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Study specifications

• Media literacy

• Media products 

• Media forms

• Media technologies

• Media contexts

• Media codes

• Media conventions

• Media production process

• Audience

• Media language

• Aboriginal and Torres 

Strait Islander knowledge, 

cultures and histories 



Study specifications

Media literacy

• Interrelated set of competencies that help people to maximise 

advantages and minimise harm in the new information, digital 

and communication landscapes. 

• VCE Media promotes media literacy by encouraging students 

engage critically with media as citizens in a democratic 

society. 



Study specifications
Audience

All media products are distributed to audiences who consume them in different ways. 

Factors such as technology, critical media literacy and the context of creation and consumption can alter the 

way audiences receive, engage with and respond to media products. 

∙ Audience reception: This refers to both the physical way audiences consume media products and the 

context of the time and place in which they receive it.

∙ Audience engagement: This refers to how audiences are affected emotionally and cognitively by a 

media product and how these ways of engaging combine to form complex meanings and experiences.

∙ Audience response: This refers to the way a media product may influence audiences to act or change 

their behaviour.

All media products are made for target audiences, defined by their cultural, social and historical contexts and 

demographics, as well as individual traits such as age, gender and values. 



Unit 4

Overview 



Unit 4 Area of Study 2

Outcome

On completion of this unit the student should be able to use evidence, arguments and ideas to discuss 

audience agency, media influence, media regulation and ethical and legal issues in the media.

Key Knowledge

• the changing relationship between the media and audiences

• the influence of both the media and audiences

• how media is used by globalised media institutions, governments and individuals

• arguments, evidence and ideas to explain contemporary media influence and audience agency

• the regulation of the media and audiences in Australia

• the issues and challenges relating to regulation and control of the media

• ethical and legal issues in the media

• media language used in evaluation and discussion.



Unit 4 Area of Study 2

Outcome

On completion of this unit the student should be able to use evidence, arguments and ideas to discuss 

audience agency, media influence, media regulation and ethical and legal issues in the media.

Key Skills

• analyse and discuss the changing relationship between the media and audiences

• analyse and evaluate the extent of the influence of the media and audiences

• explain how media is used by globalised media institutions, governments and individuals

• analyse contemporary evidence, arguments and ideas to explain the influence of media and agency 

of audiences

• explain and discuss the regulation of the media and audiences in Australia

• analyse issues and challenges relating to regulation and control of the media

• evaluate ethical and legal issues in the media

• use media language in analysis, evaluation and discussion.
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Glossary of command terms
The same terms are used in SAT criteria

and descriptors

Pages - Glossary of command terms (eduweb.vic.gov.au)

https://vcaa.edugate-cms.eduweb.vic.gov.au/assessment/vce-assessment/Pages/GlossaryofCommandTerms.aspx


A changing relationship

• Who holds the power and influence – the media or audiences?
‒ Participatory culture. Developed by Professor Henry Jenkins, Participatory Culture is an 

idea that suggests that creating media is a social act. New technology increases the ability 

of audiences to create and share media. 

‒ Spreadability. In the book ‘Spreadable Media’. Jenkins argues that audiences shape the 

flow of communication: if it doesn’t spread, it’s dead. And, in today’s media landscape, 

audiences determine what spreads. They also change the message itself, 

recontextualising, remixing, and transforming. 

‒ Surveillance Capitalism. Platforms amass data about their users, develop predictive 

products which they sell to advertisers. This ubiquitous digital architecture is increasingly 

used to influence audiences. Zuboff suggests that the ultimate goal is to automate 

audiences. 



A changing relationship

• Production.
‒ Institutions..

– New and traditional media continue to exist side-by-side. 

– There has been a shift away from traditional media which was hierarchical and 

linear, towards media that is more participatory.

‒ Individuals.

– Produsers. Dr Axel Bruns of Queensland Univeristy of Technology argues that 

individual have become a new hybrid of producers and users, the produser.

– Participatory culture. Creating media is a social act. Participatory culture describes 

the communities that use new forms of media technology to create, share.

– Barriers. Acknowledge barrier such as technology, capital, time, regulation, media 

ownership and media literacy.



A changing relationship

• Production.
‒ Crowds.

– In 2008, writer and lecturer Clay Shirky released the book Here Comes 

Everybody: The Power of Organizing Without Organizations. In the book, 

Shirky explores how individuals use online tools to work collaboratively without 

organisational structures.

– Examples like Wikipedia and Linux are good examples of projects that can only 

be achieved through the collaboration of millions of people. 



A changing relationship

• Case studies.
‒ TikTok Algorithm. Sophisticated algorithms that monitors interactions with the site 

to understand your thoughts and emotions, increasingly serving up niche content 

tailored to an individual user. 

– ‘How Tik Tok’s Algorithm Figures You Out’ - WSJ.

‒ TV. How television viewing is changing. 

– Bingeing vs scheduled viewing. 

– Big screen, small screens, second screens. 



A changing relationship

• Case studies.
‒ Fandom. Dumbledore’s Army is a non for profit charity created by Harry Potter fans 

using platforms such as YouTube and blogs have raised more than $15,000 dollars 

for Darfur and Burma and have donated about 14,000 books to children in need 

worldwide.

‒ #blacklivesmatter. The #blacklivesmatter movement is an example of audiences 

exerting power over the media. Through participatory acts - such as posting videos, 

photographs and status updates, and sharing and commenting on the posts of 

others - black activists are able to focus mass media discourse on issues of race. 



Influence of media and audiences

• Focus area: Public opinion.
‒ Arguments. Fake news. . 

‒ Evidence. Studies into the influence of social media activism, including 

#blacklivesmatter, the influence of fake news during the 2016 US presidential 

election. 

‒ Ideas. Agenda Setting Function, Reverse Agenda Setting, Filter Bubbles, 

Spreadability.



Influence of media and audiences

• Focus area: Video games.
‒ Arguments. Desensitisation, copycat behaviour. 

‒ Evidence. ‘Are video games really that bad?’ Countless studies. 

‒ Ideas. General Aggression Model, Uses and Gratification Theory.

• Focus area: Influencers.
‒ Ideas. Parasocial Theory.

‒ Evidence. Articles like ‘The WIRED Guide to Influencrs’ are an accessible entry 

point. Papers such as ‘The role of influencers in the consumer decision-making 

process’, ‘Instagram and YouTube bloggers promote it, why should I buy?’



Influence of media and audiences

• Focus area: Attention and addiction. 
‒ Arguments. TikTok Brain.

‒ Evidence. ‘The Social Dilemma’, ‘Your attention didn’t collapse. It was stolen’. 

‒ Ideas. Operant conditioning, variable-rate reinforcement.



Institutions, governments and 

individuals

• Globalised media institutions.
‒ Ideas. Surveillance capitalism. 

‒ Case studies. TikTok, Instagram and Facebook algorithms. 

• Governments. 
‒ Case studies.

– Mandatory data retention. AFP raids on journalists who reported on the Afghan Files. In 2017-

18 the AFP applied for two ‘journalist information warrants’, made 58 requests for metadata.

– Election advertising. In the 2022 federal election, spending on election advertising increased 

144%. 

– Public service campaigns. In May 2023, the federal government invested $63 million in a new 

anti-vaping campaign, Victorian government recently released ‘See through the haze’. 

• Individuals. 
‒ Ideas. Participatory culture, Spreadability. 

‒ Case studies. Wikipedia, social media activism, fandom, influencers.  



Regulation

• Regulation of media. 

‒ Government regulation. 

– Classification Board. 

– ACMA.

– Mandatory data retention.  

– News Media Bargaining Code.

– ACCC.

‒ Industry regulation.

– Ad Standards.

– FreeTV and Commercial Radio 

Australia. 

• Regulation of audiences. 

‒ Community standards.

– Content policies. 

– User conduct standards. 

– Reporting mechanisms.

– Moderation and enforcement.

‒ Government regulation.

– Anti-discrimination laws.

– Defamation laws.

– Online harassment laws.

– Copyright. 



Regulation: Issues and challenges

• Issues.

‒ News Media Bargaining Code. The News Media Bargaining Code requires tech giants to 

negotiate and pay news publishers for using their content.

‒ Mandatory data retention. Mandatory data retention in Australia requires 

telecommunication companies to store customer metadata for a specified period for law 

enforcement purposes.

‒ Content controversies. There are always content controversies.

– Bluey’s ‘fat shaming’ episode. 

– Sky News banned from YouTube for seven days over Covid misinformation.



Regulation: Issues and challenges

• Challenges.

‒ Online content. The volume of online content—including video and games—means that 

Australia relies on platforms to have appropriate safeguards in place, mobile games and 

apps are rated using IARC, Netflix self regulates using classification guidelines and is 

subject to spot checks. 

‒ Australian content standards. Calls from the Australian film industry to have levies on 

streaming platforms. 

‒ Classifying video games. Disco Elysium, a video game, was initially refused 

classification in Australia due to its depiction of drug use. However, the ban was later lifted 

after content modifications.



Ethical and legal issues

• Privacy. Australians value their privacy rights and expect transparency and protection when it 

comes to their personal information. The business model of surveillance capitalism means 

more data is harvested and inferred about individuals than ever before. 

• Misinformation. Misinformation undermines public trust, harm individuals, and distort public 

discourse. The rapid spread of misinformation through social media platforms poses challenges 

to accurate reporting and reliable sources of information. 

• Influencer marketing. An ethical issue due to concerns about transparency, authenticity, and 

ethical practices. Disclosure of sponsored content, consumer protection, and the influence of 

influencers on young audiences are key considerations.



Ethical and legal issues

• Algorithmic bias. Concerns exist about the fairness, transparency, and accountability of 

algorithms, particularly in areas such as news recommendations, content curation, and targeted 

advertising. See ‘Weapons of Math Destruction’ and ‘Coded Bias’. 

• Artificial intelligence. Concerns about AI art and misinformation in the age of AI generated 

content. 



Assessment



Contact

© Victorian Curriculum and Assessment Authority (VCAA) 2023. Some elements in this presentation may be owned 

by third parties. VCAA presentations may be reproduced in accordance with the VCAA Copyright Policy, and as 

permitted under the Copyright Act 1968. VCE is a registered trademark of the VCAA.

• Dr. Kathryn Hendy-Ekers

• Curriculum Manager, Media

• (03) 9059 5147

• Kathryn.Hendy-Ekers@education.vic.gov.au
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