CMNS 426-4

Video Design for Social Communication:

 Media Production for Cultural Research

Overview:
This course explores the potential role digital video production as an emerging form of cultural research It is especially intended for upper levels CMNS Majors who have some production and research experience  and who have a strong interest using video as a cultural research tool. 

The course pedagogy sets out to explore  conventions and design principles appropriate for a type of videography practiced by cultural and social science researchers.  The workshops will introduce students to video production technology providing  the basic knowledge and techniques for producing video essays and research reports. The technical skills you will require include:  the basics of operating sound and video recording equipment, digital video editing, and computer graphics. Students should expect to spend at least three hours per week of self-directed production/practice/research time in addition to the four hours of designated class meetings. The workshops will involve three kinds of learning activities: viewing and criticizing examples of cultural research; discussion of readings; and studio lessons and technical workshops. 

The applied pedagogy of this course emphasizes project-based learning through group production work. All students will undertake a series of collaborative video research exercises that involve different kind of research techniques (see list below) as well as producing short research reports based on their analysis of three unique fields of cultural research into fast-food culture and social influence. 

1)  Communication Design Analysis: This research project consists of an analysis of design of persuasive discourses in food advertising. The project requires students to produce a video report providing an analysis of a single food brand found in the adbase that explores the way brand strategy is expressed in recent campaigns

2) Audience Research: This project provides an an analysis of the role of commercial media in a single individuals exposure to and  domestic use of snack food marketing within their own lifestyle decision-making. 
3) Cultural and Ethnographic Research on Food Consumption.  inspired by Irving Goffman’s work at the NFB this exercise uses of videography for providing an ethnographic video analysis of the moral and political dimensions of  the social dynamics of food.
Assignments:

1) Brand Analysis (15%)- reporting research into the design of a brand found in the food database (brands chosen must have more than one execution) 2 to 4 minutes

2) Analysis of Media Snacking Rituals(15%): This report focuses on the links between media use and food consumption in an individuals life. 2 to 4 minuttes.

3) Defining Boundaries: Mobilizations around ‘food’ and ‘healthy’ eating. (20%) – This report focuses on food politics – ie organics, school pop, vegetarians, gluttons and fair trade etc. as issues in the lifestyle politics of individuals and groups. Less than 5 minutes. 
Requirements:

Course texts include films and readings that contribute to the seminar discussions and presentations. Each student is required to read and watch the compulsory readings and films and to lead seminar discussions on readings from the supplemental reading list. Furthermore, students are required to complete the following weekly exercises related to the three unique fields of research:

DESIGN ANALYSIS
Sept. 8: Story Board (2.5%) 

Structural Analysis of MediaSearch Adbase and construct Story Board Provide a Genre and structural Analysis of the Ad

Sept 15: Content Analysis of Food Ads (2.5%) 
Fast Food, Sedentary Lifestyles? Analyze three ads using the Filemaker Protocol

Sept 22: The Adbust (2.5%) 

Discourse Analysis: Values, Narrative and Ideology. Reversals of Story, Character and Value

AUDIENCE ANALYSIS 

Oct. 6: Focus Group Research(2.5%)

Markets and Audiences: Reflexive Circuits of Reception and Choice. In home focus group of people talking about snacking choices and food brands – how they choose them. 

Oct. 13: Audience Practices and Interpretation (2.5%)

Reception in the Domestic Context. One evening of viewing with interviews of individuals talking about what they remember from the ads (coded with Anvil)

Oct. 20: Cupboard Love (2.5%) 

Discretionary Consumption: Performance of Choice. Interview in kitchen explaining the provisioning preferences and habits.

CULTURAL PRACTICES 

Oct. 27: Festive Consumption: Hallowe’en (2.5%)

Politics of Consumption. Study of occasions of Transgression and Indulgence 

Nov 3: Dinner party (2.5%)

Fan Cultures and Food Performances, study of Cultural Capital.

Nov. 10: Talking Diets (2.5%) 

Promotional Culture. Control and Decontrol Issues in Everyday Life.

Nov. 17: Shopping spree (2.5%) 

Point of Purchase: Negotiated and Discretionary Consumption. Negotiations and Decision-making (Social interactions in and around food choices – shopping alone vs with others/ Social Dynamics of food provisioning)

Grading:

	50%
	production assignments with scripts (15% + 15% + 20%)

	25% 
	weekly exercises (2.5% X10) 

	25%
	seminar presentations, participation and reading log


