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Component 2: Understanding Forms and Products 

 

Focus Areas: 

Media Language 

Representation 

Media Industries 

Audiences  

Media contexts 

 

PART 3: STARTING POINTS - Media Industries 

The importance of different funding models:  

Television broadcasting operates two different 

funding models, public service, and commercial 

broadcasting. The BBC is a public service broadcaster 

funded by the licence fee, whereas Channel 4 is a 

free-to-air, public service broadcaster which is publicly 

owned and commercially funded through the sale of 

advertising.  

 

Channel 4 has a statutory public service remit; it 

needs to follow guidelines and offer alternative 

content for a diverse audience. The channel’s remit 

has a range of elements including: 

• Be innovative and distinctive 

• Stimulate public debate on contemporary issues 

• Reflect cultural diversity of the UK 

• Champion alternative points of view 

• Inspire change in people's lives 

• Nurture new and existing talent 

(https://www.channel4.com/corporate/about-

4/who-we-are/what-is-channel-4) 

  

Channel 4 operates a cross-funding model whereby it 

offsets loss-making programmes with those that are 

more commercially viable allowing it to offer a diverse 

range of programmes, some of which are aimed at a 

niche audience. A more successful programme like 

The IT Crowd allows the channel to fund less popular 

but important programmes, for example news and 

documentaries. 

One of its goals is to be commercially self-sufficient 

and as part of this it is a not-for-profit organisation 

channelling all of its revenue back into programming. 

 

The nature of media production, including by large 

organisations, who own the products they produce 

and by individuals and groups: 

There have been significant changes to the television 

industry in recent years due to the impact of digital 

technology on the way in which programmes are 

produced and distributed and how audiences 

consume them. Audiences have become more 

fragmented and traditional broadcasters like Channel 

4 must evolve in the ways in which they produce, 

distribute and market their products. The IT Crowd is 

available across a range of platforms including Netflix 

and All4. 

 

Channel 4 has a unique model in that it is a publisher-

broadcaster. It has no in-house production and 

instead commissions content from across the UK. Part 

of its brand identity is the fact that it offers alternative 

content and is known to more risk taking in its 

programming, as stated in its Annual Report: 

‘We take risks. We offer alternatives. We create TV, 

film and digital content that challenges and provokes. 

We champion diverse perspectives, indies, new talent 

and young people’ (www.annualreport.channel4.com) 

 

Channel 4’s production remit to produce 

Programming for a more specialised/niche audience is 

evident in The IT Crowd where the situation, narrative 

and characters appeal to less mainstream audiences. 

Channel 4 has a portfolio of channels and services 

including All4, E4, Film4, More4 and 4Music. It also 

operates across a range of platforms including Sky, 

Virgin and YouView. 

 

Channel 4 refers to itself as a ‘creative greenhouse’ 

(https://www.channel4.com/corporate/about-

4/what-we-do/creative-greenhouse), nurturing new 

https://www.channel4.com/corporate/about-4/who-we-are/what-is-channel-4
https://www.channel4.com/corporate/about-4/who-we-are/what-is-channel-4
http://www.annualreport.channel4.com/
https://www.channel4.com/corporate/about-4/what-we-do/creative-greenhouse
https://www.channel4.com/corporate/about-4/what-we-do/creative-greenhouse
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and existing talent and creative ideas and contributing 

to the UK’s creative economy. 

 

The IT Crowd was written by Graham Linehan who had 

also created and written other Channel 4 alternative 

comedy programmes including Father Ted and Black 

Books illustrating the channel’s model of 

commissioning programmes and championing existing 

as well as new writers.  

 

Future4 is a strategy with the priority of increasing 

digital growth and the aim of doubling All4 viewing by 

2025. 

 

The function and types of regulation in the media: 

Television companies and specific channels operate 

self-regulation through scheduling decisions, the 

watershed and announcements at the beginning of 

programmes giving information about possible areas 

of offence. 

 

Channel 4 is internally controlled by a Board and 

Executive Team who maintain standards within the 

remit of a Corporate Code of Conduct. 

Channel 4, like other commercial broadcasters, is 

externally regulated by Ofcom (excluding the 

advertisements) and as such must comply with the 

Ofcom Broadcasting Code. 

 

PART 4: STARTING POINTS – Audiences 

The ways in which media organisations target and 

categorise audiences: 

• The IT Crowd is produced by Channel 4, a 

commercial public service broadcaster. Channel 4 

caters for more niche/specialised audiences than, 

for example the BBC.  

• Regarding comedy in particular, Channel 4 is 

known for its quirky, less mainstream comedies, 

for example Peep Show, Derry Girls and Man 

Down and audiences will have pre-conceived 

ideas and expectations of the output of the 

channel. 

• The IT Crowd was scheduled at 10pm on a Friday 

night as part of Channel 4’s ‘comedy zone’. The 

later, post watershed scheduling time suggests 

the more adult content in some of the episodes.  

• The target audience is young men with an interest 

in technology, this is evident in the use of lexis, 

the puns and humour, the dialogue and the 

‘easter egg’ iconography of the office. This 

audience are further targeted by the animated 

credit sequence with intertextual references to 

retro computer games. 

• This audience appeal is further reinforced by the 

use of intertextual references which would 

resonate with the target audience. They feel 

rewarded when they understand these 

references. For example, the knowledge of both 

Countdown and 8 out of 10 cats does Countdown 

and the cinematic references to Fight Club in the 

‘Street Countdown’ competition and The Matrix in 

the character of Prime. 

 

 
 

• However, the programme has wider appeal 

through its adherence to the typical conventions 

of sitcoms including verbal and visual humour, for 

example the exercise class and exaggerated 

characters and situations. 

• The character of Jen is also likely to appeal to a 

female audiences. 

 

How audiences may respond to and interpret media 

products: 

Social media was a platform for a range of responses 

to the programme, most of them positive, which 

helped in its marketing and promotion. 

 

Imdb.com has 166 reviews of the programme 

demonstrating how it resonates with a range of 

audiences:  

 

 

‘The characters are well developed; the humour 

is dry and witty and the cast is amazing. There 

are so many nuances that you have to pay 

special attention or you'll miss them, which is 

difficult to do when you are busting your gut 

laughing with tears pouring down your face.’ 
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The hyperreality of the programme was highlighted 

when one actual contestant on Countdown wore a T-

shirt with ‘Good morning, that’s a nice tnetennba’ 

printed on it. This garnered a huge Twitter response 

to which the contestant responded – ‘I went there to 

drink milk and kick ass; I only finished the milk’. 

 

A range of merchandise for the programme is 

available to buy including, mugs, posters, cards, 

stickers, and clothing featuring images of the 

characters and famous catchphrases from the series. 

 

The role of media technologies in reaching and 

identifying audiences, and in audience consumption 

and usage: 

Changes and developments in technology have had an 

impact upon the way in which audiences’ access, 

consume and respond to media products. Audiences 

now have a range of content to choose from on a 

range of different platforms to suit their needs and 

lifestyle. 

 

The IT Crowd, is still available to watch on All4, Netflix 

and YouTube. On YouTube there are compilation 

videos made by fans, for example Best of Moss which 

includes a clip from the Countdown and the 8+ club 

scenes from this episode.   

 

During its broadcast, the programme also reached 

audiences through social media sites including Twitter 

and Facebook allowing Channel 4 to review audience 

reactions to characters and storylines. Twitter is 

particularly important in reaching millennials, the 

main target audience for this programme. 

There are several fan sites dedicated to the 

programme illustrating its cult appeal and longevity.  

 

Theoretical perspectives on audience: Blumler and 

Katz’s Uses and Gratifications theory: 

There are several theories that have been written to 

explore the relationship between audiences and 

media products. The Uses and Gratifications theory 

was one of the first to suggest that audiences can be 

active consumers of the media and seek out and use 

different media products in order to satisfy a need 

and to experience different pleasures including: 

 

Entertainment/escapism: the programme offers 

diversion for audiences through its humour and 

unusual/surreal elements, for example ‘Street 

Countdown’ and the 8+ club. The laughter soundtrack 

encourages the audience at home to engage with the 

comic elements of the programme and offers 

escapism. 

 

 
 

Social Interaction: the programme has a cult following 

both during and after its broadcast. Audiences would 

use social media to discuss the episodes and elements 

of this episode including Moss’s catchphrases and the 

Countdown ‘tnetennba’ moment became part of 

popular culture accessed by millennials. 

 

Personal Identity: audiences may engage and identify 

with the characters, their lives inside and outside the 

office and the situations they find themselves in. For 

example, Roy’s desire to better himself and make a 

new start, Jen feeling left out and overlooked and 

Moss’s IT geekiness and aspirations (to appear on 

Countdown).  

 

Information: the programme provides an insight into 

popular culture and the world of IT. Lexis and 

definitions used in the programme could be said to 

inform those elements of the audience who are not IT 

literate or digital natives. 

 

PART 5: STARTING POINTS – Media Contexts 

The specification requires learners to develop their 

understanding of relevant contexts of media and their 

influence on the product. 

 

Social and Cultural contexts 

How The IT Crowd reflects the society and culture of 

the time in which it was made through its 

‘I think it has just the right amount of tech 

humour to stay true to its name, but anybody 

who's ever worked in an office of any kind should 

appreciate this show hugely.’ 
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representations, themes, values and messages. 

Consider: 

• How the representation of women in The IT 

Crowd with Jen in charge of the department 

challenges typical representations in sitcoms 

illustrating how the genre has developed over 

time and been informed by cultural influences. 

• The cultural links made to other examples of the 

genre, both historical and contemporary, in 

relation to the use of physical comedy and the 

conventions of laughing at failure. 

• How The IT Crowd reflects contemporary social 

and cultural contexts regarding the 

representations of gender and diversity offering a 

more accurate representation of contemporary 

London. 

• The fact that the characters are millennials with 

issues related to this social group, for example 

anxiety regarding identity (Roy’s need to prove to 

Alistair that he is not a window cleaner) and an 

obsession with celebrity culture (Moss’s 

appearance on Countdown and his admission to 

the 8+ club). 

• The messages and values linked to social and 

cultural context evident in the programme, for 

example in relation to the ‘nerd’/’geek’ 

stereotype.

 


