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A Note for Parents and Pupils

This booklet contains the key Tier 2 (academic) and Tier 3 (subject-specific) vocabulary for Year 9
Creative iMedia. In Year 9 you study the complete Topic Area 1 and Topic Area 2 of R093 Creative
iMedia in the Media Industry: the structure of the media industry and its professional job roles; the
five purposes of media products; media codes (technical, symbolic and written); client requirements
and brief formats; audience segmentation; and research methods. These topic areas are the
foundation of everything you will do in Creative iMedia throughout the course — in your R094 NEA
assignment and in the final Year 11 examination. Every Tier 3 word in this booklet appears in the
OCR R093 specification or mark scheme. Learn the E words now; reach for the A words to push
your understanding further.

Words marked E (Expected) are the core vocabulary that every pupil must know. Words marked A
(Aspirational) are stretch vocabulary for pupils aiming to reach the top of the mark scheme. All
pupils are encouraged to learn the A words.

Expected — core vocabulary every pupil must learn.

Aspirational — stretch vocabulary for higher-level performance in extended writing.

How to Learn Vocabulary: Metacognitive Strategies

Research consistently shows that the most effective vocabulary learning does not come from re-
reading a list. The strategies below are those with the strongest evidence base for long-term
retention. We strongly recommend rotating between them rather than relying on a single approach.

* Look—Cover—Write—Check: Look at the word and its definition carefully. Cover both. Write
the word and definition from memory. Uncover and check. Repeat immediately for any word
you could not recall. This is the single most important habit in this booklet.

* The Leitner Flashcard System: Write the word on the front of a card, the definition and a
media example on the back. Sort cards into three piles: ‘know well’ (review once a week),
‘know fairly well’ (review every other day), ‘don’t know yet’ (review every study session).
Promote and demote cards honestly. After three weeks, the ‘know well’ pile should be the
largest.

* Dual Coding: Draw a diagram, sketch or symbol next to each word to create a visual
memory anchor alongside the written definition. This is especially powerful for processes
that have a visual or sequential logic — camera shots, production phases, file compression,
pre-production documents.

» Self-Quizzing with a Partner: Ask a parent, carer or friend to test you by reading out the word
while you give the definition, then reverse roles. Pupils who explain a definition aloud are
significantly more likely to remember it than those who read silently. Even five minutes of
quizzing is more effective than twenty minutes of re-reading.

» Use in Writing: Once you can define a word, try to use it in a sentence about Creative
iMedia. Better still, use it in a practice exam answer. Pupils who deploy Tier 3 vocabulary
accurately and precisely in extended answers consistently achieve higher marks because
examiners interpret this as a signal of genuine subject understanding.

» Spaced Retrieval: Do not try to learn all words in one sitting. Instead, study the current topic
area’s words every night for ten minutes, revisiting previous topic areas’ words at least twice
a week. Spacing your practice over time is far more effective than a single long revision
session the night before a test.
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Suggested Weekly Routine

Spend 10 minutes per night, five nights per week, on vocabulary for the current topic area. On at
least two of those nights, also revisit words from a previous topic area. Rotate through the strategies
above. By the end of each topic area, aim to have covered every E word at least five times and
every A word at least three times. Before any knowledge test, spend one full session doing Look—
Cover—Write—Check on all words from that topic area without exception.
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Topic Area 1: The Media Industry — Sectors and Products

These words describe the structure of the media industry, the sectors it is divided into, and the
types of products each sector produces. You need to be able to identify which sector a product
belongs to and explain what makes it typical of that sector. You will apply this knowledge in your
R094 NEA when justifying the type of product you are creating.

media
industry

traditional
media

new media

sector

animation

SFX/VFX

digital
imaging

digital games

interactive
media

noun

noun

noun

noun

noun

noun

noun

noun

noun

T3

T3

T3

T3

T3

T3

T3

T3

The collective term for the
businesses, organisations
and individuals involved in
creating and distributing
media products to
audiences.

Media sectors that
originated before the digital
era, including film, television,
radio, and print publishing.

Media sectors that depend
on digital technology,
including digital games,
interactive media, internet
content and digital
publishing.

A distinct area of the media
industry characterised by the
type of products it produces,
e.g. film, animation, digital
games.

A media sector specialising
in creating moving images
from sequences of still
frames, drawings or
computer-generated
imagery.

Special effects (SFX) and
visual effects (VFX):
techniques used to create
images or scenes that
cannot be filmed practically,
using physical methods or
digital post-production.

A media sector concerned
with creating, editing and
manipulating still images
digitally for use in
advertising, publishing and
social media.

An interactive media sector
producing games for
consoles, PC, mobile and
other platforms, combining
visual, audio and interactive
elements.

Media products that respond
to user input — including
apps, websites, games and
AR/VR experiences —
allowing audiences to
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The media industry includes traditional
sectors such as film and television and
new media sectors such as digital
games and apps.

A film studio producing a feature film
operates in the traditional media sector.

A company developing a mobile app is
working in the new media sector.

The animation sector produces both
traditional hand-drawn films and CGl
productions for cinema and streaming.

Pixar operates in the animation sector,
producing CGl feature films such as
Toy Story and Up.

VFX were used in Avengers: Endgame
to create battle sequences impossible
to film live.

A digital imaging professional edits
product photographs for an e-
commerce website.

Rockstar Games is a major company in
the digital games sector, known for the
Grand Theft Auto franchise.

A website that allows users to
customise their experience through
navigation choices is an interactive
media product.
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social media

multimedia

AR
(Augmented
Reality)

VR (Virtual
Reality)

noun

noun

noun

noun

T3

T3

T3

T3

engage actively rather than
passively.

Online platforms that allow
users to create, share and
interact with content and
with other users, including
social networks, image-
sharing and video platforms.

Content that combines
multiple media types — text,
audio, still image, video and
animation — typically
delivered digitally.

A technology that overlays
digital content onto the
user’s view of the real world
through a camera or
headset.

A technology that creates a
fully immersive digital
environment, replacing the
user’s real-world view
through a dedicated
headset.
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A brand creating content for Instagram
or TikTok is working in the social media
sector.

An interactive museum exhibit
combining video, sound and
touchscreen elements is a multimedia
product.

Pokémon GO uses AR to overlay game
characters onto the player’s real-world
environment through their smartphone
camera.

VR is used in digital games and training
simulations, placing the user in a fully
simulated environment.
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Topic Area 1: The Media Industry — Job Roles and Production

Phases

These words describe the professional roles in a media production team and the three phases of
production. In the examination you may be given a scenario and asked to identify which job role
would perform a specific task, or in which production phase a particular activity would occur. Know
all three role categories and all three phases precisely.

creative role

technical
role

senior role

animator

graphic
designer

scriptwriter

web designer

photographe
r

camera
operator

noun

noun

noun

noun

noun

noun

noun

noun

noun

T3

T3

T3

T3

T3

T3

T3

T3

A job role focused on the
artistic, conceptual and design
aspects of media production,
including animator, graphic
designer, photographer,
scriptwriter and web designer.

A job role focused on the
technical aspects of production
and post-production, including
camera operator, video editor,
web developer and games
programmer.

A job role with overall
management or directorial
responsibility for a project,
including creative director,
campaign manager, director
and production manager.

A creative professional who
creates moving images from
sequences of still frames,
whether hand-drawn or
computer-generated.

A creative professional who
uses visual elements —
typography, colour, imagery
and layout — to communicate
ideas and produce media
products.

A creative professional who
writes the spoken dialogue and
narrative content of a media
product, including films, TV
programmes and radio
broadcasts.

A creative professional who
plans and designs the visual
layout, user experience and
interface of a website.

A creative professional who
captures and edits still images
for use in media products
including advertising, editorial,
social media and publishing.

A technical professional
responsible for operating the
camera during filming,
composing shots and
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A graphic designer is a creative role
responsible for the visual identity and
layout of a media product.

A video editor is a technical role
responsible for assembling footage and
synchronising audio in post-production.

The production manager is a senior
role responsible for managing budgets,
schedules and the entire production
team.

An animator working for a games
company creates character movement
cycles and cutscene animations.

A graphic designer creates the
promotional poster and logo for a new
film release.

A scriptwriter produces the full dialogue
and scene directions for a television
drama series.

A web designer creates wireframes and
visual designs for a new e-commerce
website.

A photographer on a fashion shoot
creates images for a magazine editorial
and online campaign.

A camera operator frames and
executes each shot during the filming
of a television advertisement.
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video editor

web
developer

games
programmer

creative
director

production

manager

director

pre-
production

production

post-
production

campaign
manager

noun

noun

noun

noun

noun

noun

noun

noun

noun

noun

T3

T3

T3

T3

T3

T3

T3

T3

T3

T3

implementing the director’s
visual vision.

A technical professional who
assembles filmed footage,
applies transitions and effects,
and synchronises audio in
post-production to create the
final media product.

A technical professional who
codes, builds and maintains
websites and web applications,
implementing the designs
created by a web designer.

A technical professional who
writes the code that makes a
game function, implementing
game mechanics, physics, Al
and user interface behaviour.

A senior professional who sets
the overall creative vision for a
project or campaign, ensuring
all creative output aligns with
the client’s brief and brand
identity.

A senior professional
responsible for managing the
budget, schedule, resources
and personnel for a media
production.

A senior creative professional
who has overall artistic
responsibility for a film,
television programme or video
production.

The first phase of media
production: all planning,
preparation, research and
documentation before any
filming, recording or building
begins.

The second phase of media
production, in which the actual
creation of content takes
place: filming, recording,
coding, photography or game-
building.

The third phase of media
production, involving all work
done after filming or recording
is complete: editing, adding
effects, mixing audio and
distributing the product.

A senior professional
responsible for planning,
executing and monitoring an
advertising or marketing
campaign across multiple
platforms and channels.
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A video editor cuts a film trailer from
raw footage, choosing shots that build
tension and excitement.

A web developer writes the HTML,
CSS and JavaScript that makes a
website function.

A games programmer codes the enemy
Al behaviour and collision detection for
a platform game.

A creative director oversees the visual
identity of a major advertising
campaign, approving all creative
assets.

The production manager coordinates
all departments on a film shoot,
ensuring it stays on time and within
budget.

The director makes decisions about
camera angles, actor performance and
overall visual style during filming.

Pre-production activities include
creating a storyboard, casting actors,
selecting locations and writing a script.

During the production phase of a film,
the camera operator films scenes
according to the storyboard.

In post-production, the video editor
assembles the footage, the sound
designer mixes audio and the VFX
team adds digital effects.

A campaign manager coordinates the
TV, social media and print elements of
a product launch campaign.
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Topic Area 2: Purpose of Media Products

These words describe the five purposes a media product can have. You need to be able to identify
the purpose of any given media product and explain how its design elements reflect that purpose.
Many R093 examination questions ask you to identify the purpose from a media product shown in a

figure.

purpose

advertise/pro

mote

educate

entertain

inform

influence

noun

verb

verb

verb

verb

verb

T3

T3

T3

T3

T3

The intended reason or
function of a media product —
what it is designed to achieve
for the client and audience.

A purpose of media
production in which the
product is designed to raise
awareness of, and encourage
purchase of, a brand, product
or service.

A purpose of media
production in which the
product is designed to inform
the audience and develop
their knowledge, skills or
understanding.

A purpose of media
production in which the
product is designed to provide
enjoyment, pleasure or
diversion for the audience.

A purpose of media
production in which the
product is designed to provide
factual information to the
audience.

A purpose of media
production in which the
product is designed to change
the attitudes, beliefs or
behaviour of the audience.
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The purpose of a film trailer is to
advertise and promote the film to
potential cinema-goers.

A 30-second television commercial has
the primary purpose of advertising a
product to a target consumer audience.

An instructional video on YouTube has
the purpose of educating viewers on
how to complete a specific task.

A feature film has the primary purpose
of entertaining its audience through
narrative, characters and visual
spectacle.

A news website has the purpose of
informing its audience about current
events.

A charity campaign video has the
purpose of influencing the audience to
donate to a cause.
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Topic Area 2: Media Codes — Technical, Symbolic and Written

Media codes are the most frequently tested vocabulary in R093. You must be able to identify a
code, name the specific technique, and explain the meaning it creates for the audience. The
highest-mark examination questions ask you to evaluate how effectively codes are used in a
specific media product.

media code noun A system of signs, A media product uses technical,
techniques and conventions symbolic and written codes to create
used in media products to meaning for its target audience.
construct meaning and
communicate with
audiences.
technical noun T3 Media codes relating to how A close-up shot is a technical code that
code a product is physically draws audience attention to a
constructed: camera character’s emotional reaction.
techniques, editing, sound,
animation, movement and
transitions.
symbolic noun T3 Media codes that carry The use of red lighting in a horror film is
code meaning through visual a symbolic code that creates a sense of
conventions: colour, lighting, danger and threat.
graphics, mise-en-scéne and
iconography.
written code noun T3 Media codes relating to the A children’s website uses large round
use of language: typography, typography and simple language as
tone, formal or informal written codes to appeal to its young
register, and the choice of audience.
words.
mise-en- noun T3 French term meaning The mise-en-scene of The Dark
scéne ‘everything placed before the = Knight’s opening uses dark streets and
camera’: the arrangement of shadows to create a threatening
all visual elements within the = atmosphere.
frame, including setting,
props, costume, lighting and
actor positioning.
camera angle noun T3 The vertical position of the A low-angle shot of a villain is a
camera in relation to the technical code that makes them appear
subject: high angle (looking powerful and threatening.
down), low angle (looking
up), eye level (neutral).
camera shot noun T3 The framing of a subject in An extreme close-up shot of a
relation to the camera, character’s eyes is used in thriller films
defined by how much of the to create tension and show emotion.
subject is visible: close-up,
medium shot, wide shot,
extreme close-up, etc.
camera noun T3 The deliberate movement of A tracking shot follows a character as
movement the camera during filming to they walk, creating a sense of
follow action, reveal momentum and drawing the viewer in.
information or create an
emotional effect: pan, tilt,
track, zoom, dolly.
transition noun T3 An editing technique used to A fade to black transition marks the

move from one shot or scene
to the next: cut, fade,
dissolve, wipe, or stylised
effects.
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passage of time or the end of a
significant scene.
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colour
(symbolic)

lighting

typography

tone of
language

diegetic
sound

non-diegetic
sound

composition

connotation

noun

noun

noun

noun

noun

noun

noun

noun

T3

T3

T3

T3

T3

T3

T3

The use of colour in a media
product to create mood,
convey meaning or represent
a brand identity, drawing on
cultural associations.

The deliberate use of light
sources, direction and
intensity to create mood,
reveal or conceal detail, and
shape the visual tone of a
media product.

The art of arranging
typefaces — including font
choice, size, weight, colour
and spacing — to
communicate meaning and
create visual impact.

The manner or attitude
expressed through the
choice of words, sentence
structure and register in a
media product’s written or
spoken content.

Sound that exists within the
world of the media product —
heard by both the audience
and the characters — such
as dialogue, footsteps or
ambient noise.

Sound added to a media
product that does not exist
within its world — heard only
by the audience — such as
background music or a voice-
over narration.

The arrangement of visual
elements within a frame or
on a page — placement, use
of space, lines and balance
— to create meaning and
guide the viewer’s eye.

The secondary meanings or
associations carried by a
symbol, image or word
beyond its literal meaning,
often culturally determined.
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Blue is used in financial services
advertising as a symbolic code
associated with trust, stability and
reliability.

High-key lighting in a romantic comedy
creates a bright, cheerful visual tone
matching the genre’s optimistic mood.

A horror film poster uses a distressed,
Jagged typeface as a written code to
create tension and unease.

A luxury brand uses formal, aspirational
language as a written code to position
the product as exclusive and
prestigious.

The sound of a character’s footsteps
echoing in a corridor is diegetic sound
that creates atmosphere in a horror
film.

A tense orchestral score playing during
a chase sequence is non-diegetic
sound designed to heighten tension.

The rule of thirds places the subject off-
centre to create a more dynamic and
visually interesting image.

The connotation of a white dress in a
wedding scene is purity and new
beginnings — a symbolic code
understood by most Western
audiences.
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Topic Area 2: Client Requirements

These words describe the relationship between a media producer and their client, the formats briefs
take, and the difference between explicit and implicit requirements. This vocabulary applies directly
to your R094 and R097 NEA assignments, where you must respond to a client brief.

client

client brief

explicit
requirement

implicit

requirement

formal brief

commission

negotiated

brief

ethos

tender

noun

noun

noun

noun

noun

noun

noun

noun

noun

T3

T3

T3

T3

T3

T3

T3

T3

The individual, company or
organisation that
commissions a media
product, provides the brief,
and determines the
requirements the product
must meet.

A document or
communication from a client
that outlines what they
require from a media product,
including purpose, audience,
content, timescale and
constraints.

A requirement that is directly
stated in the client brief,
leaving no room for
interpretation.

A requirement that is not
directly stated in the brief but
can be inferred from the
context, purpose or target
audience of the product.

A client brief presented in a
structured, professional
document format with clearly
defined sections for
requirements, deliverables,
timescales and budget.

A format of client brief in
which a client requests and
pays for a specific media
product to be created to their
specifications.

A client brief agreed through
discussion and compromise
between the client and the
creative team, allowing for
adjustments to requirements.

The characteristic values,
spirit and identity of a brand
or organisation, which media
products must reflect in their
visual style, tone and
content.

A competitive bidding
process in which multiple
production companies submit
proposals in response to a
brief, with the client selecting
the most suitable offer.
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In an R094 assignment, the client is the
organisation described in the brief
whose requirements the student must
meet.

A client brief for a charity website might
specify the target audience, required
pages, colour scheme and deadline.

An explicit requirement in a games brief
might state: ‘The game must include a
tutorial level for new players.’

If a brief specifies a product for young
children, an implicit requirement is that
all content must be age-appropriate.

A formal brief from an advertising
agency outlines campaign objectives,
target audience, media channels and
budget in separate sections.

A television network commissions a
production company to create a six-part
documentary series.

A negotiated brief results from a
meeting where the client agrees to
extend the deadline in exchange for a
more complex design.

A brief from a sustainable fashion
brand requires the creative team to
reflect the client’s eco-conscious ethos
in all materials.

Three video production companies
respond to a tender from a local
authority to produce a promotional
video.
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Topic Area 2: Audience Segmentation

These words describe the eight ways in which an audience can be segmented. You need to
understand how each category affects design decisions. The highest-mark examination answers
link multiple segmentation categories together and connect the audience to media code choices.

target
audience

audience
segmentatio
n

demographic

]

age

gender

occupation

income

interests

lifestyle

location

noun

noun

noun

noun

noun

noun

noun

noun

noun

noun

T3

T3

T3

T3

T3

T3

T3

T3

T3

The specific group of people a
media product is designed and
produced for, defined by
demographic and psychographic
characteristics.

The process of dividing a
potential audience into distinct
groups based on shared
characteristics to enable more
targeted media product design.

Statistical data about the
characteristics of a population,
including age, gender, income,
occupation, education and
location.

A demographic category used to
segment audiences based on
age group, which strongly
influences media preferences,
content suitability and design
choices.

A demographic category used to
segment audiences based on
gender identity, influencing
design, tone and distribution
decisions.

A demographic category based
on job or profession, which can
indicate interests, disposable
income and media consumption
habits.

A demographic category based
on earnings, affecting what
products an audience can afford
and what media they consume.

A psychographic category used
to segment audiences based on
hobbies, passions and personal
activities.

A psychographic category based
on how people live: values,
attitudes, social activities and
consumption patterns.

A demographic category based
on where people live — local,
regional, national or international
— which influences language,
cultural references and
distribution.
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The target audience for a FIFA video
game is primarily males aged 13-35
with an interest in football.

Research revealed that the main users
of the app were women aged 25—40,
which influenced the visual design and
pricing.

BARB viewership demographics show
the main audience for the evening
news is adults over 55.

A media product aimed at children
aged 6—10 uses bright colours, simple
language and cartoon characters as
design codes.

A sports brand researches gender
segmentation to understand how to
appeal equally to male and female
athletes.

A financial services company targets a
professional occupation segment with
formal language and business-focused
design.

Luxury brand advertising targets a
high-income segment using premium
visual codes — expensive settings and
aspirational imagery.

A gaming magazine targets an
audience defined by their interest in
digital games, using technical language
and game-specific imagery.

A health food brand targets a health-
conscious lifestyle segment with
imagery of outdoor activity and natural
ingredients.

A regional newspaper’s advertising
targets businesses in a specific
geographical location who want to
reach local consumers.



Carshalton Boys Sports College | Creative iMedia | Year 9 Vocabulary Booklet 2026-27

psychograph  noun The classification of audiences Psychographic research into a brand’s

ics based on psychological audience revealed they valued
characteristics including values, authenticity, informing the tone and
attitudes, aspirations and content of campaigns.

lifestyle, going beyond
demographic data.
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Topic Area 2: Research Methods

These words describe the methods used to gather information to inform the design and production
of a media product and to understand its audience. You need to know the difference between
primary and secondary research, and between qualitative and quantitative data, as well as the
advantages and disadvantages of each method. This vocabulary also supports your R094 NEA
research activities.

Definition

Media Example / Context

research
method

primary
research

secondary

research

focus group

interview

questionnair
e

survey

qualitative
data

quantitative
data

noun

noun

noun

noun

noun

noun

noun

noun

noun

T3

T3

T3

T3

T3

T3

T3

T3

T3

A technique used to gather
information to inform the design and
production of a media product or to
understand an audience.

Research conducted first-hand by
the producer, generating original
data: focus groups, interviews,
questionnaires and surveys.

Research using existing data and
sources already gathered by others,
including books, journals, internet
sources and existing media
products.

A primary research method
involving a moderated discussion
with a small group of representative
audience members to gather
qualitative opinions and feedback.

A primary research method in which
the researcher asks questions
directly to an individual to gather in-
depth qualitative data.

A primary research method using a
structured set of questions
distributed to a large number of
respondents to gather quantitative
and qualitative data.

A primary research method

involving the systematic collection of
data from a sample of people,
typically using a questionnaire or
structured questions.

Non-numerical data that captures
opinions, feelings, descriptions and
meanings — typically gathered
through interviews, focus groups
and open-ended questions.

Numerical data that can be
measured and analysed statistically
— typically gathered through
questionnaires, surveys and usage
analytics.
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A focus group is a research method
used to gather qualitative feedback on
a product prototype from representative
audience members.

Primary research for an app design
included questionnaires completed by
50 potential users about their
preferences and needs.

Secondary research using BARB
viewing data provided information
about the audience for similar
television programmes.

A focus group of teenagers was used
to test the usability of a new game
interface before launch.

An interview with a professional
photographer provided expert insight
into image composition for the project
research.

A questionnaire asking 100 people
about social media usage habits
generated data to inform the app
design.

An online survey of existing customers
gathered data on satisfaction with the
current website design.

Qualitative data from the focus group
revealed that users found the
navigation confusing — something a
rating scale would not capture.

Quantitative data showed that 78% of
survey respondents preferred the dark
theme option for the app interface.
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Tier 2 Vocabulary: Examination Language and Analytical Terms

These are the academic command words and analytical terms used across Creative iMedia

examinations and NEA assignments. Knowing what each command word requires is as important
as knowing the subject content — a pupil who writes a description when asked to evaluate will not
score well, however good their subject knowledge.

Ti

Type | .

identify verb T2
state verb T2
describe verb T2
explain verb T2
analyse verb T2
evaluate verb T2
purpose noun T2
audience noun T2
impact noun T2
context noun T2
convention noun T2
effective adjectiv. T2

e

Ul > T m

Definition

To name or state a specific item,
feature or piece of information
clearly and precisely.

To express briefly and directly,
providing a fact or piece of
information without extended
explanation.

To provide detailed information
about something, giving its
characteristics, features or qualities.

To make something clear by giving
reasons, causes or processes —
showing how or why something
happens.

To examine something in detail,
identifying its component parts and
explaining how they work together
to create meaning or achieve an
effect.

To assess the effectiveness,
success or value of something by
weighing evidence, considering
strengths and limitations, and
reaching a supported judgement.

The reason for which something is
created or done; the intended
function or goal.

The group of people who receive
and experience a media product.

The effect or influence that
something has on an audience, a
market or a situation.

The circumstances, background and
setting that surround and influence
a media product or piece of
information.

An established rule, standard or
expectation for a particular form,
genre or type of product.

Successfully achieving the intended
purpose or goal.
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Media Example / Context

Identify one purpose of the media
product shown in Figure 1.

State one job role that would be
involved in the pre-production phase of
a film.

Describe one way in which colour has
been used as a media code in the
poster.

Explain how the camera angle used in
Figure 1 creates meaning for the
audience.

Analyse the media codes used in the
film poster to create an effective
product for its target audience.

Evaluate how effectively the media
product in Figure 1 meets the needs of
its target audience.

The purpose of a charity campaign is to
inform and influence the audience to
support the cause.

The audience for a children’s animated
film is primarily pre-school children
aged 3-7 and their parents.

The impact of a well-placed media
code is to create an emotional
response in the audience.

The historical context of a documentary
affects how the audience interprets the
events depicted.

A convention of the horror genre is that
the monster or threat is revealed slowly
to build audience suspense.

An effective media product successfully
communicates its message to its target
audience.



Carshalton Boys Sports College | Creative iMedia | Year 9 Vocabulary Booklet 2026-27

Type

Definition

Media Example / Context

appropriate

communicat
e

technique

aesthetic

implication

adjectiv. T2
e

verb T2
noun T2
noun T2
noun T2

m Byl

Suitable or fitting for a specific
purpose, audience, context or
situation.

To convey meaning, information or
feeling to an audience through the
use of words, images, sound or
other media codes.

A specific method or approach used
to achieve a particular effect or
result within a media product.

Relating to the visual or sensory
qualities of a product — how it looks
and feels to the audience.

A consequence or result that follows
from a decision or action, though
not always stated explicitly.

The choice of bright, simple fonts is
appropriate for a media product aimed
at young children.

The director uses a close-up shot to
communicate the character’s fear to
the audience.

The filmmaker uses the split-screen
technique to show two events
happening simultaneously.

The aesthetic of the game interface
uses dark colours and angular shapes
to create a futuristic visual identity.

One implication of the choice of red in
the poster is that the product feels
urgent and exciting to the audience.
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