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COMM 363: Media Consumption 

Fall 2017 / MW 3:30-4:50PM/ANN 410 

 

Instructor: Hye Jin Lee, PhD 

Email: hyejin@usc.edu 

Office: ASC 326A 

Office Hours: M/W 2:00-3:00 and by appointment 

 

Course Description 

In this class, we will examine how audiences are understood as media consumers and how media 

organizations’ understanding about their audiences are deeply interconnected with their 

marketing/branding, distribution, and programming (as well as audience measurement) strategies. We will 

also explore how media organizations’ perception of the audience have transformed over time as the 

media environment changed and what broader sociocultural implications of changes are taking place in 

the conceptualization of media audience. We begin this course with the premise that the audience is a 

social construction, an imaginary entity. In the first part of the course we will explore various methods 

and approaches that have been used to understand, decipher, measure, and (re-)conceptualize the audience. 

We will see how a particular understanding of the audience is reflected in media organizations’ industrial 

strategies, although these strategies do not necessarily produce results that match the original intentions. 

With the development of time and place-shifting, commercial-skipping technologies and unprecedented 

content choice, audiences are considered to have more “control” over their media consumption than ever. 

Furthermore, with the proliferation of interactive technologies, audiences are perceived as not just media 

consumers but also media producers who have the power to create and distribute content. Throughout this 

course, we will critically interrogate this notion of audience “control” and “empowerment.” Lastly, we 

will examine how social media have come to play a significant role in our media consumption and how 

the media industry is taking note (and advantage) of this.  

 
Class Readings 

 

All readings are posted on Blackboard. You are expected to complete readings by the start of lecture and 

be prepared to actively participate in class discussions.  

 

Course Requirements 

 

Attendance: Required 

Attendance is mandatory and will be taken each class. Considering that a significant amount of material 

covered in lecture is not in the reading it is important that you attend class regularly. You will be given 

two free pass in case you need a personal day. Documents for medical/family emergencies and travels for 

scheduled athletic competition and observances of religious holidays will be excused as long as you 

explain your circumstances prior to class. All other absences will negatively impact your participation 

grade. Missing more than seven classes without discussing the situation with the instructor will result in a 

failing grade for the course.  
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Participation (10%) 

I expect you to come to class on time and be prepared to discuss the assigned readings each week. This 

grade will reflect not only your participation, but also whether you have prepared the readings for 

thoughtful discussion in class. You should be able to respond to questions about the assigned readings and 

offer opinions and insight into the topics addressed. Poor attendance will adversely affect your 

participation grade. If you miss more than two classes, you will not receive the full participation grade. 

Also, participation grade will not be based solely on attendance. Each class participation will be graded 

based on the demonstration of your preparation and the level of involvement and contribution to class 

discussions.   

 

10 Discussion Question Assignments (10%) 

You will prepare thought-provoking discussion questions based on the class reading(s) for 10 classes over 

the course of the semester. Be aware that your discussion questions can be used in class. Therefore, your 

discussion questions need to be substantive by raising interesting points, engaging with basic ideas in the 

text, or clarifying confusions in arguments. You will submit the questions in the beginning of class.  

 

2 Topical Papers (30% - 15% each) 

You will be required to write two 5 page papers that are related to class topics. Further details about this 

assignment will be provided in a supplemental handout.  

 

Mid-Term Exam (20%) 

The mid-term exam will include short and long answer essay questions. The exam will evaluate both your 

understanding of the readings and topics covered in class and your ability to synthesize ideas across the 

course. Make sure you keep up with the readings and take good notes on them (and on class discussions) 

to do well in the exam.   

 

Final Paper & Presentation (30% = Proposal 5%+ Final Paper 25%) 

You will be asked to write a final paper on a topic that we discussed in class or a topic that you would like 

to explore that is related to this class. You will turn in a research paper that is 8-10 pages and present your 

findings at the end of the semester. The topic for your research paper must be approved in advance by the 

instructor. I will ask you to submit a 1-2 page proposal that explains your topic, research purpose and 

questions, and methods for approval early in the semester.  

 

* Late Policy: No extensions will be given unless you have truly extenuating circumstances. In these 

cases, you must speak with me before the assignment is due to make an arrangement. Technology 

excuses are not acceptable. Assignments turned in late without an approved extension will be marked 

down a letter grade for every day late. After five days late, the assignment will earn a 0! Please do 

not hesitate to contact me to discuss assignments.  

 

  

Course Grading Policy 

 

You will receive details about each assignment/exam separately. All assignments need to be completed 

and handed in on time to avoid a grade reduction. If you are unable to turn in an assignment due to 

illness or a personal emergency, you must provide written documentation that will allow you to be 

excused, or discuss your situation with me in a timely manner. Do no wait until the end of the 

semester to sort things out.   

 

In order to pass this class you will need to complete ALL of the assignments. Failure to complete one or 

more of them will result in an F in the class.  
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Grades will be assigned as follows: 

A  outstanding, thoughtful and enthusiastic work 

B+/B  above average work, demonstrating good insight into assignment 

B-/C+  needs improvement on ideas, argument and follow through 

C and below fulfilling the bare minimum and showing little understanding of the material 

 

Each assignment will be worth 100 points and will be converted to a percentage score depending upon the 

weight assigned to each. Your percentage scores won the assignments will be totaled and translated to a 

letter grade per the scale shown below: 

 

A = 100-94   C = 76-74 

A- = 93-90    C- = 73-70 

B+ = 89-87    D+ = 69-67 

B  = 86-84    D = 66-64 

B- = 83-80    D- = 63-60 

C+ = 79-77    F = 59-0 

 

If you have concerns regarding a grade on a given assignment, you must appeal it in writing, stating the 

reasons why you feel the grade is inaccurate, within one week of receiving the graded assignment. No late 

appeals will be accepted for review.  

 

Statement on Academic Conduct and Support Systems 

 

Academic Conduct 

  

Plagiarism – presenting someone else’s ideas as your own, either verbatim or recast in your own words – 

is a serious academic offense with serious consequences.  Please familiarize yourself with the discussion 

of plagiarism in SCampus in Section 11, Behavior Violating University Standards 
https://scampus.usc.edu/1100-behavior-violating-university-standards-and-appropriate-sanctions.  Other 

forms of academic dishonesty are equally unacceptable.  See additional information in SCampus and 

university policies on scientific misconduct, http://policy.usc.edu/scientific-misconduct. 

  

Discrimination, sexual assault, and harassment are not tolerated by the university.  You are encouraged to 

report any incidents to the Office of Equity and Diversity http://equity.usc.edu  or to the Department of 

Public Safety http://capsnet.usc.edu/department/department-public-safety/online-forms/contact-us.  This 

is important for the safety of the whole USC community.  Another member of the university community – 

such as a friend, classmate, advisor, or faculty member – can help initiate the report, or can initiate the 

report on behalf of another person.  The Center for Women and Men http://www.usc.edu/student-

affairs/cwm/ provides 24/7 confidential support, and the sexual assault resource center webpage 

http://sarc.usc.edu describes reporting options and other resources. 

  

Annenberg School of Communication Academic Integrity Policy 

 

Students are prohibited from committing or attempting to commit any act that constitutes academic 

misconduct. Students should not give or receive (or attempt to give or receive) unauthorized help on 

assignments or examinations without express permission from the instructor. You cannot turn in someone 

else’s work and you cannot turn in material you have used in other classes, whether at USC or elsewhere. 

You should also properly acknowledge and document all sources of information (e.g. quotations, 

paraphrases, ideas) and use only the sources and resources authorized by the instructor.  

 

https://scampus.usc.edu/1100-behavior-violating-university-standards-and-appropriate-sanctions/
http://policy.usc.edu/scientific-misconduct/
http://equity.usc.edu/
http://capsnet.usc.edu/department/department-public-safety/online-forms/contact-us
http://www.usc.edu/student-affairs/cwm/
http://www.usc.edu/student-affairs/cwm/
http://sarc.usc.edu/
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The Annenberg School of Communication maintains a commitment to the highest standards of ethical 

conduct and academic excellence. Any student found responsible for plagiarism, fabrication, cheating on 

examinations, or purchasing papers or other assignments will receive a failing grade for this course, will 

be reported to the Office of Student Judicial Affairs and Community Standards and may be dismissed 

from the School of Communication.  

Support Systems 

 

A number of USC’s schools provide support for students who need help with scholarly writing.  Check 

with your advisor or program staff to find out more.  Students whose primary language is not English 

should check with the American Language Institute http://dornsife.usc.edu/ali, which sponsors courses 

and workshops specifically for international graduate students.  The Office of Disability Services and 
Programs http://sait.usc.edu/academicsupport/centerprograms/dsp/home_index.html provides 

certification for students with disabilities and helps arrange the relevant accommodations.  If an 

officially  declared emergency makes travel to campus infeasible, USC Emergency Information 

http://emergency.usc.edu will provide safety and other updates, including ways in which instruction will 

be continued by means of blackboard, teleconferencing, and other technology. 

 

Disability 

 

Any student requesting academic accommodations based on a disability is required to register with 

Disability Services and Programs (DSP) each semester. A letter of verification for approved 

accommodations can be obtained from DSP. Please be sure the letter is delivered to me as early in the 

semester as possible. DSP is located in 120 Grace Ford Salvatori Hall and is open 8:30 a.m.-5:00 p.m., 

Monday through Friday. The phone number for DSP is (213) 740-0776.  

 

Other Classroom Policies 

 

Getting to Class Late and Leaving Early 

Late arrivals and early departures distract and disrupt class. Your professor can find them to be especially 

annoying and disrespectful. If you have to miss more than 15 minutes of class, either at the beginning or 

the end, please consider not coming and getting the notes from another student. If you have to leave 15 

minutes or less before class ends, let me know before class, sit in the back of the classroom, and leave the 

classroom quietly.  

 

Discriminatory Conduct (such as sexual harassment) 

The University as well as this class will not tolerate discriminatory conduct. It poisons the work and 

learning environment of the University and threatens the careers, educational experience, and well-being 

of students, faculty, and staff. Such behavior will not be allowed in this classroom.  

 

Seating and Discussion 

Despite the fact that this is a large class, we love discussions and encourage you to raise your hand during 

lecture and ask questions, make comments, or ask for clarification of points you may not have understood. 

Please sit toward the front and center during lecture, so that you can hear the lecture and be heard when 

you ask questions. When you do ask a question or make a comment, please speak up – even if the 

professor can hear you, your classmates need to be able to as well.  

 

Noise-Making Devices and Computer Use in Class 

All noise-making electronic devices (cellphones, mp3 players, etc.) are disruptive. Please remember to 

turn them off at the beginning of class and stow them in your bag or backpack. Use of computer in the 

classroom is a privilege. You may use a computer in the classroom only for note taking and not recreation. 

If we notice that you are abusing this privilege by using your computer for recreational purposes (e.g. 

http://dornsife.usc.edu/ali
http://sait.usc.edu/academicsupport/centerprograms/dsp/home_index.html
http://emergency.usc.edu/
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watching videos, checking emails or Facebook, etc.), we will ask you to leave and mark you as absent for 

that class period.  
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Schedule of Classes, Topics & Readings  

 

Week One: Media Industry’s Understanding of the Audience  

 

Monday, 21 August: Introduction and Overview 

  

Wednesday, 23 August:  

• Mike Proulx and Stacey Shepatin, “The Backchannel: Bringing the Social Conversation to the 

Forefront” in Social TV (pp. 9-32).  

 

Screening: The Dawn of Social TV 
 

Week Two: Audience as Commodity 

 

Monday, 28 August:  

• Dallas Smythe, Chapter 16.  “On the Audience Commodity and Its Work” in Media and Cultural 

Studies: Keyworks (pp. 185-203). 

 

Wednesday, 30 August: 

• Henry Jenkins, Sam Ford & Joshua Green, “The Value of Media Engagement” in Spreadable 

Media (pp. 113-152).  

 

Week Three: Measuring the Audience 

 

Monday, 4 September: 

 

Labor Day – No Class! 

 

Wednesday, 6 September: 

• Philip Napoli, Chapter 1. “The Audience Marketplace” in Audience Economics (pp. 15-35).  

• Jon Gertner (2005), “Our Ratings, Ourselves” in The New York Times Magazine (10 April). 

 

Week Four: Fragmenting and Targeting the Audience  

 

Monday, 11 September: 

• Chris Anderson (2004), “The Long Tail” Wired 12(10). 

• Philip Napoli, Chapter 2. “The Transformation of Media Consumption” in Audience Evolution 

(pp. 54-87). 

 

Wednesday, 13 September: 

• Joseph Turow (2005), “Audience Construction and Culture Production: Marketing Surveillance 

in the Digital Age,” pp. 103-121.   

 

Week Five: Controlling the Audience 

 

Monday, 18 September: 

• Chuck Tryon, Chapter 2. “Restricting and Resistant Mobilities” in On-Demand Culture (pp. 41-

57). 

 

 

http://www.nytimes.com/2005/04/10/magazine/10NIELSENS.html?_r=0
http://archive.wired.com/wired/archive/12.10/tail.html
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Wednesday, 20 September:  

• Philip Napoli, Chapter 4. “Contesting Audiences” in Audience Evolution (pp. 117-148). 

 

Week Six: Audience Studies 

 

Monday, 25 September: 

• Stuart Hall, Chapter 6. “Encoding/Decoding” in The Cultural Studies Reader (pp. 90-103).  

• Janice Radway, Chapter 22, “Reading the Romance: Women, Patriarchy, and Popular Literature” 

in The Audience Studies Reader (pp. 219-225). 

 

Wednesday, 27 September: 

• Jacqueline Bobo, “The Color Purple: Black Women as Cultural Readers” in Cultural Theory and 
Popular Culture, A Reader (pp. 237-245). 

• Kristen J. Warner, “ABC’s Scandal and Black Women’s Fandom” in Cupcakes, Pinterest and 

Ladyporn (pp. 32-50).  

 

Paper #1 Due 

 

Week Seven: Branding the Audience I 

 

Monday, 2 October 

• Sarah Banet-Weiser, “The Nickelodeon Brand: Buying and Selling the Audience” in Kids Rule! 

(pp. 69-103).  

 

Wednesday, 4 October 

• Janet McCabe & Kim Akass, Chapter 5. “Sex, Swearing and Respectability: Courting 

Controversy, HBO’s Original Programming and Producing Quality TV” in Quality TV (pp. 62-

76).  

 

Week Eight: Branding the Audience II 

 

Monday, 9 October:  

• Lane Mann (2016). “Audiences as Subscribers and Netflix’s Notions of Success” in Flow.TV. 

• Sarah Arnold, “Netflix and the Myth of Choice/Participation/Autonomy” in The Netflix Effect (pp. 

49-62).  

 

Wednesday, 11 October:  

 

Mid-term Exam  

 

Week Nine: Fandom  

 

Monday, 16 October:  

• Henry Jenkins, ““Get a Life!”: Fans, Poachers, Nomads” in Textual Poachers (pp. 9-49). 

 

Wednesday, 18 October:  

• Mark Duffett, “Fan Practices” in Understanding Fandom (pp. 275-315).  
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Week Ten: Anti-Fandom and Anti-Fans 

 

Monday, 23 October:  

• Jonathan Gray (2005). “Anti-fandom and the Moral Text: Television Without Pity and Textual 

Dislike” in The American Behavioral Scientist 48(7), pp. 840-858. 

 

Wednesday, 25 October: 

• Sarah Harman & Bethan Jones (2013). “Fifty Shades of Ghey: Snark Fandom and the Figure of 

the Anti-Fan” in Sexualities 16(8), pp. 951-968. 

• Bethan Jones (2015). “My Little Pony, Tolerance is Magic” in Journal of Popular Television 3(1), 

pp. 119-125. 

 

Proposal Due 

 

Week Eleven: Participation or Exploitation? 

 

Monday, 30 October  

• Jenkins et al., “What Constitutes Meaningful Participation?” in Spreadable Media (pp. 153-194).  

 

Wednesday, 1 November:  

• S. Elizabeth Bird (2011). “Are We All Produsers Now?: Convergence and Media Audience 

Practices” in Cultural Studies 25(4-5), pp. 502-516. 

• Mark Andrejevic (2011). “The Work That Affective Economics Does” in Cultural Studies 25(4-

5), pp. 604-620. 

 

Week Twelve: Social TV 

 

Monday, 6 November:  

• Willa Paskin (2013), “Can I Watch Scandal by Only Reading Twitter?” In Slate (3 November). 

• Chuck Tryon, Chapter 6. “The Twitter Effect” In On-Demand Culture (pp. 117-135). 

 

Wednesday, 8 November: 

• Karin van Es (2016). “Social TV and the Participation Dilemma in NBC’s The Voice” in 

Television & New Media 17(2), pp. 108-123.  

 

Week Thirteen: Piracy and Cord-cutting  

 

Monday, 13 November:  

• Jason Mittell (2005). “Exchanges of Value” in Flow.tv. 

• Michael Newman (2012). “Free TV: File-Sharing and the Value of Television” In Television & 
New Media 13(6), pp. 463-479. 

 

Wednesday, 15 November:  

• Michael Strangelove, “Television’s Scariest Generation: Cord Cutters and Cord Nevers” in Post-

TV (pp. 94-123).  

 

Paper #2 Due 

 

 

 

http://www.slate.com/articles/arts/how_we_watch_tv/2013/11/scandal_and_twitter_can_you_watch_abc_s_drama_only_on_social_media.html
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Week Fourteen: Rethinking Binge Watching I 

 

Monday, 20 November: 

• Jason Mittell (2006). “Narrative Complexity in Contemporary American Television,” in Velvet 
Light Trap, pp. 29-40. 

 

Wednesday, 22 November:  

 

Happy Thanksgiving! - No Class (November 22 – 26) 

 

Week Fifteen: Rethinking Binge Watching II 

 

Monday, 27 November: 

• Amanda Lotz (2006). “Rethinking Meaning Making: Watching Serial TV on DVD” in Flow.tv. 

• Amanda Lotz (2014). “Binging Isn’t Quite the Word” in Antenna (October 29) 

(http://blog.commarts.wisc.edu/2014/10/29/binging-isnt-quite-the-word/). 

• Sidneyeve Matrix (2014). “The Netflix Effect: Teens, Binge Watching, and On-Demand Digital 

Media Trends” in Jeunesse 6(1), pp. 119-138.  

 

Wednesday, 29 November: 

• Michael Z. Newman (2016). “TV Binge” in Flow.tv  

• Casey J. McCormick, ““Forward is the Battle Cry”: Binge-viewing Netflix’s House of Cards” in 

The Netflix Effect (pp. 101-116).  

 

Finals Week  

 

Saturday, 9 December: 

 

Final Paper Due (By 5PM)! 

  

 

 

 

 

 

 

 

 

 

 
 

 

 

 

 

 

http://blog.commarts.wisc.edu/2014/10/29/binging-isnt-quite-the-word/

