University of Wisconsin-Whitewater

Curriculum Proposal Form #3

New Course

Effective Term:
 FORMDROPDOWN 



Subject Area - Course Number:
JOURNLSM 704 
Cross-listing:
     
(See Note #1 below)

Course Title: (Limited to 65 characters)
Current Topics in Mass Communication
25-Character Abbreviation:  
CURRENT TOPICS MASS COMM


Sponsor(s):  
Barb Penington, Bill Cassidy
Department(s):
Communication
College(s):
 FORMDROPDOWN 



Consultation took place:
 FORMCHECKBOX 

NA 
 FORMCHECKBOX 

Yes  (list departments and attach consultation sheet)

Departments:       


Programs Affected:
M.S. program in Communication
Is paperwork complete for those programs? (Use "Form 2" for Catalog & Academic Report updates)

 FORMCHECKBOX 

NA 
 FORMCHECKBOX 

Yes
 FORMCHECKBOX 

will be at future meeting

Prerequisites:
     
Grade Basis:
 FORMCHECKBOX 

Conventional Letter
 FORMCHECKBOX 

S/NC or Pass/Fail
 

Course will be offered:
 FORMCHECKBOX 

Part of Load
 FORMCHECKBOX 

 Above Load 


 FORMCHECKBOX 

On Campus
 FORMCHECKBOX 

Off Campus - Location       

College:
 FORMDROPDOWN 

Dept/Area(s):
Communication
Instructor:
Various members of Grad Faculty in Dept. of Communication

Note: If the course is dual-listed, instructor must be a member of Grad Faculty.
Check if the Course is to Meet Any of the Following:

 FORMCHECKBOX 
  Computer Requirement
 FORMCHECKBOX 
  Writing Requirement


 FORMCHECKBOX 
  Diversity 
 FORMCHECKBOX 
  General Education Option:   FORMDROPDOWN 
   

Credit/Contact Hours: (per semester)

Total lab hours:
0
Total lecture hours: 
48
 

Number of credits:
3
Total contact hours:
48 

Can course be taken more than once for credit?  (Repeatability)  

 FORMCHECKBOX 
 No    FORMCHECKBOX 
 Yes          If "Yes", answer the following questions:

No of times in major:
2
No of credits in major: 
6
 

No of times in degree:
2
No of credits in degree:
6 

Proposal Information: (Procedures can be found at http://acadaff.uww.edu/Handbook/Procedures-Form3.htm)

Course justification: This course reflects the attempts of the graduate program in Communication to acknowledge trends and issues in Mass Communication important for our students’ education.


Relationship to program assessment objectives: Given the flexibility of this course, it adds depth and breadth to the Mass Communication emphasis


Budgetary impact: Rotated among different mass communication faculty as part of teaching load, i. e, one faculty member will teach this course every eighth semester.  The course will be offered once every three semesters.
Course description: Investigation of issues relevant to mass communication theory and/or mass communication industries. Topics are selected on the basis of need, interest, or timeliness and may change each time the course is offered.


Course requisites: PREREQ Speech 701 or consent of instructor


If dual listed, list graduate level requirements for the following:

1. Content (e.g., What are additional presentation/project requirements?) 


2. Intensity (e.g., How are the processes and standards of evaluation different for graduates and undergraduates? ) 


3. Self-Directed (e.g., How are research expectations differ for graduates and undergraduates?) 


Course objectives and tentative course syllabus:

(Attached)



Bibliography: (Key or essential references only.  Normally the bibliography should be no more than one or two pages in length.)
Notes:

1. Contact the Registrar's Office (x1570) for available course numbers.  A list of subject areas can be found at http://acadaff.uww.edu/Handbook/SubjectAreas.html
2. The 15 and 25 character abbreviations may be edited for consistency and clarity.
3. Please submit electronically when approved at the college level - signature sheet to follow in hard copy.

Sample syllabus

Premiering Fall 2005

Mass Media Entertainment

(Or Journlsm 794)

Starring Dr. Kim Hixson as the Professor
Now showing at Heide 314

Wednesdays 6:15 – 8:45

Dr. Hixson is available for autographs and/or consultation M 8-11, F 8-10 in Anderson 2232

472-1906

HixsonT@uww.edu
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THE CONTENT SHOWN AND DISCUSSED IN THIS COURSE MAY CONTAIN VIOLENCE, NUDITY, SEXUAL CONTENT, STRONG LANGUAGE, OBSCENITY, CRUDE AND SEXUAL HUMOR, AND PORTRAYALS OF DRUG USE AND ANTI-SOCIAL BEHAVIOR.  PLEASE FEEL FREE TO EXCUSE YOURSELF FROM THE CLASSROOM IF ANY IMAGES SHOWN MAKE YOU UNCOMFORTABLE.

Description:

This seminar examines entertainment as presented in the mass media.  Special interest will be devoted to the roles mass media entertainment presentations play in society, in marketing, and as industry.  Television, movies, music, sports, internet and video games will be included in an examination of their content for their entertainment appeal.  Communication theory will be applied to these entertainment venues as a means of understanding their appeal. 

Objectives:

--Students will be able to articulate an understanding of mass media entertainment and its appeals.

--Students will be able to articulate the purpose and roles of mass media entertainment in society.

--Students will be able to examine mass media entertainment through a communication theory perspective.

--Students will be able to examine mass media entertainment through a business perspective.

--Students will conduct and present research in a particular area of mass media entertainment.
Texts:
Zillman, D. & Vorderer, P. (Eds.). (2000).  Media entertainment: The psychology of its appeal.  Mahwah, NJ: Lawrence Erlbaum.

Course Reader – available from UW-W bookstore.

Evaluation:

Discussion Leader

35%

Participation/Reaction Papers
15%

Research Paper


40%

Research Paper Presentation
10%

At the end of the semester grades will be calculated and assigned as follows: 90%+=A, 80-89%=B, 70-79%=C, 65-69%=D, 0-64%=F

Discussion Leader:

As discussion leader you will lead the class in discussing the reading assignment.  You therefore should be thoroughly prepared to discuss the content of the article or chapter.  This may include, but is not limited to asking questions of your classmates, providing them with thought provoking points from the reading and discovering heuristic elements of the articles so that you and your classmates may better understand the topic.  You are encouraged to bring in other materials such as examples of entertainment content to help you discuss and explain the content of your reading.  Also, if needed bring in overheads, power point, or content from the web.  Remember, this course is Mass Media Entertainment, so this class should be entertaining.  Make your discussion and presentation of the material as entertaining, fun and interesting as possible.

 Participation and Reaction Papers:

You are expected to read all the reading assignments and be prepared to participate in the discussion of the material.  This seminar will be successful given the full participation of the class.  We all come from different backgrounds, have different tastes, and have different ways of looking at the same material and content.  It is, therefore, important to the learning of your classmates that you share your reactions and points of view.  From time-to-time in the class, we may write reaction papers to a reading that may be discussed and/or handed in.

Research Paper and Presentation:  

Each student will complete a research paper on a topic within the realm of Mass Media Entertainment and will present the paper orally to the class.  Details of the research paper will be provided in class.

Attendance Policy:

Graduate students should make every effort to attend all class meetings.  Circumstances, however, do require that students be absent from class occasionally.  If you are going to be absent, please let Dr. Hixson know as early as possible.  One absence may be excused, but your final grade will be lowered 5% for each subsequent absence.  An absence from class does not excuse you from your responsibility of turning in assignments on time.  No late assignments will be accepted.  Assignments may not be turned in via e-mail or fax without prior authorization from Dr. Hixson.  All absences will affect your class participation/reaction paper score.

Please read:

The University of Wisconsin-Whitewater is dedicated to a safe, supportive and    non-discriminatory learning environment.  It is the responsibility of all undergraduate and graduate students to familiarize themselves with University policies regarding Special Accommodations, Academic Misconduct, Religious Beliefs Accommodation, Discrimination and Absence for University Sponsored Events (for details please refer to the Schedule of Classes; the “

 HYPERLINK "http://www.uww.edu/Catalog/02-04/Legal/Legal1.html" Rights and Responsibilities

 HYPERLINK "http://acadaff.uww.edu/www.uww.edu/Catalog/02-04/Legal/Legal1.html" ” section of the Undergraduate Catalog; the Academic Requirements and Policies and the Facilities and Services sections of the Graduate Catalog; and the “Student Academic Disciplinary Procedures (UWS Chapter 14); and the “Student Nonacademic Disciplinary Procedures" (UWS Chapter 17).

Semester Schedule

Week 1 –Sept 7

Introduction to the course

Week 2 – Sept 14

Media Entertainment:

The Coming of Media Entertainment 

Course Reader:

What is Media Literacy?

The Importance of Media Literacy

Entertainment as Media Effect

Week 3 – Sept 21

Media Entertainment:

Personality and Entertainment Preferences  

Course Reader:
Individual Differences in Media Effects

The Uses and Gratifications Perspective of Media Effects

Age Identification, Social Identity Gratifications and Television Viewing

Week 4 – Sept 28

Media Entertainment:

The Aesthetics of Media Fare 

Course Reader:
Sensation Seeking and the Taste for Vicarious Horror

Behavior and Biology: Research on Sensation Seeking and Reactions to the Media

Media Psychology “Is Not Yet There”: Introducing Theories on Media Entertainment to the Presence Debate

Week 5 – Oct 5

Media Entertainment:

Violence, Mayhem, and Horror 

Course Reader:
Why We Watch

The Psychology of the Appeal of Portrayals of Violence

A Uses and Gratifications Analysis of Horror Film Preference

Responding to Horror: Determinants of Exposure and Appeal

Week 6 – Oct 12

Media Entertainment:

Conflict and Suspense in Drama 

Affect-Talk and Its Kin

Course Reader:
Fright Responses to Mass Media Productions

Mood Management: Using Entertainment to Full Advantage

Reality-Based Television Programming and the Psychology of its Appeal
Week 7 – Oct 19 

Media Entertainment:

Humor and Comedy

Course Reader:

A Show About Nothing: Seinfeld and the Modern Comedy of Manners

What’s So Funny About a Poke in the Eye?

Developing a Typology of Humor in Audiovisual Media (found on-line)

Week 8 – Oct 26 

Media Entertainment:

Sex on Entertainment Television 

Course Reader:
Uses of Pornography

Responding to Erotica: Perceptual Processes and Dispositional Implications

Effects of Sex in the Media
Week 9 – Nov 2
Media Entertainment:

Music and Music Videos 

Course Reader:
MTV, Adolescence, and Madonna: A Discourse Analysis

MTV: The Medium was the Message and From Dr. Dre to Dismissed: Assessing the Violence, Sex, and Substance Use on MTV

Expressions of Love, Sex, and Hurt in Popular Songs: A Content Analysis of 
All-Time Greatest Hits

Reflections on the Cover Age:  A Collage of Continuous Coverage in Popular Music

Week 10 – Nov 9

Media Entertainment:

Sports on the Screen 

Course Reader:
The Social Psychology of Watching Sports: From Ilium to Living Room

Fanship and Television Sports Viewing Experience

Watching Sports on Television:  Audience Experience, Gender, Fanship and Marriage

Week 11 – Nov 16

Violence and the Enjoyment of Sports

The Appeal of Violent Sports 

Screening the Action: The Moving Sports Image

Understanding Sport and Media:  A Socio-Historical Approach

Week 12 – Nov 23

Thanksgiving – No Class

Week 13 – Nov 30
Media Entertainment:

Video Games and the Pleasures of Control

Interactive Entertainment and Beyond

Course Reader:
Stories for Eye, Ear, and Muscles

Virtual Reality as a Communication System

Does Entertainment Suffer From Interactivity?

Week 14 – Dec 7

Paper Presentations

Week 15 – Dec 14

Paper Presentations

Bibliography (course reader)
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Cantor, J.  (1991).  Fright responses to mass media productions. In Responding to the Screen: Reception and Reaction Processes. J. Bryant & D. Zillmann, Eds. Hillsdale, NJ: Lawrence Erlbaum Associates. 169-197.
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Dukes, R.L., Bisel, T.M., Borega, K.N., Lobato, E.A., & Owens, M.D.  (2003).  Expressions of love, sex, and hurt in popular songs: A content analysis of all-time great hits.  The Social Science Journal, 40.  643-650.

Gantz, W. & Wenner, L.A.  (1995).  Fanship and the television sports viewing experience.  Sociology of Sport Journal, 12.  56-74.

Goldstein, J.  (1998). Why we watch.  In Why We Watch: The Attractions of Violent Entertainment. J.H. Goldstein Ed.  New York: Oxford University Press. 212-226.
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Harris, R.J. & Scott, C.L.  (2002).  Effects of sex in the media. Media Effects: Advances in Theory and Research, 2nd Ed. J. Bryant & D. Zillmann Eds. Mahwah, NJ: Lawrence Erlbaum Associates. 307-331. 

Harwood, J.  (1999).  Age identification, social identifications and television viewing.  Journal of Broadcasting & Electronic Media, 43(1). 123-137. available at http://web26.epnet.com/DelieveryPrintSave.asp?tb=1&ua=3_&ug=sid+CF381FEA-28FA-

Jones, S.  (2005). MTV: The medium was the message.  Critical Studies in Media Communication, 22(1). 83-88.

Kaplan, E.A.  (1997). MTV, adolescence, and Madonna: A discourse analysis.  In S. Kirschner & D.A. Kirschner, Eds.  Perspectives on Psychology and the Media.  Washington: American Psychological Association.  95-118.
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Lawrence, P.A. & Palmgreen, P.C.  (1996). A uses and gratifications analysis of horror film preference. In Horror Films: Current Research on Audience Preferences and Reactions.  J.B. Weaver III & R. Tamborini, Eds.  Mahwah, NJ: Lawrence Erlbaum Associates. 161-178.

McIntosh, W.D., Murray, J.D. & Murray, R.M.  (2003). What’s so funny about a poke in the eye? The prevalence of violence in comedy films and its relation to social and economic threat in the United States, 1951-2000.  Mass Communication & Society, 6 (4). 345-360.

Nabi, R.L., Biely, E.N., Morgan, S.J. & Stitt, C.R.  (2003).  Reality-based television programming and the psychology of its appeal.  Media Psychology, 5.  303-330.

Oliver, M.B. (2002).  Individual differences in media effects. Media Effects: Advances in Theory and Research, 2nd Ed. J. Bryant & D. Zillmann Eds. Mahwah, NJ: Lawrence Erlbaum Associates. 507-524.

Pierson, D. P.  (2000).  A show about nothing: Seinfeld and the modern comedy of manners. Journal of Popular Culture 34(1). 49-65.
Plasketes, G. (2005). R-flections on the cover age: A collage of continuous coverage in popular music.  Popular Music and Society, 28(2).  137-161.

Potter, W.J.  (1998). The importance of media literacy?  Media Literacy.  Thousand Oaks, CA: Sage Publications, 21-42. 

Potter, W.J.  (1998).  What is media literacy?  Media Literacy.  Thousand Oaks, CA: Sage Publications, 3-20.

Rowe, D. (1999).  Screening the action: The moving sports image. In Sport, Culture and the Media. Philadelphia: Open University Press.  145-166.

Rowe, D. (1999). Understanding sport and media: A socio-historical approach. In Sport Culture and the Media.  Philadelphia: Open University Press.  11-35.

Rubin, A.M. (2002).  The uses-and-gratifications perspective of media effects. Media Effects: Advances in Theory and Research, 2nd Ed. J. Bryant & D. Zillmann Eds. Mahwah, NJ: Lawrence Erlbaum Associates. 525-548.

Smith, S.L. (2005).  From Dr. Dre to Dismissed: Assessing violence, sex and substance use on MTV.  Critical Studies in Media Communication, 22(1). 89-98.

Tamborini, R.   (1991).  Responding to horror: determinants of exposure and appeal. In Responding to the Screen: Reception and Reaction Processes. J. Bryant & D. Zillmann, Eds. Hillsdale, NJ: Lawrence Erlbaum Associates. 305-328.

Vorderer, P., Knobloch, S., & Schramm, H.  (2001).  Does entertainment suffer from interactivity?  The impact of watching an interactive TV movie on viewers’ experience of entertainment.  Media Psychology, 3.  343-363.

Weaver, J.  (1991). Responding to erotica: Perceptual processes and dispositional implications.  In Responding to the Screen: Reception and Reaction Processes. J. Bryant & D. Zillmann, Eds. Hillsdale, NJ: Lawrence Erlbaum Associates. 329-354.

Wenner, L.A.  &  Gantz, W.    (1998). Watching sports on television: Audience experience, gender, fanship and marriage.  In L.A. Wenner, Ed. Mediasport. New York: Routledge.  233-251.

Zillmann, D.  (1998).  The psychology of the appeal of portrayals of violence. In Why We Watch: The Attractions of Violent Entertainment. J.H. Goldstein Ed.  New York: Oxford University Press. 179-211.

Zillmann, D.  (1988). Mood management: Using entertainment to full advantage.  In L. Donohew, H.E. Sypher & E.T. Higgens, Eds.  Communication, Social Cognition and Affect.  Hillsdale, NJ: Lawrence Erlbaum Associates. 147-171

Zuckerman, M.  (1996). Sensation seeking and the taste for vicarious horror. In Horror Films: Current Research on Audience Preferences and Reactions.  J.B. Weaver III & R. Tamborini, Eds.  Mahwah, NJ: Lawrence Erlbaum Associates. 147-160.

Zuckerman, M.  (1988). Behavior and biology: Research on sensation seeking and reactions to the media. In L. Donohew, H.E. Sypher & E.T. Higgens, Eds.  Communication, Social Cognition and Affect.  Hillsdale, NJ: Lawrence Erlbaum Associates. 173-194.
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Bryant, J. & Thompson, S.  (2002).  Fundamentals of media effects. Boston: McGraw-Hill.

*Bryant, J. & Zilllman, D. (Eds.).  (2002).  Media effects: advances in theory and research.  Mahwah, NJ: Lawrence Erlbaum.

Claire, R.W. (1999). Entertainment 101: An industry primer.  Beverly Hills, CA: Pomegranate Press.
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*Entman, R.M. & Rojecki, A. (2000).  The black image in the white mind: Media and race in America.  Chicago: University of Chicago Press. 
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Goldstein, J. (Ed.). (1998).  Why we watch: the attractions of violent entertainment. New York: Oxford University Press.
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*Kahle, L.R. & Riley, C. (Eds.). (2004).  Sports marketing and the psychology of marketing communication.  Mahwah, NJ: Lawrence Erlbaum.

Klaver, E.  (2000).  Performing television: contemporary drama and the media culture.  Bowling Green, OH:  Bowling Green State University Press.

Lieberman, A.  (2002).  The entertainment marketing revolution: Bringing the moguls, the media and the magic to the world.  Upper Saddle River, NJ: Financial Times/Prentice Hall.

Luedtke, L.S. (Ed.). (1992).  Making America: The society and culture of the United States. Chapel Hill: University of North Carolina Press.
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Robertson, C.K. (2002).  Religion as entertainment. New York: Peter Lang.
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*Shrum, L.J. (Ed.). (2004). The psychology of entertainment media: Blurring the lines between entertainment and persuasion.  Mahwah, NJ: Lawrence Erlbaum.

Steinbock, D.  (1995).  Triumph and erosion in the American media and entertainment industries.  Westport, CN: Quorum Books. 

Surrette, R.  (1992).  Media, crime and criminal justice: Images and reality.  Pacific Grove, CA: Brooks/Cole Publishing.

Thorburn, D. & Jenkins, H. (Eds.). (2003). Rethinking media change: The aesthetics of transition.  Cambridge, MA: MIT Press. 

*Timberg, B.M.  (2002).  Television talk: A history of the TV talk show.  Austin: University of Texas Press.

*Valenti, F.M. (2000).  More than a movie: Ethics in entertainment.  Boulder, CO: Westview Press.

Valdivia, A.N. (Ed.). (2003).  A companion to media studies.  Malden, MA: Blackwell Publishing.

*Vogel, H. (1998).  Entertainment industry economics: A guide for financial analysis. New York: Cambridge University Press.

Wenner, L.A. (Ed.). (1998).  Mediasport. New York: Routledge.

Whannel, G. (2002).  Media sport stars: Masculinities and moralities.  New York: Routledge. 

*Zillman, D. & Vorderer, P. (Eds.). (2000).  Media entertainment: The psychology of its appeal.  Mahwah, NJ: Lawrence Erlbaum.
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