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COow 200 | NTRODUCTI ON TO MASS MEDI A
COURSE QUTLI NE/ SYLLABUS

THI'S CLASS W LL PRESENT A SURVEY OF THE H STORY AND | MPACT OF MASS
MEDI A AND COVMUNI CATI ONS, | NCLUDI NG AN ANALYSI S OF HOW THE MEDI A
COLORS QOUR BELI EFS AND | NFLUENCES OUR THI NKI NG WE ALSO W LL
DI SCOVER HOW THE MEDI A HAS CHANGED HI STORY AND HAS RESTRUCTURED OUR
SCCI ETAL/ | NDI VI DUAL LI FESTYLES.
BEG NNl NG WTH THE "UMBRELLA" OF MASS COMVUNI CATI ONS, WE WLL
EXAM NE THE THREE MAJOR SUB- DI VI SI ONS:  JOURNALI SM (" REAL NEWS, ")
PUBLI C RELATI ONS/ PROMOTI ONAL ACTI VI TI ES, AND ADVERTI SI NG MARKETI NG _
LN ADDI TI ON TO LECTURES (VWH CH | NCLUDE ACTUAL CASE STUDI ES AND
EXAMPLES, ) AND DI SCUSSI NG REQUI RED TEXTBOOK READI NG FOR THE COURSE,
THE CLASS W LL DI SCOVER THE | NDI VI DUAL REQUI REMENTS OF EACH MEDI UM
AND LEARN HOW TO WRI TE/ CREATE FOR NEWS MEDI A, PUBLI C RELATI ONS AND
ADVERTI SI NG MARKETI NG THROUGH | NDI VI DUAL ASSI GNMENTS, AND BY
DI VI DI NG | NTO COVMUNI CATI ONS COVPANI ES W TH THE FOLLOW NG DUTI ES:

SELECT A NAME FOR THE COVPANY W TH AN EXPLANATI ON OF HOW THI S

NAME WOULD BE | NTERPRETED | NTO A COVPANY | D/ LOGO

SELECT A "CLIENT" (THE SAME CLI ENT FOR ALL GROUPS)

RESEARCH THE CLI ENT AND PAY AN ACTUAL VISIT TO THE MARKETI NG

DI RECTOR. RESEARCH QUESTI ONS | NCLUDE WHO | S THE CLIENT’S

MARKET, HOW | S THAT MARKET BEI NG REACHED, WHAT ARE THE GOALS OR

PROBLEM5, WHO IS THE COWVPETI TI ON, WHAT MEDI A HAS BEEN USED I N THE

PAST, WHAT HAS WORKED MOST EFFECTI VELY, ETC.

(NOTE: THE CLASS W LL LEARN HOW TO DEFI NE A MEDI A MARKET THROUGH

THE USE OF DEMOGRAPHI CS)

CREATE A THEMELI NE FOR THE CLI ENT

CREATE A MARKETI NG AND MEDI A PLAN

CREATE NEWS STRATEGY, PR STRATEGY AND ADVERTI SI NG STRATEGY

CREATE ACTUAL MEDI A Pl ECES (PRI NT AD, RADI O AND TV COMVERCI ALS)
V\HI LE VWE ARE WORKI NG ON OUR HANDS- ON PRQJECT, LECTURES W LL COVER
SUCH | N- DEPTH AREAS AS WH CH MEDI A DO I T BEST, WHERE ARE THE JOBS,
LEGAL ASPECTS (i.e. COPYRI GHT AND TRADEMARKS, PRI VACY | NFRI NGEMENT,
FI RST AMENDMVENT, ETC.) WE ALSO WLL VISIT MEDI A (HNA/ TV STATION.)
NOTE: | ALWAYS I NVI TE MY STUDENTS TO "PRI NT MEDI A DAY WHICH I S
HELD IN THE FALL OF EACH YEAR AND | S SPONSORED BY THE HAWAI |
PUBLISHERS’ ASSOCI ATION (I AM ON THE BQOARD.) ALMOST ALL OF THEM
TAKE ADVANTAGE OF THE | NVI TATION. | ALSO ENCOURAGE My STUDENTS TO
TAKE PART I'N THE HAWAI | ADVERTI SI NG FEDERATI ON | NTERNSHI P PROGRAM
(I AM CHAIR OF THE SELECTI OV JUDGE NG COWMM TTEE) AND THE HAWAI |
SOCI ETY OF PROFESSI ONAL JOURNALISTS’ | NTERNSH P PROGRAM
THE PRI MARY THRUST OF THE CLASS | S TO PROVI DE STUDENTS W TH AN
UNDERSTANDI NG OF THE HI STORY, STRUCTURE, AND | MPACT OF MASS MEDI A,
PLUS A SNEAK PREVI EW OF "THE REAL WORLD' OF COMMUNI CATI ONS AS
RELATED TO MASS MEDI A.
GRADES ARE BASED UPON:

PARTI Cl PATI ON I N CLASS/ TEAM DI SCUSSI ONS AND PRQJIECTS

ATTI TUDE

ASSI GNVENTS- - WRI TTEN AND ORAL
. FI NAL EXAM
MORE « THAN FOUR UNEXPLAI NED ABSENCES W LL AFFECT STUDENT GRADE.
ASSI GNVENTS TURNED | N LATE ALSO WLL | MPACT THE GRADE.
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