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Communications Research Methods 

Syllabus  - Fall _______ 
Instructor


Sufyan Mohammed 


Office: STT 4126


Phone: 57—941-6332


E-mail:  mohammeds2@scranton.edu 

Office Hours: TBA

Throughout this semester, if you have any questions please ask.  Each component of this course builds on prior information presented in class, so do not wait to ask if you do not understand something or have not completely understood the concepts being presented.

Meetings

TBD 

Required Text

Wmmer, R.D. & Dominick, J.R. (Latest Ed.). Mass Media Research: An Introduction, 8th Ed.  Thompson Wadsworth.

You may also be given some handouts and or supplementary readings during the semester.  These will be distributed at least three days before you are required to have read the materials.

Prerequisites

Knowledge of high-school level mathematics 
Course Description

This course is a comprehensive introduction to various communications research methodologies/ applications. The course covers various relevant topics including measurement, sampling, focus groups, interviews, survey and experiment in addition to data collection and analysis. The class provides understanding of basic statistical procedures and research methods using lectures and hands-on assignments.

Course Objectives (outcomes-based objectives on pg. 7) 
· This course will teach students to be able to select appropriate quantitative research methodologies for use in advertising, broadcasting, journalism and public relations. These methodologies will include experimental, survey, content analysis, etc. 

· This course will teach students to be able to describe basic approaches to qualitative research used in advertising, broadcasting and public relations.  These methodologies include historical, case, critical, legal analyses, etc. 

· This course will teach students to identify, critique and create research questions and hypotheses
· This course will teach students various quantitative mass communications concepts like TRPs, Ratings on various media, reach and frequency calculations, evaluating the success of various communications programs, etc. 

· This course will teach students to identify, critique and conduct appropriate systems of basic data analysis 

· This course will also teach students data collection techniques and problem solving.
Class Policies 

Attendance

Much of the material in this class will come from lectures.  I honestly do not believe it possible to learn this material by simply reading the text and/or reading the notes of other students.  Therefore, I will do what I can to motivate you to attend and to be prepared for class.  I will not waste our time taking role but will give at least five “pop quizzes” over the course of the semester.  These will be given at unannounced times and will count for 20% of your course grade.  You will not be permitted to make up these quizzes unless your absence fits in one of the excused categories described below.

Late work, excused absences and make up examinations

Since I am not taking roll excused absences only become relevant if you miss an exam or other assignment.  

Absences are excused ONLY if they fit in one of the two required categories.  

1- University policies require that you absence be excused if it is occasioned by a required religious observance, and 

2- University policies require that your absence be excused if you miss class because you are on a trip traveling away from campus as a representative of the University. 

Illnesses, family deaths, trips representing your fraternity or sorority and family weddings are NOT excused absences. Nor are obligations representing the University on Campus.   If you have any question at all about what is or is not an excused absence please do talk to me. 

Application to pop quizzes and examinations


Unless your absence fits in one of the two recognized categories, you will not be allowed to make up pop quizzes.  If your absence fits in one of the two recognized categories you must arrange to make up the pop quiz or examination during the make up day.  A pop quiz may be given at any time during the class.  Students who are not present for the specific portion of the class in which the quiz is given will not be permitted to make up the quiz.  In other words, arrive on time and do not leave early.

Application to assignments


Unless your absence fits in one of the two recognized categories, you will not be allowed to make up assignments.  If you absence fits in one of the two recognized categories you must arrange to complete the assignment within 4 days of its original due date.  These arrangements must be completed and confirmed with the instructor PRIOR TO the original due date.  Simple notice does not constitute making arrangements.  This means that before your trip or absence you must secure a written agreement from the instructor that details the new due date for the assignment.

Deadlines

Unless your absence fits in one of the two recognized categories of excused absence all work is due by the end of class on the due date listed in the syllabus.

Grammar, spelling and proofreading

All written work will be graded for grammar and spelling. Do proofread very carefully.  This may be a course in research methods but it is also a course in communications.

Academic Honesty

Students must abide by the Academic Integrity Guidelines found in the Code of Student Conduct of the University.  This information can be found in the Student Affairs Handbook.  Overall, each student must adhere to the guidelines by turning in original work on all assignments and examinations.  Any violation of the Code will be dealt with as severely as university policies and state law permits.  Please note that any work not your own should be very specifically cited and that there are no group projects in this class.  

Cheating and plagiarism will not be tolerated.  If you are not sure what cheating is, read the following from the University Catalog.

Cheating: Dishonesty on examinations and quizzes or on written assignments; illegal possession of examinations; use of unauthorized notes during an examination or quiz; obtaining information during an examination from the examination paper, the Internet or another student; assisting others to cheat; alteration of grade records; and illegal entry to or unauthorized presence in an office are instances of cheating. Note specifically that cheating includes falsifying any record or data report associated with the research project assignments.

Plagiarism:  Offering the work of another as one’s own, without proper acknowledgement, is plagiarism; therefore, any student who fails to give credit for quotations or an essentially identical expression of material taken from books, encyclopedias, magazines, and other reference works, or from themes, reports or other writings of a fellow student is guilty of plagiarism. Further, note that I specifically consider the submission of work prepared for another class to be plagiarism.

ADA statement

I will do everything I can to accommodate any disability you may have; but if you request accommodations that impact other students’ performance or grade I must have confirmation of your disability from appropriate university officials.  Accommodations that influence other students’ grades include, but are not limited to, alternate test locations or procedures or extensions of deadlines for assignments.

Assignments and Grading

These assignments are described in more detail in Appendices A & B of this syllabus.

	Assignment
	Due date
	Points
	Description

	Pop quizzes

(5)
	Unannounced
	20 

(4 each)
	Brief exams or in-class assignments that will cover assigned readings and/or material from recent lectures

	Exams (3)
	TBD

TBD

TBD 
	60

(20 each)
	Examinations will be four option multiple choice and will cover material since prior exam. They are not comprehensive

	Questionnaire
	TBD 
	10
	An individually produced questionnaire or protocol that could be used to gather survey data.

	Research Methods Project
	TBD 
	10
	4-5 page research methods proposal using any ONE research method  


Course grade will be based on a total of these points.  One hundred points possible.  Ninety and up is an A, 80 and up a B etc.  Please note that I do not round up.  In other words, 89.9 is a B.

 Communications Research Methods 

Syllabus for _________

Appendix A - Schedule
Note that the assignments and dates herein are subject to change.  Changes will be announced in class and may be occasioned by the instructor’s obligations including presentations at professional or academic conferences.

Class date
Class Activity

Week 1 
Class orientation and syllabus explanation

Week 1 
(Q) Reliability, validity and other basic concepts 

Week 2  
Intro to research process-Read chapters 1 & 2

Week 3 
(Q) Survey research & Sampling – Read chapter 7 & 4

Week 4
Questionnaire design

Week 4
(Q) Hypotheses creation and testing – Read chapter 11 & 12

Week 5
(Q) More statistics and hypotheses – Read chapter 10

Week 5
Exam #1 (Chs. 1, 2, 4, 7, 10, 11, 12) 

Week 6
(Q) Content Analysis – Read chapter 6

Week 7
(Q) Survey Research – Read chapter 7

Week 8
(Q) Experimental research – Read chapter 9

Week 9
Qualitative research – Read chapter 5

Week 9
Longitudinal research – Read chapter 8

Week 9
Non intrusive research and alternate techniques

Week 10
Exam #2 (Chs. 5, 6, 7, 8, 9) 

Week 10 
(Q) Research applications, introduction

Week 11 
(Q) Print media research – Read chapter 13

Week 12 
(Q) Electronic media research – Read chapter 14

Week 13
(Q) Advertising research – Read chapter 15
Week 13 
(Q) PR research – Read chapter 16

Week 14 
(Q) Internet research – Read chapter 17

Week 14 
Exam 3  (Chs. 13, 14, 15, 16, 17) 

____________ between 8:00 am and 10:30 am Questionnaire Due AND Final Research Methods Project Due in on the same day before the start of the exam  

(Q) – Quantitative/Statistics Modules 

Mass Communications Research Methods 

Syllabus for ______________ 

Appendix B – Assignments

1. Pop quizzes.  There will be at least 5 pop quizzes or assignments given at unannounced times and on unannounced dates throughout the course.  These will cover reading assignments or recent lectures.  The will be credited for a maximum of 4 points each.  Because these quizzes and assignments are intended to encourage attendance, students will not normally be permitted to make up these exams and will not be permitted to take them if they arrive for class late or leave early.

2. Examinations.  These will be given on July 19, July 30, and Aug 08 (example).  Each examination will cover the material since the prior examination.  In other words once material is tested, it will not be tested again.  These examinations will be credited for a maximum of 20 points each.

3. Questionnaire.  This assignment will be due (date) and must be completed individually.  In other words you may not work with any other student on this assignment.  The questionnaire must include at least 10 questions.  Five of these must gather demographic data; five must gather psycho graphic or attitude data.  The questionnaire must include instructions to the administrator that encourage subject participation and that includes a procedure for ensuring subject anonymity.  This assignment will be credited for a maximum of 10 points.

4. Research project.  Each student will write a 4-5 page (double spaced, 12-point font, one-inch margins) research proposal using any ONE research method of your choice (content analysis, experiment, survey, qualitative analysis, etc.). The project must include all the basic elements of a research proposal that will be discussed in class during the first half of this semester. 
Learning Objectives and Assessment for 

Communication Research Methods

	General Education Goals and Objectives
(QUANTITATIVE REASONING)
	Learning objectives.

After this course:
	Assessment Technique.

	Using Mathematics to communicate ideas 
	Students will be able to select appropriate quantitative research methodologies for use in advertising, broadcasting, journalism and public relations.  These methodologies include, but are not limited to, experimental, survey, and content analysis.
	Class discussions and instructor interviews

Research Methods Project 

Examinations

	
	Students will be able to describe basic approaches to qualitative research used in advertising, broadcasting and public relations.  These methodologies include, but are not limited to, historical, case, critical and legal analyses.
	Class discussions and instructor interviews

In-class quizzes 

Examinations

	Use mathematical, quantitative or statistical models for abstract problem solving or decision making
	Students will be able to identify and critique research questions and hypotheses
	Class discussions and instructor interviews

Research Methods Project 

In-class quizzes 

Examination

	Using Mathematics to communicate ideas
	Students will be able to identify and communicate appropriate systems of data analysis.
	Class discussions and instructor interviews

Examination

	Use mathematical, quantitative or statistical models for abstract problem solving or decision making
	Students will have experienced data collection techniques and problem solving.
	Research Methods Final Project 


Research Methods         Notes
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Today


Exam #1 – How to see

Review Holsti’s Method

Begin Experimental Design

To review your Exam #1


Let me know what version and when


Give me a day


I’ll get you a copy of the exam and your scantrol

Holsti’s Method

Reliability = 2M / N1 + N2

M = number of coder agreements

N1 = decisions by coder 1

N2 = decisions by coder 2

Example

Two coders each judge whether 5 TV advertisements are:

Product (P), Corp. Image (CI) or Integrated (I)

Ad       Coder1
Coder2

1
P

P

2
CI

I

3
I

I

4
I

CI

5
P

P

M (number of coder agreements) = 3

N 1(decisions by coder1) = 5

N2 (decisions by coder2) = 5

Reliability = 2M / N1 + N2

Reliability = 2(3) / 5 + 5

Reliability = 6/10

Reliability = .6

MCOM Research        February 17
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WHY N1 may not equal N2

Two coders may disagree on “units of analysis”

For an exam – you may be asked to identify M or N OR to tell me what a Holsti’s method reliability of .8 means.

Experimental Design


Survey – study of one group (sample) to learn about another group (population)


Content analysis – systematic and objective investigation of communication CONTENT


Experiment – Manipulation of IV to judge causal effect on the DV

Experiment is the ONLY research design that measures causality!!

Experimental design REQUIRES some manipulation of IV!!

Absolutely WILL appear on examinations

Errors in Logic that result from failing to understand requirement for manipulation of IV.

Examples


ERRORS IN LOGIC


Pastore Committee


Silicone implants


Families that eat together have children with higher grades and lower incidence of run-aways

To prove a change in one variable actually causes change in another you MUST force the change or “manipulate” the change.

All the restrictions on experimental design flow from this requirement that you FORCE the change and ensure nothing else could have caused the change.

MCOM Research        February 17
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Some “Terms of Art”


Independent Variable (IV)


Dependent Variable (DV)


Confounding variable (CV) – 



Also called Intervening variable

Manipulation


Control


Artificiality

Realize this is in an odd location in lecture

Disadvantaged of Experiments


Manipulation/Control/Artificiality/Generalizability

Cost


Ethics

TEXT says control is an advantage and that cost is low but ---

Manipulation and control are required for an experiment but they make the situation artificial and therefore not generalizable.  

Manipulation/Control/Artificiality/Generalizability


Hawthorne Effect


Can only generalize to:



Subjects studied



Situation studied
Control and natural environments are mutually exclusive.
Explain concept of Hawthorne Effect.  What you know at the end of an experiment is limited to:


Subjects selected


Situation/environment studied

YOU just cannot create a completely controlled natural environment – therefore you cannot generalize beyond the experimental setting UNLESS you could create a natural experiment and that would be OUTRAGEOUSLY EXPENSIVE ---- lead into cost.

Experiments and Ethics

Two Examples
MCOM Research        February 17
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Example 1 – I really want to know the extent to which human speech is species specific
Natural Speech experiment --- deaf mute nurse and total isolation.

Feral children studies – 

Example 2 - Milgran studies – resulted in human subjects protection requirements

Two “Techniques” for control


Treatment – Control


Pre – Post test
 Very brief description of each

Treatment – Control Experiment

Group 1 - Treatment (IV) then measure DV

Group 2 – Control (No treatment) (IV) then measure DV

Depends on Random Assignment
Describe/ HAMMER Random assignment

 Pre – Post test Experiment

One group

Pre test (DV) then treatment & then Post test (DV)

Two “Techniques” for control

Both have defects


Treatment – Control



Depends on equal groups


Pre – Post test



Learning effect

For Monday – exercise – 


Idea for how you could control confounding variables in one or the other.

Research Methods

In-Class Exercise #8

Your Name: __________________________________________

                    (please write legibly, it is the only way you get credit for this assignment)

For the purpose of this exercise please use the following information

The City of Smallville has exactly four TV stations. Each one is completely independent and each one carries programming for a different network.  The following chart describes all the TV viewers of Smallville at exactly 8:10 to 8:11 PM on February 13 (the day before Valentine’s day).

	
	Total people
	Men
	Women

	ABC
	10,000
	5,000
	5,000

	CBS
	15,000
	5,000
	10,000

	Fox
	10,000
	10,000
	0

	NBC
	20,000
	5,000
	15,000

	Not watching
	45,000
	20,000
	25,000


For the sake of these calculations, assume a person IS a household.

The total population of Smallville is 100,000 of whom 55,000 are women.

Advertising costs for the one minute that exactly covers the 8:10-8:11 PM time frame is shown below:

	ABC
	$100

	CBS
	$100

	Fox
	$100

	NBC
	$200


You also know, from independent research, that the program on Fox at this time is a sport program that 25% of the audience will record and watch a second time.  You also know the program will not be watched a third or subsequent time.  None of the other programs will be recorded.

You also have independent research that shows an advertisement reminding men that tomorrow is Valentine’s day will secure their attention because most will have forgotten to purchase a gift for their wives or girl friends. Your research also shows that such an advertisement will motivate more than half of these men to purchase a gift it is easily acquired and costs less than $50.

Questions on back

1. What is each station’s share during the subject time?

ABC  _________


CBS __________


Fox __________


NBC _________

2. What is each station’s rating during the subject time? 

ABC  _________


CBS __________


Fox __________


NBC _________

3. What is the reach for an advertisement placed on each station during the subject time?

ABC  _________


CBS __________


Fox __________


NBC _________

4. What is the CPM for an advertisement placed on each station during the subject time?

ABC  _________


CBS __________


Fox __________


NBC _________

5. What is the media efficiency for each station during the subject time?

ABC  _________


CBS __________


Fox __________


NBC _________

6. If you were advertising a $49 box of chocolates that would be delivered the next day, on which station would you place your advertisement?  Assume your sole criterion is to minimize the advertising cost per member of the target public and that your target public is “men.” Also note there are at least two different ways to make this decision.
You will be given time, in class, on Friday to answer these questions but do be prepared for that task. 

Communication Research Methods 
In-Class Exercise # 10

YOUR NAME: ___________________________________________

For any message to impact a target public they must be exposed to it, it must secure their attention, they must perceive it properly, they must retain it and they must act on it.  

This exercise focuses on applied research intended to test whether a particular message CAUSES a change in attention and retention.

1. Design and describe research intended to test whether a newspaper print advertisement with a photograph incorporated gets more attention than one without a photograph.

and

2. Design and describe research intended to test whether a newspaper print advertisement with a photograph incorporated is remembered better than one without a photograph.

The IV is the two nominal categories of newspaper advertisement with and without a photograph. 

The DV for the first question is attention.

The DV for the second question is retention.

For the purpose of this exercise, assume the target public is undergraduate students at Texas Tech University.

For each of the two questions:

a. Describe the research design.  [Hint – if you don’t say experiment, you missed a major point in the course]

b. Describe exactly how you will structure that study. Will it be a pre-post, treatment-control or other structure?

c. Who will be the subjects?  If a sample, how will they be selected?

d. How will the subjects be divided into treatment groups?

e. How will you operationalize the IV and DVs

Be prepared to defend each of your decisions

Questionnaire review:

The following is quoted directly from the syllabus

Questionnaire.  This assignment will be due May first and must be completed individually.  In other words you may not work with any other student on this assignment.  The questionnaire must include at least 10 questions.  Five of these must gather demographic data; five must gather psycho graphic or attitude data.  The questionnaire must include instructions to the administrator that encourage subject participation and that includes a procedure for ensuring subject anonymity.  This assignment will be credited for a maximum of 10 points.

When completing the questionnaire keep in mind the following principles or requirements.

1 – In order to evaluate the document I must know what you intended to accomplish.  Therefore give me a very brief note explaining:


a. What do you want to know or learn from the questionnaire?

(I need to know if the questions you ask are relevant)


b. Who is the intended audience or public – to whom will it be administered

(You would ask questions differently to different publics)


c. How will it be administered – by mail, fact-to-fact, Internet etc.

The form of questions will be different for fact-to-face administration or written documents.

2 – The questionnaire must contain instructions to the administrator that encourage subject participation and that include a procedure for ensuring anonymity.


a. Participation could be encouraged by offering payment, a reward, explaining the importance of the study or offering an opportunity to influence your client.


b. anonymity could be ensured by telling the subject you don’t need their name, describing that the results will be kept confidential etc.

3 – You must include 5 demographic and 5 psychographic questions.


a. demographic questions ask for “physical” information.  Sometimes this is described as information you could identify by observation.  For example, gender, age, geographic location


b. psychographic questions ask for attitudes, beliefs or values.  For example, what do you like, how important is X etc

4 – Remember all questions must avoid typical problems:


a. no double questions – ask questions ONE at a time


b. responses must be mutually exclusive and all inclusive


c. avoid questions that might embarrass the subject


d. avoid questions that are complex or require lengthy explanations.


e. avoid vague or ambiguous language in questions



1. vague means the meaning is not clear



2. ambiguous means the question is subject to two different interpretations or meanings.

See Class Exercise on next Page
In-Class Exercise # 11

To be completed in class 
For the sake of this exercise assume you are a research firm hired to determine the exact tuition level at which University of Scranton will begin to lose revenue.  In other words they want to know how much the university can raise tuition before so many students will leave school that they are no longer increasing revenue.

To answer this question you need to know the precise tuition level at which students would opt to change schools.

For the sake of this exercise assume that students either make that decision or know who does.

1 - Design a sampling procedure that identifies a random sample of 1,500 freshmen, sophomores or juniors at University of Scranton.

2 – Explain how you would ask the subjects you identified:


a. who actually decides how much tuition the student is able to pay (Remember this may not be the student him or herself and may not be one individual)


b. who actually decides what university the student will attend (Remember this may not be the student him or herself and may not be one individual)

Instructions for questionnaire assignment are on reverse.

Curriculum Proposal Signature Sheet





Additional Signatures





______________________________ ______________________________________________  ____________   


                                          Department                                                                                                                        Signature                                                                                                   Date 





______________________________ ______________________________________________  ____________   


                                          Department                                                                                                                        Signature                                                                                                   Date                                         





______________________________ ______________________________________________  ____________   


                                          Department                                                                                                                        Signature                                                                                                   Date                                         








This course introduces to basic statistical techniques comparable to those introduced in other 200-level social science courses, such as PS 240, PSYC 210 and S/CJ 215.





Not applicable.





COMM 240 Communications Research			3 cr.


This course provides a comprehensive introduction to communication research methodologies/applications, including measurement, sampling, focus groups, interviews, survey and experiment, in addition to data collection and analysis. Students will gain an understanding of basic statistical procedures and research methods in the various fields of mass communication through lectures and hands-on assignments.








PS 240, PSYC 210 and S/CJ 215





A necessary degree of overlap exists among all courses in social science statistics. However, this course focuses specifically on the various techniques most commonly employed in the practice and study of mass communication. Numerous communication-specific concepts (e.g., TRP, television/radio/internet ratings, media planning) will be discussed alongside standard quantitative and qualitative research methods (e.g., focus groups, polling) common to all social sciences. 





Besides the course textbook and readings, students will not require any special resources. 
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