ANNEX 2 – COURSE DESCRIPTION
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Understanding the Message: The effects

Course Code
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Course Type

Compulsory

Level

Master

Year/ Semester

1st Year / 2nd Semester

Teacher’s Name

-

ECTS
10

Lectures /
Week

See below
(“Teaching
Methodology”)

Laboratories/

None

Week

Course Purpose

Aim of this module is to help students understand how "the message"

and Objectives

affects the functioning of society. This message is being explored either
as a construction of strategic communication or as one of “public
discourse”, aiming to evaluate it and interpret it under terms of identity
and under the notion of persuasion. Students are expected to use the
methodological tools offered in the previous Units (511 and 512) and
emphasize in the evaluation of the results. Since individuals are
constantly receiving messages, for example from traditional and new
Media or from strategic political discourse or marketing campaigns, this
module aims to the operationalization and methodological use of
theories, to explore the relationship between the message and
influence.
Therefore, through the exploration of message and influence, the
students are asked to re-examine the way in which they perceive the
power of the Media and acquire the necessary tools to evaluate the
effectiveness of their action as well as to manage the logical biases
associated with the phenomenon and the processes of self-deception
that people tend to create. In addition this module provides the
necessary tools for the thesis of the students, giving more attention to
the “Discussion” section of the Thesis, where the results are expected
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to be evaluated according to the theories used. That way critical
thinking is being employed regarding the content of a message, a
necessary skill for the wider notion of the “active citizen”.
The "message" constructs society and determines its identity and these
two pillars are under constant dialectics. The "Self" is determined in
opposition to the "Other". Identity is in a permanent dialogue with the
“Otherness” and the “message” plays a decisive role in this dialectic,
since it entails interpretative schemata targeting to persuade and to
align the interpretative schemata of the receivers of the message with
those of the senders.
The usual approach to the operation of the “message” considers society,
as a whole, to be uniform and homogeneous. But in reality, societies
incorporate much more ethnic and social groupings (the term describes
in a "socially accepted" way what we know in common language as
"minorities"). These groups, on the one hand, are "special publics" for
the senders of the message and on the other hand they constitute and
co-define society. Meanwhile, the processes of ethnocentrism and the
function of stereotypes determine how we perceive the image of other
states as well as the way in which our self-image is shaped, and our
identity is (re) defined. Familiarizing with these processes is a key tool
in a better understanding of the functioning and the influence of the
“message”.
Learning

Upon successful completion of this Module students will have

Outcomes

accomplished the following learning outcomes and will be able to:
Knowledge


Know the different effects of framing, the way in which a
message is conceptually conceived.



Trace connections and differences between individual and
collective identities.
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Present their findings scientifically and critically analyze
scientific literature.



Define the heuristic and systematic processing of a message.



Know the limitations and conditions regarding the influence of
the Media.



Recall the media's effects in the context of mass communication
and the qualitative and quantitative diversification that brings
the power of Internet to the media.

Comprehension


Recognize interpretive patterns in various "message" sources



Understand the mechanisms of resistance to the "persuasive
message".



Recognize the different levels of collective and social identities.



Understand the conditions under which the Media act as an
extension of the political system and as a strategic political
communication tool.



Understand the mechanisms of stereotyping and demonization
for reasons of rallying and influence.

Application


Use social identity theories and present their findings in a
scientific and academic way.



Check their individual attitudes and attitudes, which come from
the media and the broader public discourse.



Check for changes in media and power, in the sense of
communication strategy and manipulation.



Produce scientific knowledge through tooling of theories and
evaluation of findings.



Recognize individual differences in the persuasion process

Analysis
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•

Demonstrate

the

communication

relationship

and

media

between strategic
and

critically

political

evaluate

this

relationship over time.
•

Analyze the content of messages in the Media under terms of
coherence, consistency and creation of regulatory interpretation
schemata.

•

Appreciate the different way in which a person collects
information to assess his / her individual and social identity,
while at the same time generating diversity and promoting
processes of rallying.

•

Analyze approaches to media power and decode the impact of
their messages on "public opinion".

Synthesis
•

Define the theories of the message construction processes as well
as the cognitive metaphors.

•

Evaluate critically the theories taught, recognizing the constantly
changing dynamics in the theories of the Media and by extension
their influence and messages.

•

Design a scientific research, combining pre-existing scientific
theories with research methods and thus generating new
knowledge.

Evaluation
•

Evaluate the content of the message, focusing on the effects of
interpretative schemata and cognitive metaphors.

•

Critically approach "messages" from the media and political
speech.

•

Evaluate the rhetoric of legitimation and de-legitimization, in
terms of identity and otherness construction processes.

4

•

Create evaluations regarding the overlapping between the media
and

strategic

political

communication,

focusing

on

the

“message”.
Prerequisites
Course Content

ENΔ512

Co-requisites

None

The Units of this Module are the following:
1. Strategic Communication: "Interpreting the Message"
2. Identities Construction and Media
3. Persuasive Communication and Change of Attitudes
4. Powerand Influence of the Media
5. Media and Power: Dialectics of Media and Political
Communication.
Based on the aforementioned, this Module focuses on the:


Acquisition of methodological skills for interpreting a message.



Ways in which the Media constructs collective and social
identities.



Construction of a "persuasive" message and processes of
influence.



Perceived power of the media and their influence.



Dialectics between media and political communication.



Shifts of individual and collective attitudes as a result of the
"persuasive” message.



Interpretation and decoding of the students’ attitudes

Teaching

Distance learning

Methodology

1 group- meeting at the beginning of the year, as part of the Retreat
program and 7 at least, teleconferences during the semester. The
teleconferences are being recorded, so that students have access to
them in their own time and space.
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At the beginning of each Unit the student is introduced into the Unit’s
content through a short educational video.
The Tutor exploits all the technological tools offered by the eClass
Platform of the Open University of Cyprus and in particular the modern
and asynchronous communication tools for interaction and support of
the students.
The teaching material (compulsory and optional bibliography) is posted
on the eClass Platform, as well as all other teaching material (open
access e-books, video links, links), etc.
Teaching is also being enriched by teleconferencing of invited speakers
on subjects of the Unit.
At the same time, students will assess their learning through evaluation
of two graded assignments, two educational activities and the final
exam, and not graded self-assessment exercises and complementary
educational activities.
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Assessment

Language

Written Assignments

40%

Activities

10%

Final Exam

50%

Greek

8

