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Targeting audiences

CHAPTER

 4
NCEA Level 2 Media Studies material in this chapter helps you to meet the requirements 
for Achievement Standard 91248 (Media Studies 2.1) ‘Demonstrate understanding of the 
relationship between a media product and its audience’, through:
• discussing the appeal factors used by radio and television
• looking at the emergence of new technology
• applying ‘Uses and Gratifi cations theory’ to appeal factors
• applying the audience/product loop.

Targeting a media audience
Once you know who your audience is, a signifi cant factor in the relationship between 
any media product and its audience then becomes the ways in which that audience is 
targeted. It is important that you are appealing to your audience in some way. This will 
depend on the purpose of the text, but those consuming the media text need to feel 
connected with it – either because it is relevant, useful, entertaining, or because it meets a 
need at a particular moment.

There are a variety of ways of appealing to an audience.

• Content – this is key to the relationship. Decisions will be made about what makes 
up a media product based on what the likes, dislikes, needs and wants of audiences 
are. For a radio station this might be the types of presenter, music or features; for a 
TV show it might be the characters chosen, the storylines, the setting or the overall 
premise; for a video game, it might be the initial set up.

• Production and/or distribution elements – as technology is changing, so too are how 
production and distribution elements are appealing to audiences. For example, the 
move towards interactive elements within reality television, the role of websites and 
apps in radio, the freedom to watch television programmes or fi lms where and when 
you want, the ability to download music on your terms – all of these are infl uenced by 
what media producers think audiences want and need from that media product.

• Layout/style/design – the overall look of a media product will be thoroughly 
researched in terms of what will be most effective for audiences. For example, in 
magazines the use of particular fonts, colours, patterns to appeal to different groups 
or age ranges. The features of the audience may help determine the style or design of 
a product – e.g. a current affairs show targeted at a youth audience will be different 
from a show for an older audience.

• Incentives, promotions, specifi c campaigns and marketing/advertising/publicity 
techniques. As for content, knowing who your audience is allows a media producer to 
offer prizes or target special groups.

 Activity 4A: Target audiences Ans p. 313

1. Who do you think the target audience might be for the following media texts? What 
makes you think this?

 a. One News 6 p.m.
 b. Taylor Swift’s album 1989.
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 c. Shortland Street.
 d. Grand Theft Auto.
2. Think about the following groups of people. Do you think there are media texts that 

are specially targeted for them? Name some texts that might appeal to them.
 a. People aged over 50 years.
 b. People who are interested in current affairs.
 c. Males aged between 15–30 years.
 d. Females aged between 25–40 years.
3. Imagine you get the chance to make a media product for your friends. Think about 

what you would make. What decisions would you make based on what they like? 
What decisions would you make based on what they dislike?

Appealing to target audiences – radio
As mentioned, the New Zealand radio industry is very competitive. As many radio stations 
as there are though, they aren’t all competing directly for the same audiences. Whereas 
free-to-air television tends to aim for the widest audiences during prime time, radio is 
more niche-driven. Each radio station wants as big a potential share of the market as it 
can get but there are signifi cant differences in the target audiences in the radio industry.

 

The Edge radio station
The Edge radio station is one of the most popular radio stations in New Zealand. It defi nes 
its target audience as the following:

• 18–34 year olds, with a female skew
• lead busy lifestyles
• like to hang out with friends and enjoy a laugh
• are early adopters and media savvy
• are brand conscious and spend most of what they earn.
These features are crucial in the decisions The Edge makes about not only the content 
of the radio station but also the format and structure of a show – such as the morning 
breakfast show, the distribution and the marketing of the station and its programmes.
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By comparison:

• The Rock describes its typical listener as predominately male, 25–44, into DIY, Big 
Boys Toys, sports, hanging out with mates over a beer or two

• The Breeze considers its listeners are opinionated, like the fi ner things in life, and are 
intelligent.

Following are some of the ways that The Edge targets its audience and the form and 
content of its radio shows.

Content
Thinking about the audience identifi ed for The Edge, we can see that the content of The 
Edge is going to be tailored towards what this audience enjoys or wants. Would you stay 
listening to a radio station that didn’t play the music you were interested in or had content 
you didn’t want to hear?

One way a radio station like The Edge is going to appeal to its audience is through its 
choice of presenters. It will use people who might be of the same demographic (e.g. age 
or gender) as the target audience or who share similar characteristics, beliefs or values.

The Edge’s fl agship programme is (as with most radio stations) the breakfast show, which 
plays from 6 a.m. to 10 a.m. each weekday morning. This is radio’s peak time when 
the most listeners are expected – listening to the radio on the way to work or school, or 
getting ready to leave the house.
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On the breakfast show The Edge used Jay-Jay, Dom and Mike – they had been hosting this 
show successfully for many years. (Mike was replaced by Randell late in 2015.) While all 
three are possibly at the upper end of the demographic age-wise, over time they have built 
relationships with the audience. The breakfast show consists of music, segments which 
feature anecdotes, challenges, opinions and audience feedback in which the three hosts 
connect with those listening. There are also regular news, traffi c and weather reports.

Much of the appeal of these presenters is that they put themselves into positions where 
they may have to do something challenging or silly. For example, in the ‘Whose the 
crapper rapper?’ segment, Jay-Jay has to pretend to be Eminem by having a go at covering 
his song. She describes it as ‘the worst thing I have done on the show’. Meanwhile, Dom 
performs a parody of Kelly Clarkson’s Heartbreak Song. These are typical of what the 
presenters do – they put themselves into situations where the audience is encouraged 
to laugh, sympathise or connect with the presenters, in much the same way that people 
would with friends.

Every aspect of the content of the show is deliberately chosen to interest the target 
audience. Another feature of the breakfast show is the Daily Three – three news stories 
the hosts think will appeal to the audience. One day it began with a discussion around 
whether ‘exercise is dangerous’ – and a link to a viral video of gym injuries resulting 
from exercises that have gone wrong. This was also linked to their Facebook page where 
responses from the audience could be included as part of the show. Then came the news 
that the South Island was to fi nally get supplies of Lewis Road Creamery’s chocolate milk. 
This then led to a discussion around chocolate milk and then fi nally a link to ‘Walk to 
work day’. The presenters use topical stories, many of which have been accessed from 
what appears in their social media networks, as a starting point for various discussions 
and challenges involving the listening audience. For ‘Walk to work day’ the presenters 
discussed who amongst them was a ‘walker’. Jay-Jay wasn’t, and then this inspired Dom 
to challenge her to walk back in to work later in the afternoon.

This then led to a question to the audience: ‘If you had to walk to work how long would it 
take you?’

‘We are letting you know that it is Walk to Work Week’ – this prompts a discussion 
featuring feedback from the audience – Finn rings in who travels 80 km each way to work. 
Mark says 6 hours to walk. Josh says over a day. This ‘Walk to Work Week’ conversation 
is repeated throughout the broadcast and the item runs through the breakfast show. This 
repetition of material is quite important, as the nature of radio means audience members 
‘dip in and out’, unlike a television programme where they will typically watch a show 
from beginning to end.

Throughout the programme the presenters share information about themselves – what 
they do outside of work, their preferences, likes, dislikes, what annoys them, what they 
fi nd funny. Listeners are encouraged to share their experiences as well. This has extended 
beyond the radio show where the hosts have themselves shared aspects of their personal 
life – Jay-Jay and Dominic are in fact married to each other and have shared via interviews 
their struggles to start a family, their wedding photos, their overseas trips and the fact 
they have a dog called Kanye. Personal details such as what they did on the weekend or 
embarrassing stories are regularly featured throughout the breakfast show, and audience 
members are encouraged to give feedback. One such example was a regular listener who 
arranged with the breakfast crew that he would propose to his girlfriend live on air.
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Similarly, the presenters of other shows on The Edge are a crucial targeting feature. For 
example, Guy Williams, a popular comedian who regularly appears on TV3 as part of 
Jono and Ben and also Seven Days, is one of the afternoon hosts, along with Sharon and 
Clint. There are regular challenges in which one of the hosts is required to do something 
embarrassing.

So, the reason that the presenters appeal is that not only do they tend to be in the age 
range of their target audience, but they talk about their interests and lives. They tend to be 
energetic and positive – they talk as though they are friends with the listeners, who share 
similar experiences and interests. The listeners then, in turn, get information about the 
presenters’ lives, but the shows are structured so that listeners can participate whether it 
be by ringing, posting on the Facebook page or texting. Listeners begin to feel as though 
they know the presenters and thus an important relationship is formed.

The use of music is an important feature of radio stations such as The Edge; through 
the use of Music Lab, The Edge producers know what their listeners like. They have 
identifi ed their listeners as into top 40 music and as being early adopters – therefore the 
music is going to be recent and change often. In addition, The Edge allows listeners to 
contribute and choose some of the music through The Top 20 and U Choose segments. 
Much of the content is based around music – not just music playing (although that is a 
signifi cant feature), but also stories about musicians and celebrities; the promotions and 
competitions often revolve around concert tickets; performers such as Ed Sheeran are 
invited to come into the ‘studio’ and perform.

 Activity 4B: The Edge listener Ans p. 313

Following is the profi le for a typical The Edge listener – the target audience. Go on to 
The Edge’s website http://www.theedge.co.nz/ (see RESOURCES )and fi nd examples of 
appeal factors for the target audience.

Key feature 
of the audience

An example of what The Edge 
uses to appeal to this aspect

How does this appeal 
to the audience? 

18–34 year olds 
with a female skew

Lead busy lifestyles

Like to hang out 
with friends and 
enjoy a laugh

Are early adopters 
and media savvy

Are brand 
conscious and 
spend most of 
what they earn
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Radio in the digital age – use of new technology
The way we use the media has changed. If you talk to someone who grew up in the 1980s 
or 1990s, their experience of radio will be very different from yours. The choice of radio 
stations in general was much smaller and although some of the types of format we see in 
breakfast radio today are the same, there was signifi cantly less interaction and fewer ways 
in which audiences could interact with the station.

Radio Bureau (www.trb.co.nz) completed research into how people tend to use radio in 
today’s technologically advanced world. While the research was specifi cally about radio, 
the fi ndings apply to all media. Media businesses such as The Edge need to respond to a 
world where people have so many media options.

Users of media today:

• have the ability to control or customise how they use their media
• are multi-taskers and may be using multiple platforms at any one time
• access media anytime and anywhere
• are used to being able to access media now
• are used to have access to information at their fi ngertips.

These factors have changed all media industries, not just radio and television.

Scheduling and format have always been an important part of the relationship between 
radio stations and their audiences. Scheduling is the decision of what to feature and 
when to feature it. Core to any media programming is what would be considered prime 
time – i.e. the time period when the biggest group of the target audience is available. In 
television, prime time is considered early evening; for radio, the biggest audiences tend 
to listen in the mornings when people are getting ready for work and travelling and can 
easily listen to the radio.

The breakfast-show format offers high-repetition programmes broken up into segments 
which are well signposted. In radio, people dip in and out of listening – unlike a TV show, 
where it is the norm to watch a programme in its entirety. In radio, people come and go, 
therefore the content and format need to refl ect this. Similarly, in drive-time, while people 
are transiting or stuck in traffi c, they can listen to the radio.

Once upon a time radio was literally about listening on a radio. But for most radio 
stations now the use of a website has become crucial to their ongoing success. The use of 
a website has enabled radio stations such as The Edge to be more than a vehicle for music 
– they have branched out into multimedia content.

One key feature of the target audience for The Edge is that they are media savvy and early 
adopters. This means they not only use technology but they embrace it; and, as changes in 
technology have occurred, The Edge has responded with use of a website, mobile app and 
social media sites such as Facebook and Twitter. This increased use of social media has 
impacted on every aspect of The Edge’s programming.
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Why have technological developments happened?
As technology has developed, radio has needed to fi nd a way to compete with latest 
technological developments.

The growth of personal listening devices and smartphones means people can control 
their own music playlists (iPods, smartphones, Spotify, iTunes …) – radio stations need to 
compete with these devices. Radio stations similarly need to compete with the growth of 
multimedia platforms – TV diversifying into breakfast radio, YouTube channels, the internet.

A website allows listeners to choose when they want to listen. They can live-stream content 
or alternatively they can catch up on segments they may have missed, through podcasts.

The Edge
The Edge allows downloading of an app so that people can listen/view content that way.

In addition to listening to the content as it is broadcast, its website allows a whole new 
array of material to be associated with The Edge brand. The website is divided up into 
different sections. As is fi tting for a radio station, there is a music section where you can 
of course ‘listen live’ to music playing on the station at the time. But there is also a lot of 
‘music-related material’ such as The Slab – where a recently released New Zealand song 
is put as the focus – such as Brooke Fraser’s single ‘Magical Machine’. In addition to a 
video of the song being played, there are links to an interview with the artist herself and 
other video clips of her videos and performances – e.g. taking in part in the ‘GSC cover 
Challenge’ on the Guy, Sharon and Clint (GSC) show where she performed a cover of 
Taylor Swift’s ‘Out of Control’.

In addition to music, there are other sections on the website which appeal to the target 
audience.

• There is a ‘scandal section’ dedicated to the latest news and gossip about celebrities 
around the world – e.g. Ryan Reynolds re-joining Twitter, an article on ‘Emma 
from Friends is all grown up’, and the latest gossip surrounding Kanye West, the 
Kardashians and Beyoncé. There is a section on the latest videos from overseas, plus 
footage from the radio station itself, a section titled WTF which features bizarre news 
and footage from around the world.

• The website allows the audience the chance to see the presenters themselves. If we 
think of the ‘old days’ where radio was about faceless voices and music being played 
– radio was a vehicle for music – that has changed, with footage of the presenters 
themselves, not only of them in the studio but also out and about doing crazy things. 
For example, the hosts can often be set challenges which are not only recorded live but 
can be relived through the website. The Edge has gone a step further and has launched 
its own television station – as an extension of the radio show – which features music 
videos, and footage of the presenters both in the studio and out in the fi eld.

In addition to these features being on the website, there is also an app that can be 
downloaded on to smartphones with many of the aforementioned features.

The Edge’s website
The Edge maintains a link with its target audience through the use of social media such as 
Twitter, Facebook and Instagram. Links to these social media pages on its website allow 
the relationship to build between the radio station and its media-savvy target audience.
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At the time of publication, The Edge Facebook page had 261 241 ‘likes’. It features links 
to stories, content and video clips as well as allowing audience members to contribute 
and share their stories with one another. The Twitter feed had over 99 000 followers.

The Rock had 179 549 ‘likes’ on its Facebook page while The Breeze had 14 651 and 
Coast just over 6 000. Think about the difference in these statistics. The Edge’s target 
audience has been identifi ed as being ‘media savvy’, so therefore it’s no surprise that it 
might have more listeners who make social media a part of their media experience.

Dominic Harvey has talked about ‘you want to be fi rst with the gossip’ – using social 
media such as Facebook to see what is appearing on the newsfeeds.

A transcript of a clip called ‘You want to be fi rst with the gossip’ from Dominic Harvey 
follows.

‘So one of the fi rst things we do every morning when we get to work is we all go 
through our Facebook news feeds … if you see something that has popped up you 
know more than a couple of times then it’s obviously something that a lot of people 
are aware of and in fact a lot of people are sharing or that they’re talking about so we 
make that a priority. You just have to make sure that you are on top of this sort of stuff. 
I suppose it harks back to the old human nature thing. You want to be fi rst with the 
gossip, you want to be the fi rst to tell your friends the news or whatever it is. If it’s doing 
the rounds and popping up on people’s news feeds then you want to be talking about it 
before they go that’s old news. You’ve got to be real fast and on to it these days.’

Sports radio host Tony Veitch in a clip called ‘I’m obsessed with social media’ talks 
about ‘the use of social media to reach people and drive content’. He put ideas for New 
Zealand’s fl ag designs on Facebook for his radio show – it went to ¾ million people – and 
he describes the feedback as driving the content for his show for two days.

One effect of using social media is the increased expectation around immediacy and 
instant gratifi cation. For Veitch, there is an expectation created by social media that radio 
hosts will be constantly updating social media and this creates a need to update things 
like sports results, news or general information constantly.

Increasingly, an implication of the growth of technology has been the blurring of the 
boundaries between different mediums – such as radio and television, or print and 
internet. Andrew Szusterman – Group Programming Director, Music, MediaWorks Radio 
– sees this as the way media industries are moving.

‘At the end of the day it about content – so it doesn’t matter if its radio, TV, online 
newspapers – it is all about the content we make and produce and how it engages and 
entertains and informs the audience exactly about what it is. The platform is becoming 
a little bit secondary as long as you can get that reach out there and you’ve got the right 
people to make the right content then it doesn’t really matter.’

The Edge’s move into television is a great example of the movement across platforms that is 
happening in the media. The Edge now has a radio station, website, television station and 
social media – all providing content that links to its target audience. TV3 and The Edge also 
have considerable cross-media tie-ins – e.g. the use of The Edge to promote X Factor and 
The Batchelor; Guy Williams, a host on The Edge’s afternoon show, features on TV3’s Seven 
Days and Jono and Ben comedy programmes. Jono and Ben are presenters on another 
MediaWork’s radio station The Rock. Presenters from The Edge and The Rock have featured 
on other TV3 programmes such as The Block.
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Competitions
A signifi cant factor that will help target an audience for any radio station is the 
competitions and promotions it runs. These can range from the small (win movie tickets or 
CDs) through to much more signifi cant promotions.

The Edge
Through its programmes and website, The Edge has a range of small promotions such 
as The Summer of Awesome promotion. For this promotion, the use of the hashtag 
#EdgeSOA when posting pics could win participants (if their picture was chosen by 
The Edge as its snapshot of the week) a range of prizes such as cash, merchandise and 
printers. There are prizes given by the ‘roadrunners’ – representatives of The Edge who 
appear in public places and give away ‘freebies’.

In addition to regular promotions, there are more signifi cant competitions with prizes 
that are worth a lot more – e.g. a promotion to win a 48-hour thrill-seeker weekend 
in Queenstown. Or you could win $10 000 in the Person X promotion – this required 
listeners to ring in at specifi ed times if they suspected they were the ‘Person X’ the radio 
station was talking about. This type of promotion requires people to listen in and ring and 
therefore guarantees some sort of listener loyalty.

These large promotions are particularly noticeable during the lead-up to the radio diary 
ratings as radio stations vie for audiences. Those promotions worth more will tend to 
encourage more people to tune in, especially in promotions such as ‘Person X’ where not 
listening may prevent you from winning.

Another signifi cant promotion The Edge has run was ‘Social Games’, tying in with 
the successful fi lm franchise The Hunger Games, and of course social media – both 
signifi cant ways of appealing to The Edge’s target audience of youthful, media-savvy 
people. The promotion involved 10 people ‘fi ghting it out’ for $20 000 cash, their success 
largely determined by the listeners of The Edge. Katie Mills, Group Marketing Director, 
MediaWorks Radio, uses promotions and competitions to bring the audience together, but 
sees social media as crucial to the process.

A transcript of a clip called ‘You can bring an entire community together with a 
promotion’ from Katie Mills follows.

‘I think we can create tribes and sub-tribes in social. That’s a real gift for us. So for 
example The Edge’s Social Games with Telecom where you could bring a whole 
community together around a promotion on The Edge. There was daily video content 
that we were pushing out but every piece of social content that we pushed out would 
start a new conversation and it was shaped by the people who were participating in that 
conversation which helped make the next piece of content that we did. So the social 
impressions on that particular campaign were enormous but it also showed us the way 
in terms of how we can talk to people every which way because it was essentially a 
popularity contest on social media.’

Implications of competitions and promotions
Competitions are an important way for radio stations to appeal to their audiences, and 
in doing so they can raise ratings. The more controversial the promotion, the more likely 
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 ANSWERS

 Activity 4A: Target audiences (page 29)
1. a.  Answers could vary, but the target audience specifi ed by TVNZ is 25–54 years olds.
 b.  Answers could be teenagers, people in their early 20s, females, people interested 

in popular music.
 c.  Answers could vary, but could include younger viewers – teenagers and above – 

TVNZ would describe the target audience as 18–49 year olds.
 d.  Answers could vary but given content may include gamers, males, teenagers 

and older.
2. Answers will vary, depending on individuals.
3. Answers will vary, depending on individuals.

 Activity 4B: The Edge listener (page 33)
Possible answers follow.

Key feature of the audience An example of what The Edge uses 
to appeal to this aspect

18–34 year olds with a female skew Scandal sections, choice of presenters.

Lead busy lifestyles Use of website and different ways of accessing 
materials such as podcasting; structure of shows.

Like to hang out with friends and 
enjoy a laugh

Use of presenters; content – lots of humour; 
encouraging social activities and connectivity 
through competitions and social media.

Are early adopters and media savvy Use of social media and technology such as 
Facebook, Twitter, podcasts. 

Are brand conscious and spend 
most of what they earn

Through choice of advertisers; prizes, including 
signifi cant prizes such as overseas trips.

 Activity 15B: Cameras and the law (page 203)
1. The correct answer is d. Although it is not illegal for U18s to drink alcohol (only to 

buy it), a., b. and c. could all be potentially defamatory to either the people or the 
brands.

2. You’re on public property, it is not defamatory, they’re not speeding but if he’s 16 he 
is most likely on a learner’s or restricted licence and therefore cannot legally have a 
passenger.

 Activity 15E: Types of question (page 206)

1. closed
2. open
3. open

4. leading
5. open
6. leading
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 Activity 17A: Interview subjects (page 219)
Interview the ball coordinator or organiser; the friend’s cousin; someone who is spending 
heaps on the ball; someone of parent’s age; student’s mum.
Survey approximately 20 people of both genders to fi nd out how much they are spending, 
and on what.

 Activity 19C: What’s the lead? (page 236)
Who and What defi nitely make it into the lead. Where is probably not needed (certainly 
not in the lead), as it’s where Polyfest always takes place. When would not make it into 
the lead, but probably makes it into the second or third paragraph. Why and How are too 
complex and numerous for the lead, but provide a plan for the rest of the article.

 Activity 19E: To profi le or not to profi le? (page 239)
1. No.
2. Yes.
3. No.
4. Yes – 40 years’ service is noteworthy.
5. Probably not, unless there is something else noteworthy about the person.
6. Yes.

 Activity 19H: Active or passive? (page 245)
1. Active
2. Passive
3. Passive
4. Active
5. Active
6. Passive

 Activity 19I: How objective are you? (page 246)
1. Is third-person objective – fact only, no opinion.
2. Is not third-person objective – makes an assumption about Karen’s state of mind.
3. Is third-person objective – reports what Karen has said.
4. Is not third-person objective – fi rst-person narrator.

 Activity 19J: Quotable quotes (page 246)
1. ‘New Zealand is not a small country but a large village,’ says Peter Jackson, director.
2. ‘People in New Zealand go out of their way to not be impressed by things,’ says 

actress Melanie Lynskey.
3. ‘In terms of having views and being prepared to express them, yes, I think New 

Zealand’s had a leadership role in a lot of things,’ said former Prime Minister Helen 
Clark.

 Activity 20A: Profi le photos (page 249)
1. a.  She is outdoors, wearing gardening gloves and leaning on a shovel handle, so we 

can guess she is gardening. She might be interested in the environment.
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