COM 100 Media Literacy

Credit Hours: 3
In-Class Instructional Hours: 3 Labs: 0 Field Work: 0

Catalog Description:
Prerequisite. None

Role of mass media in the lives of individuals and society; exploration of development, structure
and technology of media, as well as social, economic, ethical and related issues; focus on roles of
both consumers and producers of media.

Reasons for Revision:

(Fall 2005) This course was last revised in 2002. This revision is part of a general program review,
through which Communication seeks to update its courses in light of departmental experience with
the previous program version, evolving departmental needs, and expanding scholarship in the
field. Additionally, the department is undertaking this revision to position itself for accreditation
by the Accrediting Council for Education in Journalism and Mass Communication

Simultaneously, this course is intended for all students to reflect on their experience as consumers
of media and on media’s role in the lives of individuals and the collective life of a democratic so-
ciety. This revision addresses new Intellectual Foundations protocols for Humanities courses.

Student Learning Outcomes: Course Content | Assessment:
Upon completion of this course, the student will be able to: | References:

1. Demonstrate an understanding of the origin, develop- I, 1, v 1. Exams, papers,
ment and function of various types of media and pro- presentations
gramming

2. Evaluate media’s implicit and explicit messages against | V 2. Exams, papers,
standards of ethical, moral and social principles presentations

3. Demonstrate an awareness of First Amendment and v 3. Exams, papers,
other legal principles affecting media presentations

4. Reflect on the role of communication media in address- | I, V, VI 4. Exams, papers,
ing values and meaning of life for individuals and soci- presentations
ety

5. Articulate and defend critically informed values about | 1V, V, VI 5. Exams, papers,
the impact of media texts (broadly defined to include presentations

written, audiovisual and related formats) on individu-
als, diverse/ specialized audiences, and society at large

6. Recognize and demonstrate creative thought in produc- | VI 6. Exams, papers,
ing answers to individual and social questions related to presentations
media




Course Content:
I.  Mass communication
A. Context of media
1. Humanistic tradition
2. Social/cultural environment
B. Purposes of media
1. Information
2. Entertainment
3. Culture
C. Communication process
D. Media models
I1. Media channels (function, history, structure, formats, regulation, economics, ethics and con-
temporary issues)
A. Print media
1. Books
2. Magazines
3. Newspapers
B. Electronic media
1. Motion picture
2. Radio
3. Recorded music
4. Television
5. Computers
I11. Media professions
A. Print & electronic journalism
B. Public relations
C. Advertising
D. Radio & television production & programming
IV. Legal & ethical issues
A. Legal issues
1. First Amendment
2. Defamation
3. Privacy
4. Intellectual Property
B. Ethical issues
1. Decision-making
2. Professional codes
3. Principles and applications
V. Media sociology
A. Control systems
B. Media and culture
C. Media and social structure
VI. Media impact
A. Effects theories
B. Content-specific research
1. Violence




2. Sexuality
C. Media images and stereotypes
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Electronic and/or Audiovisual Resources.

Academy of Motion Picture Arts and Sciences: www.0scars.org
Adbusters: www.adbusters.org

AdCritic: www.adcritic.com

Advertising Ethics: advertising.utexas.edu/research/law/catholic.html
Committee to Protect Journalists: www.cpj.org

Gannett Newspapers: www.gannett.com

Media Effects: www.cyfc.umn.edu/media/effects.html

Media Study: www.mediastudy.com

Mediascope: www.mediascope.org

Newspaper Guild: www.newsguild.org

Project for Excellence in Journalism: www.journalism.org
Public Relations Society of America: www.prsa.org

Rock ‘n’ Roll Hall of Fame Museum: www.rockhall.com




