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Module Aims: 
 
This module is designed to cover basic knowledge and understanding of forms of media 
communication, and the nature of communication. It includes practice-based approaches to 
communication theory, sender/message/receiver, and the key elements of semiotic theory, 
including codes of communication, connotation/denotation and discourse analysis. There is 
also consideration of language and rhetoric in various forms of media communication, and 
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opportunities for the analysis of the ways in which media texts persuade and control readers, 
audiences and viewers. A third dimension to the module considers the social and cultural 
dimensions of media communications, including mapping of the “media landscape” and 
issues of the media’s impact and control of the audience and viewer.  
 

 

 
Intended Learning Outcomes 
 
Knowledge and Understanding 
 
Students will be able to: 
 

1. Understand the role played by mediation in shaping public perceptions and the ‘world 
view’ of the consumer. (KS1, KS3, KS6 and KS7) 

2. Relate theories of communication and ‘meaning making’ to the regimes and 
conventions of professional practices within the media. (KS1, KS3) 

3. Demonstrate awareness of the various ways in which commercial and political 
pressures shape media products, in both a national and global context. (KS1, KS3) 

 
Key skills for employability 
 
1. Written, oral and media communication skills 
2. Leadership, team working and networking skills 
3. Opportunity, creativity and problem solving skills 
4. Information technology skills and digital literacy 
5. Information management skills 
6. Research skills 
7. Intercultural and sustainability skills 
8. Career management skills 
9. Learning to learn (managing personal and professional development, self management) 
10. Numeracy 
 

 

 
Assessment; 
Indicative assessment 
 
In assessment 1 students will be required to produce a critical analysis of an aspect of 
communication theory dealt with in the module. In assessment 2 students will be required to 
research, plan and produce their own media product utilising the theories and concepts 
covered in the module and then critically evaluate it.    
 

 

Type of assessment Learning 
Outcomes to 
be met 

Assignment Weighting 
 

Duration (if exam) 
 

Assessment 1 
 

1 Essay 50% 2000 words 

Assessment 2 
 

1, 2 and 3 Project 50% 2000 words (equiv) 
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Learning and Teaching Strategies: 
 
The module will be delivered via lecture and seminar with an emphasis on providing 
students with the tools required for the research, planning, production and critical analysis of 
media products, and with information on the dynamics of the communications industries.  
 
This process will be complemented by small group exercises in practical research, planning, 
production, analysis, evaluation, writing and presentation skills.  
  

 

 
Syllabus outline: 
 
The module will consider theories of communication and audience reception, theories of 
semiotics and the analysis of media texts, and exercises involving the practical analysis of 
selected TV, radio, advertising, new media and print items to explore issues of culture and 
shared assumptions, information management and opinion forming, rhetoric and language, 
persuasion etc. A range of media products will be investigated and evaluated in the light of 
key thinkers and academics including Roland Barthes, Baudrillard, Judith Williamson and 
Jonathan Bignall etc.  The key themes covered by the module will include the following: 
 

 Using cultural ‘sign systems’ to transmit and receive meaning 

 Employing language to negotiate, inform or persuade an audience or interest group 

 Creating persuasive and appropriate forms of communication 

 Developing and using inter-personal, voice and projection skills 

 Using communications to influence opinion and change minds 

 Managing and controlling key messages and issues 

 Devising appropriate communications strategies 

 Developing & structuring action-plans to achieve client objectives.   
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