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Course Description

The mass media is an ever-increasing part of modern-day society. Most of us have several interactions daily with media messages, both intentionally (e.g., choosing to watch a television show) and unintentionally (e.g., inadvertently listening to music when shopping). Thus, a burgeoning area of communication research has begun to examine the impact of mass media on individuals’ thoughts, emotions, attitudes, and behaviors. This course will introduce students to the empirical study of media and its various effects. Throughout the course, we will discuss the role of media in modern society, the methods used to study its effects, past and current theoretical perspectives for explaining media’s effects, and the effects of mass media on individuals (i.e., micro-level effects) and society at large (i.e., macro-level effects).

This course will focus primarily on three major areas, namely:
· An historical overview of the early studies of mass media and media effects 
· A contemporary overview of the major theoretical perspectives used to explain the  influences of the mass media, as well as the methods employed to test these theories 
· A discussion of the intended and unintended effects of different forms of media on  individuals and society at large

Student Learning Outcomes

By the end of this course, students should be able to: 
· Understand the historical development of mass communication research and identify and describe classical studies of the major theories
· Understand and apply the tenets of the major theoretical perspectives that underlie mass communication research
· Recognize some of the unanswered questions in the field and be familiar with the controversies surrounding mass media research

Textbook and Readings

· Bryant, J., Thompson, S, & Finklea, B. W. (2013). Fundamentals of media effects. (Second Edition). Long Grove, IL: Waveland Press, Inc.
· In addition to the Fundamentals of Media Effects text, several readings and videos will be posted online throughout the term. 
· Please look ahead for upcoming readings and be prepared to discuss them on class days.





Course Procedures

The structure of this course generally follows a lecture/discussion format. Most classes will begin with a short review of the topics covered during the previous class. A 40-50 minute lecture will follow this review. Class will end with a 15-20 minute discussion, which may include in-course activities designed to further expand students’ understanding of the class material.

Your responsibilities for each class:

· Be prepared to learn. This means keeping an open mind. We may cover topics that are controversial or that you don’t believe in. However, education means expanding your thinking.
· Complete the assigned reading(s) before class. It is difficult to add contributions to a discussion if you don’t know what we’re discussing.
· Come with questions from the previous lecture/reading.
· Be respectful of other students. In addition to having good manners, don’t surf the Internet on your laptops. It is distracting to students behind you.

My responsibilities for each class:
· Be prepared to provide a complete and unbiased presentation of the course material.
· Listen to students’ questions and concerns to ensure clear understandings.
· Keep the class fun and interesting. I care about this material and I want you to do the same.
· Be committed to holding regular office hours to ensure students have access to their instructor

Grade Scale and Grading Policy

The grade scale is as follows, which will be applied to each assignment and the final grades in the course:

	Letter Grade
	Grade Point
	Percentage

	A
	4.0
	100 – 93

	A-
	3.67
	<93 – 90

	B+
	3.33
	<90 – 87

	B
	3.0
	<87 – 82

	B-
	2.67
	<82 – 80

	C+
	2.33
	<80 – 77

	C
	2.0
	<77 – 72

	C-
	1.67
	<72 – 70

	D+
	1.33
	<70 – 67

	D
	1.0
	<67 – 60

	F
	0.0
	<60






Course Requirements

Midterm Exam			30%
Final Exam				30%
Group Research Paper			20%
Group Presentation			10%
Lecture Attendance			5%
Individual Research			5%
					____
Total					100%

Exams (60%): There will be two, non-cumulative exams during the course. Exams will be predominantly Multiple-Choice and True/False with the possibility of one or two essay questions. NOTE: Although exams are not cumulative, the second exam will require a basic understanding of the theories explored during the first half of the semester and how those theories apply to the effects discussed during the second half of the semester.

Group Paper (20%): A group research paper is due Tuesday, November 12. This paper will require students to create a media message (e.g., a commercial, a short narrative, etc.) designed to elicit a specific effect. The message should apply principles from two theories discussed during the course to elicit the intended effect. Students will complete a proposal addressed to a group of stakeholders who might be interested in airing/distributing the message (e.g., a company, a foundation, or an individual). This proposal will describe the intended effect of the message and how the message proposes to elicit this effect based on two social scientific theories. A more complete description of the assignment can be found on UBLearns. Discussion of the assignment will be featured during lecture throughout the semester.

Group Presentation (10%): Groups will present their media messages to the class (Nov. 12, 14, and 19) and describe the intended effect and how the message applies the tenets of the theories selected by the group to achieve the intended effect. A short discussion will follow the presentation giving the class and the instructor an opportunity to explore the choices made by the group in designing their message. NOTE: Attendance is required on all days of group presentations barring an excused absence (see Excused Absence section under Policies). An unexcused absence will result in a deduction of 30% of your individual group presentation grade.

Attendance (5%): Class attendance will be taken during the beginning of class on each lecture day. Students will receive .25% for each day they are present up to the maximum 5% attendance. There are 22 lecture days during the semester meaning that you can have 2 unexcused absences without it affecting your final grade. NOTE: Your maximum attendance grade is capped at 5%. As such, you cannot receive extra credit for attending all days of the class, although your exam grade will certainly benefit from such dedicated attendance. :)

Individual Research (5%): There is an individual research component of this course. This individual research component is designed to give students a deeper understanding of communication research. Students can fulfill this research component in one of two ways.

Option A: Students may serve as a participant in research conducted in the communication department completing 2 hours of research credit.

Option B: Students may read and summarize the research findings of 2 short articles from mass communication researchers. The professor can help the students find articles if they are needed.

Students may also complete the individual research by combining times from both Option A and Option B (“a little from column A, a little from column B”). For example, if a student completes 1 hour of research credit in the communication research pool, s/he may summarize one article from a mass communication researcher. NOTE: Both options are designed to require the same amount of time and effort from students.

Policies

Academic Integrity: The course follows the University’s policies regarding academic integrity, which can be found at http://undergrad-catalog.buffalo.edu/policies/course/integrity.shtml. Acts of academic dishonesty may result in failure of the course per the university’s policy.

Excused Absences: Per University policy (http://undergrad-catalog.buffalo.edu/policies/course/attendance.shtml), students may be justifiably absent from classes due to religious observances, illness documented by a physician or other appropriate health care professional, conflicts with university-sanctioned activities documented by an appropriate university administrator, public emergencies, and documented personal or family emergencies.

Declared public emergencies require no documentation. For an excused absence that does not constitute a personal or family emergency (e.g., religious observance), students must notify the instructor by email prior to the class immediately preceding the absence (NOTE: For example, if you are going to miss class on Thursday, September, 12, you must notify the professor prior to Tuesday, September 10).  For an excused absence that does constitute a personal or family emergency, students must notify the instructor by email within 72 hours of the missed class.

NOTE: All excused absences must be supported by documentation providing evidence that the emergency occurred on the date of absence (e.g., doctor’s note, letter from court of law, copy of traffic citation, etc.). In addition, class notes should be obtained from another student; the instructor does not provide copies of class notes to students.

Exam Make-Up Policy: If an exam is missed due to an excused absence, the student should contact the instructor to set up a make-up time. The make-up exam will be an open-ended essay exam rather than the original Multiple-Choice/True-False format. Due to time constraints, it is impossible to create an alternative Multiple-Choice/True-False exam in time for the student missing the original exam to make up the assignment. The open-ended essay make-up exam will not be harder than the closed-ended exam; rather the change in format is designed so that students who missed the exam cannot gain an unfair advantage by discussing the closed-ended form of the exam with other students.

Incomplete Policy: The course follows the University’s incomplete policy, which can be reviewed at http://undergrad-catalog.buffalo.edu/policies/grading/explanation.shtml#incomplete.

Students Requiring Accessibility Resources: If you require classroom or testing accommodations due to a disability, please contact Accessibility Resources, located at 25 Capen Hall. AR can be reached by phone at (716) 645-2608 or by email at stu-accessibility@buffalo.edu. Please inform me as soon as possible about your needs so that we can coordinate your accommodations.

Email Response: I will respond to emails within 48 hours. Generally, I will respond to email on the same day, but you should consider that you might not receive a response prior to 48 hours after you send the original email. In addition, some questions require too in depth of a response for an email message. Such questions include asking me to explain a theory or asking me to provide examples of a theory in action. Questions of these types will not be answered by email. However, I do hold regular office hours on Thursday (2:00-3:30pm) and by appointment.

[bookmark: _GoBack]Class Schedule of Topics and Academic Content

	Date
	Class Number
	Class Title/
Reading
	Class Topic

	Aug.
	T 27
	1
	Class Introduction and Orientation
No Reading
	Expectations and design of the course

	
	R 29
	2
	History of Communication Methods
No Reading
	Describes the progression of communication technology from cave painting to the Internet

	Sept.
	T 3
	3
	Understanding Media Effects
FOME – Chapt. 1
Online Reading – Sept. 3
	Communication models and methods for examining effects

	
	R 5
	
	No Class – Rosh Hashanah
	

	
	T 10
	4
	Media Effects: Historical Overview
FOME – Chapt. 2
	Outlines concerns of media effects over time and provides historical evidence

	
	R 12
	5
	History of the Scientific Study of Media Effects
FOME – Chapt. 3
Online Reading – Sept 12
	Trends over time regarding the scientific study of media effects; future of effects research

	
	T 17
	6
	Diffusion of Innovations
Online Reading
	Everett Rogers; definition of innovation; how innovations spread through societies; S-curves

	
	R 19
	7
	Social Cognitive Theory
FOME – Chapt. 4
Online Video
	Observational learning and media; history of the theory; applicability to media effects research

	
	T 24
	8
	Priming
Framing
FOME – Chapt. 5, 7
	Conceptual roots of priming; activation of concepts through media; factors enhancing priming effects 
Types of frames; frame building and frame setting

	
	R 26
	9
	Agenda Setting
FOME – Chapt. 6
Online Reading – Sept. 24
	Historical research; role of media in setting public agenda; current research 

	Oct.
	T 1
	10
	Cultivation
FOME – Chapt. 8
	Gerbner and his Cultural Indicators Project; criticisms; current understandings

	
	R 3
	11
	Uses and Gratification
FOME – Chapt. 9
	Functions of the media; how people use media; criticisms

	
	T 8
	12
	Persuasion
FOME – Chapt. 10
	Research tradition; media’s effect on attitudes; attitudes and behavior linkages

	
	R 10
	
	Midterm Exam Review
	

	
	T 15
	
	Midterm Exam
	

	
	R 17
	13
	Effects of Media Violence
FOME – Chapt. 11
Online Reading – Oct. 17
	History of concern; results of content analysis of media violence; evidence and criticisms

	
	T 22
	14
	Effects of Sexual Content
FOME – Chapt. 12
Online Video
	Nature of sexual content; prevalence of sexual content; evidence of effects and criticisms

	
	R 24
	15
	Reactions to Disturbing/Frightening Content
FOME - Chapt. 13
	Research on fright; reasons for exposure to frightening content; age/gender differences

	
	T 29
	16
	Political Communication Effects
FOME - Chapt. 14
	Micro and macro level effects; factors influencing media effects

	
	R 31
	17
	Media and Health Effects
FOME - Chapt. 15
	Research findings; health information; unexamined topics

	Nov.
	T 5
	18
	Stereotyping
FOME – Chapt. 16
	Minority portrayals; gender stereotyping; current topics

	
	R 7
	19
	Effects of Children’s Content
FOME – Chapt. 17
	Educational media; “edutainment”

	
	T 12
	20
	Research Presentations – Day 1
	

	
	R 14
	21
	Research Presentations – Day 2
	

	
	T 19
	22
	Research Presentations – Day 3
	

	
	R 21
	23
	Effects of Internet
Effects of Mobile Communication
FOME – Chapt. 19, 20
***Lecture will be posted online due to National Communication Association Conference***
	History of Internet; current views regarding positive and negative effects of Internet communication, birth of a new area of study; social effects; is it mass communication?

	
	T 26
	24
	Effects of Video Games
FOME – Chapt. 18
	Negative effects; positive effects; uses and gratifications

	
	R 28
	
	No Class – Fall Recess
	

	Dec.
	T 3
	
	Exam Review
	

	
	R 5
	
	Final Exam
	

	FOME = Fundamentals of Media Effects
T = Tuesday
R = Thursday







