
COM 317 Media Management 

 

Credit Hours: 3   

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

 

Catalog Description:  

Prerequisite: None 

Theory and practice in broadcast management for radio and television stations, cable networks, 

online digital media; focus on structure, budget, sales, regulations; focus on audience-building 

aspect of programming and management. 

 

Reasons for Revision: 

(2008). This course, formerly called Broadcast Programming and Management, was last revised 

in 1997 as part of a departmental program restructuring. This new proposal is part of a general 

program review through which Communication seeks to update its courses in light of departmen-

tal experience with the previous program version, evolving departmental needs, and expanding 

scholarship in the field. This revision keeps the course in compliance with requirements of the 

Accrediting Council for Education in Journalism and Mass Communication, specifically address-

ing ACEJMC standards focused on writing, law and ethics.   

 

 

Student Learning Outcomes: 

At the completion of this course, stu-

dents will be able to: 

 

1. Identify basic organizational struc-

tures of the television, radio, cable 

and/or digital media industries 

 

2. Recognize and discuss ethical, regu-

latory, economic and organizational 

pressures in a changing media envi-

ronment 

 

3. Analyze the relationship among pro-

gramming decisions, audience-

building, sales opportunities, and 

management strategy and objectives 

 

4. Conduct and analyze audience re-

search 

 

5. Explain the role and practices of 

media sales and promotion  
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Assessment:   
 

 

 

1. Exams, papers, applied projects, 

presentations 

 

 

2. Papers, applied projects, presenta-

tions 

 

 

 

3. Exams, papers, applied projects 

 

 

 

 

4. Applied projects, presentations 

 

 

5. Exams, applied projects, presenta-

tions 

 

 



 

Course Content:  

I.  Management 

A.  Decision-making process 

B.  The business of media 

C.  Media ownership 

D.  Media personnel 

E.  Ethical and legal aspects of media management 

II.  Programming 

A.  Gatekeeper 

B.  Audience 

C.  Programming theory 

D.  Programming issues 

1.  Sex 

2.  Violence 

3.  Politics 

4.  Children’s programming 

5.  FCC regulations 

E.  Programming practices 

1.  Formats and program genres 

2.  Day-parts and time slots 

3.  Competitive programming and counter-programming 

F.  Program genres 

1.  Music 

2.  News 

3.  Talk 

4.  Sports 

5.  Entertainment 

6.  Public affairs 

III.  Distribution Vehicles 

A.  Commercial broadcast television 

B.  Cable television 

C.  Broadcast radio 

D.  Satellite radio 

E.  Public broadcasting 

F.  New media opportunities 

IV.  Audience Research 

A.  Ratings 

B.  Data gathering for television 

C.  Data gathering for radio 

D.  Data gathering for digital media 

E.  Use and misuse of data 

V.  Media Sales 

A.  Network sales 

B.  Local sales 

C.  Affiliation agreements and clearances 

D.  Sales reps 

E.  Sales techniques 

F.  Promotion techniques 
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