
How Is An Audience Targeted? 
 

Audience Profiling 

Professional media directors identify audiences in many different ways. These ways can either be 
seen as an effective way to identify them or just a simply stereotypical identification method. 

Demographic profiling is the most basic form of identification for media directors to use to find 
their specific target audience. This method of identification consists of defining them by their 
age, class, gender, geographical location, economic status and religion. This simple way of 
defining the target audience assumes that every person in a largely broad group has the same 
attitudes to the media. As an example, there has always been a form of identification in the 
broad group of class. This is that the middle class prefer to watch things about the higher class 
such as 'Made In Chelsea' so they identify as being more ‘normal’ to them and their high class 
'drama'. Another time honoured example comes from gender differences in the media, with two 
broad groups of male and female. Media directors subject the male group to things such as 
football and space, and female to things such as princesses and reality TV. This identification 
doesn’t let the difference show, like how the male group can enjoy things females like such 
as Disney Princess films and females can like things that a typically for a male audience such as 
Comic Book Films. This doesn't seem to be useful to my production as my product is suitable for 
all demographics so using this method to identify the target audience wouldn't be helpful to me. 

Another way of identification for media directors is psychographic profiling. Psychographic 
profiling categorises audiences in terms of their needs and motivation rather than the simple 
demographic factors that can be used. Consumers of the media can be targeted directly through 
what media directors identify as their needs and desires. This is more effective for advertisers as 
they can find what consumers want and need, and then create what the audience desire, which 
draws them in more effectively than demographic profiling does. This also applies to 
broadcasters and publishers as this works effectively in the same way. This would be the most 
useful to my production as it would allow me to identify the target audience through what the 
ideal audience want, and so if the audience are fans of dark fantasy short films, this will be a way 
to identify them all. 

The ideologies of products can be linked to those of the consumer to generate a better bond 
between the consumer and the brand. For example, Disney is one of the top film companies 
because of the bond that it has between it and its consumers. The loyalty to the brand is 
important, especially in today’s market, as more brands that have hardly any differentiation 
between them are on the market and so the consumer always goes back to the brand they are 
loyal too, which can be used to identify the typical target audience for the products that brand 
produces. My production is not a part of a brand as it is an original idea so this wouldn’t apply to 
my production. 

Another identification method that media directors use are the cross-cultural consumer 
characteristics. This is a method of categorising and identifying people in terms of their personal 
aspirations. 



Mainstreamers are the largest grouping of the audience. They tend to be more concerned with 
stability and security, putting trust in recognized brands and have conformist and conventional 
ideas. They mostly have conservative ideology and consume more mainstream texts rather than 
other less mainstream ones. For example, they are more likely to focus on films that are in the 
cinema rather than short films that are online. They are suspicious of change or anything new, 
and as a result, hardly try any of the new or changed products. An example of a mainstream film 
are things such as Star Wars, as they are a recognised brand, more so now that they are owned 
by Disney, as these are two top brands that people buy into. As my product will only be a short 
independent film, this category doesn't apply as much as my product is original and not based on 
any sort of brand. 

Aspirers always seek to improve themselves on a daily basis. They tend to have materialistic and 
individualistic ideologies associated with them. They define themselves by higher status brand 
names and absorb the ideologies of the products as their own ideas. This leads them to believe 
their status is established by their consumption of products. They are largely believed to 
subscribe to the ideals of the American Dream. 

Succeeders are typically people in positions of power who feel secure and in control, though 
positons of power may often not be the case. They have materialistic, individualistic and 
conservative ideologies associated with them. They then tend to but brands that reinforce their 
feelings and idea of power and security. 

Reformers are idealists who embrace the idea of change and are never afraid of it. They tend not 
to be conformist and have inclusive, green liberal or subversive ideologies. They actively consume 
eco-friendly and healthy products to maintain the idea of caring and responsible ideology. 

The individuals are highly media literate. They are typically educated in college or university about 
the arts of the media and consumption. A result of this is that they tend to be more interested in 
the image rather than the product, and have high expectations of these products. They tend to 
require more intelligent and sophisticated advertising campaigns to draw them in. 

The life matrix defines 10 categories of the audience. These being the tribe wired, which are the 
younger digital, free spirited and creative individuals. The fun/atics are more aspirational and fun 
seeking active young people. The dynamic duos are the hard driving involvement couples that 
focus on the ‘work hard play hard’ ideology. The priority parents focus around family values and 
the media strongly dominates their lives. The home soldiers are home centric and family oriented, 
they tend to be materially ambitious people. Renaissance women are the active, caring, affluent 
and influential mums or mother figures. Rugged traditionalists are the lovers of the outdoors with 
‘macho’ attitudes and have the typical male values. The struggling singles tend to have high 
aspirations in life, but have a low economic status. The settled elders are older senior citizens that 
live sedentary lifestyles and are often overlooked and forgotten in the media world. Finally, 
the free birds are active, creative and positive, often non-conventional and independent and are 
a vital part of the media. 

 



In terms of media product creation, each way of grouping the audience can have its pros and 
cons. They can be effective in some situations but if you look into them in detail, they can all be 
seen as stereotypical. Demographic profiling can be effective because it is simple and easy to use 
to identify your target audience but it stereotypes the different genders, economic classes and 
races, which is a big and controversial topic in the world today, especially in the media. 
Psychographic profiling isn’t as stereotypical as the rest of the, which can make it more effective 
for both the audience and the creator, but some aspects can come across as stereotypical at 
times in the production process. Cross-cultural consumer characteristics and the life matrix are 
the most stereotypical of them all as they contain broad categories that are set to one idea, such 
as the stereotypes of males being adventurous and ‘macho’ and females being caring mother 
figures. 

Overall, I’d say that, though they are all effective in their own way, I see three of the four 
methods to be highly stereotypical, these being demographic profiling, cross-cultural consumer 
characteristics and the life matrix, and although it can be stereotypical, I believe that psycho 
graphic profiling is the most effective because it identifies the audience by their wants and needs, 
rather than their lifestyle attributes, which can have some pros and cons, but overall works 
effectively when it comes to getting the audience’s attention. 

 

Homing In On Your Target Audience Excerpt 

An excerpt from a book by John T Trigonis discusses the issues and how to home in on a target 
audience to filmmakers. This excerpt raised a large amount of valid points about filmaking and 
targeting the audience. 

The first major point that is raised by the excerpt is that a film’s success has more to do with the 
filmmakers have taken the time to focus on their specific target audience rather than on the 
quality of the finished product, because without the audience being researched, the quality of 
the product wouldn't matter because no one would be interested in viewing it on its release. 

Another point it made is that you need to clarify a specific genre when creating a film rather than 
using a large variety of genres at once as this way you won’t be able to easily target an audience 
for your product. A big example of this is with John Carter, as I studied below, which tried to use a 
large amount of genres rather than sticking to one, which proved to be a flop when it came to the 
audience viewing the finished product. Once you have a clarified genre, this allows you to figure a 
specific target audience, seek out the target audience using websites and blogs and then a 
crowdfunding campaign for the product should home in on this target audience that has been 
decided. 

Crowdfunding to the right target audience not only provides you the funding to create the 
product but it also raises awareness from the audience and builds a fan base for your product or 
you as a creator. You have to think about where to find the audience and who will watch the film. 
The title of a film can be key to the audience as a film should have connotations in the title, using 
enigma codes to suggest what the product is about, and this should peak their interest. Other 
things to think about come in the form of who or what might promote the film. 



Joining communities is a good way to engage with the target audience and show your serious 
dedication to the media and film making. These communities shouldn't just be film-centric 
groups but also the open public who will view your finished product. Showcasing work to 
potential audience members gains interest in a product, and if other people in the community do 
the same, give feedback to them and they should give you feedback in the same way, also 
opening collaboration opportunities. Using crowdfunding as well as social media such as Twitter 
and Facebook is just as good a way to engage with the target audience as anything else. Using 
social media as a promotion method opens up the potential to find audience members and 
contributors to a campaign. Keeping up with activity on these social media accounts gives more 
opportunities to demonstrate your drive and involve your audience in the production which gets 
them excited and engaged with the film. 

 

Utilizing Social Networks Excerpt Summary 

This source suggests that as search engines are only one way of getting information, and social 
networks are a big part of people’s daily lives, these would be a good way of promoting the film 
you’re producing to the audience as a large amount of people will see this. At the minimum, 
consider having a twitter account for the production and pages on Facebook and YouTube to 
engage and promote to the audience. To make the most of Facebook, first create a page or group 
for the film, this is to engage the audience and gives something to distribute and promote your 
film. When filling out the profile section, fill in all the boxes to make sure the audience knows all 
the information about your page or film. Also when setting things up, make sure privacy settings 
allow all the public to see the posts. Once the page is made, make sure that it’s updated 
constantly with posts and changes to keep the audience engaged to it. Also, join and post on 
other people’s groups and pages, which promotes you to their audience but also to the page 
owners too. Finally, use Facebook's advertising feature to create an ad and promote yourself 
further. 

The source also suggests ways to make the most of Twitter, starting with posting about a variety 
of Topics, not just your film, to keep people engaged and informed on other interests you have. 
Follow important people such as influences from the media so that you can keep track of their 
ideas and it may influence your own ideas, as well as the possibility of them looking at your 
profile. Don't 'sell' through Twitter, use it as a promotional platform to guide the audience to a 
website or Facebook or YouTube channel. Don't use automated updates for your posts as this will 
over promote your product. 

Try and get everyone you know on Twitter so they can promote your page for you too. Always 
reply to tweets that mention you in them, as this promotes you as a person rather than a brand, 
and always search your name to find new posts about you. Engage with followers by asking 
questions and listening to answers, and responding to what they say and taking it on board. Don't 
underestimate the power Twitter has at promoting you to people from all over the world. 

The final section is to do with making the most of YouTube. Firstly, post your trailer or short film 
to your channel so the audience can see the video onto the channel. Subscribe to other members 
and ask them to subscribe to you, which allows you to make friends through your channel. 
Always post comments on your video and other peoples videos to show you’re engaging with 



your audience and people that may help you in your production. Ask friends to favourite your 
video, and add favourites to your public profile which will promote the video to other audiences 
that haven't discovered you. Always have a link to your website to drive people to your site, 
gaining more promotion on other pages you have. Always update tags on videos to reflect what is 
trending that week as this will get it to the top of all tags so that people will see it and be 
interested. Create and share playlists as a way of grouping all pro motive videos together. Share 
videos by email and other social media so that the audience will be brought to your video and 
channel on YouTube, but also post the video straight to other sites and blogs. 

Some social networking tips from the source are to always personalize the page, communicate 
with the audience through email or messages, answer audience comments as soon as possible, 
focus on one to three social networks, promote trailer and clips on as many sites as possible, 
embed the trailer from YouTube into sites and connect all sites and social networks together. 

 

Case Study: John Carter 

For a film to be successful and be seen, the creators of a product have to target a specific 
audience effectively and successfully. This means that they have to create a product and 
advertising that targets this audience and draws them into the film. This can either be successful 
or not effective at all, and many films throughout the history of the media have seen this. 

A major example would be the film John Carter from the well-known brand of Disney in 2012. The 
film was apparently set to be doomed from the first trailer. Disney invested around $250 million 
into the film, thinking it would be a success. Films set on Mars were rarely seen after they died off 
for a while, but after Mars Needs Moms, another Disney project that had a budget of $150 
million but flopped and made only $39 million a year before, it appeared films set in mars where 
not what people were looking for in this modern age, which is one of the reasons for the name 
change from John Carter of Mars, to simply John Carter. The reason for the flop could be down to 
the effectiveness of how they targeted their audience they had set in mind. 

The genre of the film is a fantasy/science fiction film targeted at teens to twenty somethings, 
directed by Andrew Stanton. This targeting is present from the trailer of the film. The first thing 
that the effectiveness of the audience targeting can be tested against is the title. After being 
adapted from the first book in a series called The Princess of Mars which would have no interest 
to the target audience at all, so this was changed to John Carter of Mars. One problem with this 
was that as research showed, films on mars didn’t do well so this was the decision to shorten the 
title to John Carter, and this title being meaningless to the audience as it gave no indication as to 
what the film is about. 

Secondly, the trailer for the film was ineffective in promoting the film, as it showed the whole 
plot of the two hour and twelve-minute film in just over two minutes, which is not a good thing at 
all. It leaves no open questions that make you want to watch the film to find out. The audience 
can figure out and predict the whole plot easily using just the trailer, which leaves nothing for the 
audience to be hooked on and give the film an appeal to it. 



Also, the mise en scene of the film clearly vibes other more successful films and games, such as 
Star Wars, Prince of Persia, Gladiator and Avatar. This made it somewhat predictable for the 
audience after viewing the advertising and leaving the ones who go into it bored by the in-
originality of the whole film, as it feels like something that has already been done successfully. 

The sound and camera work of the whole production don’t offer anything new that the target 
audience haven’t already seen in a sci-fi film before, with visuals mirroring films that have already 
been made before. There are no new sounds that distinguish this film from any other and no 
different types of camera work have been used to make the film more original, which won’t 
attract in much of the audience who like to see the changes and new styles in Sci-fi/fantasy films. 

Overall, the film wasn’t effectively targeted at the specific audience as it had the same style as 
any other film that had been made before. The trailer seemed to give most of the plot away and 
didn’t leave the audience hooked to find out anymore of the story from seeing the film. The film 
offered no new visuals or audio, as a lot seemed to mirror other more successful films. As a result 
of the ineffective targeting to the audience, the film bombed the box office and left another 
unsuccessful mars themed film for audiences, which may have been better if the audience had 
been targeted more effectively. 

 


