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‘RADIO GETS RESULTS’ 









 Teaching and Delivery

Unit Plan
	Learning intentions

Students are learning to . . .


	Processes / Activities / Strategies
	Success Criteria

How do students know they have achieved success?



	
	Introduction
Students are to be given Handout 1 – Prior Knowledge Survey. 
Preferably completed before starting Section A.

Please note the following two sections Section A and B are designed as an introduction to audiences and their relationship with media products. They look at a range of media, with a particular focus on defining what an audience is, the way media audiences are measured, and techniques used to appeal to them. 

These two sections could be skipped if you are pressed for time, or if students clearly have an understanding of the information covered in these two sections as a result of their answers to the Prior Knowledge Survey.

Please note although lesson numbers have been assigned to each section, these are rather arbitrary and should not be considered definitive. Some areas of the unit may require more lesson time with students than is signalled here.

Section A

What is an Audience?

1. Definitions: Students to record their findings

· see – ‘Wikipedia’ (Audience) – www.wikipedia.org
2. Mind mapping, using an OHP of What is a Media Audience? from Media Studies: Achievement Standards Level 2 (Winnall, Chesterman Page 3)

Students to summarise this information (e.g. bullet points).
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	Learning intentions

Students are learning to . . .


	Processes / Activities / Strategies
	Success Criteria

How do students know they have achieved success?



	· Students learn to identify a media product.

· Students learn to describe a target audience for a media product.


	
Student Exercise

Look at www.reuters.com/media. List the Media products that Reuters uses.
Media Profile

1. Choose someone else in the class (not yourself, and some one who has different tastes from yourself) and complete their media profile.
2. Define your own demographic profile (see Media Studies: Achievement Standards Level 2 Winnall, Chesterman Page 6).
Lesson 2

How do we know what audience(s) a ‘media product’ is created/intended to appeal to?

Get students to fill out Handout 2 – Media Chart All media products are designed to appeal to an audience. Look at the following media products and answer the questions. It would be useful to have copies of the magazine, newspaper, etc available to the students:

Lesson 3-4

Why is understanding a media audience important in designing/creating a media product?

All media producers look closely at their audiences to work out what should or should not be included in creating their product.

Example: Read Handout 3 – Radio product / Audience relationship, and answer the following questions:

1. What audience was the Radio Network looking at targeting? Why?

2. Through a variety of research methods what did the Radio Network discover about their target audience and their tastes for a new radio station (list these findings):


	· I can describe a media product. 

· I can describe a target audience for a media product.



	Learning intentions

Students are learning to . . .


	Processes / Activities / Strategies
	Success Criteria

How do students know they have achieved success?



	· Students learn to identify specific measurement techniques for media audiences.

· Students learn why information about / from media audiences is important to producers/ publishers/ broadcasters of media products.

· Students learn to apply knowledge gained to a range of media products and audiences.

· Students will study a range of measurement techniques (and their associated problems) used across a range of media audiences.


	Student activity 

Students will look at two media products that they regularly consume (a magazine, TV programme, advertisements, website, etc – but not a radio station), and determine what elements are used to appeal to its audience. See Handout 4 – Appeals used in media products.
Section B
Identifying/Measuring Audiences

Focus

· What is a ‘target audience’?

· Why are media audiences identified/measured?

· Techniques used to identify and measure media audiences.
Lesson 1

1. Why are media audiences important? List three reasons (refer to pp 5-6, Chesterman and Winnall).

2. Students read pp 10 – 12 Identifying media audiences of Chesterman and Winnell. List three ways of identifying an audience.
3. Refer to the Film Education’s www.filmeducation.org ‘Film Audiences’ PDF file. http://www.filmeducation.org/secondary/StudyGuides/index.html and scroll down to the ‘Film and Audiences’ download link.
(NB: resources available on this site have been made free of copyright for non-profit or educational purposes – refer to the Disclaimer on the navigation bar of the site.)

Use this to explore how and why film audiences are important to the film industry. 

Refer to ‘Media update’ at www.nielsenmedia.co.nz . What does it say about the level of consumer interest in different media products?


	· I can identify ONE way in which a specific media producer researches its target audience.

· I can give reasons why information about / from media audiences is important to producers / publishers / broadcasters of media products.



	Learning intentions

Students are learning to . . .


	Processes / Activities / Strategies
	Success Criteria

How do students know they have achieved success?



	· Students will study other factors that impact on the relationship between TV One and TV3 and their audiences.


	Lesson 2-3

How are media audiences measured and/or identified?

Use Chesterman and Winnell (pages 12-23) 

OR,

Handout 5 – Measuring Audiences. This handout has information about measuring audiences across media. It is intended as background and is best used as a group activity, rather than as an individual activity. You can pick out the methods you wish to highlight. 

Handout 6 – Measuring and identifying audiences. Could be used to collate information on how media audiences are measured/identified across different media. Alternatively students in a group could take one measuring method and represent it visually (in a spider diagram and/or with symbols).
Use Handout 7 – “One down, 3 to roll” on TV One to show students how important the relationship is between audiences and a media product. This is great article on changes to TV1 and its competitor TV3. A series of lessons could be dedicated to this or use the student activity sheet, Handout 8 – “One down, 3 to roll” questions.
	· I can describe a range of different measuring techniques used across a variety of media (print, magazines, television, film and radio).

· I can give the advantages and disadvantages of each measurement technique.

· I can explain factors involved in the relationship between TV One and TV3 and its audience.




	Learning intentions

Students are learning to . . .


	Processes / Activities / Strategies
	Success Criteria

How do students know they have achieved success?



	· Students will study specific details of radio audiences: in particular their lifestyle, tastes, desires, needs, age, gender balance, ethnicity, and time spent listening to radio.

· Students will study the Radio Diary system of research.


	Section C

Radio Audiences: Identifying and Measuring

The following three sections (C, D and E) focus on the relationship between NZ radio products and their target audience.

Lesson 1-2 – Introduction

To find out what students know about Radio audiences and measurement techniques (used in the industry) get students to fill in Handout 9 – Radio Audience and survey terminology. 

Answers are able to be found on Handout 10 – Glossary of radio audience and survey terminology. 

1. A day in the life of a Radio Listener. The Radio Listening Probe was commissioned by The Radio Bureau to provide some additional insights into the role that Radio plays in people's lives. The information in the study was collected in order to help commercial clients gain competitive advantages by tapping into the unique qualities of the radio medium.

Use either in power-point form or a print form. Direct students to find out information on the NZ radio audience (a jigsaw activity would be a useful way to get students to cover the information).

2. The radio industry uses Research Internationals biannual Radio Diary survey to identify and measure its radio audience. Go to www.radios.co.nz and find out the following information:

a. Describe what the Radio Diary is, and when it occurs.

b. Explain how it works.

c. What information does it gather, and how is this information used?

d. Explain the following key terms used:

· Cumulative Audience,
· Station Share,
· Average Audience,
· Ebb and Flow,
· Reach and Frequency.
See Handout 10 – Glossary of radio audience and survey terminology for answers and definitions.

	· I can identify at least TWO specific radio audiences and their wants, needs, lifestyles and income.

· I can explain the Radio Diary system for measuring and identifying radio audiences, and state the advantages and disadvantages of this system.



	Learning intentions

Students are learning to . . .


	Processes / Activities / Strategies
	Success Criteria

How do students know they have achieved success?



	· Students will compare and contrast two different media research techniques (Peoplemeters and the Radio Diary system).

· Students will study other methods used to identify and measure Radio audiences.

· Students will learn about different target audiences for radio stations.

· Students will conduct audience research on a particular NZ radio station and its target audience.


	3. Compare and Contrast Research Internationals – Radio Diary system with AC Nielsen’s People Meter system for measuring television viewing (please refer to http://www.nielsenmedia.co.nz/). Use Handout 11 – Media audiences: Compare and Contrast – Research to collect your answers.
4.
List the advantages and disadvantages of the Radio Diary system.

Lesson 3

1. What other methods are used by radio to measure and identify their audience?

Listen to the Audio #1 interview with Andy Dawkins (from 13:04-21:00) and Tim Dyer (The Radio Network, from 13:30-15:44). List the advantages and problems regarding these techniques.

OR

2. Listen to the Audio #2 interview with Karen Neale (NZ Broadcasting School from 21:00-28:27). Record Karen’s thoughts on various measurement/identifying techniques.

Lesson 4

Group Exercise

There are two to choose from:

1. Initial Understanding of Radio audiences and marketing (see Handout 12 – Radio audiences and marketing). This is good way to find out what students initial knowledge of specific radio stations are. 

NB: If the radio stations are too unfamiliar to students, add other stations from your geographic location to the handout.
AND / OR

2. Go to the Radio Bureau (www.trb.co.nz).

a. select NZ Radio Market,
b. Select your city/region on the map,
c. Select one radio station.
	· I can explain the advantages and disadvantages of using Peoplemeters and Radio Diaries.

· I can explain the use of other measurement and/or identification techniques used by radio.

· I can describe the specific audience for three radio stations in NZ.


· I can access Radio Bureau site and information on the New Zealand radio market for one radio station in my city/region.

	Learning intentions

Students are learning to . . .


	Processes / Activities / Strategies
	Success Criteria

How do students know they have achieved success?



	· Students will study a specific audience profile – the GeneratioNXT audience.

· 
	Instructions for using Handout 13 – Measuring radio audiences
· Assign one station to each pair of students and get them to fill out the chart.

· Students present their findings/information to the rest of the class.

· While listening, other groups are required to fill out information on three other radio station profiles.

· What conclusions are you able to draw about why this information would be useful to radio stations?

3. All media producers need to understand their audience. The more information that are able to be gained about a particular target audience or demographic group, the easier it is to create a media product that meets the needs of that target audience. 

Audience profiles are an important method used to help identify the attitudes and needs of a particular target audience.

A good example of profiling a target audience is the work done by Consumer Insight Specialist Sandy Burgham and her team. They examined 18-29 year old attitudes to brands, purchasing, media and marketing (Go to www.trb.co.nz and select ‘Effectiveness Research; select TRB Research; select GenNXT).

Students Complete the following activities:

Exercise 1:  In groups of two look at the above website and fill in the following Handout 14 – GeneratioNXT (18-29 year olds).
Exercise 2: Find out how effective radio is at reaching this target audience. Use Handout 15 – GeneratioNXT in a media context to fill in your answers.

	· I can gather information about its target audience: audience; ethnicity; ages by gender; and lifestyle.

· I can draw conclusions about why this information is useful to radio stations.

· I can explain a specific audience grouping – GeneratioNXT.



	Learning intentions

Students are learning to . . .


	Processes / Activities / Strategies
	Success Criteria

How do students know they have achieved success?



	· Students will investigate the changes that occur in ratings with radio stations over a period of time, and the changes in station share and Cume figures.

· Students will investigate techniques used by radio stations to measure their target audiences.

· Students will create a concept and treatment for a radio production, to prepare for assessment work in AS90765.


	Lesson 5 

Radio Survey Results

Research International Radio Diary survey results are published biannually. The information can be accessed at http://www.trb.co.nz/ER_radiosurveys.asp?id=189
1. Using the results from 2005 (2nd survey) and 2006 (both the first and second surveys) look at two major urban centres, and compare and contrast one radio stations results.

See Handout 16 – Radio Survey Comparison to help you record your findings.

Appealing to an Audience

2.
Case study: MoreFM and Coast FM

[Resources: Audio interview, and handouts – see Handout 3 – Radio products / Audience relationships]

· Use these materials to examine the type of audiences these stations target, and why.

· What methods did the radio stations use to identify and measure their target audiences?

Optional Exercise

Concept and Treatment for Radio Production (90765)

After students have become familiar with identifying and measuring radio audiences, they are now able to design a concept and treatment for their own radio shows.

See Handout 17 – Extension activity: Concept and treatment.

	· I can explain the reasons for variation in radio ratings across metropolitan areas of NZ.

· I can explain the measurement techniques used by MoreFM and Coast FM.

· I can use my understanding of radio audiences and appeals to design my own radio show.



	Learning intentions

Students are learning to . . .


	Processes / Activities / Strategies
	Success Criteria

How do students know they have achieved success?



	· Students will identify prior knowledge of techniques used by radio to appeal to specific audiences.

· Students will investigate the use of websites by Radio stations to attract their target audience, and the reasons for, and ramifications of this.

· Students will learn about the appeals that two commercial radio stations use to appeal to their target audiences.


	Section D

Techniques used in Radio to Appeal to Audiences

All media products use a variety of techniques to appeal to their target audiences, and radio is no exception.

1. Survey students. Find out what they know about techniques/features used by radio stations to appeal to their audiences. NB: Students would have done this initially in their Prior Knowledge Survey, but it is a good place to discuss or brainstorm (using poster paper in groups) before moving into this part of the unit.

2. Go to the Edge website (www.theedge.co.nz/) or a radio station of interest to the students. Look closely at their homepage and list at least five elements (of content or design) that appeal to their target audience.

a. Why would these elements appeal to the target audience? (Explain with examples.)
b. Why do you think radio stations are investing so much on web portals and podcasts?

3. Using the Case Study – MoreFM and Coast FM/AM (see Handout 3 – Radio products / Audience relationships or Audio #1 Interview with MoreFM’s Andy Dawkins from 8:25-13:04; Tim Dyer – The Radio Network 8:00-13:30), identify the techniques used by each station to appeal to their target audiences.
4. Use Handout 18 – Techniques used to appeal to radio audiences: MoreFM and Coast AM/FM to record results.
5. Look at the MOREFM website www.morefm.co.nz/ (any urban centre).

a. Describe four techniques or regular features the media product uses to appeal to their particular audience.

b. Explain how these features would appeal to an audience, particularly its local audience.

6. Listen to the audio Audio 2 of Karen Neale (NZ Broadcasting School – 16:15-21:00). Record some of the techniques used by other radio stations to appeal to their audiences.

7. Use Handout 19 – Media audiences: Compare and contrast – MoreFM and MAI FM. You will need to access Mai FM’s website to complete this www.maifm.co.nz

	· I can explain the importance that websites play for radio stations and how/why they are becoming an effective technology tool to attract an audience.

· I can explain the techniques used by MoreFM and Coast FM to appeal to their respective audiences.
· I can explain the importance that websites play for radio stations and how/why they are becoming an effective technology tool to attract an audience.



	Learning intentions

Students are learning to . . .


	Processes / Activities / Strategies
	Success Criteria

How do students know they have achieved success?



	· Students will investigate other appeals used by radio stations across NZ.

· Students will compare and contrast two different radio stations and the techniques they use to appeal to their respect audiences.
· Students will carry out a case study on two different radio stations not previously studied, and the techniques they use to appeal to their target audiences.


	Research Activity

Student Case Study/seminar: Select two commercial radio stations (in NZ) other than MoreFM and Coast FM/AM. Examine the range of techniques (regular features) the radio station uses to appeal to its audience. You should:

· Listen to the station at different times during the day (i.e. radio stations often use different techniques/features to appeal to their target audience depending on the time of day or programme).

· View the radio stations web-site for any features.

· List the target audience?

· Account for why these stations use different or similar features for their target audiences.

· Explain how these techniques appeal to the audience (provide specific examples).

Use:

Handout 20 – Techniques used to appeal to radio audiences: Radio case study PART ONE,
Handout 21 – Techniques used to appeal to radio audiences: Radio case study PART TWO,
to record some of the above information.

	· I can explain the techniques used by MoreFM and Coast FM to appeal to their respective audiences.
· I can explain at least two techniques used by radio stations across NZ, to appeal to different audiences.

· I can explain the techniques they use to appeal to their target audiences.



	Learning intentions

Students are learning to . . .


	Processes / Activities / Strategies
	Success Criteria

How do students know they have achieved success?



	
	Section E

The relationship between media products and their target audiences

Lesson 1-2

All media products attempt to build a close relationship with their audiences. Commercial radio stations are no different and constantly focus on maintaining and growing their relationship with their audiences in order to attract business clients to advertise with their radio stations. At the end of the day it is a commercial enterprise, all about selling radio audiences to advertisers. If radio stations ratings should fall this will in time have an adverse effect on the earnings of the station and their attractiveness to potential advertising clients.

Both the TRN (The Radio Network) and the Radio Works group of stations work hard to create a ‘brand awareness’ or station loyalty with their audiences. If something is not right with a stations brand, image, music programming, broadcasters, amount of advertising per hour, competitions, web-sites, etc, then inevitably changes, or in extreme situations closures, have to be made to maintain a station’s profitability.

Please note the following exercises explore the relationship between radio stations and their audiences, and the impact that audiences have on these radio stations and vice -versa. These resources have been specifically developed to provide learners with ‘real world examples’ of the radio industry’s relationship with their audience. 

They will also help learners to fulfil the third bullet point of explanatory note #1 of the achievement standard (90276 v3 – ‘Describe/Explain/Analyse the relationship between a media product and its target audience) by focusing on ‘other factors’ that contribute to the relationship between radio products and their respective audiences. 

Please note It is not necessary to cover all the resources for students to understand this relationship.

With the exception of the ‘Media Watch’ pod-cast (May 2006) the other audio interviews were conducted with managers from the TRN and Radio Works in 2005. Be aware that some of the information pertaining to specific radio products may be out of date.


	

	Learning intentions

Students are learning to . . .


	Processes / Activities / Strategies
	Success Criteria

How do students know they have achieved success?



	· Students will study (or: be formatively assessed on their understanding of) the reasons for, and/ or the implications of the relationship between two specific radio stations and their target audiences.

· Students will learn why this relationship between audience and the radio stations is so important to The Radio Network, and the influence both parties have on each other.


	If at all possible, contact a local radio station in your area/region, and invite them to talk to your students about the factors that contribute to the relationship between their radio station and their target audience.

Be flexible in how you use the exercises i.e. either as individual, group, debates, seminar or assignment based activities. For example. jigsaw activities would work well with these audio and print resources. 

For example:

Divide the class into equal groups; each group studies one resource and completes the tasks related to it. These are the expert groups. Once the tasks are completed, new groups are formed with at least one person from each of the first groups. Each person in this group must share the information gathered from their resource that they discussed in their 'expert' group. This way everybody ends up covering/discussing all of the questions. Teachers may wish to ensure that students complete all of the task sheets.

Student Exercises (using audio resources):

1. Group One
Listen to Andy Dawkins interview (MOREFM) on Audio #1 and complete the following:

a. (3:00-4:45) What was the initial reaction to MOREFM’s radio campaign – ‘Middle of the road’?

b. How did they find out?

c. (18:40-22:00) Explain why MOREFM made changes to their station format in the early 1990’s.

d. (22:00-23:45) Why was KIWI FM set up?

2. Group Two
Listen to Tim Dyer interview (TRN) on Audio #2 and complete the following questions:

a. (16:01-18:25) Explain how Classic Hits evolved.

b. (18:49-20:33) What other changes have TRN made to their stations to maintain their relationship with their audiences?

3. Listen to Karen Neill interview (NZ Broadcasting School) on AUDIO #3 and use the questions in Handout 22C – Radio products / Audience relationships: Other factors (Karen Neill). 
4. Listen to National Radio’s ‘Media Watch’ (May 7th 2006) on Audio #4 and complete the questions on KIWI FM debate on Handout 22D – Radio products / Audience relationships: Political and cultural factors (Kiwi FM)
NB: There are several reading resources that will help facilitate further investigation of this radio product and its relationship with its audience, either as a seminar or debate topic. In addition TVNZ covered the Kiwi FM frequency issue in a Close Up programme, which you are able to access and view via their web site: http://tvnz.co.nz/cda/tvnz/search/?style=tvnz&search=kIWI+fm 
	· I can explain the relationship between MoreFM or Classic Hits and its target audience.

· I can explain the role that advertising clients play.

· I can explain the impact of audience feedback on the station.

· I can show the impact of changes to Kiwi FM for both the station and the wider industry.

	Learning intentions

Students are learning to . . .


	Processes / Activities / Strategies
	Success Criteria

How do students know they have achieved success?



	· Students will study the changes that occurred to one commercial station and the commercial, social and cultural impact that this had on owners, advertisers and audience.

· Students will investigate the changes that have occurred to the NZ radio market over the past five years and the impact/ implications of this on commercial, social/community and cultural areas.


	Lesson 3-4:

Exercises (using text based resources):

Using Handout 23 – Local radio in NZ (transcribed from National Radio’s Media Watch, March 6th 2005).

1. Use the above transcript and make a list of advantages and disadvantages to both the radio audiences and advertising clients of the major networks (Radio Works and the Radio Network) buying up regional radio stations.

2. Describe/explain some of the implications for the radio stations and their audiences of these changes. Students could work in small groups and brainstorm their ideas on postage paper.

Using Handout 24 – Video killed the radio star by Russell Brown (from the NZ Listener, May 7th, 2005).
The article looks at the changing nature of radio audiences and the implications for the two major commercial radio operators (Radio Works and the Radio Network) and independent operators.

1. What has happened to the cumulative figures (cume) in recent radio surveys? Give specific examples.

2. Explain the reasons that Paul Kennedy and David Innes give for these anomalies.

3. From the final two columns make a list of the implications / ramifications of such changes of the radio audience ‘cume’ figures on commercial radio stations relationship with their audiences.

4. Are there any financial/economic issues for radio stations? Explain.

5. What future developments are needed by radio stations to combat this trend? What could radio stations do to attract audiences back to the medium?


	· I can identify the advantages and disadvantages of major networks buying up regional radio stations.

· I can explain the impact on local audiences, advertisers and communities.

· I can explain why / how radio audiences change.


· I can analyse the implications of these changes.



	Learning intentions

Students are learning to . . .


	Processes / Activities / Strategies
	Success Criteria

How do students know they have achieved success?



	· Students will critically evaluate the changing nature of radio audiences and the impact this has had on commercial and community radio stations.

· Students will analyse Kiwi FM and its impact on the NZ radio market.


	Using Handout 25 – Radio Daze by Grant Smithies (from the Sunday Star Times, June 26th, 2005)

The article looks at the KIWI FM saga, the reasons for is creations and the implications for its audience and commercial radio market.

1. Describe/explain their survey results. How does Grant Hislop account for them?

2. Why did RDU run an Ad campaign saying, “Some NZ music is shit”?

3. Explain Andrew Meier reasons for the creation of KIWI FM.

4. Explain Aaron Carson (manager of bFM) theory for KIWI FM.

5. Explain Grant Hislop’s (Kiwi FM programme manager) reaction to the negative feedback from his competitors.

6. What does Matt Mollgaard think of Kiwi FM?

From this reading of Kiwi FM, suggest some reasons, ramifications or implications regarding the relationship with its audience and the wider radio market, particularly:

· Its low ratings,
· Its impact on the radio competition,
· Its appeal to its target audience,
· Social/cultural considerations re playing Kiwi music, and support for local music.

Look at the following blog feedback on the Kiwi FM saga. Use Handout 26 – Blog feedback on Kiwi FM. This contains a statement from Kiwi FM’s station manager Karyn Hay, and responses to her arguments from two members of the radio industry. It is a good resource to use to look at both sides of the Kiwi debate.


	· I can analyse the impact that Kiwi FM has had on the NZ radio market.

· I can explain the important social and cultural role that Niu FM plays in the PI community.

· 

	Learning intentions

Students are learning to . . .


	Processes / Activities / Strategies
	Success Criteria

How do students know they have achieved success?



	· Students will study the changes that have occurred to Niu FM, and the important relationship they have with their PI audience base.

· Students will study the commercial advantages of radio over other media, in terms of the leisure and entertainment markets.

	Using Handout 27 – RNZ Sticks With The Birds (RadioScope 25th May, 2005).
The article looks at changes to RNZ and the importance it places on its relationship with the audience.

List the features that RNZ considers important to its target audience.

Using Handout 28 – Niu Phase for PI Network (RadioScope 25th Aug, 2005).
This article looks at the radio stations relationship with the community and the changes that it is undergoing to establish a closer relationship with its audience.

List its target audience, techniques used to appeal to its audience and the changes they are undertaking.

For more information on Niu FM please access the three files (listed below) at the Ministry of Culture and Heritage www.mch.govt.nz/agency/niufm.html. These files are very detailed, containing valuable information on the relationship Niu FM has with its PI audience and changes that have been made to the station format as a result of audience feedback. It would be an ideal media product to set up as a student research project.

· “Evaluation of the Impact of the Pilot National Pacific Radio Network – Niu FM -Analysis and Findings”,
· Evaluation of Niu FM – Design Methods,
· Evaluation of Niu FM – Conclusion.
See ‘Radio Leisure Entertainment Guide’.

This is a great overview on the commercial advantages of using radio to attract an audience for the leisure/entertainment market. It contains excellent data. It would work well as a jigsaw activity, or as assigned group work.

Formative Assessment activities can be found in the Assessment section and Handouts 29, 30 and 31 of this resource. Students should be given plenty of opportunity to show their understanding and receive constructive feedback before the external examination. For further ideas look at the Beacon Schools Background - Rationale.
See also Breaking down the Standard 90276 v3 (2.1).

	· I can explain why the radio station has changed to stay relevant to its audience and keep it.

· I can explain why radio is a more effective leisure and entertainment advertising medium than other media.




	Achievement


	Achievement with 

Merit

	Achievement with Excellence

	· Describe the relationship between a media product and its target audience.


	· Explain the relationship between a media product and its target audience.
	· Analyse the relationship between a media product and its target audience.


Breaking down Achievement Standard 90276 2.1 version 3 

Vocabulary you need to understand.
DESCRIBE

Means ‘what’ something is and how you would recognise it. In order to describe you need to state the features or characteristics of something.  Give an example.

EXPLAIN 

Means “how and/or why” something is used.  In order to explain you need to state the purpose and/or effect of something.

ANALYSE

Means “so what”. You use the explanation to go beyond the text to look at the bigger picture.  You could do any of these: compare, contrast, connect, conclude, interpret, show impact or significance, discuss consequences, discuss positive and negative aspects.

BROADCAST RADIO 

Commercial or community (non-commercial) radio distributed using land-based transmitters and available to anyone with a radio receiver, free of charge. NB: Radio is increasingly converging with the internet.

UNDERSTANDING

This means that you have to show that can not only regurgitate data and facts but also show that you have grasped what the relationship between a RADIO STATION and its TARGET AUDIENCE is, how it works and why.

RELATIONSHIP

RELATIONSHIP means how these two parties (RADIO STATIONS and TARGET AUDIENCES) interact, why they do so and the factors involved in this. A relationship involves two-way communication i.e. both parties give something; both parties get something from it – they meet each other’s needs. It also involves factors that affect it – money and marketing, economic climate, social situation, etc.

MEDIA PRODUCT

A MEDIA PRODUCT means an item created by a media industry/ producer to appeal to a specific group in society. In terms of this unit of study, this means a RADIO STATION and all of its identifying elements that create its ‘BRAND’ (Its play list, hosts, on-air style, branding, promotions, community partners, vehicles, uniforms, logos etc). The important thing is to be able to identify the TARGET AUDIENCE and find sufficient relevant information about the relationship between these two.

TARGET AUDIENCE

The TARGET AUDIENCE for a media product means the specific group in society that the MEDIA PRODUCT targets (aims to reach and appeal to). You should be able to identify at least THREE specific identifying features that define this group. For instance, MoreFM’s target audience is 25–45 year olds, and is biased towards women / homemakers.

SEE ALSO: Handout 10 - Glossary of Audience/Surveying Terminology.
Success Criteria
	Achievement


	Achievement with Merit
	Achievement with Excellence

	DESCRIBE

· Name a professional (commercial or community) RADIO STATION.
· Describe it and its ‘brand’ (Play list, hosts, on- and off-air style, promotions, community partners, etc.).
· Describe its TARGET AUDIENCE (You must have at least THREE identifying features that clearly define a specific audience).
· Describe how a STATION researches its AUDIENCE (Numbers, lifestyle, tastes, desires/ needs/ motivating factors, age group, gender balance, ethnicity, Time Spent Listening etc.).
· Describe at least TWO features of the station that are designed and used to appeal to the TARGET AUDIENCE (For example: play list, on-air hosting style, competitions, prizes/ giveaways etc.).

	EXPLAIN
As for achievement, plus:

· Explain WHY a STATION researches its AUDIENCE (e.g. To determine what will appeal to them so that they can attract, retain and grow their audience – which gives them more appeal to advertisers and can raise their ad spot rate).
· Explain HOW and/or WHY at least TWO features of the station are used to appeal to the TARGET AUDIENCE (For example: Why does its play list, on-air hosting style, competitions, prizes/ giveaways etc appeal to this audience? Why is this important to the station?).

	ANALYSE

As for achievement with merit, plus:

· Consider wider effects – society/industry in general, the future etc – beyond just the immediate relationship between the two parties.

· Show evidence of knowledge about MORE THAN ONE RADIO STATION and their specific audiences.



	Achievement


	Achievement with Merit
	Achievement with Excellence

	· Describe the nature of the relationship between the STATION and its (target) AUDIENCE (The way they interact, the way a station builds this relationship with its audience, the influence both parties have on each other etc.).
· Describe the commercial / social / political aspects of this relationship (eg packaging an audience for advertisers, impact on society values/lifestyle etc.).

	· AUDIENCE (The way they interact, the way a station builds this relationship with its audience, the influence both parties have on each other etc) is important to the station.
· Explain HOW/ WHY the commercial / social / political factors affect, cause or are a result of this relationship.
	· Discuss the implications of the relationship between STATIONS and their (target) AUDIENCES (e.g. manipulation of audience; creating ‘brand loyalty’ and converting that into TSL, frequency etc; packaging them for advertisers; tracking, responding to or controlling audience tastes; the effect of the influence both parties have on each other (dumbing down, reduction of variety etc); impact on, or reflection of society values/lifestyle; commercial realities – the bottom line; etc).
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How are they alike?
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How are they different?





Size of survey (No.’s)





Time/length of survey.








How information is gathered.





Accuracy of data





List the advantages and disadvantages of these measuring systems.





Conclusion or interpretation 





Research International – ‘Radio Diary’





AC Nielsen – 


‘People Meter system’





Student analyses the issues and implications of Kiwi FM’s presence in the radio market with clear insight





How are they alike?
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How are they different?





Features 1





Features 4





Features 3





Features 2





Account for the differences in techniques between these stations and their audiences.





Conclusion or interpretation 





MORE FMMOREFM


Christchurch





MAI FM


Auckland





Coast on-air personality line-up (L to R) Mike Oliver, Ray Mankelow, Jacqui Taite, Mark Morgan.





Appeals/Techniques 2





Appeals/Techniques 3





Appeals/Techniques 4





How are they alike in their techniques?
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How are they different?





Appeals/Techniques 1





Account for the differences in techniques between these stations and their audiences.





Conclusion or interpretation 





RADIO STATION 1





RADIO STATION 2






























































�Page reference should be Page 17 – pages have changed with editing, I suspect. There is no actual Jigsaw activity provided for this exploration (page 8). The redirect simply shows teachers one approach to a jigsaw activity that they might use here.


�Don’t understand your comment here: taking a guess, the two tasks  (3 a and 3b) both use Audio #2. Add the word ‘use’ (see alongside) to make the intent clearer.


�Where are these, Rob? TKI website?


�Measurement technique identified and described.


�Example given in support of measurement technique.


�Second audience identity technique provided, along with a description.


�Clear example given.


�Media Product identified.


�At least three details of audience are provided.


�Appeal is identified.


�Student explains how the technique appeals to the audience with a clear example 


�Second technique identified.


�


Student explains how the technique appeals to the audience with a clear example 


�


Student explains in detail the relationship between Coast FM and its target audience with clear examples. Effect of changes to the media product are also given.


�


Student introduces the context for the relationship between a media products and their specific target audiences and the importance of this relationship


�


Student introduces the radio landscape in NZ.


�First media product introduced, and described.


�


Effect comment provided.


�


Student analyses the issues and implications of Kiwi FM’s presence in the radio market with clear insight.


�


Student examines the wider significance of this relationship between media product and its audience, looking in particular at commercial impact and its ramifications.


�


Second media product provided.


�


Student provides effect comment with example.


�


Student examines the wider significance and implications of losing audience share particularly on the profitability of the media product, and future developments.
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