
Mood Board Knowledge Organiser 

Purpose of a mood board 

It is a visual tool used to generate ideas 

for the look, colour and styles for a pro-

ject. It can be used to collect ideas from 

different people. 

Target Audience 

The target audience for a mood board is 

the designers of a product. It helps 

them to see the ideas and styles in one 

place.  

What do we include in a mood board?  

 Photographs/images linked to the 
project 

 Logos of the business 

 Font type, colour and size 

 Textures and fabrics 

 Colours  

Extended Question Type 1—Create a Moodboard 

Create Questions 

Marks awarded for: 

 Using images linked to the project (at least 6) 

 Layout is suitable (title at the top, clear structure) 

 Content includes suggestions or ideas for: 

 Text, colour, images, styles of images, sounds, fabric 

ALWAYS INCLUDE ANNOTATIONS TO JUSITY YOUR CHOICES OF  
IMAGES/STYLES/CONTENT ETC 

Content for web sites/adverts 

Images, movies and sounds 

Logos 

Colours 

Text 

Font colours and styles 

Content for movies/tv/adverts/animations 

Font colours and styles 

Title styles (old fashioned or modern) 

Costume ideas 

Location ideas 

Content for games 

Font colours and styles 

Title styles (old fashioned or modern) 

Costume ideas 

Location ideas 



Mood Board Knowledge Organiser 

Extended Question Type 2— Evaluate a Mood board 

Create Questions 

Marks awarded for: 

 Identify target audience (usually a designer) 

 Explain how suitable it is for the designer by talking about: 

 The layout (Is there a title? Is it easy to follow) 

 Content—is it clear? Is it linked to the project? 

 Different elements included? 

 Are there any annotation included to explain or justify 

choices 

 Is it fit for purpose, does it include all the content that a 

designer would need to understand the ideas? 

 Always identify STRENGTHS and WEAKNESSES 

 SPaG marks are given 

Purpose of a mood board 

It is a visual tool used to gener-

ate ideas for the look, colour 

and styles for a project. It can be 

used to collect ideas from differ-

ent people. 

Target Audience 

The target audience for a mood 

board is the designers of a prod-

uct. It helps them to see the ide-

as and styles in one place.  



Mind Map Knowledge Organiser 

Purpose of a Mind Map  

It is a visual tool used to generate and 

organise ideas for a project such as a 

web site or magazine cover.  

Target Audience 

The target audience for a mind map is 

usually the designers or developers of a 

project and is used to present struc-

tured ideas for them.  

How to we use Mind Maps 

 Central idea 

 Add branches to organise this idea 

 Add sub branches to further de-
velop the idea 

 Can be created by hand 

 Can be creates on PCs 

Extended Question Type 1—Create a Mind Map 

Create Questions 

Marks awarded for a diagram : 

 Recognisable as a mind map 

 Content is relevant to the topic /products you are asked to create it for 

 It includes suitable amount of detail in the mind map 

 Logical sequence of branches and sub branches 

Always ensure that the Mind Map has the content that is relevant for the product and the topic you have 

been asked to create it for 

Mind Map Branches for a Website Mind Map Branches Poster or Advert Mind Map Branches for a Game 

Colour scheme 
Fonts 
Content on each page (text, sound, video) 
Links (hyperlinks, links to other websites) 
House Style (colour schemes, fonts, images etc) 

Images to use 
Slogans to use 
Text to use 
Font Styles 
Information to include 
Resources needed 

Levels 
Points 
Characters 
Graphics 
Angles 
Weapons 
Controls 



Mind Map Knowledge Organiser 

Extended Question Type 2— Evaluate a Mind Map 

Create Questions 

Marks awarded for: 

 Identify target audience (usually a designer) 

 Explain how suitable it is for the designer by talking about: 

 Does it look like a mind map? 

 Is the content relevant to the project (magazine/web 

page etc.) 

 Logical branches and sub branches 

 Are all branches/sub branches linked together  

 Is all the information in the mind map relevant to the 

project 

 Always identify STRENGTHS and WEAKNESSES 

 SPaG marks are given 

Purpose of a Mind Map  

It is a visual tool used to generate 

and organise ideas for a project 

such as a web site or magazine 

cover.  

Target Audience 

The target audience for a mind 

map is usually the designers or 

developers of a project and is 

used to present structured ideas 

for them.  



Visualisation Knowledge Organiser 

Purpose of a Visualisation  

A hand drawn diagram to show what 

something looks like when it is created. 

Used to plan still images like web sites, 

magazine/DVD covers and comics 

Target Audience 

The target audience for a visualisation is 

usually the designers or developers of a 

project and is used to present how the 

design will look when created 

What to include on visualisations 

 Layout of page 
 Composition of page  
 Colours used 
 White space 
 Placement of text and images 

 Annotations to give details of all 
of the above.  

Extended Question Type 1—Create a Visualisation 

Create Questions 

Marks awarded for a visualisation : 

 Content is relevant for the product (poster, web page, DVD cover) 

 Content is relevant to the case study organisation (supermarket, charity etc, you are told the name of 

this company) 

 Layout is suitable for the product Eg Advert includes name of company and offers 

 Colour scheme is shown (through annotations or use of colour) 

 Use persuasive language when creating a poster/advert 

What to include in a visualisation for a Website What to include in a visualisation of a 
poster/magazine cover 

What to include in a visualisation of 
a DVD cover/poster 

Colour scheme 
Header 
Navigation bar 
Where would you put text and images 
Where you would put other media like videos 
Location of logo 
Annotations to show colour, font type and font styles  

Where you would put: 
Images 
Headings 
Contents 
Colours used 
Extra information like price, release dates etc) 
Annotations to show colour, font types or styles  

Layout of the cover 
Images from film (characters) 
Location of age rating 
Blurb 
Styles of fonts and colours used 
(annotations) 
 



Visualistion Knowledge Organiser 

Extended Question Type 2— Evaluate a Visualisation 

Marks awarded for: 

 Identify target audience (usually a designer) 

 Explain how suitable the visualisation is for the designer by talk-
ing about: 

 Does it contain suitable amount of text and image 

 Is the layout clear 

 Is the content of text and images relevant  to the project 
(magazine/web page etc.) 

 Use of colours  

 Empty space (is there too much) 

 Is all the information in the visualisation relevant to the 
project 

 Does it contain all the detail a designer would need to cre-
ate it? 

 Always identify STRENGTHS and WEAKNESSES 

 SPaG marks are given 

Purpose of a Visualisation  

A hand drawn diagram to show 

what something looks like when it 

is created. Used to plan still imag-

es like web sites, magazine/DVD 

covers and comics 

Target Audience 

The target audience for a visuali-

sation is usually the designers or 

developers of a project and is 

used to present how the design 

will look when created 



Script Knowledge Organiser 

Purpose of a Script  

A written document used to plan TV, 

films or games. It shows the what is 

said, who speaks and directions for a 

scene. 

Target Audience 

The target audience for a script is the 

director of a tv show/film, the actors 

and producers who will use the script as 

a way of understanding what happens.  

Camera Angles/Shots 

 Long /establishing shot 

 Mid Shot 

 Close Up/Extreme Close Ups 

 High/low angle 

 Eye level angle 

Question Type 1—Characteristics of a Script 

Characteristics of a Script Question 

 Read the questions and the number of marks 

 Look at the exam command words—”Identify”, “Explain”, “Describe” 

 Give sufficient detail in the answer to achieve all marks 

What include on a script 

–Location – where the scene is taking place using INT or EXT to signify the location. 

–Direction – what the actors are doing, this could be the movement, the way they 
speak or their body language.  

–Shot Types – placement of the camera 

-Camera Movement – how the camera moves 

–Sounds/sound effects 

–Characters – who is in the scene 

–Dialogue – what is said and how it is said (emotions, volume) 



Script Knowledge Organiser 



Storyboard Knowledge Organiser 
Purpose of a Storyboard  

A series of drawings that show what a 

movie look like, the purpose is to help 

organised the filiming making it easier 

to see what you need and how to film 

the scene 

Target Audience 

The target audience for a Storyboard is 

the director of a film. It shows the direc-

tor how to film the scene, the camera 

angles and camera movement. 

What to include on storyboard 

 –Number of scenes 

 –Camera Shots 

 –Camera Movement 

 –Timings 

 –Lighting 

 –Sounds (dialogue, effects) 

 –Locations 

 –Camera Type 

Extended Question Type 1—Create a Storyboard 

Create Questions 

Marks awarded for: 

 Clear structure 

 Content is relevant to the scenario 

 You include the following items: 

 Timings, camera shots, camera angles, camera movements, lighting, timings, sounds, sound effects, loca

 tions,  

Camera Shots—the distance of the camera from 
the main subject 

Camera Angle—the angle from which we 
see the main subject 

Camera Movement 

Extreme Close Up 
Close Up 
Mid Shot 
Long Shot 
Establishing Shot 

High Angle 
Low Angle 
Eye Level 
Over the shoulder 

Pan 
Zoom In 
Zoom out 
Dolly 
Tilt 



Storyboard Knowledge Organiser 

Extended Question Type 2— Evaluate a Storyboard 

Marks awarded for: 

 Identify target audience (usually a director) 

 Explain how suitable the storyboard  is for the director by talking 
about whether it includes: 

• Number of scenes 

• Scene content 

• Timings 

• Camera shots (eg close up, mid, long) 

• Camera angles (eg over the shoulder, low 

angle, aerial) 

• Camera movement (eg pan, tilt, zoom or using 

a track and dolly) 

• Lighting (eg types, direction) 

• Sound (eg dialogue, sound effects, ambient 

sound, music) 

• Locations (eg indoor studio or other room, 

outdoor) 

• Camera type 

 Always identify STRENGTHS and WEAKNESSES 



Target Audience 

Knowledge Organiser 

What is it? 

Your target audience is the per-

son or group of people that the 

final product will be aimed to-

wards. 

What can target audience 
effect? 

 

–Colours you use 

–Types of images (photos or 
cartoons) 

–Language used (how well can 
the audience read) 

–Content (in games and videos 
they use age ratings) 

Why is it important? 

You need to understand what 

your target audience likes and 

dislikes in order to plan your 

project to suit your audience 

Category Notes What it can effect 

Gender Products generally appeal to onge 

group or another 

–Choice of colour 

–Images used (content of images mainly male or female) 

–Font styles and type used 

–For adverts where you place the adverts (which magazine or during 

which programs) 

Income The disposable income left after you  

have paid for all your necessities 

–Content used in the product (Luxury or every day items) 

–Colours used (luxury colours: blacks, gray, gold) 

–Where to product is viewed (TV channels, time of day, during which 

programs if an advert) 

Location •This is where someone lives, could be 

divided in to: 

–Town or city (difference between Ac-

crington and Manchester) 

–Region (North and South) 

–Country (England or Germany) 

–Language used (accents, amount of speaking in an international 

product – subtitles) 

–Content (on a website use less video if the location of audience is in 

a village, what if you have a diverse location?) 

Ethnicity This is a group that people belong to 

because of the their background ances-

try or the culture they belong to 

–Different religions and their expectations (Use of alcohol or pork, 

Halal/Kosher, vegetarianism) 

–Cultural differences (ensure your don’t offend different cultures in 

different countries or regions – eg clothing in conservative societies) 

–Content – use of models with different ethnicities 

–Language used – can they all understand what is said 

Accessabil-

ity 

This category is about making sure your 

product in available to as many people 

as possible 

–Visually impaired (High contrast colours, size of text, colours used 

for colour blindness) 

–Hearing impaired (Subtitles, Sign Language) 



Target Audience Knowledge Organiser 

Extended Question Type 2— Evaluate a Storyboard 



Primary and Secondary Research Knowledge Organiser 

Primary Research Secondary Research 

This is collecting new information by making direct or face to face contact with 

consumers e.g. a questionnaire 

•A secondary source is information on a topic that originally appeared else-

where first. 

Questionnaires The user fills in a questionnaire about a certain topic or sub-
ject to find their views BUT a lot of people do not respond to 
them 

Census Provides information on all the households in the UK, updated 
every 10 years – very detailed but only updated once every 10 
years. Shows age, religion and gender of households in the UK 

Interview The user is interviewed by another person to find out and 
explore their views. This gives better detail than a question-
naire because you can use follow up questions BUT it is most 
expensive. 

Internet Lots of information on the internet, but it is difficult to find 
information that is valid for your needs. You must look at a 
website related to your product or design 

Observation This is when you watch someone or an object to find out 
what they do. This is good because you can see how some-
one reacts and read their body language and they are more 
relaxed because they are not on the spot. 

Books and 
Magazine 

You can look at existing magazines/books to find out what 
styles are used. 

Focus groups This is a groups of people (mix of age, gender, ethnicity) and 
they are asked to talk about a product. The good thing is they 
can see the product and you can ask questions BUT it is very 
expensive. 

Sales Reports All businesses have sales report, these can tell you which 
products are the most popular and sell well. However the in-
formation may be out of date and you only see it for the com-
pany you work for. 

Advantages Disadvantages 

Information is taken directly from the 

people who are, or will be, the consum-

ers. 

Detailed information can be gathered 

and opinions obtained 

Information is up to date and collected 

for a specific purpose 

Inaccurate, people may not give ac-

curate answers e.g. they may say 

they will buy something when they 

won’t 

Time and money, to design the pri-

mary research, carry it out and ana-

lyse the data 

 

Advantages Disadvantages 

Information is cheaper to obtain as it 

has already been collected 

Information is available immediately 

If taken from a reliable source the in-

formation should be reasonably accu-

rate 

The data available covers a wide range 

of sources 

The data is unlikely to have been col-

lected for exactly the same purpose 

as the business requires so it may not 

meet the business’s direct needs 

Information may be out-of-date de-

pending on when it was collected 

Information is available to every oth-

er business 



Primary and Secondary Research Knowledge Organiser 

Primary and Secondary Research Example Question 



Client Requirements  Knowledge Organiser 

Who is the client? 

•Your client is the person you will be working for. They will tell you what they want you to plan, design or create for them 

•The client will set out requirements that they want you to follow when you plan the project 

What the client requirements can tell you: 

-Client requirements include: 

–Target audience 

–Colour scheme 

–Timescale – deadlines for the project 

–Purpose  

–Content (information & images) 

–Budget – how much money there is to spend 

–Style/genre 

–What you are creating (TV advert, magazine advert, game etc) 



Client Requirements  Knowledge Organiser 

Client Requirements  Example Question 



Work Plans Knowledge Organiser 
Why Plan? 

Planning is a necessary part of any pro-

ject to ensure that everything can run 

smoothly. 

WORK PLAN 

GANTT CHART 

PRODUCTION SCHEDULE 

What goes in to a work plan? 

•Tasks – Each main task needed to be completed, Eg. Create a website template 

•Activities – Break down each task in to smaller sub tasks, Eg – Insert header, buttons, company 

graphics 

•Milestones – the key dates in the project, when the project starts, when the project end or when 

you finish one stage of a project (plan/create/test) 

•Resources – What you need to complete the task. Eg PC, Internet access, images, Dreamweaver 

•Work Flow – The order in which the tasks are completed (Plan > Create > Test > Review) 

•Timescales– Timings for each individual task to make sure that you meet your final deadlines 

Contingency Planning 

If your plan goes wrong you have to have planned in contingency time to ensure it doesn’t change 

your deadline.  

•To plan for this all work plan include contingencies. This is extra time you give yourself just in 

case somethings goes wrong. 

•Three contingency items are: 

•More time – In films often shooting goes on longer than intended, or bad weather might affect 

the schedule 

•Extra Costs – Occasionally extra costs can arise (having to buy web hosting for a web site) 

•Unexpected events – Anything outside of your control that can affect your project (bad weather, 

illness, people leaving) 



Work Plans Knowledge Organiser 



Health and Safety Knowledge Organiser 

Computer Risk Measures to take 

Eye Strain •Use a screen filter 

•Make sure you work in suitable 

light 

•Don’t sit too close to the 

screen 

•Take regular breaks (5 mins per 

hour) 

•Have regular eye tests 

•Have blinds available to avoid 

glare on the screen 

Back Pain •Use a fully adjustable chair 

•Use footrests so that legs are 

at a natural angle 

•Have the monitor at eye level 

Repetitive Strain Injury •Use wrist rests 

•Regular breaks 

•Ensure workstations are the 

correct height 

Physical Dangers: 

Too many wires 

Liquids near a computer 

Too many plugs  

•Use cable management to tidy 

up wires.  

•Keep drinks away from com-

puters 

•Don’t plug too many devices in 

to one outlet 

What is Site Recce? 

Visit a location prior to filming, to see if a site is suitable for a scene. It helps you to plan your scene 

and your filming schedule.  

What can you check during a site recce? 

–suitability for filming the scene (background buildings, noises – you don’t want to film a historical film 

near an airport) 

–potential problems with the site  

–access to site for delivery, cars, actors 

–facilities available for filming (electricity, buildings that can be used in the scene) 

–permission required – who owns the location, do we need special permission (Eg in a school) 

–potential light/sound problems – how the site looks in the morning or the evening (shadows etc) 

What is a risk assessment? 

A risk assessment is carried out by a company as a means of identifying and trying to minimise potential 

risks.  

What does a risk assessment include? 

–Hazard Name – What the hazard is called 

–What are the risks? – What are the things that could happen with that risk  

–Who is at risk? 

–How can it be controlled? – What can we do to minimise it 
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File Types Knowledge Organiser 

File 
Type 

Compres-
sion 

Advantages Disadvantages 

JPG Lossy Millions of colours 
Very common works on all devices 

Not good for logos 
Lossy so you lose data from original 

TIFF No com-
pression 

No data lost so high quality 
Millions of colours 

Large file size, not suitable for email or 
use on a website 
Not supported on all devices 

GIF Lossy Very small file sizes 
Supports animation and transparency 
Good for buttons on a website 

Only 256 colours 

PNG Lossless Keeps all the image data 
Supports animation and transparency 
Good contrast (sharp edges) 

Not supported on all devices of appli-
cations 
File size is bigger 

File Type Compression Advantages Disadvantages 

WAV No compres-
sion 

Lossless for it is very high quality 
audio 

Big file sizes 
Not good for sharing music online 

AIFF No compres-
sion 

Lossless for it is very high quality 
audio 

Big file sizes 
Not good for sharing music online 

MP3 Lossy Very small file sizes good for 
phones and online sharing 
Works on all devices and with all 
applications 

Lossy format so it has low audio quali-
ty 
Easy to pirate music 

WMA Lossy Very small file sizes good for 
phones and online sharing 
Works on all devices and with all 
applications 

Lossy format so it has low audio quali-
ty 
Easy to pirate music 
Does not work on all devices or appli-
cations 

IMAGE FILE TYPES: 

SOUND FILE TYPES: 

Remember! 

Image File Types: 

For printed files such as posters, adverts in magazines, 

billboard you always used uncompressed file types. This 

will give you high quality images and no data is lost. In this 

case always pick TIFF 

 

For images to be placed online or on social media, you 

always use compressed file types, this makes the file size 

smaller, and easier to download. In this case always pick 

JPG 

Video File Types: 

For video that will be distributed by DVD or Blu Ray you 

always pick an uncompressed file type for the best quality 

and no data loss. In this case always pick WMV 

 

For videos that are online or on social media, you always 

pick a compressed file size, to make the file size smaller 

and quicker download. In this case always pick MP4 

Sound File Types: 

For video that will be distributed by CD or DVD you always 

pick an uncompressed file type for the best quality and no 

data loss. In this case always pick WAV 

 

For sound that are online or on social media, you always 

pick a compressed file size, to make the file size smaller 

and quicker download. In this case always pick mp3 



File Types Knowledge Organiser 

File 
Type 

Compression Advantages Disadvantages 

AVI No compres-
sion 

Lossless for it is very high quality video Big file sizes 
Not good for sharing video online 

MP4 Lossy Smaller file size as it is compressed 
Good for streaming video over the internet 
Works with lots of devices and applications 

Can lose some video quality 

SWF Lossy Very small file sizes good for phones and online 
sharing 
Works exclusively for animation on the internet 
(not movies) 

Not compatible with many devices because you need a flash 
player to play it 

VIDEO FILE TYPES: 



Legislation 

Knowledge Organiser 

What is it? 

Laws that cover how we use im-

ages, logos, trademarks. It also 

looks at how we protect the da-

ta we have about people. 

What do I have to do? 

 

Images: always get copyright 
permission 

 

Logos/Trademarks: They need 
to be licensed from the Trade-
mark holder 

 

 

Why is it important? 

Break the law and you can be 

fined or your media project can 

be stopped from being re-

leased.  

Legislation Key points What does it cov-
er? 

What should I do? 

Copyright Copyright, Designs and Patents Act 1988 
 
It is illegal to use created material without permission. This 
includes images, sounds, words, movies and animation 
 
Punishment: 
Fine of up to £325,000 
Imprisonment of up to five years for a first offence. 
Subsequent offences, fine of up to £0.6 million 
Imprisonment of up to 10 years. 

Songs 
Books 
Art 
Images 
Photos 
Movies 
Animation 

Find the copyright 
holder and write a 
letter or get in touch 
with them to ask per-
mission to use the 
media in your work.  

Trademarks A word, symbol, or phrase, used to identify a particular 
manufacturer or seller's products and distinguish them 
from the products of another 
  
Trademarks Act 1994 
  
Once registered a trademark cannot be used without per-
mission (diluted) 
 
You can be prosecuted for using logos without permission 
and you can be fined. They can also stop your project.  

Slogans for busi-
nesses 
Logos of businesses 
Protects anything 
associated with a 
brand to make sure 
it can’t be ‘stolen’ 
by another compa-
ny 
  
. 

Must ask to use 
trademarks in your 
design and pay a li-
censing fee 

Data Protec-
tion Act 

1 Data must be kept secure (password protected) 
2. Data stored must be relevant (only the info you need) 
4. Data stored must be kept accurate and up-to-date 
(update every year) 
5. Data must be obtained and processed lawfully (you 
should know the data is being collected) 
7. Data must be obtained and specified for lawful purposes 
(You must tell them what the data will be used for) 
8. Data must not be transferred to countries without ade-
quate data protection laws (You can’t send data to coun-
tries that don’t have data protection laws) 

Any information 
that you collect 
about anyone who 
works on the pro-
ject.  
 
Remember they 
are your employ-
ees so you have a 
lot of detail about 
them 

Keep the data secure 
  
Keep the data up to 
date 
  
Don’t send the data 
to countries that 
don’t have data pro-
tection laws 
  
Inform the people 
how the data will be 
used 
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