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Title - Cathy
We would like to pitch our show “The Dating Pool”. *
The Concept* - Cathy
The concept is a dating show that sees celebrities meet non-celebs via the popular dating apps Tinder and Taimi.  This association with such well-established apps gives a great opportunity for sponsorships.
A group of hand-selected celebrities will create a profile on one of the dating apps, using this to find matches and progress to dating in the real world.* The show will follow the celebs in their experiences and interactions. 
*An accompanying app will create an interactive platform for viewers to vote on happenings in the show. We will go over this in more detail later.
*The main focus of the show will be to create a feel good, positive viewing experience. A lot of other reality shows focus on humiliation and being overtly sexual, which is something we didn’t want to be the main focal point, aligning ourselves more with shows like *First Dates and *Celebs Go Dating as opposed to Love Island and Ex on the Beach.
*We aim to mix the popularity of celebrity culture and dating shows with technology, throwing them into the real world, for an all new insight into the world of modern dating.*
The App - Jess
A study conducted in 2015 identified five categories of audience response to reality TV. They looked at nine subgenres and dating and romance shows scored highest in the interactivity category. Based on this research we wanted to ensure that interactivity played a big part in our show. Interactivity offers the audience member a sense of agency and a chance to actively affect the outcome. This helps the audience member to feel more included and therefore invest more in the show. 
Using new media technology we want to create an app to run alongside the show that will enable viewers to continually participate and interact with the show in several different ways, creating an active rather than passive audience. *Each week viewers will be able to vote on *date locations and activities, *food and drink choices, *topics of conversation and suggest challenges for the celebrities to complete.*
*The app will be free to download and free to vote, however, we will offer a *paid for premium area  with extra perks, pay-to-play competitions and advertisement slots to generate revenue.
*There will be an option to donate to a selected charity which will rotate on a weekly basis.*
The Timeline - Cathy
The running of the show will follow a fairly strict timeline, in order to allow for audience participation via the app.
The show will air at 9pm on a wednesday, this gives viewers something to look forward to midweek.
*We will launch an extensive social media campaign across multiple platforms a month before the show premiers to build a following and gather interest for the show.
*The app will launch two weeks before the show airs, with competitions and voting for the first episode. This will get audience members invested in the show even before it airs.
*Filming will then commence one week before the show airs and then continue on a rolling week to week basis. 
*Two celebrities will be introduced in the first episode, *with the rest being gradually introduced throughout the first half of the season. The focus here will be on meeting the celebs, them creating their profiles, and their first dates.
*The second half of the season will focus on how the celebs develop their relationships with the public participants.
*There will be 12 episodes and a 13th reunion episode which will be broadcast live, and include interviews with many of the participants and highlights and unseen footage from throughout the show. *
Who’s Watching? - Jess
Dating shows are an increasingly popular form of entertainment in the UK, with over 6 million people tuning into Love Island at its peak last year. *The Dating Pool will be mainly aimed at young adults, with studies having shown that viewers with an average age of 20 rate love as the most appealing factor within a reality TV show. 
*Celebrities are already familiar faces. Studies of parasocial interaction suggest that viewers build relationships with the people they see on TV, making them more relatable. By including celebrities in The Dating Pool, we hope to utilise already established parasocial relationships to gain a firm following for the show.
*Different viewers will relate to different people, and we hope to include a diverse range of people when casting the show. We’ll go into more detail about our plans for diversity later, but we hope that this varied representation will maximise relatablilty, and viewrship. For example, *older and longer established celebrities will be more relatable to an older audience member. Disposition theory suggests that an audience members attitude towards those participating in a show and their outcomes are directly linked to their enjoyment of that show. *
The Ethics - Cathy
*Diversity within both participants and hosts is of utmost importance, particularly skin colour, religion, LGBTQ+, gender, and body shape. This diversity will also be applicable to those working behind the scenes and making important decisions, as research has shown that a lack of diversity in these roles leads to stereotypes. With media being the primary source of cultural perceptions for a large portion of society, representation really matters.
*With our production we want to stray away from the typical sexualisation of participants in order to sell the show. Body positivity and diversity will be used in place of the usual unrealistic portrayals of what is “normal”. Media is one way that people learn about the norms and expectations within their society - if sex and body image are portrayed in an unrealistic manner it can be hugely damaging to people’s perceptions. One study mentioned by Schmitz suggests that only 15 percent of sexual content on television actually shows the risks involved, such as STDs and pregnancy. 
*Language is important, and as such our production will be mindful of the language used both on and off screen. A quote from the BPS states that “Labels are for things not people”, so our production will adhere to this as best as possible unless a specific label is requested by a participant. 
How people are portrayed is also significant. As Hawkins states, the portrayal of certain traits helps to form opinions of these people in a positive or negative manner. Whilst humiliation and shaming are a huge part of reality TV, we will attempt to keep this as impersonal and least damaging as possible.
*Valid and informed consent will be gained from each participant in the show and maintained throughout filming and broadcasting. All participants will be kept fully aware of any foreseeable consequences. The option to withdraw will be available to all participants at all times with no reason required, however if a reason is provided it will be acted upon so as to avoid the same situation in future. Using the Mental Capacity Act 2005, experienced psychologists will be used to gain fully informed consent and to ensure that each participant has the capacity to consent.
*The show will air after the watershed in order to minimise the number of children and young people viewing the show. All participants will be over the age of 18.
*A specific team will be put together in order to continually assess any possible risks or consequences. This ethics team will work throughout the shows filming to ensure that all participants and crew members are safeguarded as well as possible.
*This production will use the British Psychological Society’s guidelines and checklists provided by them in order to be as ethical as possible.
With all this in mind we decided to create the following message to show at the end of each episode.*
Support Message - Cathy
Give them a few seconds to read. *
An Opportunity for Activism - Jess
*We’ve already spoken about our plans for diversity within our casting remit, but we want to stress that this will be achieved without resorting to the tokenism often seen in other reality TV shows. We want to stray away from the usual black and white binary and instead represent all the shades of grey in between. 
*As well as diversity in casting, we hope to see the same diversity in our hosts and production crew.
*We will use the show to highlight bullying and abuse on dating apps, by showing screenshots of the type of abuse real people have received, and also *promote online safety by giving tips on withholding personal information and safety when meeting people from the internet in the real world. Highlighting bullying and online abuse gives an opportunity for audience catharsis, though with the intent of avoiding desensitisation of the subject.
*We also aim to highlight and talk about a different social issue on each episode, for example *women’s issues, *racial discrimination, or *LGBTQ+ discrimination. The selected charity on the app each week will relate to the social issue being discussed.
*Finally, we are making a pledge that *at least 15% of our workforce will be made up of vulnerable members of society, i.e. homeless or disabled people. *
The Psychology Bit - Cathy
*Branded Affect – the emotional responses from participants that are inevitable when dealing with love and relationships create an aura of authenticity that helps to cultivate branded affect. By following the journey of participants over several episodes rather than confining appearances to one episode per participant, we hope to allow their personas to develop on-screen, increasing relatability for the viewer.  The use of gifs and social media platforms will help to cultivate this branded effect, boosting both the show and the participants.
*Colour psychology – in deciding a colour scheme for branding and promotional material, we referred to psychological studies of colour in marketing. We found that yellow represents positivity, blue represents trust and reliability, and pink represents fun, romance and flirtatiousness. 
*Media “reality” – According to Taylor, reality TV is generally manufactured and focuses on over the top drama and humiliation. With our show we hope to avoid this and focus on the realities of online dating. Referring back to the study of viewer responses mentioned previously, dating shows scored the worst out of all nine reality subgenres for “perceived realism”. We hope that the changes we have made to the usual model for dating shows, such as increased diversity and integrity in casting and production, will increase the perceived realism for the audience.  Also, by avoiding gate-keeping we hope to create a naturally flowing and more realistic viewing experience.
Jess - Thank you for listening, we hope you enjoyed and if you have any questions let us know.
*
References
