. You need to reflect the demographic of the audience in your product so that they feel that it is designed for them and gender considerations may impact on this. To ensure that your product is accessible to a range of genders you can also look at using gender-neutral language in your product, such as they/their instead of he/his or she/her.



Occupation

When planning and making your product the occupation of the audience may impact the design and content. The occupation of the audience could influence the user’s technical ability in terms of how they interact with the product – someone with a more technical occupation may be happy to use more complex interactions in the product. Similarly, with the content of the product depending on the brief, the content will be more or less familiar to your audience and this will mean you need to make the content simpler or more complex depending on how the audience occupation fits with the topics for the content of the product.



Income

If you are provided with details of the target audience’s income you will need to consider this in your design work. This is likely to be reflected in the content of your work. You need to ensure that if you are basing your work on a wide income range that you do not create content which alienates certain parts of the audience. For example, when using colour if you are creating a bargain brand you may choose bold stand-out colours such as red and yellow, whereas if you are trying to create a prestige high-quality brand you would probably be using more subtle colour schemes such as black and silver.



Education

The education level of the target audience for the brief can have a significant impact on the choices you make for the content and functionality of your product. You can use the educational level of your audience to justify the complexity of your content and of the interactions. For example, if you are aiming a product at an audience with primary school level education, you would have to make sure that the interaction is clear and not too text based, and when creating the content you need to think about the vocabulary used to make sure that it is understandable.



Interests and lifestyle

The interests and lifestyle of your target audience are most likely to influence the choice of content for your product. If you are trying to engage an audience with particular interests, featuring those interests in your content where it is relevant will increase the appeal of your product. For example, if you were creating a product to advertise an adventure holiday to adventure-loving families, you would expect the content, such as the images, to reflect this audience and their lifestyles. If you were aiming at an audience who were already engaged in an activity you can pitch your product on the assumption that they already have some knowledge, whereas if you were aiming your product at beginners you will need to create information that covers all the basic knowledge they may need.



Location

The location details should influence your design. For example, if you were making a product about a national event you would need to consider how to make it equally relevant to people in a wider range of locations. Similarly, if you were making a product for a specific local audience you would want to link the content to the local area to ensure that it was engaging and relevant. When planning products, things like the location of the audience may be relevant from an accessibility perspective, for example considering the levels of connectivity in a rural area to allow sharing of online content.
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Activity [image: ]

Write a description of a character you know from TV, radio, a book or a game (without using their name), include as much detail you can, at least a paragraph, and try to include information about different categories of audience segmentation.

Swap your description with a partner, annotate their description to label the different categories of audience segmentation you can find in their description. Underneath jot down any they missed.

Take your work back and see if you can add to your description based on any missed categories your partner listed.
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Key terms

Primary sources Those from which you obtain information ‘first-hand’ from an original source and are typically more reliable.

Secondary sources Those where the information is obtained ‘second-hand’ or where somebody else has already put their own interpretation on the original information. The accuracy of information might need to be checked when using secondary sources.
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2.4 Research methods, sources and types of data


Researching a product and its audience

If a media product is to be successful, some form of research will most likely be needed. There are two main areas where this can be done:


	1  Before developing the media product (but after some initial ideas).

	2  Following a trial release of early versions (for example, a game or multimedia product).



By conducting research before creating the product, a creator or media producer can predict what the target audience response will be like and modify the product so that it has more appeal.

By conducting research on a trial version of a new product you can obtain feedback on its appeal, how well it works and if there are any bugs or errors (especially applicable to a new game). This gives you time to fix and improve the product before it goes on general release.

Research can involve the use of either primary or secondary sources (see Table 1.7).

The main advantage of primary research is that it is normally more reliable and accurate. First-hand experience is better than information that has been passed on from one person to another. The disadvantage of secondary research is that it can be based on rumour, opinion and hearsay, which are not always reliable.

However, an advantage of secondary research is that it the information gained can be broad and wide ranging. It doesn’t have to be limited to a single source and a researcher can look for the same information from multiple sources. This increases the chances of finding accurate information.

Table 1.7 Primary and secondary research




	Primary research
	Secondary research





	Directly from the source, e.g. from an equipment manufacturer, actual audience
	Indirectly sourced, e.g. forums, reviews and opinions from users



	Autobiography
	Biography



	Original works
	Commentaries



	First-hand account
	Second-hand account



	Diary
	History textbook



	Interview
	Magazines and newspapers



	Focus group
	Books and journals



	Online survey
	Internet sites/research



	Questionnaires
	Television



	Video footage
	Encyclopaedias



	Photo
	Report



	Relics
	Other people’s products



	Official records
	News broadcasts







Research data

There are two types of data that can be gathered when conducting research. These are:


	•  qualitative information. This is where the data is informative about thoughts, ideas and feelings. For example, comments from a focus group might describe how a recent film is a good comedy and why a sequel should be made.

	•  quantitative information. This is based on numbers and statistics. For example, a survey might conclude that 80 per cent of people have a smartphone to play games.



Basically, qualitative research data does not include any numbers or statistical analysis. Both types of research data are useful to media producers. They can give an idea of the potential success and appeal of a product, which is a great advantage when making decisions.
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Key terms

Qualitative Research data based on what people think or feel about something.

Quantitative Research data based on numbers and statistical analysis.
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The analysis of qualitative or quantitative data can be useful and yet misleading at the same time unless the participants represent a fair cross-section. The people that reply to a questionnaire should be profiled as it is important to know if the data is useful, valid and representative of a larger population. This is where the demographics of the participants should be identified, to check the validity or usefulness of the results. As an example, a focus group might be asked if they think it is important to pay into a pension fund. The responses might be very different if the average age group are teenagers or those in their fifties and sixties.

The analysis of quantitative data is more straightforward since responses to specific questions are just counted. This produces statistical information, which can be shown on graphs, bar charts and so on. The profile of the people who respond is still important if the information is to be useful. Hence a disadvantage of any research can be that it provides the wrong impression, depending on the range of people that reply. For example, a survey on a social media group that asks if people are happy about a specific organisation. Statistically, more people are likely to get involved if they are not happy and have something to say. Having no research data or data that does not accurately reflect the views of the target audience can be a disadvantage to decision making by the media producers.
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Activity [image: ]

You have been asked to research ideas and the target audience for an animated film based on comedy and superheroes. List who and what you could use as both primary and secondary sources of information. You should also state whether these are likely to be quantitative or qualitative sources, with a suitable explanation to support your thinking.
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2.5 Media codes used to convey meaning, create impact and/or engage audiences


Media codes

An important part of any media product is the use of media codes and conventions. These are always closely connected so that codes are used in relation to the conventions of a genre or product. You will learn about the concept of codes in this unit and the conventions in your two NEA units.


Technical codes

Technical codes are basically about how the equipment is used in certain ways to create the appropriate content of the media product. Examples include:


	•  Audio recording techniques: Microphone type and positioning, for example, shotgun mic for directional sound pickup.

	•  Audio editing techniques: Using diegetic (connected to events that happen such as sound effects) and non-diegetic sounds (background music).

	•  Camera techniques: Camera shot, angle, direction and speed of movement.

	•  Lighting techniques (for photography and video): Type, strength and direction.

	•  Video editing techniques: Jump cut versus fade, pace of scene changes.

	•  Navigation techniques (IDM): Use of buttons, mouse clicks, interaction.

	•  Animation: Type of animation and techniques, for example stop motion.

	•  Games: Configuring interactions, object properties, triggers.
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Key terms

Technical codes The use of equipment or techniques in specific ways.

Symbolic codes What something represents.

Written codes The language that is used, whether printed or spoken.
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Symbolic codes

Symbolic codes are more about what something represents, symbolises or means. They are generally defined by the action, setting and what happens in the scene. For example:


	•  Environment/scene setting: Influenced by time of day and the location, for example a quiet position by a stream would represent a different atmosphere to a busy street in a city during rush hour.

	•  Actor’s body language and facial expressions: For example, how a smile or frown conveys different emotions by the actor.

	•  Colour: Different colours have different meanings, for example red represents danger, blue is cool, green is calm and yellow is happy.

	•  Mise-en-scene: This covers everything in the frame and where it is placed, including background, props and actors.

	•  Musical genre, pace, tempo and how the instrument is played: For example, music for an action film would be different to a romantic comedy.



Some symbolic codes such as colour will apply to several different types of product. Examples would be digital graphics, animation, interactive digital media, comics, photographic and video products since all of these are visual. However, colour would not be relevant to audio since we only listen to it.



Written codes

Written codes cover the use of language and how it is written, whether to be printed or spoken by actors in their dialogue, such as:


	•  text-based information that is included in a graphic

	•  storytelling in a comic or graphic novel

	•  narrative and dialogue in a video, film or radio play

	•  communication of information to the audience or viewer.






Ways that meaning, impact and/or engagement are created

Symbolic codes are used to convey meaning and the recognition is generally from the viewer’s own life and social experience. Technical codes add techniques to convey the message more effectively and efficiently. When a media product is created using a suitable combination of technical, symbolic and written codes, then the scene or product should have more impact and increase the engagement of the audience (assuming they have an interest in the first place).

Note that there can be some crossover between technical and symbolic codes. An example would be a technical code in camera work with a high angle shot (looking down on the subject). This represents dominance or authority as a shot type and therefore has some association with symbolic codes, because of that meaning.


Animations

Animations can be made to appeal and be visually attractive. Character features can be exaggerated to give meaning, for example big (loving) eyes or dark mean facial expressions, applying some elements of symbolic codes. Animating their movement creates impact for the viewer, whether graceful, aggressive, fast or slow. Taking the concept of a symbolic code and moving it through animation techniques can increase its impact.



Audio

Generally, these are technical codes in the equipment and techniques but with some crossover with symbolic meaning and written codes where there is a script. Examples would be:


	•  Dialogue – what is spoken between people and how it is recorded.

	•  Music genre, theme, style, volume.

	•  Silence, which can also be a symbolic code when something is about to happen (the audience might sense something is coming).

	•  Sound effects, recording techniques being used and part of technical codes.

	•  Vocal intonation – the way that something is said.

	•  Storytelling through the use of written codes in a script (both in actor dialogue and the use of voiceovers).





Camera techniques

These are part of the technical codes and include:


	•  Camera angles: For example, high angle looking downwards, low angle looking upwards.

	•  Camera shots: For example, long shot (LS), mid shot (MS), close-up (CU), extreme close-up (XCU).

	•  Camera movement: For example, panning left/right, tilting up/down or walking/moving with the camera (can also use a track and dolly).





Lighting

Generally a technical code although it can have specific meanings and work alongside symbolic codes. The main considerations are:


	•  light intensity/brightness

	•  number of lights and illumination, such as even or spotlight

	•  position and placement, especially with spotlight effects

	•  direction and how this affects shadows.



Note this is closely related to the choice and use of colour.
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Key terms

Meaning What is being communicated indirectly.

Impact The effect or influence on the viewer.

Track/dolly When moving the camera position, with the camera attached to a moving dolly that is placed on a fixed track.
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Colour

Different colours have different meanings. Depending on what message is to be given, a suitable colour should be chosen. Colour can be applied in different ways, such as background colours and foreground images. It can also be combined with typography to add more impact or meaning to the words:


	•  red: danger, action, passion, love

	•  orange: energetic

	•  yellow: happiness, summer

	•  green: peaceful, calm

	•  blue: cool, cold

	•  black: dark, gloomy

	•  white: purity, cleanliness.





Mise-en-scene

The term ‘mise-en-scene’ is commonly used in media, especially video scenes. It means ‘everything in the scene’ and how all elements combine to give the visual effect that is wanted. The placement of props, positioning of people, lighting and the camera shot/angle are key elements. Generally part of the symbolic codes.



Transitions

Transitions are audio or video editing techniques and therefore part of technical codes. They define how the scenes of two video clips are merged together, whether jumping from one to the next or fading in between. A music track could also be faded in or out in a similar way.



Images and graphics

Technical codes would be about the way an image is processed in a software application or how a graphic is constructed using layers. Symbolic codes can then be added in the form of colour and typography in addition to the content of the actual images used.
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Key term

Typography The style and arrangement of letters in a particular way to make sure that it can be read and fits the style of the document it is used in.

[image: ]






Typography

This is the use of text and includes:


	•  font type

	•  font size

	•  use of emphasis.



This is about how the use of typography creates impact and engages the audience and so can include:


	•  use of block capitals

	•  use of drop capitals

	•  use of large fonts

	•  serif versus sans serif fonts

	•  use of bold text

	•  use of italics

	•  use of specialised fonts

	•  use of font colour

	•  how to convey speech characteristics with a text-based language (for example, exclamation marks!)

	•  shouting versus soft, assertive versus gentle

	•  use of hard fonts versus soft round edged fonts

	•  use of special characters such as ***.
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Activity [image: ]

Look at the following examples of typography that have different meanings and impact. Summarise what each represents:

IMPORTANT

***Need to know***

General information
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Interactivity

Technical codes are about the way a user interacts with a product, such as through navigational features, buttons and mouse clicks. Symbolic codes can then be added in the form of colour and typography, in addition to the content of the actual images and graphics used. Forms of technical interactivity include:


	•  click to select (either with a mouse, touchpad or touchscreen)

	•  gestures, for example hand movements

	•  rollover, for example with a cursor

	•  play/pause/stop, for example for audio, video or animation

	•  navigate to different pages

	•  enter text information.





Movement

An important difference between static and moving content is how much impact and engagement is created with the audience. As people, we are automatically drawn to movement as it more readily catches our eye and therefore attention. This characteristic can be used in most forms of media. Some examples include:


	•  Video: Movement of actors, scene content as well as the camera. Even a simple movement of the camera makes the video more interesting than a steady shot.

	•  Animation: The concept of animating static objects to create movement.

	•  Interactive media: Elements of the content that move or change size/shape.

	•  Games: Movement of the character through a game world.



Since movement attracts the attention of an audience, this is an effective way to increase audience engagement.



How the combination of content and codes/conventions work together to convey meaning, create impact and engagement

Many different techniques and processes are combined together when creating media products. These include the use of technical, symbolic and written codes from this unit together with the conventions that are included in the NEA units. Codes and conventions work side-by-side. For example, a particular technical camera shot may be needed to fit with the conventions of a genre in a video. When all of these are planned and brought together, much stronger media products are produced. These can convey meaning to the audience in storytelling, create an impact in advertisements and engage them in the delivery of entertainment and information.
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Activity [image: ]

Investigate the definitions of technical, symbolic and written codes. You could use the web to search for these in a media context as opposed to more generic definitions. For each type of code, list several examples that will depend on the type of media product that is to be created.
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Practice questions [image: ]


	1  Identify three different purposes that could be given for a product.
[3]


	2  You are creating an advertising flyer. Explain two style, content and layout considerations you would need to think about when creating a plan for the flyer and how the purpose of the product would influence those considerations.
[4]


	3  You have been asked to create a comic to help teach about odd and even numbers. The target audience for the comic will be children of Years 1 and 2 age (5- to 7-year-olds). The product should be ready to launch in school libraries at the start of the new school year.

	a  Select three key points from the brief that you would need to consider when creating the product.
[3]


	b  You receive the details of the brief in a meeting with the client. What other information might you ask the client for to help you plan the project?
[1]





	4  Identify three different categories of target audience segmentation.
[3]


	5  You have been asked to design an advert for KaPaw! Dog Toys, who are launching a range of value toys and accessories to be sold in their town centre outlet stores. Explain two ways in which target audience segmentation may influence your design.
[4]


	6  A social media group is created for feedback on a new comedy film. Out of 236 responses, 174 said the storyline was true to life. What type of data would this be?
[1]


	7  Describe how symbolic codes can be used in a television documentary on climate change.
[3]
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Topic area 3 Pre-production planning


3.1 Work planning

The process of creating a new product can be split in


	•  pre-production planning

	•  production

	•  post-production.





Pre-production phase




	•  Initial ideas will be generated. This could be sketches, words and concepts which will often be discussed and agreed between the client and designer and sometimes a representative of the target audience.

	•  The final idea will be chosen and planned using a relevant pre-production planning document. (The type of pre-production document or documents will differ depending on the medium, as explained later in this unit.)

	•  Assets and resources will be planned.

	•  Any location- or product-specific recces and risk assessments will be carried out.

	•  Any relevant legislation affecting the choice of assets and resources will need to be considered.





Production phase




	•  Assets will be created or obtained and made ready for use.

	•  Resources will be collected together ready for use.

	•  Assets will be imported into editing software and the final product will be generated and edited.

	•  In a real-life vocational context, feedback on the early version/s of the product will be obtained from the client and/or target audience to suggest any required amendments.

	•  A finished ‘master file’ version will be saved in the native software. This is retained by the designer for use if the client requests further work or future products at a later date.

	•  A final copy of the product is exported and delivered to the client or distributed using the agreed platform (for example, publishing a website, uploading a video to a streaming service or producing printer-ready files for a print-based product).





Post-production phase




	•  Checking whether all the client requirements have been met.

	•  Checking whether the product will appeal to the right target audience.

	•  Testing and/or checking whether the final product’s technical properties are appropriate for the chosen distribution platform or method.

	•  Testing whether the product functions correctly and as expected.

	•  Reviewing whether the product is fit for purpose.

	•  Working out whether any improvements are needed.

	•  Working out if any further developments could be made and whether future commissions could be generated out of the final product.





The purpose of workplans
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Format of workplans




Components of workplans



	•  Tasks: These are major parts of a product’s generation, for example generating ideas.

	•  Activities: Tasks are broken down into smaller activities, for example creating a mood board and a mind map to generate ideas.

	•  Timescales: Each activity is given a notional (rough) idea of the time needed to complete it. This is often shown as a block or line along a timeline. Timescales may be indicated in minutes, hours or even months depending on the product. Taking photographs of a sprint race will be measured in seconds or minutes, whilst generating visual effects for a movie would take months.

	•  Workflow: Workflow is indicated by showing which tasks and activities can overlap and be done at the same time and which must be finished before something else can begin.

	•  Milestones: Milestones are points where one phase is completed before another begins. For example, ‘The pre-production planning phase must be completed by the end of June because production begins on 1st August’.

	•  Contingencies: Contingency time is a buffer or allowance of spare time in case activities take longer than expected to complete. If you know the final deadline for delivery of a product is Monday, you would be unwise to plan to finish at midnight on Sunday. You may experience a power cut, a file may become corrupted or a voiceover artist may be unwell and unable to finish recording in time.






Resources



	•  Hardware: The physical tools, equipment, computers and so on needed to plan, create or review a product.

	•  People: These may be creatives, designers, editors and so on, or people featuring in a product such as actors in a video or subjects in a photograph.

	•  Software: The applications and programmes needed to plan, create and review a product.
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3.2 Documents used to support ideas generation



Mind maps




	•  quickly generate many ideas

	•  break them down to add detail

	•  show links between ideas.
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Mood boards



	•  visual ‘look’

	•  design style

	•  mood/emotional response or ‘feel’ for a theme or product.






	•  titles or themes

	•  colours and colour palettes (combinations of colours)

	•  text such as key words

	•  images, pictures and photographs

	•  shapes

	•  graphics (digital images)

	•  annotations and labels

	•  fonts/typefaces.





	•  Physical mood boards can also contain textiles, materials (such as card or paper types for a print product) and textures and may use post-it notes.

	•  Digital mood boards can include multimedia such as audio files, video and animated images such as buttons and GIFs.
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3.3 Documents used to design and plan media products






	Pre-production document
	User
	Purpose
	When used
	Hardware and software





	Asset log
	Designer, creator of a product
	To keep a record of the source and location of assets and any legislation such as permissions for use
	Pre-production

	Table in word processing (Office) software



	Flowchart
	Game designer, game programmer, web designer, UX/UI designer
	To show the progression through a product such as a game, a knowledge-based expert system or quiz, or navigation options in an interactive digital media product
	Pre-production


	Hand drawn or digital using autoshapes in Office or graphics software, or a dedicated flowchart tool or application



	Script
	Actor, voiceover artist, director, camera operator, sound engineer/recorder, foley artist, stage manager, animator, client
	To show who speaks when, to provide stage directions for actions and indicate sounds and sound effects, and to indicate locations and the sequence of events and scenes
	Pre-production

	Hand written or typed using word processing software



	Storyboard
	Designer, client, director, actor, graphic artist/illustrator, animator, client
	To show a sequence of events and action over time for a moving image product by including movements and actions, camera shots and angles, dialogue and sounds. To show how scenes progress from one to the next and the order that scenes will appear
	Pre-production

	Hand drawn or created using desktop publishing software or dedicated storyboard applications



	Visualisation diagram
	Graphic designer, client
	To show what a static image product will look like, what it will include, and the design and layout of items such as assets
	Pre-production


	Hand drawn or created using graphics editing or desktop publishing software



	Wire frame layout
	Graphic designer, web designer, UX/UI designer, programmer
	To show the layout, structure and functionality of a web page or application screen
	Pre-production

	Graphics editing software, desktop publishing software or dedicated UX wire frame applications






Asset logs





Flowchart






	Asset
	Properties
	Source
	Legal Issues
	Use





	Company logo
	160 × 160px


	Company image log, client to supply
	None – client owns rights
	Website header



	Product demo video promo
	30s long


	Obtain from company’s YouTube channel
	Client owns rights but video created by external company
	Product page on company website



	Music short clip
	MP3

	Premiumbeat from Shutterstock
	Royalty free, but licence required
	Website homepage, cut to 10s long
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Script




	•  A description of the time and place where the scene takes place is usually included at the start of a script.

	•  Scene numbers are included to show the script’s place in a larger product.
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	•  Location and camera shots and angles start at the left-hand margin.

	•  Stage directions may be placed within brackets so they stand out from the dialogue (the speech or lines said by actors and voiceover artists).

	•  The name of the character speaking is indented from the left-hand margin and usually written in capitals.

	•  Dialogue is also indented from the left-hand margin underneath the name of the character who is speaking.
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Storyboard
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Visualisation diagram
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	•  Which information is helpful?

	•  What details or annotations could be added to make this more effective?
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Wire frame layout




	•  They are often hand drawn although free wire frame tools and applications such as Figma and Balsamiq are also available.

	•  They use placeholders (labelled boxes and simple geometric shapes) to represent the components of a page such as navigation buttons, images and text blocks and are created in black and white.
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	•  They can be used to test whether a user interface is intuitive – logically set out and easy to use, and also to check that different screens, pages and areas of a product have a consistent layout and design.

	•  Annotations are used to indicate what each placeholder does, for example an image links to a particular place in the product when it is clicked. This means that the designer of the wire frame does not necessarily have to know how to code the product, making it a useful tool to share between the designer and creator.
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3.4 The legal issues that affect media



Legal considerations to protect individuals


Privacy and permissions



	•  Model releases: This is a document that gives you the right to take photographs and/or video of individuals. An adult over 18 can sign a release for themselves. A parent or guardian must sign a release for anyone under 18.

	•  Property releases: If on private land you would need a signed property release from the owner(s).




Rights for recording images/taking photographs in public places




Permissions for recording images/taking photographs on private property




Permissions for publishing and commercial use of images and photographs taken
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Harassment and invasion of privacy




Defamation



	•  Libel: Where somebody makes a false statement in writing that damages a person’s reputation.

	•  Slander: Where somebody makes a false statement verbally that damages a person’s reputation.
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	1  You see a person’s post on social media that makes a serious false statement about somebody they don’t like, which goes viral. What form of defamation would this be and what might be the consequences?



[image: ]







Data protection



	1  Fairly and lawfully processed.

	2  Processed for limited purposes.

	3  Adequate, relevant and not excessive.

	4  Accurate.

	5  Not kept for longer than is necessary.

	6  Processed in line with your rights.

	7  Secure.

	8  Not transferred to other countries without adequate protection.





	1  Lawfulness, fairness and transparency.

	2  Purpose limitation.

	3  Data minimisation.

	4  Accuracy.

	5  Storage limitation.

	6  Integrity and confidentiality (security).

	7  Accountability.





Rights of data subjects in the collection, use and storage of personal data
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Intellectual property rights


Protecting intellectual property (IP)



	•  copyrighted material

	•  intellectual property in the form of ideas

	•  patents

	•  trademarks that protect a brand or product name.







	Symbol
	Meaning





	©
	Copyright



	™
	Trademark



	®
	Registered







Copyright






	•  all content on the internet

	•  photographs

	•  images and graphics

	•  books and magazines

	•  music

	•  films.





	•  contact the owner

	•  ask for permission to use it

	•  be prepared to pay a fee.






Ideas




Patents




Trademarks





Using copyrighted materials



Creative commons licence(s)



	•  CC BY: You can use however you want as long as you quote the source.

	•  CC BY NC: You can use only for non-commercial purposes so you cannot profit from its use but must still quote the source.





	•  GFDL – Share alike licence used by Wikipedia and others.





Fair dealing




Permissions, fees and licences



	•  Obtain written permission from the owner.

	•  Pay a fee to the owner or agent.

	•  License the use of the protected work, through a document that defines the terms of use.
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Watermarks and symbols
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	2  Explain the difference between copyright free and royalty free.

	3  You have an outdoor project to complete at a public place. What planning documents and considerations do you need to consider?
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Regulation, certification, and classification


Organisations responsible for regulation
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ASA (Advertising Standards Authority)




Ofcom (The Office of Communications)
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Classification systems and certifications



	•  Certification: The process of informing the audience broadly on the suitability of content. It is an important consideration when thinking about the target audience.

	•  Censorship: When artists/filmmakers are not allowed to show their complete work. Factors that affect the classification according to age ratings include:

	•  violence

	•  strong language

	•  scenes of a sexual nature.







BBFC



	•  U: Universal, suitable for all ages.

	•  PG: Stands for parental guidance. Suitable for general viewing although parents are advised that some content may not always be appropriate for very young children.

	•  12/12A: Suitable for those people aged 12 or over (12A is used for cinema releases).

	•  15: Suitable for people aged 15 or over.

	•  18: Suitable for adults aged 18 or over.






PEGI



	•  3: Suitable for all ages.

	•  7: Suitable for people aged 7 or older, with only very mild violence in the gameplay.

	•  12: Suitable for people aged 12 or older, with moderate violence.

	•  16: Suitable for people aged 16 or over, where the graphic content can be more realistic in terms of violence, bad language and forms of illegal activity.

	•  18: Suitable for adults aged 18 or over, with more graphic detail and behaviour.








Health and safety


Health and safety risks and hazards in all phases of production




Actions to mitigate health and safety risks and hazards
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Risk assessments



	•  Identify the hazards and dangers.

	•  Decide who might be harmed and how.

	•  Evaluate the risks and decide on precautions to be taken.

	•  Record your findings and implement them.

	•  Review your assessment and update if necessary through the project.




Purpose of a risk assessment
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Common risks and hazards found in media production



	•  electric cables (for example, on the floor – a trip hazard)

	•  electrical power (possible electric shock)

	•  computer working (repetitive strain injury (RSI))

	•  working at heights (for example, while holding a camera)

	•  moving heavy equipment (possible strain).
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Safe working practices



	•  Procedures for using computers:

	•  chair height (adjustment)

	•  seating position (posture)

	•  distance from screen to eyes

	•  comfortable position for keyboard and mouse.




	•  Procedures for working at heights or hazardous environments for filming and photography:

	•  using safety barriers

	•  wearing PPE (personal protective equipment).




	•  Procedures for working with electricity:

	•  cable safety on the ground (for example, using tape)

	•  location choices.




	•  Procedures for working with heavy equipment:

	•  lifting (limits on weight)

	•  moving (for example, use of trolleys and wheels)

	•  setting up.








Location recces



Purpose of a recce




Content of a recce



	•  location – how to get there

	•  access and car parking

	•  lighting, for example natural, artificial, direction

	•  availability of power for lights or charging batteries

	•  health and safety requirements, for example identify need for a risk assessment

	•  environmental considerations, for example background noise, people

	•  any potential issues that may arise

	•  a confirmation that the location is suitable for what needs to be done.
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	1  a  Label parts A–D of the following workplan:
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	b  State two things which can be done concurrently, according to this plan.


	c  When is the final deadline for delivery of the product?





	2  A radio interview broadcast in the early evening becomes an argument and the guest becomes offensive. Who should be contacted for you to make a formal complaint?


	3  You find a video clip about your favourite band on a social media platform and want to repost it to a different social media group. Explain why this is not allowed.
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Topic area 4 Distribution considerations


4.1 Distribution platforms and media to reach audiences



	•  online

	•  physical platforms

	•  physical media.








	 
	Characteristics
	Advantages
	Disadvantages





	Apps
	An app such as one found on a smartphone or tablet can be used to distribute products such as digital graphics, animations, games or videos. In the case of a video, animation or game, the product may form the content of the app
	Apps allow the product to be distributed on a range of different devices so it will be accessible to a wider range of users. Allows the user to access interactive content
	If distributing using an app you may need to consider how your content will respond to the range of different devices the content could be viewed on. You would also need to think about what devices the app was compatible with and whether this would restrict the distribution to the audience



	Multimedia
	Some specific types of products can be distributed using the internet but not on a website. Examples include online games and streaming services
	Enables multiplayer or multiuser environments for games and audio/video on-demand
	Can use a lot of bandwidth and slow other services that use the same connection



	Web
	Your product could be distributed via a website hosted on the internet. Most forms of product could be distributed in this form, though it works particularly well for multimedia products
	A product distributed on the web will be available to a wide audience as it is not hosted on a specific device or app and is easily searchable by a range of users. The web can host a range of content from videos or animations to graphics
	When distributing on the web you need to consider the bandwidth requirements of your product. If there is a lot of content that makes the product a large file type, this can make viewing online a challenge if the file needs to be uploaded or downloaded. You will not have control of the device the web content is viewed on so this may cause challenges to ensure all content is accessible









	 
	Characteristics
	Advantages
	Disadvantages





	Computer
	A computer usually operates with a screen, keyboard and mouse as standard and can be used with other input and output devices such as joysticks and speakers
	Useful for interactive products which need the use of input and output devices for interactive features. Sounds and moving image content are easily accessible on this device. You can access a range of content from videos or animations to graphics on a computer
	When using this distribution platform, you need to be in the same physical location as the device to access the content. It is not uncommon for people to not own a computer; this may restrict who you are able to distribute the product to



	Interactive TV
	This allows the user to view the content on the screen but also to interact with any content which requires input from the user
	This allows you to access interactive products which need the use of input and output devices to make use of interactive features. Sounds and moving image content would be easily accessible on this device
	When using this distribution platform, you need to be in the same physical location as the device to access the content. Properties of the TV may impact on the quality of the product, for example it may be restricted by the size and resolution of the screen



	Kiosks
	Kiosks are static units which allow the user to view the content on a screen. The user will usually access any interactive content using a touchscreen. They are usually located in public places such as shopping centres or museums
	The large size of the screens on kiosks makes it easy for users to view the content of the product. When a touchscreen is used it can provide a user-friendly form of interaction
	When using this distribution platform, you need to be in the same physical location as the device to access the content. Due to the public nature of most kiosks it is not always easy to allow users to access audio content. Interaction on kiosks is often limited to the touchscreen content



	Mobile devices
	Mobile devices include phones and tablets which are portable computers. They often use a touchscreen as both an input and output device
	Mobile devices can be used to distribute a range of different products, including multimedia and interactive products. They enable the product to be distributed to a wide audience and a large number of people have access to mobile devices
	The screen size of mobile devices is often relatively small so some content may be difficult to view.










	 
	Characteristics
	Advantages
	Disadvantages





	CD/DVD
	In this format your product would be distributed on a disc, which would be provided to the user
	As the user is not uploading or downloading the content of the disc, the file size of the product is less of a concern. The content of the CD or DVD is usually protected from editing, so the content would be distributed as the creator intended. CD/DVDs are relatively cheap for large-scale distribution
	This distribution method relies on the user having access to a CD/DVD player or drive to allow them to access the content. As physical items, these discs are often not very robust and can be damaged or scratched, making the content inaccessible. Discs need to be created and distributed individually, this has an impact on time and cost per unit distributed



	Memory stick
	This involves saving files onto a portable storage device called a memory stick or USB/flash drive
	Storing the product on a memory stick allows a digital version of the product to be stored, moved and shared easily. As the user is not uploading or downloading the content, the file size of the product is less of a concern, though most memory sticks have a limited capacity before the purchase price becomes very expensive
	The product will only be accessible on devices which have a USB port. This will mean that a number of devices, such as mobile phones will not be able to directly access products that are distributed this way.




	Paper based
	This involves sharing content in a printed form, for example printing and distributing a poster or comic
	This allows you to reach users who do not access content on a digital device. It also allows the creator to control exactly what the audience receives as it will be distributed in static final format to the audience
	This distribution method will not be suitable for the distribution of multimedia or interactive products
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4.2 Properties and formats of media files


File formats for final media products




	•  images and graphics

	•  audio or sound

	•  moving images or video

	•  animation.





Image files


Properties of digital static image files



Pixel dimensions
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DPI/PPI resolution




	•  An image with 300 pixels in width could be printed at 1 inch, or 2 inches maximum.

	•  An image with 3000 pixels in width could be printed at 10 inches, 20 inches maximum.
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	1  Draw the following table and work out the print sizes and pixel dimensions. (You can convert 1 inch to 2.54 cm.)






	Image pixel dimensions
	Print size (inches)
	Print size (cm)





	600 × 300
	 
	 



	3600 × 2400
	 
	 



	1500 × 1200
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Static image file formats
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Raster/bitmap file types




Vector file types
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File formats






	Format
	Properties
	Limitations





	JPG
	This is the most common image file format, used in digital cameras and universally supported by web browsers. It gives a range of options for the amount of lossy compression to reduce the file size, but at the expense of image quality
	Image quality can be poor with higher compression settings



	PNG
	Portable Network Graphics are an alternative to JPG but with the benefit of supporting transparency. Intended as a replacement for GIF images without any licensing restrictions for web use
	Not as widely supported (or popular) as JPG



	GIF
	This has a very limited range of 256 different colours, so is more suitable for clip art graphics and logos than photographs but does support animation and transparency. File sizes are small
	Limited range of colours and has licensing restrictions since the format is protected by copyright



	TIFF
	Tagged Image File Format is now less popular, partly due to its very large file size. However, still sometimes used in print and desktop publishing applications because of its very high quality with no loss of detail
	Very large file sizes, which restricts transfer and distribution



	PDF
	The Adobe Portable Document Format is a widely used format for images, manuals, desktop publishing and other documents combining text and images. Note that is not an image file format that can be edited – only exported for proofing and/or print use
	Cannot be edited directly – must use the original file format before being exported



	PSD
	Adobe Photoshop Document – this is the generic format used by Adobe in its graphics software. Constructed of layers for complex editing
	Requires specialist software to open and view the files. Not suitable for web use directly



	AI
	Adobe Illustrator document, with extensive support for vector-based illustrations, logos and artwork
	Requires specialist software to open and view the files. Not suitable for web use directly



	SVG
	Scalable vector graphics file format, which can be used across different vector graphic editing software applications
	Not as widely supported as JPG and file sizes can be quite large



	BMP
	Bitmap file format developed by Microsoft. Usually uncompressed and supporting a range of different colour depths
	An older file format that is less popular. Not suitable for web use directly



	HEIC
	Used by smartphones for high quality photographic images. You can often choose these in your smartphone camera settings
	Requires specialist software to open and view the files. Not suitable for web use directly









	JXR, WDP or HDP
	JPG XR: A file format used by Windows Media for high-quality photo images with good tonal range. Expected to be replaced with the HDP file format



	WEBP
	Developed by Google. Uses both lossy and lossless compression. Intended to create files smaller than JPG but with a higher quality






Choosing an image file format



	•  creating or editing an image file

	•  exporting an image file for use by a client.







Compressed and uncompressed file formats



Lossless



	•  8-bit uncompressed TIFF file = 25MB

	•  8-bit TIFF file, compressed using lossless lzw = 19MB.





Lossy




	•  JPG low quality (0) = 800kB

	•  JPG file medium quality (6) = 1.8MB

	•  JPG file high quality (12) = 8MB.
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	•  Photograph

	•  Logo

	•  Clip art

	•  Digital graphic (combining images and text)

	•  Artistic illustration
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Audio files


The properties of digital audio files



Sample rate




Bit depth
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Audio file formats


Uncompressed audio file formats




Compressed audio file formats
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Moving image files


The properties of moving image files



Resolution (SD, HD, UHD, 4K, 8K)



	•  SD: Standard Definition; 720 × 480 pixels.

	•  HD: High Definition; 1920x1080 pixels.

	•  UHD: Ultra High Definition, four times the resolution of HD at 3840 × 2160 pixels.

	•  4K: Cinematic quality UHD, which is 4096 × 2160 pixels.

	•  8K: A newer video resolution that has four times more pixels than 4K; 7680 × 4320.
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Frame rate




	•  Frame rate: Using 25/30fps is fine for standard speed video but should be increased if wanting to use slow motion effects in the video post-production.

	•  Video resolution: Chosen as SD, HD, 4K and so on. These are found in the digital camera menu, along with the frame rate.

	•  File format: Also affects the quality of the footage due to the level of compression (which is used to reduce the file size).






Moving image files formats for video and animation






	File format
	Properties
	Limitations





	MPG
	Video file format with lossy compression provides smaller file sizes for faster loading
	Compression can lower the video quality



	MP4
	A multimedia/video compression standard that enables high-quality video over low-bandwidth connections
	Very few, although high levels of compression can reduce video quality



	MOV
	Widely used for video files from digital cameras, providing good quality. Originally developed for use with Apple QuickTime
	Not as widely supported as MP4



	AVI
	Uncompressed video file format for high quality. Often used when editing video before exporting in other formats
	File sizes are very large and can be a challenge for some computers and editing software. Not all devices can play .avi files unless they have the right codec installed



	GIF
	Limited colour support but useful for short animations that are supported by web browsers
	Quality, resolution and colour







Uncompressed and compressed video files
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	2  You have a video camera that is capable of 4K video recording as well as HD. You have a client that wants to view your video footage on a HD monitor for a project but may want to re-use the video later for other uses.
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File compression




	•  files taking up less storage space

	•  having smaller file sizes for sending as attachments using email

	•  files being quicker to upload and download

	•  more stable when streaming files with low bandwidth

	•  files use less data when browsing, making them less likely to use up mobile data limits

	•  the loss of file quality is usually undetectable to the user.
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	•  images: JPG

	•  video: MP4

	•  audio: MP3.








	Compression type
	Advantages
	Disadvantages





	Lossy
	

	•  Smaller compressed file sizes

	•  Variable compression rates can be set by the user

	•  Loss of quality is usually not noticeable



	

	•  Each time a file is saved using lossy compression the quality becomes poorer

	•  Lost data cannot be restored






	Lossless
	

	•  All data is retained so that the original file can be restored



	

	•  File sizes are usually larger than possible with lossy compression methods
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	1  You have been asked to create an animation to teach children about the countryside code. Which distribution method would you choose and why?


	2  A design company have created a large-scale print poster for a film that is about to be released. They want to share this with the film company for their approval before they have them printed. Why would sharing this product via the web not be the best approach?





	3  a  You see a butterfly hovering in the garden and want to record a video of its movement. What frame rate would you choose?





	b  Explain one reason for using this frame rate.





	4  Give one file format which is suitable for emailing an image to a client.


	5  A photographer has been editing and saving photographs. They open an image called ‘park_v6.jpg’ and discover that it is very pixelated. Explain why this might this have happened.
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SCENE SEVEN

EXT. A GARDEN. DAYTIME.

WIDE SHOT

Two large rose bushes make an archway
through to the croguet ground. Three

gardeners are busily painting the white
roses red. ALICE enters. She approaches

the gardeners cautiously.

MID SHOT (3 gardeners)

WO

(Protesting angrily) 0i! Look out Five!
Don't go splashing paint over me like that!

FIVE:

(sulkily) T couldn't help it. Seven jogged
my elbow.

SEVEN:

That's right, Five! Always lay the blame
on others!

FIVE:
You'd better not talk! I heard the Queen
say yesterday you deserved to be beheaded
for bringing the Cook tulip roots instead

of onions!
SEVEN:

(Flinging down his paintbrush) Well, of all

the unjust things — (He turns to see Alice.

TWO, FIVE and SEVEN look round and notice
Alice. They bow.)

CLOSE-UR

ALICE:

(timidly) Excuse me, but why you are
painting those roses?
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