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CRITICAL  THEORY  &
THE	THEORETICAL  FRAMEWORK

.. TASK 1

	MEDIA LANGUAGE
	MEDIA REPRESENTATIONS

	MEDIAAUDIENCES
	MEDIA INDUSTRIES



Match the theorists to the correct framework area


	1)	Barthes
SEMIOTICS
	2) Strauss
STRUCTURALISM
	3) Gauntlett
IDENTITY
	4) Butler GENDER PERFORrvlA TIVITY
	5) Hooks INTERSECTION- ALIITY

	6) Gerbner
CULTIVATION
	7) Gilroy ETHNIICITY & POST- COLONIAL
	8) Todorov
NARRATOLOGY
	9) Neale
GENRE
	10) Hall
RECEPTION

	11) Baudrillard
	12) Hesmond-
	13) Curran &
	14) Van Zoonen
	15) Livingstone &

	POST-MODERNISM
	halgh
	Seaton
	FEMINIST
	Lunt

	
	CULTURAL
	POWER & MEDIA
	
	REGULATION

	
	INDUSTRIES
	
	
	

	16) Shirky THE END OF AUDIENCE
	17) Jenkins
FANDOM
	18) Bandura
MEDIA EFFECTS
	19) Hall
REPRESENTATION
•
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SEPHORA:  SEMIOTICS  RECAP
Signs can be verbal or non-verbal; they can be made up of visual symbols, images, sounds, acts of behaviour and so on.

Different signs have different meanings, often more than one. Importantly, these meanings might not be the real or original meaning of the sign but a meaning that has been attached to the sign over time in order to communicate specific ideas or values.
These connotations (myths) are used to reinforce the ideology of the dominant group in society. This is called maintaining the social status quo.

In media products, the use of signs and signified meanings help to construct representations, stereotypes and support ideology.
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KNOWLEDGE CHECK

1) What techniques did the filmmaker use to encode the campaign's playfulness and inclusivity?

2) What is the narrative of the Sephora advert?

3) Comment on the use of interior settings.
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SEMl·OTIC ANALYSIS
KEY IDEAS:
D Non-binary and fluid representations of gender are celebrated
D Many of the mainstream beauty trends and products have their roots in Black beauty culture and that innovation should be celebrated by everyone.
D It fits the YouTube/Make-up Vlogger aesthetic.
D This representation will be instantly relateable to their target audience.
D The range of representations of 'femininity' stresses its constructed character, but also the problematic nature of it
D The Sephora advert "Black Beauty Is Beauty" features images of black people in the past and present, as well as highlighting products that black people invented.
D The brand's online advert could reassure someone who is questioning their identity and worried about how they will be received by others.
CONNOTATIONS
IDEAS
DRESS CODES
NON-VERBAL CODES SETTING
LINKTO ACADEMIC

NON-VERBAL CODES GENRE/ INTERTEXTUALITY







DRESS CODES
NON-VERBAL CODES NARRATIVE
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SEPHORA:  CRITICAL  THEORY
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David Gauntlett (2002) believed media texts were a "reflection of changing attitudes" and they were "actively disseminating modern values". The "Black beauty is beauty" campaign is certainly reinforcing his point because the brand is supporting its target audience's desire for change by positioning itself as the champion of diversity.
The sociologist also suggested media representCltions could help people construct a meaningful story of self-identity. Positive representation of Black beauty and culture could empower the target audience and promote self-confidence.



[image: ]Instead of being fixed or natural forms, Judith Butler {1990) argued gender identities were constructions which give us a framework to view ourselves and our bodies. Their concept of gender performativity refers to the ways society, including the media, forces people to conform to a particular set of gender roles and values. However, these "illusions of identity" were being subverted and displaced by representations, such as drag, which demonstrated gender was actually a "stylized repetition of acts" we all perforni.

Stuart Hall (1981) also criticised the "deep ambivalence" encoded in representations of race which were supposed to be positive. By emphasising the immense influence of Black culture on the beauty industry, Sephora's advertisement draws attention to the racial bias in society which has often excluded positive representations of Black beauty from the mainstream narrative. The call to action at the end makes it clear the audience should be "supporting and celebrating Black beauty".
[image: ]

ADVERTISING  EXAM  PRACTICE
[image: ]•
POSSIBLE EXAM QUESTIONS:
1) Why do advertisers use positive and negative stereotypes to convey their messages to the consumer?

2) How do representations of gender reflect their social and cultural context?

3) Evaluate the usefulness of Judith Butler's theories about gender performativity in understanding the CSP.

4) Evaluate the usefulness of Barthes' theories about semiotics in understanding the CSP.



SEPHORA:
CONTEXT-AND IDEOLOGIES
[image: ]
INFO FO.R
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TASKS,
The project saw Black creators collaborate from inception to production and launch. Helmed by senior vice-president and executive creative director Shannon Washington, RIGA was responsible for the creative vision and execution, while Black artists and stylists
came together to bring the signature looks to life.
The spot was directed by filmmaker Garrett Bradley, who Washington says was the ideal fit for the production. "There is a level of care with Garrett's work ... from her Naomi Osaka documentary series to her Oscar-nominated film Time. And after our first conversation, it was clear that she understood the multiple layers in this work- this visual thesis that we wanted to bring to the world," she says. "This isn't a typical anthem film or a spot- it's a journey through ingenuity, subculture and celebration. And it needed to be treated with a particular level of care and thought, so Garrett was perfect. And she's just so cool! As a Black woman, I'm always happy when I can create a space for Black creatives in the commercial realm that don't require a sacrifice of their aesthetic or values, so I'm happy and honored that her commercial debut is with this work."
Following today's release of 'Black Beauty is Beauty', Sephora will kick off a multichannel brand marketing campaign spotlighting individual Black-owned beauty brands across categories including skincare, hair products, make-up and fragrance. The campaign, which will run through November of this year, will include broadcast television spots, digital and paid advertising efforts and influencer partnerships - all meant to amplify Black voices and the impact of Black culture on beauty.
The values and ideologies on display here are a blend, again, of the mainstream/traditional and the radical. On the one hand the consumerism and status displays are part of capitalism (as you would expect from the beauty business) but the gender, sexuality and race displays are much more radical.
In one scene, three drag queens are in a dressing room beating their faces - a makeup style consisting of dramatic contouring, cut crease eyeshadow and charismatic glows. The Sephora advertisement is celebrating the influence of drag culture on mainstream beauty trends, but also recognising gender identities are not limited to the traditional binary definitions.



•
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MAYBELLIN E:
CONTEXT AND IDEOLOGIES

1/2
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The project saw Black creators collaborate from inception to production and launch. Helmed by senior vice-president and executive creative director Shannon Washington, RIGA was responsible for the creative vision and execution, while Black artists and stylists came together to bring the signature looks to life:
The spot was directed by filmmaker Garrett Bradley, who Washington says was the ideal fit for the production. "There is a level of care with Garrett's work ... from her Naomi Osaka documentary series to her Oscar-nominated film Time. And after our first conversation, it was clear that she understood the multiple layers in this work- this visual thesis that we wanted to bring to the world," she says. "This isn't a typical anthem film or a spot- it's a journey through ingenuity, subculture and celebration. And it needed to be treated with a particular level of care and thought, so Garrett was perfect. And she's just so cool! As a Black woman, I'm always happy when I can create a space for Black creatives in the commercial realm that don't require a sacrifice of their aesthetic or values, so I'm happy and honored that her commercial debut is with this work."
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MAYBELLIN E:
CONTEXT AND IDEOLOGIES
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TASK 5
Following today's release of 'Black Beauty is Beauty', Sephora will kick off a multichannel brand marketing campaign spotlighting individual Black-owned beauty brands across categories including skincare, hair products, make-up and fragrance. The campaign, which will run through November of this year, will include broadcast television spots, digital and paid advertising efforts and influencer partnerships - all meant to amplify Black voices and the impact of Black culture on beauty.




[image: ]The values and ideologies on display here are a blend, again, of the mainstream/traditional and the radical. On the one hand the consumerism and status displays are part of capitalism (as you would expect from the beauty business) but the gender, sexuality and race displays are much more radical.


[image: ]This advert is aimed at young, white women. I repeat. It is aimed at young, white women. There aren't enough men glamming-up to make financial sense and black women only make up 12% of the population (hispanics are 16% if you were wondering). So why choose Manny and Shyla? To be blunt Manny is the gay best friend trope. And Shyla is the sassy black friend trope. Both have existed to allow progressive signalling in media products for decades (usually in media products which place a white, heterosexual person at the centre of the narrative). What you can see in the Maybelline advert is the lack of a white (Manny is HispanLc btw), hetero female. This allows the viewer to insert herself into the empty space. In her, subconscious, projection, she has these people as friends.
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MAYBELLINE:  CRITICAL  THEORY
[image: ][image: ]


In his investigation into the fluidity of identity, David Gauntlett (2008) noted how the representation of gender in the media was beginning to break down the old binary definitions and was now offering a more diverse range of identities.
Women, who were simply stereotyped as housewives and passive in the past,
were now represented as empowered and assertive. Instead of the physical and combative masculine identity, men could now be seen as sensitive and introspective without any ridicule.


If the media does help us construct our identity, this representation delivers a broader definition of masculinity. The bellhop's transformation from the stale-grey worker into the dazzling-gold thief also shows that all men could benefit from this product. As Judith Butler (1999) argued, gender is performative so this text might help the audience to rethink their views on masculinity.
However, it could be argued that Shayla reinforces traditional feminine codes. For example, her sparking black dress is a confident celebration of femininity.


The Cinderella story is part of a powerful cultural myth. The elements that lead you to think about it, like the chimes and elements of the narrative, are mythemes. The advert builds meaning out of this and turns Manny and Shayla into a combination of Cinderella (who will go to the ball) and fairy godmothers (who will help the bel boy, and the viewer, find their Prince Charming). Mythemes help to build meaning in poems, books, plays, art, film, T.V. shows, adverts and games.

ADVERTISING  EXAM PRACTICE
[image: ][image: ]

TASKS
POSSIBLE EXAM QUESTIONS:
1) Explore how representations of gender have been constructed in the CSP.

2) How do representations of gender reflect their social and cultural context?

3) Evaluate the usefulness of Judith Butler's theories about gender performativity in understanding the CSP.

4) Evaluate the usefulness of Barthes' theories about semiotics in understanding the CSP.


•
•
•
•
•
•
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INFO FOR TASK 5

OLD	SPICE:
[image: ]CONTEXT AND IDEOLOGIES




SOCIAL CONTEXT: Adverts socialise us into understanding behaviour such as masculinity
SOCIAL CONTEXT: The adverts reflects the ideology that consumption of commodities makes us better versions of ourselves.
CULTURAL CONTEXT: This advert reflects white supremacist culture with Afro-American and Caribbean culture as exotic and a playground for western culture to participate and enjoy.
CULTURAL CONTEXT: The advert's representation of masculinity reinforces ethnic stereotypes about hyper-sexualised black men in the media.
CULTURAL CONTEXT: The advert reflects the consumerist trend of tourism.
The 'Smell Like a Man' (2010) campaign can be seen to reinforce patriarchal ideology. The use of Isiah Mustafa to promote the product, slogan and the actual product itself all reinforce masculinity and the ideological dominance of men in society.
The advert draws on common patriarchal stereotypes, using them not only to appeal to the target audience, but also to reinforce ideological assumptions about out lifestyle in relation to our appearance to others, and importantly about consumerism and individualism.
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CONTEXTS RECAP
1/2





Context	What it means or refers to	Examples you must find in your
products

[image: ]How media products reflect	•
historical issues and events, e.g. through the specific era or time period in which a product is set or an era, time period or historical event that the product refers to.•




The business and financial system	• in which media producers operate.
How media products reflect their economic context through production, financial and
technological opportunities and	•
constraints. This may include the
impact of production budgets on media products, differences between production budgets for different producers, and sources of funding.

How media products studied are influenced by historical contexts through intertextual references.
How media products studied can act as a means of reflecting historical issues and events.
How media products reflect their economic contexts
· through production, financial and technological opportunities and constraints.
How media products differ in institutional backgrounds and use of media language to reach different audiences.










•
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CONTEXTS RECAP
2/2



Context	What it means or refers to	Examples you must find in your
products


· [image: ]The beliefs, meanings and	• practices that guide the shared behavior of individuals of a group
of people within the same society. This includes the attitudes, values,	• habits, customs and traditions.
· It also includes the cultural products created by that society at
any given time. These will reflect	• the time in which they are
produced and help understanding of the ways in which they were made and the values and beliefs that were in place at the time of production.

· The relationship between media	•
producers and the society within which they operate, including the social make-up of producers and audiences.	••I

· The way in which media products
reflect and construct social attitudes, and portray social changes, conflicts, anxieties and inequalities including the influence of changes in gender roles, of gender, racial and ethnic inequalities, and social attitudes to sexualities.

How media products studied are influenced by cultural contexts through intertextual references.
How media products studied can act as a means of reflecting cultural issues and events.
How media products can reflect and construct cultural attitudes towards wider issues and beliefs.





How media products studied are influenced by social contexts through intertextual references.
How media products studied can act as a means of reflecting social issues and events



· 
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VIEWPOINTS AND IDEOLOGIES
[image: ]
General viewpoints that relate to the study of media products and contexts.
TASK: Identify which context(s) you think each viewpoint could relate to.

	Viewpoint
	Meaning/key ideas
	Contexts that it can
relate to

	An economic and political system in which a
	

	Capitalism
	country's trade and industry are controlled by private owners for profit, rather than by the state
	

	
Populism
	A political approach that strives to appeal to ordinary peopie who feeI that their concerns are disregarded by established elite groups.
	

	The promotion of the interests of consumers and

	Consumerism
	the preoccupation of society with the acquisition of

	
	consumer goods
	

	
GIobalisation
	The processes by which businesses or other organisations develop international influence or start operating on an international scale
	

	
Patriarchy
	A system of society or government in which men
hold the power and positions of social, political and

	
	economic privilege in comparison to women
	

	
Feminism
	The advocacy of women's rights on the grounds of the equality between men and women across all aspects of life
	

	Definitions for these terms are from GooQle dictionary and Wikipedia



CHALLENGE: Add add;tional viewpoints here

	Viewpoint
	Meaning/key ideas
	Contexts that it can relate to

	
	
	

	
	
	•
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VIEWPOINTS AND IDEOLOGIES

TASK 6

General viewpoints that relate to the study of media products and contexts.
TASK: Identify which context(s) you think each viewpoint could relate to.


	Viewpoint
	Meaning/key ideas
	Contexts that it can
relate to

	
Individualism
	A social theory favouring freedom of action for
Iindividuals over collective or state control
I
	

	
	

	
Self-managerialism
	Approaches of self discipline that require us to manage ourselves, in particular our health and physical appearance, in a disciplined way
	

	
Neoliberalism
	Neoliberalism is a model of free market capitalism
	

	
	that favors greatly reduced government spending, I
deregulation, globalisation, free trade, and
, privatisation.	r ' I

	
	
	

	
Imperialism
	Extending a country's power and influence through colonization, use of military force, or other means such as through media production.
	

	Definitions for these terms are from Gooc:ile dictionarv and Wikioedia




CHALLENGE: Add additional viewpoints here


	Viewpoint
	Meaning/key ideas
	Contexts that it can relate to

	
	
	

	
	
	

	
	
	•


















TASK 7

GHOST TOWN: MEDIA CONTEXTS
[image: ]




KNOWLEDGE CHECK:
Identify the CONTEXTS for each of analysis points.
CULTURALSOCIAL





POLITICAL

CONTEXT

CONTEXT

CONTEXT


HISTORICAL

CONTEXT
The Specials are not only providing a soundtrack for the disenfranchised youth, but feeling the pain being felt by millions of people nationwide
"Ghost Town" is an important commentary on social injustice in the ear1y 1980s, especially the tremendous dissatisfaction many young people felt towards politicians and their economic policies.



The song was inspired by the Brixton and Bristol riots, so the sounds become a signifier of social unrest and police brutality, especially the implementation of stop-and-search powers which disproportionately targeted young black men.





Named single of the year by various magazines, such as NME and Melody Maker, its message obviously resonated with the young people who bought the record and sang along with the lyrics.

Shops are shuttered and factories are closed. This represents the social collapse caused by the decline of car manufacturers and other industries in the UK. There is ne more "boomtown" because there is "no job to be found in this country''.

[image: ]


GHOST TOWN: CONTEXTS & IDEOLOGIES
[image: ]

EXAM RESPONSE:

G,ilroy offers ti perspective ovi 131tick cv1ltv1r til i viflv1evice ovi 0lolotiI Vi'1editil
( especitilly Vi'1vtsic) witvl ref erevice to tvie dov1lole-covisciov1sviess experieviced loy tviose ivivolved loectiv1se of tvie Vi'1vtlti-vititiovitill (tilvid Vi'1vtltifticeted) c\lJtirticter of 131tick idevitity. G,\IJost Towvi (G,T) offers socitil retilis\li'1 tilvid workivit3 cltiss distidVtivittit3e ivi ti riot tilV1Xiov1s 13rittiivi ivi t\;Je etilrly Bos covijv1rnd for v1s loy ti t\;Jtit \;Jetildy Vi'1iX of Skti tivid -Pvtvik, 2.tovie. lootvi texts offer evidevice of 0eviv1ivie ivitet3rtitiovi t\;Jov1t3\IJ vio-t viecesstirily e vttillly covivivicivit3. Ivi G,T, t\;Jere is ti tevisiovi w\lJic\;J is ptirtly rncitil to w\tiic\ti t\tie lotivid's solidtiri-ty, predictited ovi socitill cltilSS tivid ret3iovitill idevitity (tviese looys tire fro\li'1 Govevitry) offers til rnspovi se loectiv1se it is loeyovid t\tieir covitrol tilvid tviey tilre evitirely tiwtilre of it. It	spetiks of ti distildVtiV1ttilt3e Visited \li'1ore \tietivily ovi tvieir 131tick Vi'1e\li'1loers, w\tio pltiy ovi t\tiese stereotypes ivi t\tie video.
T\tie 1:?ltilck A-t-ltilvi-tic covicept - t\;Je Vi'1iXivit3 of differevit idevitities -to cretite view Vi'1etilviivit3s - ctivi loe Vtilid ivi tvie tivitilysis of w\tiet\tier t\tiese ele\li'1evits of 131tick rnltv1rtil expressiovi/ \tierittit3e tire tilCCo\li'1Vi'1odtited, tiSSiVi'1iltited or tippropritil-ted. Ivi G,T t\tiese iviflv1evices tire direct prodv1cts of t\tie Wividrv1s\t1 0eviertitiovi tilVld tretited wit\ti respect, tiviot\tier poli-tictil ti vid cv1ltv1rtil issv1e.
T\tie tirtistic expressiovi of t\tie loltilck experievice ivi t\tiis video is loot\ti restless tivid Vitti! kiv1t ever tippropritilted tivid lotisttirdised. T\tie rnltv1rnl i viviovtitiovi seevi ivi t\tiis Vi'1vtsic video recltii\li'1s t\tie 1:?ltilck Atltivi-tic tis ti syVi'1loolic tict of rndeVi'1ptiovi tilVld rnprotilCV1.
[image: ]; tfsK: t
SKILLS CHECK:
1) What examples from the music video could be added to this response?	•

2) Identify (and highlight) links to social and cultural contexts



QUICK WRITING PRACTICE',1;.TASK:,15:,'
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Analyse how representations constructed reflect the social context in which they are produced.

· Analyse the representations constructed through the use of positive and negative stereotypes

· Make judgements and reach conclusions about the influence of social contexts on representations

USE THE WRITING FRAMEWORK TO STRUCTURE YOUR RESPONSE
The represeviti:::1tiovis covistrncted, espe,cii:::1lly tviose to do witvi 0evider i:::1vid 0evider roles, ci:::1vi kie seevi to reflect
tvie socii:::11 covitext ivi wviicvi it wi:::1s prod&1ced.
The prod&1Ct reiviforces/cvii:::1llevi0es/&1viderW\ivies CDW\W\ovi stereotypes to do witvi etviviicity/ 0evider i:::1vid socii:::11 vi:::1lv1es S&1CV1 i:::1s...
The represeviti:::1tiovis ci:::1vi kie seevi i:::1s... (covivevitiovii:::1I/Mvicovivevitiovii:::1l/c0Mvitertypici:::1l/stereotypici:::1I) kieci:::1Mse... The tri:::1ditiovii:::1I stereotype is for...
Th is represeviti:::1tiovi represevits cvii:::1vi0es to  socii:::11 i:::1ttit&1des i:::1vid kievii:::1vi oMr i:::1s...

Tvie covicept of pi:::1trii:::1rcviy i:::1s i:::1 socii:::11 strnct&1re, ivi wviicvi W\evi i:::1re socii:::1lly privilBi:)ed i:::1vid dornivii:::1vit ivi socii:::11 i:::1vid pMkilic positiovis, is (cvii:::1llevi0ed/reiviforced) viere wviicvi SM':)t:)ests tvii:::1t idei:::1s i:::1ki0Mt rni:::1scMliviity/fe,rniviiviity...
[image: ]Socii:::11 W\oVernevits sv1cvi i:::1s fernivii SW\ (vii:::1s/vii:::1s viot) iviflMeviced tvie represeviti:::1tiovi covistrncted.








+lowever, i:::1ltV10Mt:)Vl tvie....... SM':)':)ests 0evider roles vii:::1ve kieevi s&1kiverted, it co&1ld kie i:::1r0Med tvii:::1t it i:::1lso reiviforces trt:1ditiovit:1I 0evider stereotypes. for el<i:::lrnple...




This prodMct, its selectiovi of represevitt:1tiovis t:1rt:)Mt:1kily reflect ci:::1pitt:1list ideolo0ies u1vid tvie socii:::11 vu11Mes of...




We t:1re offered"' positive stereotype, ivi tvit:lt tvie represevitt:ltiovi of...

13&1t tvie t:1Mdievices' iviterprett:1tiovi of tvie represeVJtt:1tiovis will depeVJd ovi tvieir socit:11 deW\00rnpviic t:1vid persoVJt:11
[image: ][image: ]expe,rievice. IVJdividMals or social t:)rDMps wvio t:1re.... Will respoVJd to tvie W\esst:10es eVJcod kiy tvie represeVJtt:1tioVJsdiff ereVJtly.



MAKING JUDGEMENTS, DRAWING CONCLUSIONS
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TASK 16
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Read through the following statements - each provides a judgement or conclusion that could be applied to the representations in the media products we've evaluated today.
Tick which statement you feel is most relevant for each of the products- try to identify an example from each product to support/challenge the conclusion in the statement.

	Statement
	Tick which one you feel is most relevant

	Some media products construct specific representations to offer an alternative viewpoint that runs counter to mainstream media and can be seen to question dominant ideology and the dominant group.
	

	The political bi as of the owner and producer of a product can affect the representations constructed
	

	Representations in the media can provide a platform for social issues that are of national and global importance.
	

	Although the producer ofthe media product will aim to construct a preferred meaning to persuade the audience, not all responses to the representations constructed in a media product will be the same.
	

	The representations constructed and the choices made about how to represent events, issues, social groups and individuals in media products are influenced by the meaning and message that the producer wants to express.
	

	Certain representations can help to amplify and highlight social issues and anxieties.
	

	A media product must be made to appeal to its target audience. In ding so, the producer makes choices about which social groups and individuals to include, and how to present
them, and which social groups and individuals notto include.	•
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