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Course Description 

This class explores contemporary U. S. media. When we say “contemporary,” we do not mean last year, last month, or yesterday. Contemporary means the here and tomorrow, what is currently happening and what will be happening. The title of this class, “U. S. Media Now,” doesn’t lie. 

The key assumption underlying this course is that the mainstream American media, first and foremost, exist as consumable goods in a capitalist economy. For the most part, the media are controlled by an organized collection of corporations and companies seeking profits through the production, distribution, and exhibition of programming and services to audiences and advertisers. A nexus of economic, cultural, and political forces determine the conditions in which the media is made, shown and experienced. This class will examine these relationships between networks, artists, advertisers, production companies, regulators, and reformers and how these relationships manifest themselves in an array of texts from the film, television, web, and video game industries.

While we will address ideological concerns, media effects, and the social uses of media, this class will focus on how the organization and control of the media industries set the constraints by which aesthetics, meaning, and reception operate. For example, how does a PG-13 rating delimit or expand the boundaries of language and representation of drug use in a film like Talladega Nights: The Ballad of Ricky Bobby? Or how does FX’s brand image predetermine the shape of older series like The Shield or newer series like Damages?

Class sessions will be devoted to answering these and other questions by examining a spectrum of various media forms, topics, and literature. Relating issues of narrative, form and ideology to industrial concerns like corporatization, regulation, merchandising and licensing, branding, convergence, distribution, exhibition, synergy, globalization, stardom, genre, and authorship will occupy many of our discussions.

The goals of this course are as follows: 1) To achieve a deeper understanding of how the economics of the contemporary mass media shape content and reception in entertainment forms; 2) To acquire the professional and critical terminology presently used by the media industries; 3) To cultivate and expand critical and creative thinking and writing skills for describing, interpreting, and evaluating the contemporary media industries; and 4) To empower students to be engaged citizens in today’s media-saturated marketplace by promoting self-conscious viewing practices and behaviors. 

Caveat 

Please be aware that this class requires a major commitment and great flexibility on your part. Unlike other classes, subject matter in FMS 482 is not predetermined and may not be announced until that very week. Many of the readings will be chosen by the students and posted to a blog for the class to read prior to class.  This is a living curriculum and everyone, not only the professor, shapes its content. (Sometimes) you may have only a few days to do a reading or see a TV show. Other times you will be expected to attend a film in a local movie theater, either on your own or as part of the class.

In the past, some of the topics we discussed have been remakes and Dawn of the Dead; Joey and NBC’s programming strategies after Friends; The Incredibles, Pixar, and the future of Disney animation; Team America, indecency, and the culture wars; Hellboy and movie reviewing; Edward R Murrow and Good Night, and Good Luck; documentary distribution and Grizzly Man; digital media strategies and Heroes; Katie Couric and the merging of news and entertainment; and web television and lonelygirl15.
Required Texts  
Joseph Jaffe, Life after the 30-Second Spot: Energize Your Brand with a Bold Mix of Alternatives to Traditional Advertising (Hoboken, NJ: John Wiley and Sons, 2005)

Steven Johnson, Everything Bad is Good for You (New York: Riverhead, 2005).
Other readings on-line or distributed in class 
Class Structure and Screening Times 

All screenings will take place outside of class time: in movie theaters, on television, on computers, or in homes. These screenings are mandatory and you must arrange access to movie screens, to broadcast and cable television, and to the web. Grades are based on discussion, projects, and essays drawn from these screenings, so missing even one weekly engagement will affect your final grade.  
Learner-Centered Teaching

This is a class that operates on many learner-centered principles.  First, you are treated as learners and co-creators in the learning process.  For the class to be successful, both the professor and student must be prepared each day to critically discuss the readings and films.  Second, you will be continually challenged and asked to support your opinions through the reading and examples from films.  Third, you are given a degree of choice and control over the subject of your assignment.  You will be asked to apply class knowledge to interesting and relevant new contexts.  Lastly, you are given an upfront explanation in this syllabus of what is expected from you in this class.

Assignments (tentative)
Brand Marketing: You will analyze an existing television show dependent upon traditional advertising and design a new integrated brand marketing strategy for it based on the futurist approaches outlined in Joseph Jaffe’s Life after the 30-Second Spot.  Your re-imagination of the show will include: a multiplatform advertising strategy; brand partnerships with other companies; and “organic” product placement and integration methods.  This 1800-word paper must be accompanied by proper citation and bibliography.  The best concepts will be presented in class.

Broadcast Television Project: You will examine the programming strategies and advertising practices for one new show during the Spring 2009 season.  In this paper, you will demonstrate how the network successfully (or unsuccessfully) positioned the program and negotiated its content amidst an increasingly fragmented, cluttered, and consolidated media environment. Simply, why and how did the network air this particular show, how is the show’s content (on-air and off-air) shaped by business decisions, and why (or why not) did the show attract a large enough audience? A 2100-word paper is expected.  A monthly meeting with the professor outside of class time is also expected.

Broadcast Television Presentation: Students sharing the same show for their Broadcast Television Project will present their findings as a group.  Use of technology, handouts, and clips from the show is expected.  
Film Project: You will examine the distribution and exhibition of a new film.  In this paper, you will analyze its marketing strategies, release patterns, advertisement partnerships, media coverage, and exhibition spaces in relation to the actual content of the film.  A 2100-2400 word paper is expected.

Participation

Attendance is not taken in this class. However, your participation grade is based on the quantity and quality of your participation, and you can not participate without being in the class.  Therefore, attendance is an important factor in the determination of your final grade in this class.  You also will be required to post to the class’s web board frequently and with diligence.

Late Papers and Arrival to Classroom

One letter grade will be docked every twenty-four hours a paper is late.  Papers are due at the beginning of class.  Papers handed in during or after class will be docked one letter grade.  In addition, no one will be allowed in class five minutes after the schedule start time.  Any lateness must be pre-approved by the professor.
Student Code of Conduct

The aim of education is the intellectual, personal, social, and ethical development of the individual.  The educational process is ideally conducted in an environment that encourages reasoned discourse, intellectual honesty, openness to constructive change, and respect for the rights of the individual.  Self-discipline and a respect for the rights of others in the university community are necessary for the fulfillment of such goals. 

Plagiarism Policy

In the “Student Academic Integrity Policy” manual, ASU defines “’Plagiarism” [as] using another's words, ideas, materials or work without properly acknowledging and documenting the source. Students are responsible for knowing the rules governing the use of another's work or materials and for acknowledging and documenting the source appropriately.”  You can find this definition at: http://www.asu.edu/studentaffairs/studentlife/judicial/academic_integrity.htm#definitions.  Academic dishonesty, including inappropriate collaboration, will not be tolerated. There are severe sanctions for cheating, plagiarizing and any other form of dishonesty.
Grading 

Participation 20% 
Brand Marketing 20% 

Broadcast Television Project 25% 

Film Project 25%

Group Presentation 10%

100% total

Grade Breakdown

A (90-100) = Excellent: all course work is performed at a clearly outstanding level.
B (80-89) = Good: all course requirements are met at a level measurably above the average.

C (70-79) = Average: all course work is completed at an adequate level.

D (60-69) = Poor: all course work is completed at a level measurably below average or not completing many assignments.

E (59 or below) = Failure: not completing much of the course work, completing assignments inadequately, or both.

I = Incomplete. The grade of “I” will be awarded only when all but a minor portion of the course work has been satisfactorily completed. Students should make arrangements with the instructor to receive an incomplete grade before the end of the semester.

Schedule
The class will be divided into four sections: Spring Television Season, Branding and Product Integration, Film and Television Censorship and Indecency, Distribution and Exhibition of Hollywood Films.  The content of each section is determined the previous week.  The following is an account of a Fall 2007 class to provide you some semblance of what this course would cover.

WEEK ONE
INTRODUCTION

Tuesday, August 22
Greetings

Thursday, August 24
Five Myths of the Media Industries

Reading: Gomery, “Toward a New Media Economics”
WEEK TWO
BROADCAST CRISIS AND CABLE TELEVISION GROWTH 


(view MTV Video Music Awards over weekend)

Tuesday, August 29 
Economic Crisis in Broadcast Television: Part One
Thursday, August 31
Economic Crisis in Broadcast Television: Part Two
WEEK THREE
ABC’s CAVEMAN

(view Caveman)

Tuesday, September 5
Caveman and Advertising Part One


Thursday, September 7
Caveman and Advertising Part Two
WEEK FOUR
FALL TV SCHEDULE
(view Pushing Daisies and Back to You)

Tuesday, September 12
Guest Speaker: Marc Berman from Mediaweek
Thursday, September 14
Fall TV analysis
WEEK FIVE
NEW PROGRAMMING AND ADVERTISING MODELS


(watch The Class, lonelygirl15)

Tuesday, September 19
The Broken Broadcast Economic Model


Read: Jaffe, Life after the 30-Second Spot, Section 1 and 2 

Thursday, September 21 
The Broken Broadcast Economic Model (cont.)

WEEK SIX
TELEVISION MARKETING SHIFTS 

Tuesday, September 26
New Approaches to Selling Content


Read: Jaffe, Life after the 30-Second Spot, Section 3

Thursday, September 28
New Approaches to Selling Content (cont.)

WEEK SEVEN
BRANDING


(watch FX Shows)
Tuesday, October 3

IT’S ALWAYS SUNNY IN PHILADELPHIA ASSIGNMENT DUE

The Brand of FX

Thursday, October 5 
The Brand of FX (cont.)
WEEK EIGHT 
CONTEMPORARY MEDIA IS “HARD”
Tuesday, October 10
Everything Bad is Good for You Part One


Thursday, October 12
Everything Bad is Good for You Part Two
WEEK NINE
THE NC-17 RATING


(watch This Film is Not Yet Rated)

Tuesday, October 17

The Abandonment of the Adults-only Category in US Cinema

Discussion of The Naked Truth
Thursday, October 19
The MPAA and Censorship

WEEK TEN
CENSORSHIP AND VIDEO GAMES

(view Halo) 

Tuesday, October 24
Marketing and Halo
Thursday, October 26
Manhunt 2 and Censorship
WEEK ELEVEN
CASE STUDIES OF CONTEMPORARY


HOLLYWOO DISTRIBUTION


(view Terminator 3 or Legally Blonde 2)

Tuesday, October 31
Terminator 3

Discussion of Hayes and Bing, Open Wide 

Thursday, November 2
Legally Blonde 2

Discussion of Hayes and Bing, Open Wide
WEEK TWELVE
BEOWULF

(watch interviews and content on-line)

Tuesday, November 7
TV PROJECT PAPER DUE 

Analysis of the Generation of Buzz for Beowulf
Thursday, November 9
Analysis of the Generation of Buzz for Beowulf (cont.)

WEEK THIRTEEN
FILM CRITICISM AND FESTIVALS 

Monday, November 14
 
Visit with Phil Villareal, Film Critic, Arizona Daily Star

Wednesday, November 16
TBD 
WEEK FOURTEEN
NO CLASS

Tuesday, November 21
NO CLASS

Thursday, November 23
NO CLASS

WEEK FIFTEEN
TELEVISION SHOW PRESENTATIONS

Monday, November 28
BEOWULF ASSIGNMENT DUE


Discussion on Results from Beowulf Assignment

Wednesday, November 30
Group Presentations

WEEK SIXTEEN
TELEVISION SHOW PRESENTATIONS

Tuesday, December 5
Group Presentations
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