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Study tips

Advice on key points in the text to help you learn and recall content, avoid pitfalls, and polish your exam technique in order to boost your grade.
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Knowledge check

Rapid-fire questions throughout the Content Guidance section to check your understanding.
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Knowledge check answers

Turn to the back of the book (page 99) for the Knowledge check answers.
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Summaries


•  Each core topic is rounded off by a bullet-list summary for quick-check reference of what you need to know.
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Practice questions

Commentary on the questions

Tips on what you need to do to gain full marks, indicated by the icon [image: ]

Sample student answers

Practise each question, then look at the student answers that follow.

Commentary on sample student answers

Find out how many marks each answer would be awarded in the exam and then read the comments (preceded by the icon [image: ] ) following each student answer. Annotations that link back to points made in the student answers show exactly how and where marks are gained or lost.


About this book

This guide is for students following the OCR A Level Media Studies course. It deals with Component 2 Evolving Media and includes the study of media institutions and audiences and media contexts – historical, economic, political and social.

The main Content Guidance part of the guide provides details of the topics in Component 2 Section A Media Institutions and Audiences, including coverage of The Jungle Book (1967) and The Jungle Book (2016), The Radio 1 Breakfast Show and Minecraft. The Content Guidance goes on to offer information on Component 2 Section B on Long-form Television Drama.

Included within this part are links with media theory and contexts of production and consumption. Topic areas on Evolving Media examine key ideas and arguments, stating the main points of evaluation, and include the key concepts and key thinkers. Further information about academic theories and key thinkers can be found in the OCR ‘Academic ideas and arguments (theories) for A Level’ factsheet, accessible here: www.ocr.org.uk/images/421658-academic-ideas-and-arguments-factsheet.pdf. Key terms for the OCR specification are defined in the margin boxes in this section.

Practice questions and sample answers are given at the end of the study of each set media product for Section A and at the end of Section B, to show you the kind of questions you can expect in the Evolving Media exam. For each question a sample student-style response is given, along with a comment indicating levels of achievement (low, mid or high) and ideas for how to improve the response.

How to use this guide

As you study each set product for Component 2 Evolving Media in class, read the corresponding section from the Content Guidance to become more familiar with the topic. You should use these sections to complete your own revision notes on each product in Section A and Section B.

Once you have done this, attempt to address the sample question for each set product. When you have completed your answer, read the sample response and compare it with your own. This response and the comment that follows it can be used to amend and expand your revision notes.

The A Level specification is shown in detail on the OCR website: www.ocr.org.uk/qualifications/as-a-level-gce/as-a-level-gce-media-studies-h009-h409-from-2017 – follow the links to Media Studies A Level (H409).


Content Guidance

Section A: Media Industries and Audiences

This part of the course looks at media institutions and audiences. It is the most factual part of the A Level. Here is a summary of the OCR specification coverage for Evolving Media, Section A Media Institutions and Audiences:
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Questions 1 and 2 in the exam each carry 15 marks. These questions will be set on two of the three set products and you are advised to spend 25 minutes on each question. (To see an example of the question paper and mark scheme for Section A, please visit the OCR website.)

The nature of media institutions and audiences requires you to understand the relationship between the production of a media text and how it is consumed by an audience. You will explore a number of factors, including the historical and social cultural contexts of media products. Further, you will be introduced to key media terminology in relation to media production, ownership, distribution and marketing, digital technology and media audiences.

This section of the guide considers how past and present media practices are being transformed in an online age – how they are evolving and growing from traditional media practices. It begins with a case study on film, and then looks at radio and video games. Section B then looks at US and European long-form TV drama.

Film

The Jungle Book

As a part of the study of media industries you will make a comparative study of two set film texts:


•  The Jungle Book (1967)

•  The Jungle Book (2016)



The films need be studied in relation to both media contexts and media industries, and these can be exemplified by discussion of the production, distribution and exchange of the films. Your study of these films also needs to cover the economic and historical contexts of the film industry.
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Study tip

Often an exam question will be written around a point from the specification. In this instance a question on The Jungle Book is going to be comparative and may be linked to production, distribution, exhibition and/or consumption.
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You need to study these set films in relation to the following subject content bullet points from the Media Industries section of the specification:


•  The specialised and institutionalised nature of media production, distribution and circulation.

•  The relationship of recent technological change and media production, distribution and circulation.

•  The significance of patterns of ownership and control, including conglomerate ownership, vertical integration and diversification.

•  How media organisations maintain, including through marketing, varieties of audiences nationally and globally.

•  The impact of ‘new’ digital technologies on media regulation, including the role of individual producers.

•  How processes of production, distribution and circulation shape media products.

•  The impact of digitally convergent media platforms on media production, distribution and circulation, including individual producers.

•  The role of regulation in global production, distribution and circulation.



The Jungle Book (1967 and 2016)

As a student of this topic you are being asked to identify and explain how media institutions’ processes of production, distribution and circulation affect media forms and platforms. By understanding the subject content in the above bullet points, you will be able to evaluate how The Jungle Book (1967) is comparable to The Jungle Book (2016). According to the OCR specification:


The Jungle Book (2016) has taken over 1 billion US dollars already at the cinema box office alone (and will generate more income as a DVD/Blu-ray disc and online). The film has a clear pattern of production, distribution and circulation that can be easily distinguished and is a film production from a major studio.

The Jungle Book (1967) is a historically significant media product and film text. The 1967 film is currently one of the most successful films of all time (it has taken over 100 billion US dollars) and followed a traditional pattern of production, distribution and circulation, although it enjoyed a ‘second life’ on video and DVD.

(Source: OCR A Level Media Studies specification)



Using both films for the focus of an industry study will allow you to consider how the film industry has changed from 1967 to the present day, in relation to:


•  how each of the films was produced, distributed and circulated, including considerations of technological change

•  the significance of patterns of ownership and economic factors.
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Study tip

According to the guidelines in the specification, textual analysis is not a requirement of the study or assessment of film as a media form, and theories of media industries do not need to be applied.
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The Jungle Book (1967)

The Jungle Book (1967) is over 50 years old. It is a very successful film and to date has grossed over $100 billion. The Jungle Book was made by Disney Studios under the production company of Walt Disney Productions, a famous film studio in Hollywood that specialises in animated cartoons. The film is often described as an animated musical comedy. Other Disney texts from the same director, Wolfgang Reitherman, include One Hundred and One Dalmatians (1961) and The Sword in the Stone (1963).
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Study tip

Disney is an excellent case study of a global commercial media company. It contrasts both with Minecraft’s company Mojang, which is a relatively new media gaming company, and The Radio 1 Breakfast Show as an example of a product from a public not-for-profit broadcaster.
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Knowledge check 1

How much has The Jungle Book (2016) grossed compared to the 1967 original film?
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According to the OCR Factsheet on The Jungle Book:


Disney’s animation studio had been responsible for developing many of the techniques and ways of working that became standard practices of traditional cel animation, pioneering the art of storyboarding and developing the use of the multiplane to create an early 3D-like effect.

(Source: OCR Media Studies Factsheet: The Jungle Book 2018)



The production of The Jungle Book (1967) involved a specialised and institutionalised method of media production, which for Disney is animation and is still crucial to the studio’s brand identity to this day. The Jungle Book (1967) was produced by Walt Disney Studios and cost $4 million to make. Walt Disney Studios is an American film studio based in Hollywood; between 1937 and 2016 it produced 56 animation films. During this long history, Walt Disney Studios has been considered the best animation company in film production, and as recently as 2007 Walt Disney Animation Studios purchased Pixar Animation Studios. This is a typical characteristic of a media conglomerate that has enough money and power to take over its competitors. Disney is a global film entertainment company – a media institution, with a long history of acquiring media companies, especially for their animation and CGI techniques and use of digital technologies.

Disney Studios is seen as a leader in animation and art direction, having developed many of the techniques, concepts and principles that had become the standard practices of animation by the 1960s. Its specialised animation processes involve highly creative filmmakers using labour-intensive techniques from development of a concept to product, for example story writing, animation, special effects animation, storyboarding, and so on. The Jungle Book (1967) is a prime example of such high-cost and top-quality animation.

Historical context

The 1967 film is important to Disney Studios’ history – it is a magical landmark film that is among the best ever written for Disney and includes the Oscar-nominated songs ‘The Bare Necessities’ and ‘I Wanna Be Like You’. The original soundtrack for The Jungle Book was also the first to achieve gold disc status in the USA for an animated feature film. The Jungle Book (1967) itself is premised on an imaginative interpretation of Rudyard Kipling’s The Jungle Book, and the film credits a notable cast and production team that had been in place and had worked together in the studio – at this time still a family-run business – for a number of years.

Economic contexts

By the time The Jungle Book was released Disney was already a successful film company, and the Disney Corporation was diversifying into theme parks (Disneyland), television series and merchandising deals. These were set up through its distribution arm, Buena Vista, in 1953. In part this was Disney’s reaction to the baby boom of the 1950s, and the expansion of its business interests in home entertainment focused on its television series.

The Jungle Book was released in October 1967 and grossed nearly $24 million on its first worldwide release, demonstrating how spectacularly Disney could generate revenue from overseas markets, namely by selling a truly American brand:


•  The film was produced on a budget of $4 million and was the fourth highest grossing movie in 1967.

•  The Jungle Book was re-released in cinemas in the USA in 1978, 1984 and 1990.

•  It enjoyed European screenings throughout the 1980s, with a particularly strong German market.

•  The film has been released on a number of occasions to home entertainment markets.



The success of the film exemplifies how Hollywood conquers not only the home market, but also the global market. This is typical of the Disney brand and the quality of films that the company makes. The film also offers an example of media translation as it has benefited from evolving digital technologies and developments in home entertainment. The following timeline of its re-releases illustrates how historically Disney has embraced technological change to ‘exploit’ its product:


•  The Jungle Book was released in the United States in 1967.

•  In 1991, it was released as part of the Walt Disney Classics collection – illustrating how a media institution benefits from a back catalogue of movies that can be resold to younger generations. Three years later the home video sales totalled 14.8 million copies. The aim was to price the Disney Classics movies so that every family could afford to buy a copy.

•  A limited issue DVD was released in 1999 by Buena Vista Home Entertainment and there was a subsequent release as a two-disc DVD in 2007, marketed as a platinum edition to celebrate the film’s 40th anniversary.

•  In 2010 the film was released as a Blu-ray/DVD/digital copy combo-pack.
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Knowledge check 2

What is the name of the company that owns The Jungle Book (1967), and how much did the film cost to make?
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By periodically reviving its assets in this way, Disney gains longevity of sales. Each time it translates an animation classic via the latest media technology to make it available in a new format, the company captures the next generation who then commit to the brand loyalty. The Jungle Book (1967) is a good example of Disney’s key business strategy of regularly re-releasing animated classics.

Most recently, The Jungle Book (1967) has been released as a digital download via iTunes and is available on streaming services such as Amazon Video and Google Play – demonstrating the ‘legs’ of a movie made over 50 years ago and the success of Disney as a media institution in reselling the brand over and over again to different generations.

The total gross for the movie is $141 million in the USA and $205 million worldwide.

Ownership, distribution and control

Making money out of producing films to be shown at the cinema is very difficult. This is because there are so many other media platforms the film can be sold by, for example, through merchandising. Media companies practise vertical integration in order to control and maximise efficiency of the supply and distribution of the product – not just as films, but also as television, soundtracks and merchandise and, in Disney’s case, theme parks as well. This illustrates how media synergy can support the continuing presence of a film and so promote horizontal integration across media and business interests, for example Disney film characters being evident in its theme parks and Disney Stores.

The Jungle Book is an example of how important synergy and merchandising is to a media conglomerate as it commodifies a successful media text. Film producers take a percentage of merchandising revenue, often through licensing deals. It has been estimated that:


movie property owners like Disney probably receive at least ten per cent of the wholesale price as their share of the profits.

(Source: Nick Lacey: Media, Institutions and Audiences, 2002)
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The Disney model is an example of how a media conglomerate operates:


Disney was an early master of synergy, persuading companies to tie in with its films’ release, running a character merchandising department … The producer of animated films used the popularity of his famous cartoon characters for a weekly show on ABC that served as an advertisement for his theme park. In turn, visiting Disneyland helped secure customers’ brand loyalty to the Disney trademark for the future. This strategy of cross-promotion … has become a basis for the Walt Disney Company’s rapid growth.

(Source: OCR Teacher Guide: The Jungle Book 1967 and 2016: Industries and audience)
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Disney products offer a plethora of opportunities both for cross-promotional campaigns in co-operation with other companies and for in-house cross-promotion marketing strategies. Exploiting the popularity of its brand is today (as in the past) a major profit source for Disney.
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Knowledge check 3

Define what you understand by the terms ‘vertical integration’ and ‘horizontal integration’.
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The Jungle Book (2016)

The Jungle Book was produced by Walt Disney Pictures and directed by Jon Favreau, who had previously produced Iron Man and Iron Man 2 under his production company, Fairview Entertainment. The Jungle Book (2016) is a fantasy adventure movie with a darker and more sinister interpretation of Kipling’s stories, and is a shift away from the light-hearted, toe-tapping and joyful original 1967 animation.
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Production

Given the estimated production budget of $175 million, above-the-line costs were high in relation to creative talent such as actors, directors, writers and producers. The casting and use of more than 30 stars for the voiceovers, including film actors such as Scarlett Johansson and Ben Kingsley, was just as important as in the 1967 film. Below-the-line costs relate to the pure production costs, including all the other crew who work on the film and all of the technical costs such as hiring equipment, building sets, insurance, transport, accommodation and special effects. On top of these comes the marketing budget, which significantly adds to a film’s overall costs.
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Study tip

Being able to understand the historical and social context of both films and being able to contrast these will demonstrate a comprehensive understanding of the assessment objectives for this unit.
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Like The Jungle Book (1967) the contemporary version is well thought out and was an expensive movie to
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Distribution
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•  home entertainment release, such as DVD, 3D Blu-ray, Blu-ray and digital HD

•  PPV or subscription television, streaming and broadcast free-to-air TV

•  as downloadable movies on Disney Anywhere, iTunes, Google Play and Amazon Video.



Film marketing



•  the promotion in all media before and after release

•  different cuts of a film necessary for different territories or cultures

•  how the income for the release will be apportioned

•  how far the distribution licence extends into ancillary markets such as home entertainment and TV.
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•  word of mouth – social recommendation is the most effective trigger for cinema attendance and can give a film ‘legs’, so interest remains high for weeks after release

•  posters – choosing and using an image to distil the essence of a film

•  trailers – the most cost-effective form of promotion, normally shown prior to another film with a similar target audience

•  social media messages – for example The Jungle Book 2016 Facebook, Twitter and Instagram accounts.












1  Disney made concerted efforts to promote the film to male audiences. Trailers aired on TV sports networks like ESPN and highlighted that the film came from the same studio that made the Pirates of the Caribbean series, rather than Cinderella. An extended 3D trailer was also played at screenings of Star War: The Force Awakens.

2  Studio marketers targeted Hispanic audiences by teaming up with the American Spanish-language TV network Univision. Jungle Book characters and clips were included in various programmes on the TV network for five weeks leading up to the film’s release.

3  Social media were used effectively, focusing on showcasing the immersive world of The Jungle Book. For example, a promotional video on Facebook allowed users a 360° view at part of the film’s jungle.

4  Disney took advantage of its huge global presence to promote The Jungle Book. The studio’s multiple theme parks showed sneak-peak footage of the film with the director, John Favreau, giving introductions to audiences.

5  Jungle Book themed merchandise was stocked in Disney stores in theme parks and malls and specially designed Jungle Book sand sculptures were built in Disney’s Animal Kingdom park in Florida.
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Technology, social media and exchange



•  Disney’s interactive website for The Jungle Book

•  special promotions at IMAX cinemas

•  a touring virtual-reality experience and 360° Facebook video emphasising the Avatar-like world of its jungle

•  an initial trailer, teased with a seven-second clip on Instagram

•  a full-length trailer on YouTube

•  a special extended 3D trailer in select IMAX cinemas, shown in front of Star Wars: The Force Awakens screenings

•  an interactive movie poster produced for the Snapchat Discover platform.
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Audience




•  product tie-ins, which generate displays for the film in shops or restaurants or on packaging

•  merchandising such as toys, clothing, soundtracks and video games

•  theme park visits

•  premium cinema experiences, such as IMAX or Dolby Vision 3D

•  a soundtrack album

•  TV rights

•  Blu-ray and DVD releases and video streaming.
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•  The comparison between the two different versions of The Jungle Book (1967 and 2016) reveals the characteristics of Disney as a global media brand.

•  It is a conglomerate company that has the ability to produce, distribute and exhibit film texts on a global scale.

•  The company specialises in a range of films, including animation, and is considered a leader in the use of digital and special effects.

•  Disney’s success has been its adaptability to emerging digital technologies, the export of its product to global markets and the selling of its brand through horizontal integration into publications, theme parks, TV channels, merchandise, and so on.
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Practice question and sample answer: Film
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Radio

The BBC Radio 1 Breakfast Show


Significance


Political context: the BBC as a media institution
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Key provisions of BBC Radio 1



1  BBC content can be streamed via the internet, or multiple episodes of first-run series (known as ‘series stacking’) can be downloaded via BBC iPlayer Radio. For example, under the current presenter Greg James, ‘The Greg James Podcast’ with extracts from Radio 1 Breakfast is brought to the audience daily after the show and features the funniest clips and highlights from celebrity guests and music artists. This on-demand service is a free provision under the licence fee and is set up as a subscription service.

2  Programmes can be streamed on demand for a limited period after broadcast, for example, every Friday listeners to The BBC Radio 1 Breakfast Show were offered a free download of the Nixtape when Nick Grimshaw presented the show.

3  Video on BBC Online, and on other providers’ platforms on demand, is made available, for example short streamed video interviews embedded into the website of The BBC Radio 1 Breakfast Show.

4  A limited number of special events may be streamed live, and a limited amount of content is made available online only, for example on the Galleries page on the iPlayer webpage. This includes events such as Wimbledon or Children in Need.
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The aims of BBC Radio 1 broadcasting



•  high quality

•  original

•  challenging

•  innovative

•  engaging

•  nurturing of UK talent.






1  To show the most creative, highest quality and distinctive output and services. Radio 1’s daytime programmes offer a mix of music, information and entertainment and use an extensive playlist to introduce unfamiliar and innovative songs alongside more established tracks, for example the promotion of Live Lounge as a music feature.

2  To provide impartial news and information to help people understand and engage with the world around them. Speech programmes, including documentaries and social action campaigns, form an integral part of the schedule. This includes broadcast news during its daytime output that is accurate, impartial and independent. For example, The Radio 1 Breakfast Show provides (via Newsbeat) news that is aimed at its target audience.

3  To support learning for people of all ages. BBC Radio 1 contributes significantly to this purpose for its audience, primarily through its social action output, its regular advice programme, its documentaries and its vocational initiatives, for example the BBC Academy.

4  To reflect, represent and serve the diverse communities of all of the United Kingdom’s nations and regions and, in doing so, support the creative economy across the United Kingdom. BBC Radio 1 fulfils this purpose for its audience through its extensive live events schedule. This connects the station directly with its listeners and reflects the diverse range of music enjoyed around the UK, for example the BBC Big Weekend event. Interactive forums allow listeners to share experiences and discuss areas of common interest, including music.

5  To reflect the United Kingdom, its culture and values to the world. Radio 1 plays its part in this purpose primarily by offering UK audiences access to the best global musical talent and coverage of significant international music events.
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Cultural contexts



Production



•  the different responsibilities of presenters and producers

•  the preparation that goes into making each programme

•  what is most challenging and most enjoyable about working on the show

•  team dynamics

•  ways to get your first break in radio.
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Content



Playlists




•  A List: These are the songs that are played the most, around 30 times in a week.

•  B List: Music on this list gets around 15 plays per week.

•  C List: Music on this list gets around 6 plays a week.

•  BBC Introducing: This section of the playlist showcases brand new and under-the-radar artists, championed by BBC Introducing. They tend to get 6 plays in a week, but only remain on the playlist for one week.
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Running order
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Content features



•  Call or Delete – a game Grimshaw carried on from his previous show on Radio 1, where celebrity guests choose either to prank-call a contact on their phone or to delete their number altogether

•  The Nixtape – 30 minutes of party-orientated music selected by Grimshaw, before a DJ comes in to mix listener requests to close the week

•  Happy Monday – half an hour of uplifting songs on Monday mornings

•  Showquizzness – an irreverent daily quiz based around pop culture

•  Happy Hardcore FM – listeners screaming over happy hardcore beats

•  The Waking Up Song – celebrities encouraging listeners to get out of bed.
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Popular and innovative music
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Marketing


Corporate branding and promotion


Branding personality and radio idents
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Off-air marketing



1  The BBC Radio 1 Breakfast Show website hosted by BBC iPlayer Radio.


2  The BBC Radio 1 Breakfast Show Twitter feed: @R1Breakfast https://twitter.com/R1Breakfast


3  BBC Radio 1 Breakfast Show Facebook: https://en-gb.facebook.com/R1Breakfast


4  The BBC Radio 1 Breakfast Show YouTube: www.youtube.com/user/bbcradio1


5  Radio 1 Instagram: @bbcradio1 www.instagram.com/bbcradio1/
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Technology


Digital initiatives
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Media convergence




1  How technology comes together as a single source due to digitalisation of content and platforms. For example, The BBC Radio 1 Breakfast Show is listened to on DAB, through the internet, on BBC iPlayer and so on. The advantage of this is being able to listen to media on a mobile device 24/7. Such flexible time-shift consumption has aided distribution and promoted The BBC Radio 1 Breakfast Show.

2  How media institutions diversify their interests and services to reflect a changing media environment. The BBC Radio 1 Breakfast Show’s symbiotic relationship with digital broadcasting illustrates this. The show has turned to platforms other than broadcasting to reach its audience segment. Distribution via other platforms, in particular the rise of internet-based interactive technologies, enables audiences to respond to the show and exchange content across several media.

3  A convergent culture where ‘grassroots’ activity (fans) meets corporate interests, ‘blurring’ the distinction between producer and consumer. The emergence of a participatory culture is evident in the BBC’s remit for The BBC Radio 1 Breakfast Show and the young online audience that it aims to co-opt both into the show and into the values it embodies as a public service.



Media audiences
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Declining audiences?


RAJAR
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•  Media institutions rely on the production of content and service provision. The BBC operates under a public service remit to protect it from commercial pressures.

•  The BBC Radio 1 Breakfast Show under both Nick Grimshaw and current presenter Greg James provides content to its listeners that fulfils its public responsibility in the form of popular music and culture, which ultimately shapes the programme’s style.

•  The BBC Radio 1 Breakfast Show is an example of how the BBC as an institution fulfils this remit, serving the public as a non-commercial media institution.

•  The show is produced with its young audiences at heart, through the provision of impartial, high quality and distinctive output and services that inform, educate and entertain.

•  The BBC Radio 1 Breakfast Show has faced many challenges in recent years and, and as audience habits evolve, Radio 1 has sought to shift the emphasis away from solely traditional audience measurements to include digital platforms that better reflect how a young audience interacts with the show.

•  BBC Radio has coped effectively with meeting its remit despite increased competition from the commercial sector and digital change, by modifying the show’s content and style to make it distinctive in these ways:




    –  Use of the presenter’s celebrity status to appeal to the audience

    –  Appeal to a younger segment of the radio audience

    –  Adaptation to social media and use of the internet to visualise the brand to young people.
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Practice question and sample answer: Radio
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Video games

Minecraft


Game features
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Independent media production



[image: ]




[image: ]



[image: ]




[image: ]



[image: ]



Development



•  The first generation of consoles emerged, such as Microsoft Xbox. Some games had huge development budgets and cinematic graphics, for example for the Xbox 360 with high-definition video.

•  The launch of the top-selling Wii console, with which the user could control game actions with real-life movement of the controller.

•  The rise of casual PC games marketed to non-gamers and the emergence of cloud computing in video games. Online gaming and mobile games became major aspects of gaming culture.

•  PC gaming has held a large market share in Asia and Europe for decades and continues to grow due to digital distribution.

•  With the widespread consumer use of smartphones, mobile gaming has become a driving factor for games, reaching users formerly not interested in gaming or those unable to afford or support dedicated hardware such as video game consoles.
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•  It was released on multiple platforms and increased audience interactivity.

•  It was packaged as a game brand for a wider global audience and not just video gamers.
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Distribution










•  By 2012, Minecraft was available for Xbox 360 and Xbox Live.

•  In 2013, Minecraft: Pi Edition, which was meant for educational purposes for novice programmers and players, was also released.

•  In 2014, Microsoft acquired Minecraft intellectual property for $2.5 billion.

•  In 2015, Minecraft reached 30 million copies sold. To date, over 121 official versions of the game have been created and sold across a variety of formats and platforms.

•  By 2017, Minecraft was the second most successful video game of all time, behind Tetris, with over 100 million copies sold globally.
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Media takeover and merger
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Marketing
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Educational value
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Audiences
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•  Minecraft is an example of an originally independently produced video game that has grown exponentially in popularity and has since been taken over by an industry giant, Microsoft.

•  The use of game modifications and the development of Story realms have created a unique game style based on building blocks – providing creativity and gaming for users.

•  Minecraft now has a global audience and a mass market and the game is highly successful.

•  The takeover by Microsoft enabled Minecraft’s global distribution by the world’s leading technology company, providing instant and online access to the game without the need for consolebased technology.

•  Minecraft’s success since the takeover has been due to its ability to create and circulate engagement among its users – not just gaming fans but also non-traditional gamer audiences, such as apps players.

•  The story of the success of Minecraft is not solely about its game features and production. Effective distribution, marketing and merchandising of the brand have created a video game for all gamers alike and has ensured that it has become one of the most significant and popular video games in recent times.
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Practice question and sample answer: Video games
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Figure 1.1 Film poster of The Jungle Book (1967)
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Figure 1.5 OCR Media Studies Factsheet showing an episode format deconstructed
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