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Advertising vs. Propaganda

Advertising encourages your desire for consumer goods, services and ideas using
suggestive images and captions. However, the motivation to buy what is advertised
may stem from the belief promoted by what propaganda is. Through advertising,
propaganda influences you emotionally to buy certain products, services and ideas.
Advertisers use your latent desires to be rich, better looking or more popular to "direct"
your purchasing habits. Propaganda is used by advertisers to influence consumer
spending by presenting what is "desirable."

Advertising uses multimedia techniques to promote products, services and ideas
through a variety of different venues. Although mostly factually correct, advertising is
formatted to persuade its audience to try its wares. Advertising permeates our culture
in newspapers, magazines, the Internet, billboards, television and shopping malls.
Through sensational, graphic displays, advertising promises consumers that using the
products, services and ideas presented will change their lives for the better. The
exaggeration of the facts in advertising is a technique used to influence the minds of
consumers to change their spending habits and generate revenue. Hyperbole is also
used in propaganda to actively influence opinions and social mood.

Propaganda

Advertising and propaganda are both powerful media tools that are often hard to
differentiate. Propaganda is similar to advertising in that it employs the same
multimedia formats in order to spread its message. However, unlike advertising,
propaganda does not try to encourage the sale of a product, service or idea. Similar to
a sales campaign, propaganda is a visual presentation used to change public attitudes
about a particular person or subject. Propaganda that influences systems of education
has the most lasting effect.

Types of Advertising

Advertising has two main audiences: consumers and businesses. Advertisers inform
individuals and businesses what products, services and ideas are available for
purchase, their special features, price and location. Advertisers preview new products,
services and ideas through local, national and international markets. Advertising
permeates all aspects of urban industrial society and has increasingly migrated to the
Internet.

Types of Propaganda

Two of the most recognizable forms of propaganda are political and religious. Political
propaganda is especially evident at election time when opposing candidates engage in
"mud-slinging" campaigns in order to damage each other’s’ reputation and gain
influence. Propaganda is considered one of the most powerful arsenals in politics used
to influence public opinion.

Religious propaganda comes in many forms and essentially plays heavily on an
individual's emotions, encouraging her to behave in a certain way. Other forms of
propaganda include presentations that promote sexuality, racism, drugs, and
healthcare and lifestyle choices. Propaganda can be positive when it is used to
encourage a healthy lifestyle, for example. Propaganda is disseminated to or by
individuals and businesses; ethnic, religious and political organizations; and
governments at all levels. Special interest groups by the thousands spread
propaganda about their particular causes.



Dr Dre the Beats billionaire: The rise of
rap’s richest man, from Compton to a
history Apple deal

Dr Dre is, as of today, the richest man in rap. Thanks to having sold his Beats
headphones empire to Apple for an impressive $3.2 billion, he has now usurped P
Diddy as the wealthiest hip-hop artist.

In 2014, Forbes estimated that Dr Dre’s net worth was $550 million — a figure that
will have increased sizably today, although no one knows how big a stake Dre had in
the business so it’s difficult to know exactly just how much his fortunes will have

increased, but suffice to say it'll be a lot.

But how has the Compton-born musician become so very, very rich? The answer in
short is a mix of successful collaborations, teamed with a keen business and

entrepreneurial mind.

When Dre — real name Andre Young - was growing up in Compton, he contended
with gang violence and was forced to leave junior schools to study in a safer,

suburban environment.

He didn’t fare well at high school, consistently suffering from low grades, before
unsuccessfully applying to do an aviation apprenticeship. Instead, he became a local
DJ, which led him to join musical group World Class Wreckin' Cru — who became

pioneers of West Coast rap.

He had an eye for good collaborations, working with hip-hop legends Ice Cube,
2Pac, Snoop Dogg, Eminem and Blackstreet to name but a few — most of which led
to huge commercial success. He has produced a string of chart hits — including Mary
J Blige’s "Family Affair", Gwen Stefani’s "Rich Girl" and Eminem’s "My Name Is".

Royalties have never been in short supply, as you can imagine.

Although his own music has proved lucrative with a plethora of best-selling, platinum
albums, it’s his business mind that’s arguably been his biggest financial asset. In

1996, he set up his own label, Aftermath Entertainment, signing Eminem and 50



Cent. In 2001, he sold the business for an estimated $52 million to Interscope
Records.

Then came Beats by Dre, the expensive headphones company he co-founded with
Interscope chief Jimmy lovine in 2008. Its rumoured $3.2 billion sale to Apple is the

giant’s largest acquisition ever.

So, the key to hip-hop financial success is simple — a large dose of talent and
ambition, a record label boasting the world’s biggest rap stars, an eye for talent, and

a simple, yet extremely lucrative product-based business venture.



Annie Leibovitz

Annie Leibovitz was born on October 2, 1949, in Waterbury, Connecticut. While

studying painting at the San Francisco Art Institute, she took night classes in
photography, and in 1970 she began doing work for Rolling Stone magazine. She
became Rolling Stone’s chief photographer in 1973. By the time she left the
magazine, 10 years later, she had shot 142 covers. In 1983, she joined the staff at
Vanity Fair, and in 1998 she also began working regularly for Vogue. In addition to
her magazine editorial work, Leibovitz has created several award-winning advertising
campaigns.

She has also collaborated with many arts organizations, including American Ballet
Theatre, the Brooklyn Academy of Music, and the Mark Morris Dance Group, and
with Mikhail Baryshnikov. Her books include Annie Leibovitz: Photographs (1983),
Photographs: Annie Leibovitz 1970-1990 (1991), Olympic Portraits (1996), Women
(1999), American Music (2003), A Photographer’s Life: 1990—2005 (2006), Annie
Leibovitz at Work (2008), Pilgrimage (2011), and Annie Leibovitz, a limited-edition,
over-sized volume published by Taschen in 2014.

Exhibitions of her photographs have appeared at museums and galleries all over the
world, including the National Portrait Gallery and the Smithsonian American Art
Museum in Washington, D.C.; the International Center of Photography in New York;
the Brooklyn Museum; the Stedelijk Museum in Amsterdam; the Maison Européenne
de la Photographie in Paris; the National Portrait Gallery in London; and the
Hermitage Museum in St. Petersburg, Russia. Leibovitz has been designated a
Living Legend by the Library of Congress and is the recipient of many other honors,
including a Lifetime Achievement Award from the International Center of
Photography, the Centenary Medal of the Royal Photographic Society in London,
and the Wexner Prize. She has been decorated a Commandeur in the Ordre des
Arts et des Lettres by the French government. Leibovitz lives in New York with her
three children, Sarah, Susan, and Samuelle.


https://www.vanityfair.com/contributor/annie-leibovitz

GCSE ADVERTISING

Regulation

In the UK, advertising across all media is regulated by the Advertising
Standards Authority (ASA).

Introduction

When considering advertising we normally think of ads or promotions that sell things
like clothes, fragrances, or household items.

But advertising is also used by media organisations to provide information and
promote media texts like TV shows and music albums.

Other organisations that use advertising include:

Charities: to raise awareness of issues and encourage people to donate. These
adverts are often designed to shock the audience into the act of donating - they
may do this by showing disturbing images. Charities such as Barnardos or
Childline have used this technique in their advertising.

Government Departments: the Department of Health uses advertisements to
provide information to the general public on how to maintain a healthy lifestyle. An
example of this is the NHS Change4Life campaign, which encourages healthy
eating habits, or the Ministry of Defence's adverts designed to boost army
recruitment.

Event Organisers: this type of advertising encourages people to attend concerts,
sports events, or exhibitions.

Ads are normally produced by advertising agencies and they specialise in creating
adverts that can be shared on different platforms including:

Television

Radio

Cinema

Internet

Billboards

Magazines and newspapers
Leaflets and flyers

A successful advertisement will consider the brand identity of the organisation, and
in some cases, re-invent it in order to attract a new audience or bring back a
declining audience.



Advertising costs

Broadcast time slots cost advertisers different amounts: a prime-time slot during The
X Factor (ITV1, prime time, Saturday night) will be more expensive than
broadcasting in a slot during Countdown (Channel 4, afternoons, week days).

The most expensive advertising time slot is during The X Factor finals when 30
seconds costs around £200,000.

Both Asda and John Lewis have used this time slot to premiere their Christmas
campaigns

Guinness and Chanel have produced some of the most expensive adverts of all
time.

In 2007, the Guinness advert entitled Tipping Point cost £10 million.

The most expensive advert ever made was produced by Chanel, and directed by
Baz Luhrmann, for Chanel No. 5. Featuring Nicole Kidman, it was two minutes long
and cost an estimated £18 million.

The ASA act on complaints and proactively check the media to ensure there are no
advertisements that are misleading, harmful or offensive.

For example, the ASA banned an advert by Yves Saint Laurent, in the UK edition of
Elle Magazine, for the use of an unhealthily underweight model.

The advert was banned because it was believed to be irresponsible and harmful to

women's health and body image.
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The Colourful History of Comic Books
and Newspaper Cartoon Strips

The comic strip has been an essential part of the American newspaper since its first
appearance more than 125 years ago. Newspaper comics—often called the
"funnies"” or the "funny pages"—quickly became a popular form of entertainment.
Characters like Charlie Brown, Garfield, Blondie, and Dagwood became celebrities in
their own right, entertaining generations of people young and old.

Before Newspapers

Comics did exist before the strips in newspapers that may first come to mind when
you think of the medium. Satirical illustrations (often with a political bent) and
caricatures of famous people became popular in Europe in the early 1700s. Printers
sold inexpensive colour prints lampooning politicians and issues of the day, and
exhibitions of these prints were popular attractions in Great Britain and France.
British artists William Hogarth (1697-1764) and George Townshend (1724-1807)
were two pioneers of these types of comics.

The First Comics

As political caricatures and standalone illustrations became popular in early 18th-
century Europe, artists sought new ways to satisfy demand. The Swiss artist
Rodolphe Topffer is credited with creating the first multi-panel comic in 1827 and the
firstillustrated book, "The Adventures of Obadiah Oldbuck," a decade later. Each of
the book's 40 pages contained several picture panels with accompanying text
underneath. It was a big hit in Europe, and in 1842, a version was printed in the U.S.
as a newspaper supplement in New York.

As printing technology evolved and allowed publishers to print in large quantities and
sell for a nominal cost, humorous illustrations changed as well. In 1859, German
poet and artist Wilhelm Busch published caricatures in the newspaper Fliegende
Blatter. In 1865, he published a famous comic called "Max und Moritz," which
chronicled the escapades of two young boys. In the U.S, the first comic with a
regular cast of characters, "The Little Bears" created by Jimmy Swinnerton,
appeared in 1892 in the San Francisco Examiner. It was printed in colour and
appeared alongside the weather forecast.

Comics in American Politics

Comics and illustrations also played an important role in the history of the U.S. In
1754, Benjamin Franklin created the first editorial cartoon published in an American
newspaper. Franklin's cartoon was an illustration of a snake with a severed head and
the printed words "Join, or Die." The cartoon was intended to goad the different
colonies into joining what was to become the United States.



https://www.thoughtco.com/popular-german-writers-1444578
https://www.thoughtco.com/story-of-benjamin-franklin-1989852

By the mid-19th century, mass-circulation magazines became famous for their
elaborate illustrations and political cartoons. The American illustrator Thomas Nast
was known for his caricatures of politicians and satirical illustrations of contemporary
issues like slavery and corruption in New York City. Nast is also credited with
inventing the donkey and elephant symbols that represent the Democratic and
Republican parties.

"The Yellow Kid'

Although several cartoon characters appeared in American newspapers in the early
1890s, the strip "The Yellow Kid," created by Richard Outcault, is often cited as the
first true comic strip. Initially published in 1895 in New York World, the colour strip
was the first to use speech bubbles and a defined series of panels to create comic
narratives. Outcault's creation, which followed the antics of a bald, jug-eared street
urchin dressed in a yellow gown, quickly became a hit with readers.

The success of "The Yellow Kid" quickly spawned numerous imitators, including
"The Katzenjammer Kids." In 1912, the New York Evening Journal became the first
newspaper to dedicate a whole page to comic strips and single-panel cartoons.
Within a decade, long-running cartoons like "Gasoline Alley,” "Popeye," and "Little
Orphan Annie" were appearing in newspapers across the country. By the 1930s, full-
colour standalone sections dedicated to comics were common in hewspapers.

The Golden Age and Beyond

The middle part of the 20th century is considered the golden age of newspaper
comics as strips proliferated and papers flourished. Detective "Dick Tracy" debuted
in 1931; "Brenda Starr"—the first cartoon strip written by a woman—was first
published in 1940; "Peanuts" and "Beetle Bailey" each arrived in 1950. Other popular
comics include "Doonesbury” (1970), "Garfield" (1978), "Bloom County" (1980), and
"Calvin and Hobbes" (1985).

Today, strips like "Zits" (1997) and "Non Sequitur" (2000) entertain readers, as well
as ongoing classics like "Peanuts."” However, newspaper circulations have declined
precipitously since their peak in 1990, and comic sections have shrunken
considerably or disappeared altogether as a result. Thankfully, the internet has
become a vibrant alternative for cartoons, giving a platform to creations like
"Dinosaur Comics" and "xkcd" and introducing a whole new generation to the joys of
comics.



Narrative Structure- Todorov’s Theory

Traditionally, narrative structures followed a formula which was identified by the
theorist Tzvetan Todorov.

Todorov studied classic fairy tales and stories.

He discovered that narratives moved forward in a chronological order with one action
following after another. In other words, they have a clear beginning, middle and end.

Todorov also suggested that the characters in the narrative would be changed in
some way through the course of the story and that this would be evident by the
resolution.

This traditional story arc format is known as a linear narrative:

Steps What happens
1 The narrative starts with an equilibrium
2 An action or character disrupts the equilibrium
3 A quest to restore the equilibrium begins
4 The narrative continues to a climax
5 Resolution occurs and equilibrium is restored

Most episodes of Sherlock follow this traditional narrative structure.

Sherlock and Watson are relaxing at the start of the episode, then an action or
character will do something that creates a case for them to solve.

They begin their quest to find a solution and apprehend the villain.
The narrative continues until they confront the villain at the climax.

Once the disruption is resolved and the equilibrium is restored, Sherlock and Watson
can relax again.

That is until another case comes to their attention in the next episode.



Unconventional narratives

Non-linear narratives and circular narratives have a structure that is not so
straightforward.

A non-linear narrative can move backwards and forwards in time usually using a
flashback technique. This is used in the film 500 days (of Summer) which follows a
relationship but we see flashforwards and flashbacks as the story progresses.

A circular narrative may begin at the end of the story and work its way back to the
origins of the narrative. Circular narratives are often only understood clearly by the
audience at the end of a film.

The film Slumdog Millionaire has a circular narrative which starts with the main
character, Jamal, starring on Who Wants to be a Millionaire?

Over the course of the movie the narrative takes the viewer back to Jamal’s
childhood and explains how he came to appear on the show and how he knows the
correct answers



Kate Adie

Kate presents From Our Own Correspondent and makes occasional programmes for
BBC television and Radio 4.

After a BA Hons in Scandinavian Studies, Kate Adie launched her BBC career as a
station assistant at Radio Durham.

She moved to BBC Radio Bristol, where her colleagues included Michael Buerk.

Kate moved to TV news in London, where she covered stories about industrial
trouble, weather, race riots, demonstrations, disasters, politics, murder and social
unrest, sport and royals - not to mention Miss World, Crufts, pools winners downing
champagne and drama productions which had angered Mary Whitehouse.

Kate has travelled extensively during her BBC career.

She reported on a series of kidnaps in Sardinia; she was arrested in Belgrade trying
to gather material about General Tito.

She reported from the Balkans again in the early 1990s, from Russia, the United
States, Africa, and Northern Ireland.

She was with the Coalition forces as they chased Saddam Hussein's troops out of
Kuwait in 1991.

The two foreign assignments she is most often associated with are the American
bombing of the Libyan capital Tripoli in 1986 and the Chinese authorities' killing of
protestors in Tiananmen Square, Beijing, in 1989.

She was on duty in London in 1980 when the siege of the Iranian Embassy was
brought to an end by the SAS. Her commentary, which interrupted the World
Snooker Championships, was heard in millions of homes.

She served from 1989 until 2003 as the BBC's Chief News Correspondent.

Kate has served as a judge for literary prizes including the Booker, Whitbread, Costa
and Orange and as a trustee of the Imperial War Museum.

She is also involved with a number of charities and is in demand in Britain and
overseas as a public speaker.

She has written four books: her autobiography - The Kindness of Strangers, Corsets
to Camouflage, Nobody's Child and, most recently, Into Danger.



How Rupert Murdoch Became a Media
Tycoon

At the age of 22, Rupert Murdoch inherited a chain of Australian newspapers
following the death of his father in 1952. Fifteen years after taking over the family
business and following a series of acquisitions, Murdoch had amassed a portfolio of
newspapers worth more than $ 50 million.

Today, Murdoch is one of the most influential people in the media industry, with
business interests that span television broadcasting and entertainment content to
newspapers and book publishing. The two empires that he built over the last six
decades—News Corp (NWS) and Fox Corporation (FOX)—own well-established
media properties that operate in five continents including The Wall Street Journal,
Fox News, HarperCollins, and the New York Post.

According to Forbes’ 2019 list of wealthiest Americans, Rupert Murdoch and his
family rank number 24 with an estimated net worth of $ 19.1 billion. Here’s how
Murdoch turned a small family newspaper company into two separate multibillion-
dollar media conglomerates.

key Takeaways

e A native of Australia and a naturalized U.S. citizen, Rupert Murdoch began
building his media empire in 1952 when he inherited the family newspaper
company.

e Murdoch is credited for creating the modern tabloid, encouraging his
newspapers to publish human interest stories focused on controversy, crime,
and scandals.

e Murdoch’s media empire includes Fox News, Fox Sports, the Fox Network,
The Wall Street Journal, and HarperCollins.

e In March 2019, Murdoch sold the majority of 21st Century Fox’s entertainment
assets to the Walt Disney Company for $ 71.3 billion.

e Murdoch began to expand his business interest outside of Australia in 1968.
He moved to the United Kingdom and acquired several tabloids including the
News of the World and The Sun. He then moved to the United States in 1973
and once again conducted a series of acquisitions. His first purchase was the
San Antonio News, followed by the Star in 1974. Later in his career, he
bought New York magazine, the Chicago Sun-Times, and The Times of
London, which was founded in 1785.

e Harper & Row, a book publishing company, became part of the News Corp
family in 1987. News Corp acquired another book publisher, Collins, a couple
of years later. Both publishers were subsequently merged and formed
HarperCollins.



Television

In 1988, Murdoch announced that he was planning to launch a television
network in the United Kingdom. Those plans became a reality on Feb. 5,
1988, when Sky News went live. Until 1997, Sky News was the only 24-hour
news broadcasting station in Britain. Since its inception, the company

has burned through a lot of money, most of which was financed with debt from
a number of banks. In an effort to mitigate the company’s losses, Murdoch
agreed to merge Sky News with British Satellite Broadcasting to form BSkyB
in November 1990. BSkyB, now Sky UK Limited, became the largest digital
subscription television company in the United Kingdom.

Around the same time as the Sky merger, he bought a Hong Kong-based
television company called STAR TV for $ 1 billion. The station is viewed by
more than 320 million people across Asia.



Could coronavirus spell the end for
superhero movies?

From Wonder Woman to Superman, Black Widow to Black Panther, superheroes
can vanquish aliens, androids and Nazis. They’re less super in a pandemic

The coronavirus has wreaked havoc on the film industry. Like most major releases,
MCU films (Marvel Cinematic Universal) scheduled for spring and summer have
been delayed until autumn, or pushed into next year. Black Widow has been moved
from 1 May to 6 November, and the new date will mean the longest pause between
MCU releases since The Incredible Hulk (2008) was followed two years later by Iron
Man 2.

The date changes reflect the logistical challenges of showing movies at the moment.
Beyond that, though, the superhero genre feels irrelevant in a pandemic.
Superheroes have always been given oomph and whoosh, not by disease but by
war. The first huge success in the superhero genre came soon after the start of the
second world war. In one of his early adventures, Superman, the first superhero,
captured Hitler and Stalin to end the war. Other patriotic heroes such as the red-
white-and-blue-clad Captain America and Wonder Woman regularly thumped Nazis
and Japanese infiltrators on the home front.

Superhero comics in the war years could sell hundreds of thousands of copies an
issue — a level of popularity the genre didn’t see again until the post-9/11 “war on
terror”. Iron Man (2008) showed Tony Stark blasting away evil terrorists in the for
ever war in Afghanistan, while Spider-Man: Far from Home in 2019 imagined our
hero gaining control of an army of drones more powerful even than America’s own
deadly stockpile. Over the 11 years between those two films, the MCU franchise
grossed $22.5bn.

The appeal of superheroes in wartime is straightforward. They’re an empowerment
fantasy of strength, violence and victory. MCU plots can be more or less clever, but
the films rely on images of muscular men and women punching or blasting large
numbers of bad guys until the bad guys fall over, or else stand up to be punched and
blasted some more. The MCU narratives, with their incessant crossovers and team-
ups, are about powerful people banding together to thump the snot out of their
enemies. They’re popular at moments of militarism because their approach to
problems is militaristic. There are enemies out there, and you beat them with a
combination of unity and overwhelming force.

If there is heroism, it's the heroism of enduring as everyone becomes less super.
Disaster movies such as Contagion or zombie films are too eventful to capture our
apocalypse of immobility. But they get a lot closer than superhero narratives. It's
hard to imagine yourself saving the world when you can barely imagine leaving the
house to visit your loved ones.



So will the virus finally take the wind out of the cape of the superhero genre? The
answer is probably not. It's true that, even before the virus hit, there were signs that
the superhero craze might be slowing down — DC’s Birds of Prey, released earlier
this year, for example, was a financial disappointment. But US wars in Afghanistan
and the Middle East grind on, tentative peace proposals notwithstanding. And fans
certainly remain excited about forthcoming MCU sequels.

Coronavirus won’t end the MCU permanently. But the enforced pause is a reminder
that superheroes as a genre frame problems and solutions in specific ways,
responding to specific historical conditions. Iron Man can snap his fingers and
eliminate Thanos’s invading army. But there’s not a lot he can do when a poor
government response exposes the public to a dangerous pandemic. It’s fitting that
superheroes have gone silent at the moment. They were never designed to save us
from this.



Target audience

The media industry is highly competitive and all media texts are created with a target
audience in mind.

If there isn’t an audience for a media text then it won’t be successful either in getting its
message across of, if it is a commercial media text, making money for the producers.

Media producers use audience research and analysis to find out as much as possible about
their target audience and use that research to ensure their production will appeal to them.

Demographics and psychometrics
Media producers define and categorise their audience through demographic profiles.

A demographic audience profile defines groups based on things like age, gender, income,
education and occupation.
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Age and gender

Lifestyle magazines often use a gender profile to attract their audience. They may be read
by anyone — but they are specifically targeted towards a specific gender profile.

For instance, GQ is a men’s lifestyle magazine which features articles on male fashion, style
and culture. Cosmopolitan targets a female demographic with similar content based on
female interests.

Although a female reader may buy GQ, the content will be created with the male audience in
mind.

Many major magazine publishers produce press packs to attract potential advertisers. The
press pack will give details on the audience demographics of the magazine and provide the
advertisers with information about their target audience.



Press packs
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TV programmes may target an
audience through age. For example, CBBC's Newsround is aimed at younger
viewers, so it selects and presents news content in a straightforward way which
engages young people.

BBC Newsnight targets an older, adult audience and therefore presents news with
more detailed or in-depth content and analysis.

Older viewers may watch Newsround and some younger viewers may find Newsnight
content interesting — but both programmes are primarily targeted at a defined age group.

Psychometrics

Using demographics like age, gender and occupation to define or categorise an
audience doesn't always give the best results as many people don't fit in the
traditional categories.

A Psychometric Audience Profile defines an audience by how they think and by
considering their values, attitudes and lifestyle (VALS).

A psychometric method of categorisation specific to advertising was developed by
Young and Rubicam, a marketing and communications company.



Media Industries Overview

The media industry can be defined as a varied collection of organisations that share
the production, publication and distribution of media texts. Examples of media
organisations include:

BBC

Disney

News Corp

Nintendo

Marvel

The Guardian
Media texts can be used to inform, entertain, or promote ideas or products.

Audiences can consume media texts in many different formats on a range of
platforms.

‘Traditional media’ or ‘old media’ are the names given to the industries that existed
before the internet, like radio, print and television.
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Computer Magazines
Games and Comics
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Advertsemerts
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There are also emerging formats and platforms for media texts that have developed
since the rise of the internet. They are called ‘new media’ and include:

Websites
Blogs

Vlogs

Online games

Podcasts
Apps



New media is on-demand content accessed via the internet through digital devices,
such as personal computers and smartphones.

New media texts can involve interactive elements such as audience engagement
and feedback.

Technological advancement has allowed previously separate media industries to
develop media convergence.

Media convergence lets audiences use one platform to consume various types of
media texts.

For example, on a smartphone, tablet, or laptop you can listen to the radio or
download music, surf the internet, watch videos, read newspapers and magazines,
and participate in social media.

Popular social media sites like Twitter and Facebook are drivers of media
convergence as they allow audiences to post links to a variety of media texts that
they want to share.

Media industry marketing and
promotion

Media organisations market and promote media texts in various ways:

Celebrity endorsement - actor interviews on chat shows just before a film release.
Cross-media campaigns - advertising films on television, radio and the internet.

Market research of audience likes and dislikes through surveys and consumer
reviews.

Competitive strategies - X Factor is scheduled at a different time than The Voice.

Media texts such as Hollywood films or tabloid newspapers are aimed at a mass
market audience.



How Golden Globes winner Quentin
Tarantino steals from other movies

By Nathaniel Lee

Quentin Tarantino's visual references to other movies have become his
trademark.

Despite what most people think, they aren't homages. In fact, Tarantino has
said he "steals from every single movie ever made."

Tarantino's unique style is an element known as "pastiche" in postmodern
cinema.

Tarantino's understanding of the source material and his unique vision and
writing are what makes these pastiches so great.

Following is a transcript of the video.

Narrator: You don't have to be a movie buff. Maybe you don't even like movies that
much. But everyone has heard of the name Quentin Tarantino.

He is, without a doubt, one of the most celebrated directors of our time, with each of
his eight iconic works making a profound impact on the history of cinema and
inspiring generations of filmmakers with a vastly new style and approach to
filmmaking that can only be described as Tarantinoesque, which, by the way, is now
an official entry in the Oxford English Dictionary.

So, what makes the films of Quentin Tarantino so special? Many often cite his razor-
sharp dialogue. The often graphic yet stylized violence. Or his use of nonlinear
narrative structure. But what truly sets him apart from every other flmmaker is the
way in which he steals from other movies. And that's not just a figure of speech.

In a 1994 interview with Empire magazine, Tarantino said, "l steal from every single
movie ever made." Tarantino's visual references to movies have become his
trademark. Some of these references are merely hinted at. While others are almost
identical replications. For this reason, he's been the center of controversy for many
years.

For example, in 1997, his debut film, "Reservoir Dogs," was under heavy scrutiny
after a critic accused Tarantino of plagiarizing the 1987 Hong Kong crime film "City
on Fire." The final 20 minutes of "City on Fire" are essentially identical to the plot of
"Reservoir Dogs," and there are shots and moments scattered throughout that
directly resemble each other, including this famous Mexican-standoff sequence.



But it's not just in this film. Almost all of Tarantino's eight films have a main source of
inspiration. For "Jackie Brown," it was the 1974 film "Foxy Brown." For "Kill Bill," the
1973 Japanese film "Lady Snowblood." And his "Inglourious Basterds" is, in a lot of
ways, similar to the 1967 war film "The Dirty Dozen."

And on top of that, each film has more visual references to at least another dozen
movies. Many consider these similarities homages, a practice as long as the history
of cinema itself, a way for Tarantino to pay respect to the movies he loves. But
Tarantino explicitly denies this. In the same interview, he goes on to say: "Great
artists steal. They don't do homages." It's a quote that closely resembles words
attributed to another famous artist: Pablo Picasso, who's often quoted as having
said: "Good artists copy. Great artists steal.”

To understand why and how Tarantino steals, it's important to understand his
background. Tarantino's career in film didn't start in a classroom or even on a movie
set, but a video store, where he worked as a clerk and gained a reputation for his
almost encyclopedic knowledge of cinema. In other words, Tarantino was never
taught how to make a film. Instead, he learned how to make films by watching them,
which makes it natural that imitation became his main source of inspiration and style.

In fact, if you take a look at most of Tarantino's screenplays, they begin with a list of
filmmakers whom the stories were inspired by and dedicated to. | think the reason
Tarantino is so proud to admit that he is stealing is that he accomplishes something
with it that no other filmmaker is quite capable of: creating something new. And as
paradoxical as it may sound, Tarantino's movies have a sense of originality to them,
despite their many sources of inspiration. This is why Tarantino is often hailed as
one of the quintessential filmmakers of postmodernism.

Postmodernism in film describes an era when filmmakers began questioning the
ways mainstream movies are made and told and began making movies that went
directly against it. One of the central tenets of postmodernism is the idea that nothing
is new in art — everything is recycled and reused over and over again.

Tarantino's pastiche works so well for two reasons. One is his understanding of the
subject he's stealing from. More often than not, homages in movies are a shallow
and vain attempt at imitating an iconic moment, and they rarely serve a purpose. But
Tarantino's references are often seamless and easy to miss because they enhance
the scenes and the genre he experiments with. And if you take a look at Tarantino's
career, each of his eight films is a tribute to a specific genre and movement in
cinema. "Reservoir Dogs" is a pastiche of the gritty Hong Kong crime films, and
"Pulp Fiction" is based on the unconventional French New Wave movement. "Jackie
Brown" bases itself off the '70s' controversial blaxploitation films, while "Kill Bill" is
reminiscent of the classical Japanese samurai and Chinese kung fu movies. "Death
Proof" pays tribute to low-budget exploitation movies, while "Inglourious Basterds"
references World War Il cinema. And his two most recent films, "Django Unchained"
and "The Hateful Eight," are modern takes of the Italian spaghetti Westerns.
Tarantino seamlessly blends all these genres and inspirations through his unique
vision and writing. This is where his razor-sharp dialogue comes in.



	Yr 10 Media AR booklet.pdf
	Yr10 Media Reading Tasks front cover.pdf
	Media Reading Booklet 2020- Contents Page.pdf

	1. Advertising vs Propaganda Article.pdf
	Yr 10 Media AR booklet.pdf�
	Yr 10 AR Media.pdf�
	2. Dr Dre the Beats billionaire The rise of rap’s richest man Article (1).pdf
	3. Annie Leibovitz Article.pdf
	4. GCSE ADVERTISING.pdf
	5. The Colourful History of Comic Books Article.pdf
	6. Narrative Structure- Todorov's Theory Article.pdf
	7. British Journalist-Kate Adie Article.pdf
	8. How Rupert Murdoch Became a Media Tycoon Article.pdf
	9. Could coronavirus spell the end for superhero movies.pdf
	10. Target audience.pdf
	11. Media Industries Overview Article (2).pdf
	12. How Golden Globes winner Quentin Tarantino steals from other movies- Articles.pdf



