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COMM 1110 - Media and Everyday Life

By the end of the course, students should:

1. Be equipped with enhanced media literacy.

2. Be able to understand the “operational logic” of different mass media and be able t to recognize the key issues related to media production.
3. Be able to apply theoretical concepts to analyze various media phenomena, especially towards the local mass media.

4. Students are able to understand the role mass media played in a post-modern society and to develop critical and analytical capabilities to
evaluate and consume the media products.
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. Introduction: How do we visualize our society and ourselves through the media?
. Images, gender roles and post-modern identities

. Advertising — the lifeblood of contemporary media system

. What is News?

. Infotainment magazines and consumerism

. Amusing ourselves to death — the impact of TV entertainment culture
. Popular music and the celebrity culture

. New media technology and broadcasting ourselves

9 Media Effects: Sex & Violence

10. Media Effects: Other effects

11. Mass media and political economy

12. The Audience’s choice

13. Conclusion: three types of theoretical approaches
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Assessment Type Current Percent
Others 30
Presentation 15
Short answer test or exam 55
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