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Students are advised to keep course outlines in personal files for future use. 

Shaded headings are subject to change at the discretion of the department – see course syllabus available from instructor  

 

MACS 215    Social, Cultural and Media Studies  3 

COURSE NAME/NUMBER  FACULTY/DEPARTMENT  UFV CREDITS 
Advertising as Social Communication 

COURSE DESCRIPTIVE TITLE 
 

CALENDAR DESCRIPTION:  

This course provides an interdisciplinary examination of the significance of advertising as a social message system in 
our consumer culture. The course presents a way of assessing the role that advertising plays in defining how we see 
ourselves, one another, and the world at large. It includes a brief history of advertising, but the emphasis is on current 
functions and styles of the global advertising business. 
 

 

PREREQUISITES: None. MACS 110 or 130 recommended. 
COREQUISITES: None. 
PRE or COREQUISITES:       

 

SYNONYMOUS COURSE(S): SERVICE COURSE TO: (department/program) 
(a) Replaces:              

(b) Cross-listed with:              

(c) Cannot take: GD 256 for further credit.  

 

TOTAL HOURS PER TERM: 45  TRAINING DAY-BASED INSTRUCTION: 

STRUCTURE OF HOURS:    Length of course:       

Lectures: 30 Hrs  Hours per day:     

Seminar: 15 Hrs    

Laboratory:       Hrs  OTHER:  

Field experience:       Hrs  Maximum enrolment: 36  

Student directed learning:       Hrs  Expected frequency of course offerings: Annually  

Other (specify):             Hrs  (every semester, annually, every other year, etc.) 

 

WILL TRANSFER CREDIT BE REQUESTED? (lower-level courses only)  Yes  No 
WILL TRANSFER CREDIT BE REQUESTED? (upper-level requested by department)  Yes  No 
TRANSFER CREDIT EXISTS IN BCCAT TRANSFER GUIDE:  Yes  No 

 
 

COURSE IMPLEMENTATION DATE: December 1990 

COURSE REVISED IMPLEMENTATION DATE: September 2011 

COURSE TO BE REVIEWED: March 2017 
(six years after UPAC approval) (month, year) 

Course designer(s): Kathleen Galarneau (reviewed by Eric Spalding)  

Department Head: Eric Spalding   Date approved: February 11, 2011  

Supporting area consultation (Pre-UPAC)   Date of meeting: March 4, 2011  

Curriculum Committee chair: John Carroll   Date approved: March 11, 2011  

Dean/Associate VP: Jacqueline Nolte   Date approved: March 11, 2011  

Undergraduate Program Advisory Committee (UPAC) approval   Date of meeting: March 25, 2011  
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LEARNING OUTCOMES: 

Upon successful completion of this course, students will be able to: 

 Identify historical antecedents to the contemporary global advertising industry; 

 Describe models for criticizing and justifying advertising’s prominent position in consumer culture; 

 Assess advertising’s relationship to corporate and government institutions and markets; 

 Demonstrate the role that advertising plays in constructing reality in contemporary market-industrial cultures; 

 Explain how form and content in advertising combine to attract and influence target audiences; 

 Analyze how advertising affects social communication in familial, political, religious, scientific, and artistic 
realms; 

 Demonstrate critical thinking and academic writing skills. 
 
METHODS: (Guest lecturers, presentations, online instruction, field trips, etc.) 

May vary by instructor, but typical methods would include lectures, audiovisual materials, tutorials, presentations, and 
analyses of advertisements. 
 
METHODS OF OBTAINING PRIOR LEARNING ASSESSMENT RECOGNITION (PLAR): 

 Examination(s)   Portfolio assessment   Interview(s)  
 

 Other (specify): Methods may be considered on a case-by-case basis. 
 

 PLAR cannot be awarded for this course for the following reason(s):       
 
TEXTBOOKS, REFERENCES, MATERIALS: [Textbook selection varies by instructor. Examples for this course might be:] 

Ewen, Stuart. Captains Of Consciousness: Advertising and the Social Roots of the Consumer Culture, 25
th
 

Anniversary Edition. New York: Basic Books, 2001, 272 pages. ISBN: 978-0465021550. 
 
Frith, Katherine Toland, Christopher R. Drahozal, and Barbara Mueller. Advertising and Societies: Global Issues, 2

nd
 

edition. New York: Peter Lang, 2010, 264 pages. ISBN: 978-1433103858. 
 
SUPPLIES / MATERIALS: 

There are generally no unusual supplies required for this course. 
 
STUDENT EVALUATION: [An example of student evaluation for this course might be:] 

Paper 1 10%      
Paper 2 30% 
Presentation 10% 
Quizzes (best two out of three taken) 10% 
Final exam 30% 
Attendance and participation 10% 
 
COURSE CONTENT: [Course content varies by instructor. An example of course content might be:] 

Week 1 Course introduction 
Week 2 Advertising as social production 
Week 3-4 The political ideology of consumption 
 Product placements 
Week 5-6 Globalization and its impact on advertising 
Week 7 Reading advertising: semiotics and content analysis 
Week 8 Advertising as popular culture 
Week 9-10 Issues of gender and race in advertising 
Week 11 Children and advertising 
Week 12 The effects of advertising on everyday life 
Week 13 Review for final exam 
 

http://www.amazon.ca/s?_encoding=UTF8&search-alias=books-ca&field-author=Katherine%20Toland%20Frith
http://www.amazon.ca/s?_encoding=UTF8&search-alias=books-ca&field-author=Christopher%20R.%20Drahozal
http://www.amazon.ca/s?_encoding=UTF8&search-alias=books-ca&field-author=Barbara%20Mueller

