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Industry factors affecting our sitcoms

Synergy
The process where two companies work together for a positive outcome, usually profit based, and for the 
benefit of the audience.

Friends

In Friends the theme tune was a song called ‘I’ll Be There For You’.  It was co-written by David Crane 
and Marta Kauffman (producers of Friends) and the video featured the cast.  The song has since become 
synonymous with the programme.  The band gained their first ever number 1 with this song after 2 years 
without a release.

The record label that released the song was Atlantic Records, a subsidiary of Warner Records.  Remember 
that Warner Bros. Pictures were the production company behind the making of Friends.  In the 1990’s both 
Warner Records and Warner Bros were owned by the media conglomerate Time Warner.  Both companies 
were therefore making successful products for their parent companies and working well in synergy.

The IT Crowd

In the chosen episode we see the reference to a long serving Channel 4 television show called Countdown.  
The use of the programme enhances the relationship between these Channel 4 programmes and even 
though there is some light humour it is clearly taken in good-spirits by the production company that makes 
Countdown.  They have allowed the use of the studio, the presenter, the logo, the sounds and the co-
presenter in this episode.  This is positive promotion of the show for a slightly alternative audience.

Merchandise
The use of a brand or logo on products to help sell to a mass audience.  Official merchandise needs to be 
endorsed by the production company.

Friends

Over the 10 years of production Friends merchandise had no limits and is currently still some of the most 
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popular US TV shows on sale.  Various outlets in the US, including the Film Studio that produced the 
programme, and online stores still continue to sell a range of merchandise including:

• Mugs, Glasses, Cups

• Pens, Pencils, Stationary

• Furniture, Cushions

• Posters, Signs

• Clothing, including shirts and sweaters

• Mobile Phone Cases

A lot of merchandise is, sadly, unofficial as many companies try to make money off the brand.

IT Crowd

In a very similar fashion to Friends – The IT Crowd has an extremely large amount of unofficial 
merchandise available ranging from clothes, pictures, mugs, stickers and artwork.  A particular development 
from this episode is that of a t-shirt with the word TNETENNBA on it which was later worn by a contestant 
on the show.  The word was given an unofficial definition by the online website urbandictionary.com and 
picked up some additional references across social networks as a meme.

Convergence
The merging of mass media communication platforms into single pieces of technology for the benefit of the 
organisation and the user.

Friends

In 1994 there was a limited use of digital technology and the production of Friends was not directly 
impacted by the convergent world.

Through syndication and the emergence of social media Friends has since been made available on multiple 
platforms in the US and UK, including digital versions, streamed box sets (US Netflix) and continued social 
networking integration through users wishing to remember the programme.

IT Crowd

The IT Crowd has since become a very accessible product for the convergent world.  Netflix’s streaming 
service is available on multiple platforms and audience members can access the programme on iPads, 
iPhones, televisions and laptops.  All4 in the UK is also available through many free streaming platforms 
and requires no subscription making it truly accessible across all these technologies.
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Funding Models
There are 3 primary models in television programming: public service broadcasting, commercial and 
subscription.

Friends

Friends was funded through a commercial model.  This means that each episode was 22-24 minutes long 
to allow for 6-8 minutes of commercials to run in the 30 minute slot.  The more popular shows can demand 
more for their advertising space between the show.  NBC paid over $6million per episode in the final 
season so they had to recoup this money through expensive advertising slots.

This was the same for the UK.  Channel4 paid over £120million for the final 3 seasons in 2001 so could 
demand expensive advertising slots for popular brands and companies.  It worked for both Channel4 and 
the brands as they scored record audiences in 2004 when the final season was airing.

IT Crowd

Channel 4 has quite a unique remit where, in the UK, it holds a small public service remit to be innovative, 
distinctive and to reflect cultural diversity (among other things).  Although funded through commercials it is 
driven by this remit set by Parliament.  The IT Crowd, as an alternative and quite distinctive comedy, fulfils 
the public service remit on funding from commercials.  It is noticeable now when you log in to All4 that they 
indicate their funding structure to the user.

Regulation
The management of content against a set of rules or guidelines to primarily protect vulnerable audiences.

Friends

Through its 10 year history Friends was rated a TV-14 by the FCC (Federal Communications Commission) 
in the US.  

TV-14 – these shows may be unsuitable for children under 14.

Due to the implications of sex, alcohol and mild profanity in a humorous way it was felt that this programme 
was appropriate for those over 14.

In the UK Friends was certified a PG (Parental Guidance) for the same reasons.

IT Crowd

The IT Crowd when originally broadcast would have been answerable to OFCOM as a regulator.  They 
regulate post-broadcast so would only act upon viewer complaints.  By placing the programme on 
Channel 4 after 9pm there was a certain amount of self-regulation to allow the dark humour, swearing and 
references to sex.  Many episodes have some stronger language and it has been given a 15 rating by the 
bbfc for the release of DVD and BluRay.  Netflix advertise the programme as a 15 on their streaming site 
‘however the set episode, The Final Countdown, was rated 12 by the BBFC when it was released on DVD.


