Syllabus

Theory of Communication*

1. Communication as a subject of social science

2. Development of social communication: a historical excursus

3. Different types of communication theory

4. Theory of communication and mass communication

5. Main features of mass communication 

6. Alternative models of communication

7. Mass communication as a process of macro level: mediation of social relations 

8. Relations between media and other social institutions

9. Relations between media and public

10. Main changes in media theory: domination and pluralism

11. Media or society as an engine?

12. Different types of media theory

13. Social media theory: theory of mass society

14. Social media theory: political-economy theory

15. Social media theory: Frankfurt school and critical theory

16. Social media theory: socio-cultural approach

17. Social media theory: structural-functional approach

18. Social media theory: information society theory

19. Normative media theory: theory of free press

20. Normative media theory: authoritarian theory  

21. Normative media theory: theory of social responsibility

22. Normative media theory: theory of development

23. Normative media theory: theory of participatory democracy

24. Press in Karl Marx’ and Fredric Engels’ works

25. Press in Lenin’s works

26. Marxist press model’ implementation in social practice

27. Leninist press model’ implementation in social practice

28. Dualism of media audience

29. Emerging on media audience

30. Media audience as a totality of readers, listeners and spectators

31. Media audience as a mass

32. Media audience as a social group

33. Media audience as a market  

34. Media content as a mirror of public and culture

35. Media content as a result of communicator’ activity

36. Peculiarities of communicator’ state in mass communication system

37. Peculiarities of information technologies in mass communication system 

38. Typology of media audience formation

39. Preconditions of media influence on the society

40. Development of media influence: all-powerful media

41. Development of media influence: doubts about their all-power

42. Development of media influence: media all-power’ rebirth

43. Levels and types of media influence

44. Media and power

45. Media and society: unity vs. diversity

46. Formation of information-communication science

47. Diversity of methods in communication studies

48. Diversity of communication models. 

*This course is provided for undergraduate students of the Department of Information & Communication in the Faculty of Philosophy & Social Sciences at the Belarusian State University. It consists of 36 teaching hours (two thirds of lectures and one third of seminars or writing essays). For the first time was introduced in 1998.
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